SUMMER 2016 - $6.95

(L-R) Katie Douthwright, assistant operations manager;
Amanda Twohig, assistant operations manager and
Chris Leonardo, managing partner — The Dome Night
Club, Cheers Bar & Grill, Taboo Nightclub
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The Premiumization of the Market
With tougher drinking and driving laws and the general trend
towards health and wellness, we have seen what I would refer to as a
“premiumization” of the market in the bar business. This is what
underlies the cocktail revolution in that patrons may now drink less
but seek a “premium” experience in buying high end cocktails with
unique and often expensive ingredients.
We are certainly seeing this with spirits where market growth has
been concentrated on premium products while “bar brands” languish.
The same is true for the beer where on premise sales are declining
as an overall percentage of the market but patrons are moving up the
quality spectrum to buy more expensive craft or imported products. Hence, we have seen the rise
of the “beer connoisseur” who invests time and money in trying new products, comparing flavour
profiles and whose knowledge often surpasses that of the bartender. As you will read in this issue’s
feature on premium imported beers, this segment of the market is growing at over 16 per cent a year
compared to flat sales in the mainstream domestic varieties.
As bar owners and operators, it is imperative to look at your demographic to ensure you are
offering the product assortment that aligns with this “premiumization” trend. Many will not have to
change their current strategy because their clientele do not fall within this demographic — there is
still a very large percentage of the market that continue to purchase mainstream beer brands and
who are content with bar brands for their spirits. But providing those options may help you attract
this newer demographic and it may be more a more of the market as millennials become the primary
buying segment of the population in the years to come.
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beverage news

PEI Brewing Company
Has Breakthrough at
National Brewing Awards
The PEI Brewing Company has experienced
a breakthrough by winning four gold medals at
the 2016 Canadian Brewing Awards and
Conference (CBAC), considered by experts to
be the most important beer competition in the
country. The awards were announced at the
CBAC held in Vancouver on May 28th, 2016.
PEI Brewing President Jeff Squires says, “These

High Stick Vodka Takes Double Gold & Best in Show
High Stick Vodka, one of
Canada’s newest players in the
world of premium vodkas, has
captured a Double Gold and
was named the best vodka in
the show in the 2016 Wine &
Spirits Wholesalers of America
Spirits Tasting Competition.
Awarded in April at the
WSWA’s annual convention in Las Vegas, where 353 spirits were tasted across the entire competition,
High Stick Vodka was voted best of the 54 vodkas rated by the judging panel, with a special notation
for the buzz created by the unique packaging of High Stick Vodka, a glass bottle in the shape of a
hockey stick. On the international stage, Canadians have got used to a double gold in hockey with the
men’s and women’s teams consistently reaching the top of the podium in the Winter Olympics,” says Illarion Shulakewych, president of High Stick Vodka. “We are proud to have achieved the same distinction
with High Stick Vodka, a premium vodka proudly made with premium Canadian ingredients.”

Glenfiddich Announces Struan Grant Ralph
as New Global Brand Ambassador
recognitions are certain to help elevate the
stature and increase demand for all of the company’s products.” The four gold-winning entries
and their respective categories were: Vic Park
Pale Ale (Session India Pale Ale); Setting Day
Saison (Session Ale); Sir John A’s Honey Wheat
(Wheat Beer North America Style); and Rogues
Roost IPA (English Style India Pale Ale).

Long Table Distillery’s
London Dry Gin
Garners First Place at
Vancouver International
Spirits Competition
At the recent Vancouver International Spirits
Competition, Long Table Distillery claimed first
place in the Gin Category
for its flagship London Dry
Gin. Long Table’s London
Dry Gin was lauded for its
“complex balance of eight
botanicals and bold forward notes of evergreen,
juniper and citrus” by a
panel of industry luminaries
and spirit experts.

Ralph, who was born and raised in Speyside, will bring a wealth of whisky industry experience and creativity from across the world into his new role. Having spent
five years as a Glenfiddich Brand Ambassador in the United States and Asia Pacific,
Ralph will play a pivotal role in driving the iconic single malt brand forward across the
world, particularly in emerging markets.
From his first job working at the Knockdhu
distillery in Speyside — a role that cemented
his love of the whisky industry and gave him
a practical understanding of the art and science of whisky making — Ralph went on to
achieve a master’s degree in chemistry and
a Distinction from the Wine and Spirit Education Trust. His passion for whisky has taken
him across the world, where he mastered his
trade as bartender and whisky ambassador
in locations including Osaka, Manilla, Melbourne and Kuala Lumpur. In his role as
brand ambassador for Glenfiddich in the
U.S., Ralph introduced the delights of Glenfiddich to whisky enthusiasts and on trade
partners across the eastern states.
Enda O’Sullivan, global brand director,
William Grant & Sons said, “Struan embodies Glenfiddich’s entrepreneurial, forward
thinking mindset and desire to break new ground. He brings with him a wealth of
whisky knowledge and expertise and he has already played a fundamental role in the
success of the brand in the United States. We will harness his dynamism, innovative
thinking and unique skills at a global level and he will play a crucial role as the face
of the brand, leading from the front to develop key relationships and initiatives to further enhance Glenfiddich’s excellent reputation with whisky novices, enthusiasts and
connoisseurs as well as on trade partners.”

Go Live with the UFC
The UFC provides bars and restaurants throughout the country a
unique opportunity to create a high value, loyal clientele base that
will be repeat customers potentially over 40 times a year.
UFC, the world’s premier combat sports organization, produces over 40 live events a year with
a run time of five hours per show. With the majority of events taking place over the weekend, we
generate an opportunity for bars to capture a loyal fan base that yearns to experience
fights among friends in a social atmosphere for an extended period of time.
Unlike other sports, UFC has no offseason, which means customers will repeatedly visit your establishment throughout the
year. And there’s no time like the present
— the second half of 2016 alone features
the biggest events (UFC 200, the premiere of UFC in New York City) and
names (Conor McGregor, Brock Lesnar,
Jon Jones, Holly Holm) that will create a
buzz which will augment your own advertising. With marketing support available,
including posters, giveaway items, digital
assets and more, attaching your establishment’s name to the UFC can only increase
your bottom line.
It’s not only the major pay-per-view events that appeal to a captive audience. With live fight
nights on TSN/RDS and Fight Network, your locale can become the home of the UFC in your town
and set itself apart from the rest of the pack.
With a roster of athletes spanning the globe, you can foster a relationship with a diverse fan base
that will develop into engaged, loyal customers.
Want more information? Contact Premium Sports at 1.866.711.7888 to order.

Central City’s Spirit of
Merlot Wins 1st Place
at Inaugural Vancouver
International Spirits
Competition
Central City Brewers + Distillers special
release Spirit of Merlot won first place in the
grape brandy category in the first ever
Vancouver International Spirits Competition.
Born from the pomace (skins and seeds)
of Merlot grapes and
craft distilled at Central
City, Spirit of Merlot is
a clear, medium bodied
aromatic craft spirit that
has a light vinous nose
with notes of fruit and
anise on the palate.
The Spirit of Merlot can
be enjoyed chilled as a
digestif or mixed with
espresso in a café corretto.
Central City’s distillery
has been in operation since 2013 when they
first opened their 68,000 sq. ft. brewing and
distilling facility in Surrey. The distillery has a
number of single malt, small batch, craft spirits,
and are slated to launch whisky in late 2016.

D E F I A N T LY
INDEPENDENT
CRAFT BREWED
IN HISTORIC
GALT, ONTARIO

PROUDLY BREWING
SESSIONABLE
FULL-FLAVOURED
BEERS

Side Launch Brewing Company wins Canadian Brewery of the Year
Side Launch Brewing Company Inc, a Collingwood, Ontario craft brewery has been named Canadian Brewery of the Year for 2016. “We are very
excited and honoured to have won this award,” said Chuck Galea, vice-president of sales and marketing. “We have had a huge year so far in regards
to awards and we are really excited at the notion of us helping put Collingwood on the map as a craft beer destination.”
Along with winning Canadian Brewery of the Year, Side Launch also earned three gold medals for their Side Launch Wheat, Side Launch Huronic
Tripel, and Side Launch Germanic Bock. In April at the Ontario Brewing Awards, Side Launch took home four medals with Side Launch Huronic Tripel
winning Gold and Side Launch Mountain Lager, Side Launch Dark Lager and the barrel-aged Side Launch Dunkelbach all winning bronze medals. In
early May, the “Ontario Craft Beer Guide” was released by co-authors Robin Leblanc and Jordan St. John and not only did Side Launch beers receive
very high ratings overall, but they named it “Top Brewery in Ontario.”
6
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on our cover

by Melanie Franner

T

hey say variety is the spice of life and if so, this could be no more
applicable than with Grafton Connor Group (GCG). Named after its
auspicious beginnings in downtown Halifax in 1980, GCG not only
bears the names of its initial street and building, it also bears all the
markings of a true success story that is diverse as it is sound.

Something for Everyone
Part and parcel of the GCG story is its quick rise in the Canadian food
and beverage industry. The company currently has 16 properties, which
cover the main categories of family dining, casual and fine dining, bars
and grills, and nightclubs.
“Our nightclubs close at 4:00 in the morning and our earliest restaurants open at 6:30,” says Gary Muise, vice-president, operations, GCG.
“That means there are only two and a half hours of the day where we
don’t offer anything.”
And offering everything is at the very heart of GCG’s operations.

The Story
The three original partners who founded GCG have left in their staid a
solid business based on home-cooked meals, quality staff and exceptional value. The one partner, Gary Hurst, remains the sole owner of the privately held operation that now spans decades.
“It’s a typical owner-operated company in that the decision making is very
fast,” explains Muise. “It’s very fluid. We’re always ready to react quickly.”
It is this ability to react quickly that has enabled GCG to build its staple
of food and beverage offerings. In fact, it has allowed for six of the properties, along with head office, to be located all within one gigantic block in
downtown Halifax. Among the residents of this city block are: Five Fisherman Restaurant and Grill; The Auction House; The Dome Night Club,
Cheers Bar & Grill, Taboo Nightclub and the Grafton Street Dinner Theatre.
The Restaurant at Five Fishermen, which has been in operation for
40 years, is renowned for its Nova Scotian seafood, Alberta Angus
beef and an array of chef-inspired menu items. Situated in a 250year old historic building with ties to the Titanic and Halifax
Explosion, it has been recognized as being one of the city’s
best dining experiences. Its sister property, The Grill at Five
Fisherman, offers a warm and inviting atmosphere with
a casual, contemporary feel. It features both an Oyster Bar and a Wine Bar. Capacity is 140 upstairs
and 90 downstairs.
The Auction House is another restaurant that
resides in one of the city’s historic buildings.
The bar-and-grill style eatery opened in 2013
and offers menu items that add a twist to
classic pub fare, and has recently begun
brewing its own craft beer under the
George’s Island Brewing Company brand — in
an eclectic and exciting atmosphere. Capacity is 150.

8
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(L-R) Amanda Twohig, assistant operations manager; Chris Leonardo,
managing partner and Katie Douthwright, assistant operations manager
— The Dome Night Club, Cheers Bar & Grill, Taboo Nightclub
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The Auction House resides in one of Halifax’s historic buildings.

The Dome Night Club, Cheers Bar &
Grill and Taboo Nightclub cater specifically to the nightclub audience. The former targets 19 to 25 year-old, with a
capacity of 600. Four fully stocked bars
and amazing DJs keep things hopping
until 3:30 a.m. Cheers Bar & Grill
offers live entertainment with cover
bands in a smaller setting of a 250capacity venue. And Taboo Nightclub
offers the upscale bottle service and VIP
service treatment for 300.
The Grafton Street Dinner Theatre
rounds out GCG’s offerings within the
one city block in downtown Halifax.

PROUD TO BE A PARTNER OF
THE GRAFTON CONNOR GROUP

The theatre club offers three-act, lighthearted comedies where the actors
themselves do double duty as servers
during the three-course meals. Seating
capacity is 160.
Kempster’s Cookhouse & Eatery is
another Halifax institution. The family-

fold in 2012 and has a seating capacity of 160.
Close by in the neighbouring suburb of Bedford are five
more GCG properties.
The True North Diner is a throwback to the rockin’ 1950s. It
offers a bright and clean dining experience with food prepared from fresh ingredients. The family diner was purchased
by GCG in 2011 and has a capacity of 180.

style restaurant joined GCG in 2010
and offers a seating capacity of 200
for its classic breakfast, lunch and dinner — menu items.
Also in Halifax is the Redwood Grill,
a casual and affordable dining experience with a warm, contemporar y
atmosphere. It also joined the corporate

The Restaurant at Five Fishermen has been in operation for 40 years.

CONGRATULATIONS
AND CONTINUED SUCCESS TO THE

GRAFTON CONNOR GROUP

Canada’s #1 ATM provider
Cash on tap @ www.dcpayments.net
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Another family dining experience is available at Sunnyside
and Sunnyside Too Restaurants. Operational since the 1930s,
the restaurants have literally become Bedford institutions. Seating capacity is 200.
As one of Bedford’s largest eateries, Brewster’s Bar & Grill
offers a full menu of grill classics. Operating the only OffTrack Betting rooms in Halifax offers horse racing fans the
opportunity to bet on all the big races. The property was
acquired by GCG in 2010 and has a capacity of 450.
The Riverside Pub & Eatery is another Bedford pub offering,
with more of a neighbourhood pub-style feel to it. It came into the
GCG fold 15 years ago and offers a seating capacity of 150.
The final GCG-owned Bedford property is the Esquire
Restaurant, a landmark diner featuring great home-cooked
meals at affordable prices. It’s been around since the
1950s, was purchased by GCG in 1999 and offers a seating capacity of 75.
And the last property under the GCG umbrella of eateries
and nightclubs is the Bridgewater Local Public House, one of
Bridgewater’s newest additions with an upscale offering of
typical pub fare and a seating capacity of 150.
Bar & Beverage Business / www.barandbeverage.com
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“All of our brands are so different,”
comments Muise. “Other companies
may say they have a lot of different
brands but I don’t think many of them
would be as diverse as us. Our offerings range from a ‘50s style diner to
nightclubs — that’s quite a range.”

Behind the Scenes
Running all of these food and restaurant establishments is no easy task. The
head office itself is home to nine fulltime personnel, many of whom have
been there for multiple years.
“We have one person working out of
head office who has been with us for

www.bigerics.com

Pleased to
support
The
Grafton
Connor
Group in
achieving
success!

35 years,” says Muise, who cites other
employees at 20 and 15 years respectively. “We definitely have longevity on
our side.”
Muise himself has been there 14
years — more than half of the 26 years
he has spent in the Canadian food and
beverage industry.
“I think one of the reasons we have been
so successful is because we have good
people,” he says. “We do all the heavy lifting at head office and let our managers
focus on the properties under their charge.
We let our managers focus on their individual properties. They don’t have to
worry about things like accounting, suppliers or maintenance and
repair. They just need to
pick up the phone and
place a call. We do the rest.”
GCG has several
general managers in
place to manage its
properties and approximately 400 employees.
“We break it down into
categories,” explains
Muise. “We have one
general manager to oversee the family dining
locations, another to
oversee the pub business
and another for the nightclub business. The other four properties
not included in these categories have
their own individual general manager.”

The acquisition of four properties within an 18-month time
frame a few years ago also necessitated the creation of an
additional layer of supervision, namely the creation of two
new management positions: a Director of Culinary and a
Director of Food & Beverage.
“We now have the structure in place to continue with our
growth plans,” states Muise, who suggests that the future will
likely see additions when the right situation arises.

Grafton Connor Group
offers family dining,
casual and fine dining,
bars and grills.

Taboo Nightclub offers upscale
bottle service and VIP service
treatment for 300.

And one of these new
additions will undoubtedly
be a Pong Social Club.
“It’s in the development
s t a g e r i g h t n o w, ” h i n t s
Muise. “We’re creating an
entirely new concept where
we’ll offer seven ping pong
tables in a very social setting. The idea is to offer
something new and different that complements our
other offerings in the entertainment game. Corporate events,
Halifax’s largest student market, millennials who are looking
for something different and of course creating some world
class ping pong competition. I think it will be an interesting
concept that will really take off.”

Go Big or Go Home
GCG has built its business on individual food and beverage
success stories within the regional municipality of Halifax and
one short trip to Bridgewater. In so doing, it has managed to
still create a diverse and wide range of offerings – that appeal
to an ever-broadening audience of consumers. Add to this the
ability to react quickly to market the latest trends – like the
Pong Social Club – and it’s easy to see how GCG has so firmly become rooted in the Halifax community. And how its long
history bodes well for a long future ahead.
♣

Showrooms in
Halifax,
St. John’s, and
Moncton.
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beers
by Frank Yeo

W

ith last year dubbed “The Year of Craft Beer”
because of the number of new craft brews on
the market and the explosive growth of the
category, this year the title should go to the premium
import segment, which has experienced double digit
growth and is bringing a new “verve” to beer drinking
consumers everywhere.
The total beer market in Canada is standing at
approximately 23 million hectolitres and experiencing
a one per cent annual growth rate. Premium imported
beers, which currently stand at close to five per cent of
the overall market, have been experiencing an annual
growth rate of 16.5 per cent, according to the Brewers
Association of Canada.
This makes it the fastest growing segment in the market and a cause for celebration for Canada’s ‘Beer
Knight’, Guy McClelland of McClelland Premium
Imports, a company at the forefront of the specialty market with iconic brands such as Erdinger,
Stiegl, O’Hara’s and Affligem to
name a few.
“This year marks the 500th
anniversary of the Bavarian
Purity Laws which speaks
directly to the enduring quality of the classic beers.”

Of course craft beers are still on the upswing and this
continuing consumer interest has also helped the market
for premium imports. “Today’s consumer has a healthier
more sophisticated mindset,” says McClelland, “and they
are more willing to experiment with different, unique
products.” Both markets, he says, have grown in tandem
at the expense of mainstream traditional brands.
Grant Shaw of Beverage Concepts International,
importers of Asahi, Krombacher, Siagon and others, concurs. “The growth of this market comes at the expense of
the mainstream national breweries such as Labatt, Molson
and Sleeman and some of the regional breweries.”

Courtesy of Shutterstock
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But while the growth in the craft beer
market has helped to “take people off
their habits” says McClelland, the continued proliferation of new
craft breweries and
brands is unsustainable in
the long term, and certainly presents a quandary to
operators who have to
decide on their signature
mix of product offerings.
McClelland points to
Denmark as an example
of this “pendulum
swing”, where “in 2008
they had well over 100
craft brewers and today
it is closer to 25” due to
rationalization of the
Asahi has
market. “Pretty soon the
gained new
shine will come off the
market share.
pumpkin and consumers

Beer flights are a great way
to appeal to the beer connoisseur.

Operators should not succumb
to pressure to carry only
the brand portfolio of one
company — they do so at their
own peril if they are serious
about really connecting with
the beer consumer today.
will gravitate even more to the tried
and true imported classics.”
Shaw notes “There tends to be less
loyalty to the craft brands, the consumer moves from new product introduction to new product introduction. It
16

seems that ever y month a brewer y
introduces a new product with an
upgraded label with eye-catching creative and a flavoured or increased hop
content to increase the bitterness. New
craft and micro breweries are opening
up every week/month. Eventually they
will saturate the market
and as always, the
strong will survive and
the weak ones will
either sell or regress
from the market. The
beer consumer demographic is changing
and the craft beer trend
is with us at least for the
next while, for sure.”

While craft brewers have been
busy creating new brands, importers
have also been adding to their portfolios. McClelland has just brought in
three brands to the Canadian market.
Timothy Taylor’s Landlord is a classic
English pale ale that is the most
awarded beer in England. Duchesse
de Bourgogne is a Flanders red ale
that dates back to the 15th century.
Made without hops, it is considered
one of the best sour ales available.
O’Hara’s Irish stout is a full-bodied
dry Irish stout which harkens back to
how stouts were originally made.
For operators, it is critical to get that
right balance of brands to meet
patrons’ expectations. Operators
should not succumb to pressure to
carry only the brand portfolio of one
company — they do so at their
own peril if they are serious about
really connecting with the beer
consumer today. McClelland suggests first assessing what type of
demographic you want to
attract but, typically, offering
a balanced mix of mainstream, craft and specialty
brands is the general rule of
thumb. And, with all the
brands on the market, this
could be a tough decision. ♣
A new classic Irish stout from
McClelland Premium Imports.
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spirits: rye & rum
by Robin Brunet

A

t first glance, rye and rum couldn’t be more dissimilar. That is,
until one considers their reputation within the spirits category: not too
long ago, both were considered boring
beverages for the older generation,
and sales suffered accordingly.
Today, driven by innovation, rye and
rum are increasingly becoming the beverages of choice for younger drinkers.
The question is, does their popularity
have legs?

Rye (or Canadian whisky as it is commonly listed on sales charts), accounts for
19 per cent of all spirit sales in Canada
and in 2016 grew by three per cent in
volume and five per cent in value, according to data provided by PMA Canada.
Alvaro Baldoceda, PMA’s senior brand
manager, says, “Over the past three years,
Canadian whisky has woken up, and distillers
are providing the market with unique expressions. Our latest product is unique in that it
was crafted specifically to satisfy rye lovers.”

Bar & Beverage Business / www.barandbeverage.com

Baldoceda is referring to the eight
year old Gibson’s Finest Bold, developed because (according to PMA)
40 per cent of rye imbibers mix their
rye with cola and 25 per cent mix with
ginger ale. “At 92 proof, Gibson’s
Bold is the highest concentration of
whisky in Canada, and this combined
with eight years of aging gives it a distinct taste with vanilla notes,” he says.
“Mixologists can use it freely to create
their own masterpieces.”
21

Rum and rye continue to dominate the imaginations and taste palates of consumers.

Highwood Distillers of Alberta shook
up the rye category several years ago
with the launch of the aged and colourless White Owl; today, the company is
enjoying growing popularity of premium products such as Ninety (20 year
old oak cask aged rye whisky). “Not
only is this product selling well, it was
rated fourth best whisky in the world by
Whisky Advocate,” says Highwood
National Sales Manager Sheldon Hyra.
When asked if the rye revival has
legs, Hyra replies, “There’s still a lot of
discovery to be had, especially in the
premium realm.”
For Corby Distilleries Ltd., the rye
revival has translated into strong sales
for its award-winning craft product, Lot
No. 40, a small batch rye produced
from a single copper pot still, as well as
J.P. Wiser’s Double Still Rye, a rye distilled in copper pot and column stills.
Corby Senior Brand Manager Laura
Bruce notes that “There’s a distinct
increase in female rye drinkers, and in
this realm we see flavoured whiskies
being used as an entrée and normal
rye preferred later on.”
In the wake of Collingwood 21 Year
Old Rye being named Canadian
Whisky of the Year at the 5th annual
Canadian Whisky Awards, and Collingwood Blended Canadian Whisky being
released in a sleek new package,
Collingwood Brand Manager Heather
Howell says rye consumers crave unique
22

stories such as the one her brand provides. “Collingwood is made at Canada’s longest continuously owned and
operated distiller y, in the town of
Collingwood, Ontario,” she explains.
“It’s made using water from the pristine
Georgian Bay and fine grains sourced
primarily from Canadian farms.”
According to data provided by Kelly
Mitchell, brand manager for Goslings
Bermuda Rum (part of PMA Canada’s
portfolio), rum matches rye sales in
Canada, accounting for 30 million
cases out of 159 million cases for the
spirits categor y in total. However,
“while white rum accounts for 40 per
cent of all rum sales, amber is 28 per
cent, spiced is 21 per cent, and dark is
10 per cent, all are on the decline
except for spiced.”
Still, Gosling’s Black Seal Rum, introduced to Canada last year, has proven
popular because it’s one of the very
few rums exported from Bermuda.
“We’re following this up with the
launch of Gosling’s Gold Seal Rum,
and together these rums provide a very
distinct taste and subtle elegance,” says
Mitchell.
Domaine Pinnacle of Quebec proves
that good rum isn’t exclusive to the tropics: Chic Choc Spiced Rum is a delicious addition to the spiced category,
created with premium agricultural rum
and a selection of Nordic Quebec
spices from the Chic Choc mountains.

Pinnacle President Charles Crawford
says, “Competition in the spiced category is fierce, but Chic Choc is a hit with
bartenders because of its powerful
flavour and the fact it doesn’t fade away
when mixed with other ingredients.”
Grant Shaw, who established the
Beverage Concept International Network Agency in 1990 to bring quality
adult beverages to market, stresses that
older drinkers play an important role in
driving the rum category: “They are
responsible for sales of iconic products
such as Screech and Old Sam, and
they are the demographic that is spending up — in many cases as much as
$70 for premium products.”
RumChata is an excellent example of
a truly innovative new addition to the
category: a light Caribbean rum mixed
with real dairy cream, sugar, cinnamon
and vanilla — which means it can be
enjoyed on its own rather than mixed.
Tom Maas, RumChata founder and
master blender, says he was inspired
to create his beverage partly due to
the success of the spiced category. He
adds that RumChata enjoyed a 97
per cent annual growth rate over last
year as par t of the relatively flat
liqueur categor y, and that it has
already reached the 15K case mark
since it was launched less than two
years ago in Canada.
As for Beam Suntory, its rum offering, Cruzan, is popular because “aficionados continue to look for spirits
with complex flavour profiles similar to
the ones that they know and enjoy,
and they are certainly among those
choosing our premium aged rums like
Cruzan Single Barrel and Estate Diamond Dark,” according to Senior PR
Manager Erin Jevis.
Jevis adds that bartenders are putting
“their own unique twists on tiki cocktails
and other classic rum drinks, and millennials in particular are also seeking out
simple easy drinking cocktails with no
pretentiousness, like the Pina Colada
and Planter’s Punch.”
With versatility and innovation at an
all-time high, the rye and rum categories will likely dominate the imagination of consumers for many years to
come; this in turn will spark further innovation as well as a growing appreciation for premium products over time, as
the demographic matures.
♣
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DRINK MENU
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

Lot No 40 Old
Fashioned

Berry Bomb
Lemonade

Dark ‘n
Stormy®

St Lawrence
Sparkling

2 oz.
1 tsp.
2

2 oz.

1.5 oz Gosling’s Black
Seal Rum
4-5 oz Gosling’s Stormy
Ginger Beer

1 oz

1 tsp.

Lot No. 40 Rye
sugar
dashes Angostura
bitters
water

5 oz.
Add sugar to the bottom
of a rocks glass.
Add bitters and water,
stirring to dissolve sugar
completely. Add Lot No. 40,
fill glass with ice and
stir. Garnish with an
orange zest.

Farmers Land
‘The Red mix’
(raspberry,
strawberry
& blueberry)
lemonade

In a Collins glass with
ice, add Farmers Land
‘The Red’ mix
(raspberry, strawberry
and blueberry) and of
lemonade. Stir to mix,
garnish with lemon slice.

Bar & Beverage Business / www.barandbeverage.com

In a tall glass filled
with ice add Gosling’s
Stormy Ginger Beer
and top with Gosling’s
Black Seal Rum.
Garnish with a lime
wedge (optional).

Chic Choc
Spiced Rum
3 oz
champagne
1 oz
orange juice
1/2 oz lime juice
Splash of vanilla extract
Ice cubes
Fill a shaker half full
with ice cubes. Add the
rum, orange and lime
juice and vanilla.
Shake well and doublestrain into a flute glass.
Top with champagne.
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prepared mixes

What is one new
prepared mix
product you think
will revolutionize
the industry?

by Jennifer Foden

On the rocks
“Finest Call Margarita Mix contains the
perfect balance of lime juice, lemon
juice, citrus oils and agave nectar. The
Finest Call citrus based mixes are created
with real lemon, lime and orange juice
and feature only the purest, high quality
fruit oils. It continues to be a leader in the
margarita category due to its high quality
and consistency.”– Kim Bianconcini,
American Beverage Marketers

European delight
Courtesy of Shutterstock

Mixing It Up
Meeting patrons’ beverage needs with prepared drink mixes.

F

rom margaritas to caesars to vodka
lemonades and beyond, one of the
main ingredients in a bar’s success is
the quality of their cocktails. And a lot of
the time, that means choosing a prepared
mix over making the drink from scratch.
“House-made mixes can absolutely be
a great addition to a beverage program,” says Aaron Harowitz, co-founder
of Walter Craft Caesar Mix. “But they
are often much more costly in terms of
ingredients, labour and waste; and generally far less consistent taste-wise than a
supplied mix.” Kim Bianconcini, marketing manager at American Beverage Marketers agrees. “Prepared mix allows
three important things,” she says. “One,
consistency. You always want consistency. Two, cost. You always want to watch
costs on perishable ingredients. You can
always keep your costs down using prepared mixes. Three, quality product.”
Laura Panter, co-owner of Toronto-based
The Martini Club International Inc. elaborates on how you can combine prepared
mixes with fresh ingredients effectively. “A
well thought out bar program using quality
prepared mixes, combined with fruits and
vegetables in season, will yield the highest

quality, balanced and consistent cocktails,” she says. “Using fresh fruits for cocktails is wonderful, but a program will fail if
out of season fruit cannot deliver on taste.
A great example is grapefruit juice. In
our company, we use Ocean Spray Ruby
Red juice for consistency, and supplement
with fresh, sweet and juicy grapefruits
when they are in season. Out of season,
grapefruits can be overly bitter, yield less
juice and lack the colour needed for an
esthetically pleasing drink.”
So, what prepared mixes should bar
owners have on hand to meet patrons’
needs?
“Of course, every restaurant or bar will
have different mixes stocked depending
on their cocktail program in place,” says
Harowitz. “But, overall we see a major
shift towards using high quality, premium,
all-natural prepared mixes. This is a direct
reflection of many Canadian consumers
increasingly caring, and being educated
about, what they choose to eat and drink.
And ultimately, we think that quality all-natural products simply taste better, and really
help make a better cocktail.”
Panter agrees quality is essential,
especially with juices. “These days our
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“Farmers Land fruit and vegetable
mixes are brand new to the North American market. They are cold-pressed to
maintain their nutritional value, and work
well both in culinary and behind the bar.
They are delicious, with wonderful flavour
combinations.”– Laura Panter, The Martini Club International Inc.

Canadian classic
“We are biased of course, but we are
seeing an awesome response across
Canada to what we are doing with Walter Craft Caesar Mix. The Caesar is
undoubtedly Canada’s cocktail, and
many restaurants and bars are excited to
refresh their Caesar using a mix that is
proudly Canadian-made, all-natural and
Ocean Wise recommended.”– Aaron
Harowitz, Walter Craft Caesar Mix

It’s all about the fruit
“Our Reàl Cocktail Ingredients is creating
excitement in the mixology world. The first
ever syrup created with real fruit, the product
contains 40 per cent fresh fruit and is available in exciting flavours like pumpkin, kiwi,
passion fruit, black cherry and more!”– Kim
Bianconcini, American Beverage Marketers.

consumers are increasingly aware of the
quality that makes up a good cocktail.
We see this when they call their liquor
brand of choice,” she explains. “But
what some operators miss is that they are
‘at the mercy of the mix’. No matter what
liquor you use, the drink will never be
high quality without excellent juices.
Trusted brands, made with integrity are
essential ingredients behind the bar.”
Bianconcini elaborates, saying, “Every
bar owner should have the basics on
hand to meet consumer needs. Lime
juice, sugar syrup, grenadine, margarita
mix and Bloody Mary mixes.”
♣
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appetizers
by Frank Yeo

Appetizers are Filling a Big Demand in the Market

Getting in on the
Sharing Economy

Courtesy of Shutterstock

T

he influence of the millennial generation and the so-called “sharing
economy” has spread to the world
of foodservice in a big way with the
growth in appetizer offerings. Appetizers
are gaining prominence because they fit
with today’s most important lifestyle
trends: downsizing of portions and
prices; sharing and sampling; on-the-go
eating; and around-the-clock grazing.
Appetizers represent an opportunity
for restaurants to attract guests who
want a variety of foods on a plate
accompanied by drinks — without necessarily having to order a multi-course
dinner. They can be the most playful
and experimental part of the menu,
where chefs can give their creativity
free rein. Smaller portions mean that
strongly flavoured or premium ingredients can star.

According to Tom Grande, senior
vice-president at Teja Food Group, the
“ease of sharing the dish is top priority.
It allows for a great amount of choice
and a diverse dining experience,
appealing to millennials.”
Teja has a range of prepared appetizers including sushi, breaded fish
products and has just introduced a new
appetizer line called “KAPOW” which
consists of unique Asian inspired dishes. Tempura Green Beans, for example,
are picked at their peak of flavour and
dipped in an Asian inspired tempura
batter to be served with a dipping
sauce. They are frozen and ready to fry
up on demand.
Grande says the use of prepared
appetizers really depends on the bar
concept and available culinary skills to
execute. “For most I would say a pre-
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pared item would be the route to go
with further effort taken to dress up the
dish with garnish and sauces. Our
dumplings for instance are fully cooked
and tempura beans deep fry with a
cook time of 90 seconds.”
For Whitney Cottingham, product
manager, foodser vice division for
McCormick Canada, who market the
Lawry and Club House brands, appetizers such as chicken wings provide the
perfect medium for guests to sample
dishes featuring new or emerging
flavour trends. “Chicken wings are a
simple and effective way to showcase
some of the delicious flavours of the
world, while satisfying your guests’
craving for unique taste experiences. If
you’re looking for menu innovation with
a simpler preparation, virtually any
blended seasoning can be paired with
27
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a basic butter sauce to add full, multi-dimensional flavour to
chicken wings with minimal ingredients.”
For Tropical Asian, for example, Sweet and Sour Rendang
Chicken Wings or Tandoori Wings using the Club House Tandoori Masala seasoning blend can add an exotic flavour profile.
Lawry’s Wings Seasonings, a new line of dry seasonings,
make it easy to expand your menu to get in on the growing
popularity of dry wings. Designed for a post-cook application,
these unique seasonings create a crispy, melt-in-your-mouth
coating when applied directly after cooking to deliver intense
flavour without the mess of a wet sauce. They’re available in
a variety of flavours — from the traditional to the trendy; with
mango habanero and sriracha to maple bacon, buffalo and
barbecue. These seasonings can also be used to add dimension to a variety of items on your menu including fries or potato wedges (maple bacon is delicious on sweet potato fries!),
kettle chips, rotisserie chicken, ribs, onion rings, tater tots,
chicken fingers, mozzarella sticks, pork rinds and much more.
In a play on words, Greg Boyer, director of foodservice
marketing at McCain, is encouraging bars to offer what he
calls “APPICUTERIE”.
Charcuterie, where
deli style meats and
cheeses are paired
with bread or crackers,
olives and pickles, is
one of the big trends
in sharing today. “Today’s consumer wants
to share,” says Boyer,
whose company not
only offers an extensive range of potato Tempura Green Beans from Teja Foods are
picked at peak of flavour.
products but also,
through the Wong Wing division, a broad range of Asian
inspired appetizers.
Boyer suggests capitalizing on this trend by offering a range
of appetizers on one plate combining different flavours, textures
and colours. McCain offers everything from BBQ Pork Spring
Rolls to one of their newest products panko style onion rings.
Having a good selection of appetizers is critical to the success
of your menu as more of the market shifts to the millennial consumer. Making it unique and varied is what it is all about.
♣
www.barandbeverage.com / Bar & Beverage Business

Mobile and
cloud-based
POS systems
help bars with
loss prevention.

Head in the Clouds
W

ho, what, where, and when
— these are things a bar
owner needs to know when
dealing with loss, whether it be product
through over-pours or straight-up cash.
Cloud-based and mobile technology has
changed the way the hospitality industry
runs their day-to-day business and loyalty
programs, but it’s also changing the way
owners prevent and identify loss.
“Mobile devices are changing the way
that service is delivered, for example, giving servers a mobile device can help to
speed up service while also opening up
new opportunities for guest engagement,” states Tim Brown, senior director
of Sales Consulting at Oracle Hospitality.
“From the operator’s side, cloud technology is facilitating a lot of evolution. Food
and beverage operators are realizing
that cloud allows them to run their POS
system without needing to have a server
installed on-site, which reduces costs and
increases data security, but it also centralizes the management of the POS.”
He adds, if you’ve got a chain of
bars, all of the menus and promotions
can be managed centrally, which offers
huge potential for rolling out new ideas
more quickly. New POS features can
also be added quickly and upgrades

can be carried out without an engineer
having to come out.
Oracle Hospitality offers a loss prevention cloud service as part of the Simphony Cloud platform. This means that
anyone using Simphony for POS can
easily extend it with XBRi Loss Prevention Cloud Service. XBRi gives managers the ability to monitor high-risk
transactional activity so that they can
identify potential fraud incidents via
alerts. Then those managers can drill
down into the data so they see exactly
what’s happening by location, by server, or by transaction.
“It’s a ver y powerful tool and it
allows managers and owners to see
exactly what is going on — theft is
going to happen and it’s often the people that you trust most and least expect
to steal from you. Even by having a loss
prevention system in place, you’re making it very clear that theft will not be tolerated — it can be a very powerful
deterrent,” explains Brown.
Over-pouring, a common loss for bars,
whether on purpose or through sloppy
service can be curbed through new wearable technology. POS Systems, a distributor of Berg liquor inventory systems, is
currently promoting a new Berg product
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called Merlin, which allows the bar staff
to wear a wristband that communicates
with the bottle top and sends a wireless
signal for every pour action.
“It’s really incredible technology and
eliminates losses via over-pours. Also this
system integrates with our point of sale
seamlessly which allows for great reports,”
explains POS System’s Terri MacKenzie,
adding Merlin uses reliable two-way RF
communication for use in harsh environments so it’s perfect for events, outdoor festivals, and a general bar environment.
Paired with a POS system like NCR
Aloha bars can create algorithms over
time which lead to reports on where
losses come from. MacKenzie calls it
“the reveal.”
“When they have had our system for a
few months we hold a meeting with owners and managers and point out to them
inconsistencies with the orders being
entered into the system. This allows them
to go back and retrain staff in order to
increase their bottom line,” she explains.
“They can use our cloud-based solutions to
keep track of food that is needing to be
sold. They can use security cameras to
keep track of theft. The security system we
sell uses text overlay which means all of
the orders entered into the POS are texted
29

onto the camera footage so that everything entered in is viewed in real time. This
can be compared and contrasted at a
later date in case of reconciliation issues.”
Keeping employees accountable is just
one of the many benefits of TouchBistro
iPad POS. Every staff member working
with TouchBistro at a bar has a unique
PIN code that he or she uses to clock in,
clock out, and serve customers. This
account tracks all activity, from the orders
and items they took to what they deleted.
“Every action that a staff member can
take with the POS is tied to a particular

permission. TouchBistro allows owners to
restrict which actions certain staff types
or even individual staff members can
take,” states Alex Barrotti, CEO and
founder of TouchBistro. “Owners can see
reports for sales by employee and by
day to identify employees or time periods that aren’t producing results. They
can also view loss-reduction reports like
inventory sales and deleted items to see
where things are not going well.”
Barrotti reminds bar operators that the
right POS solution automates essential
bar operations for faster service, better

management, and improved customer
experience, such as automatically keeping track of which bartender is making
what drink for which customers, automatically applying the correct charges to the
right tabs, automating the calculation,
splitting, or merging tabs with just a tap,
as well as rapid payment processing of
the full range of payment options from
cash to the latest mobile wallets
“Just a few years ago, bars thought a
tablet was a cute gimmick. Now a lot
of bar owners have adopted open system hardware — tablets that can be

Owners can restrict which actions staff members
can take with TouchBistro.

purchased at any electronics retailer
— for flexibility in the choice of POS software and a better price point,” he says.
Yet, states Fraser Brooks, business
development manager for Profitek,
there still may be a place for “good old
client server architecture” as part of a
POS/loss prevention system.
“Cloud-based POS is becoming a
buzzword, but may not yet be the perfect solution in the fast-paced bar environment. Any lag or drop-out in local
wireless or internet connectivity can be
an issue,” he states. “That does not
mean that managers should not be able
to get there reports and do management
function online. Having the back office
on ‘the cloud,’ but a robust local order
entry system is a great combination.”
Living mainly in the “cloud” is the latest
way bar owners can keep an eye on
their who, what, where, and when. ♣
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new products

New Additions to Libbey’s Master’s Reserve Set New
Standard for Barware
Libbey has announced the addition of new premium barware to its Master’s Reserve® Collection. The three new
collections include: Symmetry – beverage glassware featuring sensual curves that bring an air of mystery and
intrigue to any drink. The thick sham provides weight, balance and style. Available in rocks, carafe, highball and
cooler glasses. Modernist – unassuming yet surprisingly bold with a contemporary feel. Thicker sidewalls and strong
lines create high-performance durability that can navigate any venue or special event. Available in cordial, rocks,
double old fashioned and beverage glasses. Renaissance Stemless – a combination of classic elegance and modern
esthetics to produce luxury glasses that suit any celebration. It continues Libbey’s reinvention of modern glassware and is
versatile and lasting. Available in five wine glass sizes.

Black Fly Launches Two Hot New Flavours in Spirit Mixed Drinks
Black Fly, an Ontario alcohol beverage success story, is introducing two new additions to its lineup of “not too sweet”
Canadian craft-produced mixed drinks. Adding to its popular line of classic Vodka, Tequila, Rum and Whisky mixed drinks,
is the introduction of Black Fly Gin Tom Collins - a legendary, bright and ultra-refreshing classic gin mixed drink. Black Fly
Gin Tom Collins delivers the refreshingly dry profile of gin blended with pure lemon and lime juices. Made with real juices
and lightly sweetened with cane sugar, Black Fly Gin Tom Collins is a light, tart, refreshing and not-too-sweet classic cocktail.
This locally made, gluten free ready-to-drink mixed drink is sold in Black Fly’s unique eco packaging; large non-breakable resealable 400 mL bottles, and contain seven per cent alc./vol. Black Fly has also introduced Black Fly Vodka Sour Raspberry.
Featuring the irresistible taste of fresh raspberry juice beautifully blended with smooth Canadian Vodka, Black Fly Vodka Sour
Raspberry is gluten free and lightly sweetened with cane sugar to give it the perfect balance of sour with a hint of sweet. The delicious mixed drink is seven per cent alc./vol. and comes in convenient 473 mL cans.

D R I V E R E V E N U E TO YO U R B A R
BY S H O W I N G LI V E U F C E V E NTS
• Drives new business & repeat customers

Central City Introduces Next Chapter in Craft Distilling
with Launch of Queensborough Gin
Central City Brewers + Distillers is unveiling the next chapter of its craft distilling endeavors with the launch of their
latest premium spirit, Queensborough Gin. Queensborough Gin is a premium, handcrafted small batch dry gin, rooted in a 17th century traditional London Dry recipe with a modern day Canadian twist. Queensborough Gin is a toast
to blending traditional high quality distilling methods with the best local ingredients possible. Barely out of the starting
gate, Queensborough Gin has already garnered a gold medal at the 2016 Spirits International Prestige (SIP) Awards.
Its taste profile includes citrus notes from uniquely fragrant Mountain Juniper berries from BC’s interior rocky hillsides and the
highly aromatic Spruce tips from Vancouver Island. The nose offers a pleasant floral scent, and the first taste has clear pine,
rosemary, jasmine and cassia notes.

• No seasonality, events on all year-around
• Five-hour viewing time creates a high-value, social experience
• Marketing support includes posters, giveaway items, digital assets and more

Chic Choc Spiced Rum Launches in Ontario
Made from spices harvested from the rugged Chic Choc Mountains in Quebec, Chic Choc Spiced Rum has
officially made its way onto shelves. The unique spiced rum, made in Canada, is produced with six indigenous
spices, creating a fresh take on rum that features a spicy bouquet with nuances of sugar cane and cinnamon, complemented by a subtle peppery tone. “From the Chic Choc mountaineer on the bottle, to the premium agricultural
rum to the six spices harvested in Gaspé region of Quebec, Chic Choc Spiced Rum is all natural and uniquely Canadian,”
said Charles Crawford, president, Domaine Pinnacle, producers of Chic Choc Spiced Rum. Taking its flavour from Peppery
Green Alder, Pine Forest Spikenard, Witherod Berries, Lovage Root, Sweet Gale Seeds and Wild Angelica, Chic Choc
Spiced Rum is unlike any other spiced rum on the market.

Georgian Bay Spirit Co. Releases Premium Cooler: Gin Smash
Multi award-winning small-batch spirits producer, Georgian Bay Spirit Co. (GBSC) has just released what many have
already dubbed “the drink of the summer.” The Georgian Bay Gin Smash isn’t your typical cooler; it’s a craft cocktail in a
can, and one of the first gin-based ready-to-drink beverages on the market. Inspired by the cool, clear waters and rocky
shores of Georgian Bay in Ontario, GBSC is the passion project of ad agency partners and longtime friends Denzil
Wadds and Tim Keenleyside. Made by blending their award-winning gin, (which contains select botanicals including
wild Georgian Bay juniper berries), with lemon, lime, tangerine and fresh mint, the Gin Smash is the epitome of refreshment. The result is a lightly carbonated, crisp and invigorating blend of natural citrus flavours with a light mint finish.
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by Nicole Sherwood

last call

After only five years in the business
Bartender Mike Shum knows he is where
he wants to be for years to come.

I

t all started for the 27-year-old at the
Fairmont Pacific Rim when he got his
first full time bartending gig at Oru.
“I was part of a small and cohesive
team, and we were empowered to be
creative. It was a great place to learn.”
As every job with the exception of
one month selling shoes has been in the
food and spirits business it is no surprise that bartending is Shum’s passion.
“It’s certainly a passion. The books I

“Our cocktails respect the classics
and we opt to use premium spirits. Our
head bartender, Grant Sceney, drives
the creative side of the menu and I try
to complement his originals with my
contributions,” shares Shum.
This creative side and drive of Canadian bartenders can be seen in the
growth of Canada’s cocktail culture.
“We may not be the most populous
country, but we have a very tight knit

Empowered to be Creative

Bartender Mike Shum has a fondness for great spirits.

choose to read, the places I choose to
travel – they all tie in to my fondness for
great food and spirits.”
This passion can be seen in his work
at The Lobby Lounge and RawBar.

Tokyo Drift
30mL
60mL
8mL
3
3

Bombay Sapphire
junmai daiginjo sake
(I used Dassai ‘50’)
jasmine tea syrup*
dashes good absinthe
slices cucumber

Stir with ice until cold and properly
diluted. Strain into a chilled cocktail
glass and garnish with three fresh
cucumber slices on a pick.
To make jasmine tea syrup, make
500mL of strong jasmine tea (do not
over steep: use more tea rather than
more time), add 500g of sugar,
whisk, and chill.
NB: Tokyo Drift is currently available
at the Fairmont Pacific Rim.
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community of bartenders. This is helping to accelerate the growth of cocktail
culture as everyone is happy to assist
each other and share ideas, rather than
guarding secrets.”
This community can also be seen in
events like the Bacardi Legacy Competition, which Shum became a part
of last year.
“Competing in Bacardi Legacy is a
life changing experience,” reflects
Shum. “You’re welcomed into this
amazing and hospitable global family.
Over 35 competitors who have each
won their own national final arrive in a
global city, and have a week packed
with seminars, parties and competition.
It’s very intense and extremely rewarding. I’m very thankful that I’m able to
continue working with the Bacardi
Legacy program to be able to encourage the relationships that are built during the course of the competition.”
Shum is the Bacardi Porfolio
Ambassador for British Columbia. He
advocates the spirits with bartenders

and consumers through educational
seminars, media events and cocktail
competitions including Bacardi Legac y a n d B o m b a y S a p p h i r e ’s M o s t
Imaginative Bartender.
“We have a great selection of spirits
and a fantastic group of people to work
with. I love it!”
The Bacardi Legacy Competition isn’t
the only competition he has been in. He
has also competed in the Disaronno
Mixing Star (national winner), Science
of Cocktails (winner), Vancouver Craft
Beer Week (winner) and Central City
(winner) to name a few. He also competed in the Made with Love Finals in
2014 and 2015.
“Both were an absolute blast! Made
With Love brings together bartenders
from every corner of the country and
fosters a great community.”
While his journey so far hasn’t
been a long one it is clear that Mike
Shum will continue to move forward
in the decades to come in the industry
that he loves.
♣
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