--‘.Eu ring for profits

ere’s a fun way to boost your margins: spend an after-
noon sampling wines and enjoving a buffet while chatting

p)
Th t S with colleagues at a trade tasting. Not only will vou
improve your wine list, vou’ll be doing small wine producers a
6 favour too.

In cities across the country, another season of trade tastings
has begun — and restaurateurs and their staff are favoured on
guest lists. Trade tastings are ideal for finding good, moderately
priced wines that are unavailable on the general list of the

@ provincial liquor boards or other retail outlets. Simply put, the

: consumer is unaware your terrific California Cab — at $6.95 a

Get sa,mplmg and Stay glass — costs only $11.25 a bottle because it's only available on

Competiti\fe, 1t’s wine-tasting season consignment. Smalli producers are keen'to have you sample

BY A I A N’ M CGIN Y their wine because. if they are not on the liquor board lists, they

& can only sell through agents outside of free-market Alberta. (But
even in Alberta, they want vou to attend.)

Virtually all trade tastings take place between 2 and 5 p.m.
on weekdays, and many are themed according to region:
Italian, Niagara or Okanagan, California, South Africa, et
cetera. At most tastings, there are hundreds of wines ready to
sample and admission is free to trade guests. However, at con-
sumer events the same wines and cheeses you enjoy for free as
an industry insider can cost up to $50 per person.

“Tasting is really the single greatest teacher there is,” says
Peter Bodnar-Rod, manager of Mississauga. Ont.-based Trade

Development and Wine Education for B.C.’s Mission Hill
Family Estate. A sommielier for several years before joining
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RED-HOT CONSIGNMENT WINES

Righetti Amarone deila Valpolicella,

ltaly $26.50

The Small Winemakers Coliection of Teronto
started in 1061, Its first supplisr was Righett
— gt ite best seller. Amaraneg s an intense.
full-bodied red from the Valpolicela region.
Amarones are pncey because e grapes
maturs longer on the vire and. once picked.
are dried on wooden plates for up to five months before pressing.
Peter Wearing, principal of Small Winemakers, explaing
Righetti's Amarone is lower-priced than any Amarone on the

LGRO's general list: “Restaurants particularly like this because =

they can price it at a higher markup tharn normal and maka a §
little extra on each bottle.”

Leaping Horse Merlot, Califarnia $13.50
lronstone, a 5.000-acre vineyard in California test-marketed
the Leaping Horse brand in 2002, Brad Coughlirs, VP of
Sales and Marketing for Ironstone says, “Trade tastings
[nelped us) get a lot of feedback from key buyers and [con-
sequently] in February of 2003 we decided to go national.”
The guirky name, striking label and qualty wine spelled
instant hit. Sales of the brand rocketed from zero to
330,000 cases in the first year, earning a "Hot Brand” award
from impact Magazine. Their wines are among Taronto-based
Lifford Wine Agency's best sellers. "We've been working hard
at selling it,” says Staven Campbel of Liffords, "but it makes it el
easy when you've got a great product at a great price.”

L

ECHEVERRIA

Echeverria Cabernet Sauvignaon,
Chile $12.50

Lifford's Gampbelt and a colleague
travelled to Chile's major wine fair to sam-
ple the cauntry's many offerings, including
the maore expensive products of joint ven-
tures with foreign firms such as Rothschitd
or Mondavi. "Echeverria was unbelievable.
They handpick the grapes and the winery is iocated right in the
micidle of the vineyard. They hand-sart all the grapes so only good
grapes go into the wine, They've owned the land for & hundred
years and have no costs: all the value is in the wine.”

Mandolin Pinot Noir, California $13.50

A winery in California was having trouble
seling thelr Pinot Noir, so instead of drop-
ping its price it sold its excess grapes 1o
Mandolin Vintners. The result is a good
Pinot Noir at a great price. One Globe and
Mail reviewer calls it “shockingly underpriced. . it delivers Burgundian
poise and subtlety in a deicats, medium-bodied frame” Smal
Winemakers says, "We were nundated with calls by private clierts.
but also a number of restaurant ciients who realized they coula sell
tn their restaurants. It is now one of our best-seling wines.”
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Mission Hill. Bodnar-Rod is also a wine teacher. "The more vou
taste. the more styles and regions you expose vourself 0. making
you betier-equipped to make buving decisions.” he explains. "kt
helps vou to make recommendations in the dining roomif you're a
sommelier or waiter. and to make wine and food matches if you're
a chef.”

Craig Davies. director of Purchasing for Vancouver-based
Keg Restaurants, buys for approximately 70 branches across the
country. He creates regional variation by ordering more Niagara
wines lor Onrario outlets and more Okanagan product for the
West. Not surprisingly. his annual $10-million wine budget attracts
a steady stream of wine agents eager to sell. “The agents do a
good iob of keeping us up to date.” Davies says. “But | still enjoy
going to the trade shows. not necessarily to seek products. but to
reaffirm where we're at. It's a nice recap of what's out there.” A
typical Keg wine list features approximately 45 labels. and
Dandes explains. wine is the second-biggest sales category at
The Keg.

“] go to as many Tastings as 1 can.” says Andrew Cieszkowski.
- director of Wine and sommelier at the Four Seasons Hotel in
Toronto, “Mainly because you can find plenty of off-list [con-
signment] wines.” Cieszkowski also sees the tastings as an
educational opportunity and regularly invites staif to attend.
He henefits from their mput too. “The staff have front-line
contact with the customers. and this gives them a feel for
what's popular and what will sell.”

At the owner-operator level. trade tastings are essential
i to maintaining a good wine list. Shamez Almani. co-owner
and general manager of La Palette in Toronto’s Kensinglon
Market. has about 200 wines on list at his quaint French
| restaurant. 7] like going to the tastings to find something
before it becomes popular and goes up in price — thats
b here you ger value.” Almani is currently seeing success
with Chilean and Argentinean wines. “They're low on the
price scale and high on the quality scale.”

Almani says the tasting process is imporiant lor his staff's
wine education and his own. “lt's all about faste, taste. laste.
There's only so much reading you can do. If you want to learn
about wine. you've got Lo taste a lot of wine.” There's a payoff
for all this tasting at the botlom line because. says Almani. "you
can spot a bargain right away, or an exceptionally well-made
wine that's a little more expensive.” A dynamic wine list also
pays off with repeal business: a number of La Palette’s regular
customers specifically revisit 1o see what new wines are available.

On the other side of the table. trade tastings are an integral part
of the marketing strategy for many winemakers. Piero Titone ol
the lralian Trade Commission explains. “When promoting new
wires. {1's hard to knock on 200 or 300 restaurant doors. These
events allow for an agent or producer to meet many poiential cus-
tomers at once.” laly is wholly committed to wine marketing anel.
given that Canada bought $218 million worth of Italian wine last
year. it's important 1o market the famous winemaking country.
“Every November. we hold the ltalian Wine Tasting in Toronto.
Montreal and Vancouver,
Edmoenton and Calgary,” says Titone.

France is Canada’s number-one source of imported wine and

In Alberta, we alternate between

the French shows are generally based around regions. "We often
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W.ne fairs anrd tastings are hooping
across the country this fal, wath

arother reud begiiring mid-Faoreaty,

Octoher:

ltalar Wine Tasting - Edmaontcn.
Vancouver

Rocky Mountar: VWi~e and Food
Festival - Calgary. Edmonten
Sonoma County Wine - Torenta,
Edmoenton. Yancouver

Vinos de Espafna - Toronto

Vintages Fine Wine Auction Tasting —
Toronto

November:

Corrucopis Food and Wineg Show —
Whister, B.C.

ltalian Wine Tasting - Toronto. Montreal
Gourmet Food and Wine Expo -
Toronto

South African Wine Tasting - Toronic
Newdourdland Wine Fast -

St John's, Nfld,

Ottawa Wine and Fooa Show - Cttawa
Port of YWines Festival — Halifax

Waorld Wine Festival — Moncton

present wines that are not yet on the market.
and agents present wines thal are available
only on consignment.” says Caroline
Allene. project manager at Scpexa, the
marketing agency that runs the shows.
‘Not only is it something special or new.
but also it's good because if the consumer
does nol know the price of the product.
you can sell it for a bit more.” Recently.
Allene has observed a bhurring of the lines
between trade and consumer events. While
Toronto's Gourmet Food and Wine show
gach November is consumer-oriented.
Allene says more frade people are attending
food and wine shows. Ottawa has a similar
show:. also in November, and France is the
featured country this year.

Rick Slomka is the Canadian represen-
tative for the Wine Institute of California.
which organizes the annual California
Wine Fair. "[t's the largest of its kind in
Canada.” says Slomka. “We visit between
nine and 11 cities across the country.
starting in February in the West. and mid-
April i the East.” Next vear will be the Z5th
anniversary of the tour. This fall. Slomka is
also deing a small tour on behalf of the
Sonoma County Wineries Asscciation. In
carle October. the tour is slated for Toronto.
Edmonten and Vancouver.
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VANCOUVER
PLAYHOUSE
INTERNATIONAL

WINE FESTIVAL

zssociated

asders agree e Vancouver Playncase Intermanonal VWne Festval is the finest wne snow in
tion nana. wineries from 12 countries attend tne show with

Canaca. After passing through a sel

a-ep or-site, Last year 16 event attracied a recod 12,000 visitors at the Varcouwser Playhouse and

enuas. P 2005 the ware bockbuster wil ceenrate tg 27th ann
is mainly consumer. bui tnere s a significar: trade comoonant — iast yveas more than

sary.

The show

5.000 people atierded the t-ade events. Be prepared to pay ‘or this one: prces in 2005 start at
$2¢ ‘or a single sessior. Mulliple session pass orces have 1ot ya! Deen finalized, out last year. the
Trade Suner Pass, whab ofersd VIP access to mary everts and asting over the Couse of the
week, cost 385,

Foslaurate.rs who feal confident about Lheir wing Lt are invitsd to submit them for competition
during the shaw. Ertries are judged for

overall presamation. with emphasis on
well-pairec food aro wing saiecions.

1_800 263_]378 In 2004, Gold awards went to tne
- Rearfoot Bistro in Whistler, B.C.. the
tmffoods cgm Divine Wine and Cheese Bistro in

- Calgary, the CRU Wine Restaurant and

La Terrazza in Vancouwver, and the Sooke
Harbour House in Sooke, B.C.

Wine agenls are keen to encourage
attendance at the wine taslings. Steven

Campbell. owner and manager of
Mouth-watering menu items Toronto-based Lifford Wine Agency. has

you just heat and serve. strong words for restaurateurs. “An unfor-
tunale statistic for this industry is the aver-
age [owner-operated| resiaurant lasts less
than a vear. It has the highest bankruptey

rate of any business. So independent
operators had betier be doing  their

Perfectly aged and marbled Alberta AR darmmedest o differentiate  themselves

heef trimmed and portioned to perfection. from the competition. Anything vou can
do — whether it's service. decor. food. or

Al

an outstanding wine list — to distinguish
vourself is an advantage. And if you're not
paying attention to wine. you sure as hell

better starl.”
In Ontario. the 6.813 labels available

The best peameal you can buy. . . great _ _
on consignment (which includes spinits,

for breakfast, lunch & dinner items.
but which are mainly wines) dwarf the

general list of 3.476 products. Fven

THE MEAT FACTORY including the high-end Vintages division’s

3.117 listings. more than half the torel

number of alecohol brands available in
Quality and portion control. Ontario can only be purchased through
& oveat recipe for fresh profits. agents. Campbell says exclusivity is a
great selling peoint: "Go to the top restau-

rants in Toronto and try to find a general-
list product. It's extremely hard.” But it's
easy — and enioyable — to find good
value off-list wines at various trade tastings
around the country. Get tasting: vour cus-
tomers will thank you and vour accountant

will smile. -
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