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2021 ... 

Farewell and adieu 2020 … may 2021 
bring fair-weather.  Well, at least a more fair 
business climate.  The age of Covid-19 has 
demonstrated that not all businesses are cre-
ated equal ... in the mind of our elected and 
appointed leaders.  Large box stores are im-
mune to the virus while on-premise establish-
ments have been deemed the virus’ favorite 
haunt (especially after 10:00 pm).  

It is true that while local and state govern-
ments deemed some businesses essential 
and some not, the off-premise side of the 
beverage alcohol industry has dodged the 
bullet.  Will that always be the case?  Would 
the local neighborhood liquor/package store 
have been deemed essential if grocery stores, 
box stores and/or chain stores sold beer, wine 
and liquor?  

The 2021 Legislative session is almost 
upon us. There is no doubt that legislation 
allowing chain stores and supermarkets to 
obtain retail liquor licenses is going to be 
proposed.  In Prince George’s County there is 
already legislation pre-filed that would allow 
beverage alcohol chain store sales.  A state-
wide bill seems inevitable. 

Beverage Journal staff writer Teddy Dur-
gin has interviewed industry insiders on what 
to expect and how to combat this looming 
threat to your livelihood.  Check out his piece 
on page 20.

YOUR LIVELIHOOD  
DEPENDS ON IT 

Considering the capacity and curfew boot 
on the throat of the on-premise side and the 
serious threat to the off-premise side by chain 
stores entering the market, now would be a 
very good time to become politically active. 
Your business’ continued existence may 
depend on it.  Here's a 'How-To' on political 
involvement and influence: 

You will need to know what proposed 
legislation is coming down the pipe and how 
it will affect your business.  Becoming a mem-
ber of your county association as well as the 
Maryland State Licensed Beverage Associa-
tion (MSLBA) is a necessary start.  The MSLBA 
was formed, in part, because the associa-

tion's leaders understood that actions in the 
Maryland State House directly impact the 
operations of your businesses.  The MSLBA 
tracks proposed legislation that will have an 
effect on its members’ businesses.  

Next, you will need to know who your 
elected officials are.  There is a very quick and 
easy way to find out … go to http://mdelect.
net and type in your, or your business’ ad-
dress.  Make note of your State Senator and 
State Delegate(s).  

It's a very good idea to be knowledge-
able as to the contributions you and your 
business make to the community. American 
Beverage Licensees (ABL) has a way for you 
to quantify the significant contribution you 
make to your community when it comes to 
jobs, taxes and economic impact.  Through 
the ‘resources’ area of the ABL website, www.
ablusa.org, ABL members can create reports 
and download data that detail the number of 
jobs and amount of taxes that they provide to 
their communities, as well as more in-depth 
economic impact information at the state 
legislative district level.  This is a very power-
ful tool.  By utilizing this economic study 
data, you have the ability to communicate 
the overwhelmingly positive impact you have 
in your community to your representatives in 
Annapolis.

Lastly, you will need to get the attention 
of your representatives and share your story 
with them.  I would suggest you again enlist 
the help of the MSLBA.  At their web site, 
www.mslba.org, navigate to their Legislative 
area and you’ll find information on upcom-
ing events as well as how to put together an 
email or letter that will be well received by 
your representatives.

Access to the above mentioned materi-
als at the MSLBA web site are free to all.  
However, I would highly suggest becoming 
a member if you are not already.  If you want 
more information call the MSLBA at 410 871-
1377. n
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Does your cooler 
    need a

   Face Lift?
Does your 
cooler 
suffer from:

Х Bad shelving?
Х Leaky doors?
Х Foggy glass?
Х Lighting on the fritz?

Serving the Local Beverage Industry since 1933

410-945-7878 or 800-848-7748  •  careysales.com
3141 Frederick Ave. Baltimore, MD

*$50 discount on purchase of Service within 30 days 
of a free health check.

Like us at 
facebook.com/CAREYSALESANDSERVICES

Call Today for a FREE cooler health 
check! Mention “BEVERAGE JOURNAL” 
for an extra $50 OFF a future service.
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1. 100 NAILS RANCH 
CALIFORNIA WINES
New from Italy’s Zonin family, 100 Nails Ranch 
is a collection of three California wines crafted 
by enologist Tom Hinde. The wines feature a 
European sensibility in terms of structure—low 
residual sugar and alcohol; oak in check—
matched with cool-climate California fruit. The 
inaugural trio includes a 2019 Sonoma County 
Chardonnay (fruit from Russian River Valley and 
Alexander Valley), 2019 Central Coast Pinot Noir 
(Santa Maria and Monterey), and 2018 Paso 
Robles Cabernet Sauvignon. 

2. BOULARD VSOP CALVADOS 
‘RYE CASK FINISH’
Calvados Boulard’s new 12-Barrel Collection 
features the producer’s VSOP Calvados 
finished in barrels that held whiskies from 
the U.S. and Japan. The current release, 
finished in American rye whiskey casks, 
displays aromas of vanilla, nuts and fresh 
baked bread, and a flavor profile of brioche, 
spices, grain, and fresh and dried fruit. 
Other editions will feature wheat whiskey, 
bourbon and Mizunara casks. Enjoy neat or 
in cocktails. 80 proof.

3. AVALINE SPARKLING WINE
Founders Cameron Diaz and Katherine 
Power have added Spanish bubbly to their 
Avaline line of “clean,” vegan-friendly wines 
made with organic grapes and “without 
unnecessary extras.” Dry, refreshing and 
e� ervescent, Avaline Sparkling is a blend of 
classic Cava grapes Xarel·lo, Macabeo, and 
Parellada from Penedès, Spain, but made by 
producer Raventos i Blanc, which famously 
left the Cava D.O. in 2013. Avaline Sparkling 
spends 18 months on the lees (double the 
Cava minimum). 

  SRP: $19   SRP: $59.99   SRP: $26
 1821fws.com  palmbay.com  drinkavaline.com

4. WILDERTON NONALCOHOLIC SPIRITS
The alcohol-free spirits market continues to 
expand and entice. Founder Brad Whiting, 
a 20-year drinks industry veteran, created 
Wilderton, a line distilled from raw botanicals 
sourced from around the world and made from 
scratch in the Pacific Northwest. Distiller Seth 
O’Malley combines methods from tea making, 
perfumery, and distillation to craft Wilderton. 
The first two expressions are the bold, spicy, 
smoky Earthen and the bright, floral, citrusy 
Lustre. Both are gluten free and zero-calorie.

5. LOST EDEN WINE OF GEORGIA
Launching exclusively in the U.S., Lost Eden 
is a red wine created to showcase Georgia’s 
unique winemaking tradition—completely 
independent from Russia. The team behind 
Lost Eden includes Lado Uzunashvili, 
a prominent 11th generation Georgian 
winemaker. The blend is made from the 
Saperavi grape, the region’s signature 
red variety, a portion of which is made in 
traditional Georgian qvevris, the large egg-
shaped, clay vessels used for fermentation 
and aging underground.

6. CUTWATER WHITE RUSSIAN 
Canned-cocktail category leader Cutwater 
Spirits has released a White Russian. 
This new take on the beloved cult classic 
features Cutwater Vodka and housemade 
co� ee cream liqueur with a bold 14% ABV. 
Flavor notes include vanilla ice cream, 
co� ee, rich mocha, and a hint of wa� le cone. 
It is gluten-free, contains dairy and available 
nationwide. White Russian brings the total 
number of Cutwater canned cocktails to 19.

  SRP: $33 each   SRP: $18.99   SRP: $12.99/four-pack (12oz cans)
 wildertonfree.com  losteden.com  cutwaterspirits.com



BUSINESS SALES & ACQUISITIONS

Business Intermediary

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

Steve Atkins, Principal Broker

Recognized Industry Expert
Business Solutions
ATKINS

“Your knowledge and ability to put out fires can't be 
measured in dollars and cents. With all the things that 
came up, I'm not sure this sale would have happened 
without your expertise…”  

Ron S., Frederick County

“Steve followed the transaction through every step of 
the process offering advice on dealing with the 
Landlord, the Governmental authorities as well as the 
buyer. The expertise that Mr. Atkins brought to the sale 
was appreciated by both parties and was the sole 
reason that I was able to complete the sale 
and retire.”  

Maben K., Anne Arundel County

“He did a great job and I would recommend anyone 
who is thinking of selling their business to contact 
Steve prior to signing with anyone else. He does his 
research and puts people together…” 

Barry G., Prince George’s County

Testimonials

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

Call us today!

410-757-4965

• Mountain Liquors   • Franks Den  • Staples Corner Liquors 
• Kenilworth Liquors  • Shop Rite Liquors   • Short Stop Beverage Barn
• Phelp’s Liquors   • Harpers Choice Liquors  • Milford Liquors   
• Harbor Spirits   • John’s General Store  • Clauss Liquors  
• Arundel Liquors  • Star Liquors  • 7 Courts Liquors  
• Market Place W&S  • Cranberry Liquors  • Walther Liquors  
• Chesapeake Liquors  • Woodensburg Market  • Bernie’s Liquors  
• Leeds Liquors  • Ye Old Packaged Goods • Muddy Creek Liquors
• All Saints Liquors  • Old Orchard Liquors  
• I.M. Wine  • The Liquor Store   
• Dual Hwy. Liquors  • Camelot Liquors 
• Decker’s Wine & Spirits  • Centreville Liquors 
• Hideaway Lounge  • Federal Hill Wine & Spirits  
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7. SMOKE LAB VODKA
NV Group, one of India’s largest distillers, is 
launching a new small-batch brand, Smoke 
Lab Vodka, crafted in a carbon-neutral distillery 
using local Basmati rice and spring water from 
the Himalayan foothills. A five-step distillation 
process and two-step charcoal filtration ensure 
a clean, smooth finish. Smoke Classic Vodka 
(80 proof) opens with nutty aromas and hints 
of citrus; Smoke Aniseed (75 proof) is a playful 
exploration of a much-loved Indian herb.

8. ASAHI SUPER DRY BEER
Japan’s Asahi is launching new packaging 
for the first time in 15 years in the U.S. for 
the brewer’s Super Dry. The beer embraces 
“karakuchi, ” a culinary term is composed 
of Japanese characters that translate 
as “pungent” and “mouth,” and in this 
context is used to mean dry. Asahi Super 
Dry for the U.S. market is also no longer 
being contract brewed, and will be brewed 
exclusively in-house.

9. CASTLE & KEY ‘AUTUMN 2020’ 
LONDON DRY GIN
In 2014, Will Arvin and Wes Murry, two 
industry outsiders, founded Castle & Key in 
Frankfort, Kentucky, and began restoring the 
The Old Taylor Distillery to produce quality 
spirits that have a di� erent flavor profile 
each year. Castle & Key’s third seasonal gin, 
Autumn 2020 London Dry Gin, features a 
smoky, woodsy flavor using a combination 
of 12 botanicals, including cedar leaf, 
spicebush, caraway, and orris root. 98 proof. 

  SRP: $19 each   SRP: $12.99/12-pack cans (11.2oz)   SRP: $35.99
 nvgroup.co.in  asahisuperdry.com  castleandkey.com

10. DRY FLY BLOODY MARY 
Adding to its lineup of canned ready-to-drink 
cocktails, Dry Fly Distilling partnered with the 
famous Spokane spice company Spiceology to 
create a Bloody Mary RTD that is savory, bold, 
and slightly smoky to the palate. Earlier this 
year Dry Fly introduced a Pacific Northwest 
favorite, Huckleberry Lemonade; other ready-
to-drink canned cocktail options included 
Moscow Mule, Gin and Tonic, and Spicy 
Lemonade. The new Bloody Mary is 8% ABV.

11. MIONETTO PROSECCO ROSÉ DOC
Prosecco Rosé is now a DOC wine, and 
category leader Mionetto is among the first to 
arrive. A blend of 90% Glera and 10%  Pinot 
Nero grapes, the wine gains its color from 
several days of skin contact. The bubbly itself 
is fresh, fruity and balanced. Concurrent with 
the launch, Mionetto’s Prestige line, including 
the new Rosé, has undergone a packaging 
refresh, with the brand’s signature sash at a 
precise 27-degree angle paying homage to 
Valdobbiadene’s famous hills. 
.

12. BARBOX BAG-IN-BOX COCKTAILS
New to the ready-to-drink scene but 
tapping a proven format, BarBox o� ers three 
craft cocktails made with artisan spirits and 
all-natural ingredients, in eco-friendly 1.75L 
bag-in-box packaging that is lightweight 
and portable for convenience. The initial 
launch includes three types: Cosmopolitan 
(48 proof ), Negroni (52 proof ), and a Vodka 
Sour (40 proof ) featuring blueberry simple 
syrup. Coming soon: an Old Fashioned. 
Each box serves 14 four-ounce cocktails.

  SRP: $12.99/four-pack (12oz cans)   SRP: $15   SRP: $24.99
 dryflydistilling.com  fxmusa.com  barboxcocktails.com
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THE 
FIND

BRUNO MARS STEPS OUT FOR SELVAREY
Boutique Panama rum SelvaRey has revealed 
new packaging, branding, and a global 
campaign. Better yet, musician Bruno Mars is 
stepping forward as a key agent behind the 
brand, having guided its progress for years 
and engineered the current campaign. With a 
new package now rolling out across the U.S. 
and Asia, Bruno and SelvaRey plan to deliver 
“Tropical Luxury, Wherever You Are.” SelvaRey 
(which loosely translates to “King of the Jungle”) 
has two core expressions: White ($24.99) and 
Chocolate ($34.99, 70 proof ). 

E YE ON 
RUM

DON Q GRAN REPOSITIONS AT THE TOP
Don Q is introducing its Gran Reserva XO 
Rum—a rebranding of Don Q Gran Añejo, a 
signature blend Don Q portfolio for more than 
25 years. Gran Reserva XO is the same blend of 
rums aged between nine and 12 years in American 
white oak barrels, with the addition of Solera rums 
aged up to 55 years. $49.99

MOUNT GAY PUSHES 
BOUNDARIES (AGAIN)
Mount Gay’s Port Cask Expression
is the third limited-edition in the series 
that celebrates 300+ years of expertise. 
Created by the Barbados distillery’s 
first female master blender, Trudiann 
Branker, Port Cask incorporates the use 
of Tawny Port casks for the first time 
in Mount Gay’s history. The blend is 
bottled at cask strength (110 proof ) and 
is non-chill filtered to preserve aromas 
and natural color; 2,100 bottles in the 
U.S., $175.   

GOSLINGS GETS RARE
Taking aim at the growing ultra-premium rum segment, Goslings 
Rum has released Papa Seal Single Barrel Bermuda Rum—a very 
limited o¢ ering that honors blending and aging techniques that 
have been passed down for eight generations and over 165 years. 
The rums in Papa Seal 2020 range between 10 and 21 years; 1,500 
bottles are available across 16 states, at $199. 83 proof.

NEW TRIO IS ALL ABOUT THE FINISH
Third generation Varela Hermanos CEO Luis J. Varela Jr. and the 
master rum makers of Ron Abuelo traveled beyond Panama for the 
brand’s new XV Años Finish Collection. Each of three 15-year-old 
expressions spent their final year finishing in ex-Oloroso Sherry, 
ex-Napoleon Cognac, or ex-Tawny Port casks. With 1,600 hectares 
of sugar cane, Ron Abuelo’s rum-conducive terroir combines a 
rich mixture of volcanic soil and clay, moderate rainfall, cool nights, 
and humid days. The company controls 100% of the rum-making 
process at the estate. SRP $75.





T he year 2020 didn’t play out like any of us 

imagined. From the devastating physical and 

economic tolls of the pandemic to an overdue 

reckoning with diversity and inclusion in our 

industry, leaders across the drinks space are grappling 

with new realities and difficult choices. But from great 

adversity comes possibility. We spoke to 10 forward-

thinking drinks professionals to learn their New Year’s 

resolutions for 2021 and how they plan to forge a more 

inclusive, equitable, and sustainable future. 
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DRINKS PROFESSIONALS 
SHARE THEIR BIG GOALS, 
AND HOW THEY PLAN TO 

ACHIEVE THEM

BY RACHEL TEPPER PALEY 

NEW YEAR'S
RESOLUTIONS FROM

INDUSTRY LEADERS



JEFFREY PORTER, FOUNDER OF VOLCANIC 
SELECTIONS AND HOST OF ‘SIP TRIP’, NEW YORK CITY

“I've always been very lucky,” reflects sommelier Jeffrey Por-
ter, host of the SommTV-streamed wine travel show “Sip Trip.” 
After holding a handful of high-profile positions, including 
the wine director at New York’s Del Posto, this past September 
Porter launched his own import distribution business, Volca-
nic Selections, which spotlights sustainably-minded produc-
ers. Bringing Volcanic Selections to life in the middle of a pan-
demic has been “the hardest thing I’ve ever done in my life,” 
but Porter still recognizes that he's been fortunate. 

“I'm a white, middle-aged man, so I live in a world of privi-
lege,” Porter says. In 2021, he’s keen to leverage his fortunate po-
sition to elevate others. “I want to make sure there's an inclusive 
identity to wine.”

With fellow sommelier Kenneth Crum, beverage director for 
Ariel Arce’s New York City properties Air’s Champagne Parlor, 
Tokyo Record Bar, Niche Niche, and Special Club, Porter is devel-
oping a nonprofit that seeks to draw underrepresented commu-
nities into the hospitality space. This spring, Porter and Crum 
hope to visit job fairs at historically-Black colleges and minority 
student unions, where they’ll help connect young people to jobs 
and mentors in the hospitality space. 

“We have about 20 to 30 people aligned with us across the U.S. 
who will add their voices and input, be it restaurateurs, import-

ers, distributors, graphic designers who work specifically in the 
food and wine space, [or] journalists,” Porter says. “The goal is 
to show that all of us make the hospitality industry what it is.”
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ALISHA BLACKWELL-CALVERT, SOMMELIER 
AND WINE CONSULTANT, ST. LOUIS

Coming up as a sommelier in St. Louis, Alisha Black-
well had tremendous mentors who helped put her on 
the right career path. Now, she plans to pay it forward.

“I want to be that person for the next class of som-
ms,” Blackwell says. “I know that I am looked at as a 
leader in the community, so I definitely want to make 
sure I'm fulfilling expectations.”

Blackwell is currently developing a St. Louis-
focused mentor-mentee program alongside som-
melier Matthew Dulle and sommelier-turned-wine-
maker Michael Kennedy, which they hope to debut 
in 2021. She was also recently accepted as a mentor 
for the prestigious Bâtonnage Mentorship Program, 
which pairs wine industry hopefuls with experi-
enced professionals.

Blackwell believes mentorship will not only bene-
fit individuals, but help the suffering St. Louis restau-
rant community. Once considered a third-rate food 
city generally dismissed by the trade elite, St. Louis 
has become increasingly creative and sophisticated in 

the last decade with nationally-
recognized restaurants, and 
wine programs, she explains. 

“COVID has taken a lot away 
from what we've built,” Black-
well says. “It's going to be im-
portant for the next class of 
somms and beverage profes-
sionals to have a good grasp on 
what we've done in the past, [so 
they can] add or improve on it 
and make sure St. Louis is still a contender in world-
class dining.”

NEW YEAR’S RESOLUTION: HELP MAKE WINE 
INDUSTRY INROADS FOR PEOPLE OF COLOR

NEW YEAR’S RESOLUTION: 
PROVIDE MENTORSHIP 
FOR YOUNG ST. LOUIS 
SOMMELIERS AND WINE 
PROFESSIONALS



TERRY ROSTIC AND JAMAAL EWING, OWNERS OF 
BLACK CALDER BREWING CO. GRAND RAPIDS, MI

“Craft beer, in my humble opinion, can be the ultimate tool 
to unite people from all walks of life and backgrounds,” says 
Terry Rostic, who, with Jamaal Ewing, founded Michigan’s 
first black-owned brewery, Black Calder Brewing Co., in 
Grand Rapids earlier this year. “We want to be a major player 
in that uniting.”

Rostic and Ewing have major goals for 2021. “I dream big… 
sometimes too big!” Rostic admits. His dream? To sell Black 
Calder’s hoppy Black IPAs or fruited ales in sports arenas. “I 
see and read a lot about how major league sports want to 
support Black players and communities—I think there is a 
real opportunity for these franchise owners to create more 
pathways for Black-owned business.”

The pair, who are currently 
brewing at facilities owned by 
nearby breweries Broad Leaf Local 
Beer and Brewery Vivant, hope to 
open a physical location of their 
own in 2021. “Diversity will be a fo-
cal point of our hiring plan when 
we get to that stage of our busi-

ness,” Ewing says. The team also hopes to sponsor Black and 
Brown community college students interested in learning 
about brewing.

“Hopefully we can see more Black and Brown ownership 
and employment in the beer industry,” says Ewing. “I think 
that will ultimately translate into a more diverse consumer 
base as well.” JA
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JANE LOPES, 
COFOUNDER OF LEGEND 
IMPORTS, LOS ANGELES

“As normal as it is for som-
meliers to ask winemakers 
about hand-harvesting, na-
tive yeast, and sulfur regimes, 
I’d like to see it become stan-
dard to ask about labor prac-
tices,” explains Jane Lopes, 
cofounder of Australian wine 
importer Legend Imports. In 
2021, Lopes plans to develop 
a certification program that 
will highlight wineries around 
the world that are commit-
ted to fair labor practices. “I’d 
rather buy a wine made from 

machine-picked grapes than one that requires exploited labor,” 
she says. She believes consumers will, too.

The idea began to form three years ago, when Lopes was 
the wine director for the lauded fine-dining restaurant Attica 
in Melbourne. She was struck by the differences: In Australia, 
minimum wage was far higher than in the U.S. and everyone—

from dishwashers to grape pickers to vintners—had health 
insurance. And all employees were required by law to pay into 
a 401K-type retirement fund. 

“When you grow up in the U.S., there’s so much propaganda 
about [the superiority of] capitalism and individualism and 
the American dream,” Lopes says. Witnessing how much 
better workers were treated in the Australian system made 
her see otherwise. 

Lopes envisions the certification program as a nonprofit 
that will provide a badge or logo, which member wineries 
can emblazon on their labels. She plans to bring in partners 
that can offer financial incentives to members, ranging 
from discounts on printing wine labels to better rates for 
warehousing services. The goal, she says, is to encourage more 
wineries to adopt fair labor practices and give them a financial 
incentive to do so. Other industries—coffee, chocolate—have 
similar programs, Lopes notes. “They’ve been able to come 
together and encourage better practices. The wine industry 
should be able to stand behind our labor practices as well.”

NEW YEAR’S RESOLUTION: LAUNCH 
A WINERY-FOCUSED CERTIFICATION 
PROGRAM FOR FAIR LABOR PRACTICES

NEW YEAR’S RESOLUTION: 
CREATE MORE PATHWAYS 
FOR BLACK AND BROWN 
BEER PROFESSIONALS 
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DIANA SEYSSES, WINEMAKER AT DOMAINE DUJAC, 
DOMAINE DE TRIENNES, SNOWDEN VINEYARDS, AND 
ASHES & DIAMONDS, BURGUNDY, SOUTHERN FRANCE, 
AND NAPA VALLEY

“Right now we are putting in the floors in the cellar, and we have done 
everything as locally as possible with as many renewable materials 
as possible,” says winemaker Diana Seysses of the new winery she’s 
building at Domaine Dujac in Burgundy. “We're hoping to integrate 
carbon capture into the building as well.”

Implementing this technology in a winemaking facility is still 
a novel concept, Seysses explains, but it makes more sense than 
many might imagine. Fermentation, like many natural processes, 
creates carbon dioxide, a greenhouse gas. But unlike other carbon 
capture initiatives, which must filter large quantities of air in order 
to pull in unconcentrated CO2, Seysses’s system is more efficient. 
“What is beautiful about grabbing it off the 
top of alcoholic fermentation is that it is all 
in one place, in one building, at one time of 
the year,” she says.

Seysses hopes that the initiative will en-
courage other wineries to do the same. “The 
most important impact I can have is to raise 
awareness for my colleagues,” she says.
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MATT DEES,  WINEMAKER AT JONATA, 
THE HILT, AND THE PARING, SANTA 
BARBARA 

Before the pandemic, winemaker Matt Dees 
was already hyper-focused on sustainability. As 
the creative force at Jonata, The Hilt, and The 
Paring, a trio of cult wineries in California’s 
Santa Barbara County, he saw the existential 
threat to winemaking posed by climate change. 
The devastating rash of all-too-close wildfires 
this fall made the threat more painfully evident. 
With life on hold due to the pandemic, Dees 
took the opportunity to elevate his sustainabil-
ity goals, and plan ways to achieve them. 

“I got time to think and focus,” Dees reflects. 
“I got to see how vines change over the course of 
the day, because I watched them for a day—that 
just doesn't happen [in non-pandemic times].”

Dees’s 2021 plans include upping the num-
ber of animals in his vineyards: more chick-
ens to fertilize vineyard soils and more goats 
to chow down dry, fire-susceptible vegetation. 
He’s also researching more drought-resistant 
grape varieties.

In the winery nurs-
ery, Dees will intensify his 
focus on cultivating vines 
with unusually long roots—
a technique that lets Dees 
plant them in pure sand. At 
an impressively lengthy 32 
inches below the surface, he 
explains, the roots are drawn 
to water deep below—a high-
ly-desired ability in drought-
prone California. “We haven't 
watered the vines once, and 
we are now in year three of 
one of our projects,” Dees 
says. “We're going to increase 
the project in 2021.”

“We can have a pretty 
instant and massive im-
pact in our own backyard,” 
he continues. “I want to be 
looking forward beyond just 
the next vintage and toward 
2050 or 2100.”

NEW YEAR’S RESOLUTION: 
IMPLEMENT A CARBON 
CAPTURE PROGRAM IN 
THE WINERY

NEW YEAR’S RESOLUTION: 
CULTIVATE INCREASINGLY 
SUSTAINABLE VINEYARDS 
THAT ARE MORE DROUGHT- 
AND FIRE-RESISTANT



STEPHANIE GALLO, CHIEF MARKETING OFFICER, 
E. & J. GALLO WINERY, MODESTO, CA

Diversity and inclusion (D&I) has personal meaning for Stephanie 
Gallo, chief marketing officer for her family’s wine empire. “My 
mother is from Nicaragua, so I was raised in a multicultural, bilin-
gual family where every day we embraced diversity and opportuni-
ties for all,” she says. “It’s at the core of who we are as a family.”

The Gallo organization has long been ahead of the curve in this 
work, named a Glassdoor Best Places to Work the last four years in a 
row, and named one of the Human Rights Campaign’s Best Places to 
Work for LGBTQ Equality for the last seven years.

But Gallo, who joined her family’s business over two decades ago, 
believes they can do even better. “We fully acknowledge that D&I is a 
journey with many steps. As a company, we’ve made conscious deci-
sions about how we plan to improve,” she says. 

Earlier this year, she spearheaded the creation of Gallo’s internal 
diversity and inclusion council, and serves as the executive sponsor. 

“This will bring accountability to all our D&I initiatives as well as 
connect these initiatives to our goals and strategies as a business.”

Being big is an advantage, she believes. “I get excited because 
with our size, scope, and scale, the potential of our impact is im-
mense. Honestly, we have an obligation to be a leader and I truly 
believe that others in our industry will follow.” 
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NEW YEAR’S RESOLUTION: BE A WINE 
INDUSTRY LEADER IN DIVERSITY AND 
INCLUSION PRACTICES
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RYAN HARDY, CHEF AND OWNER OF DELICIOUS 
HOSPITALITY, NEW YORK CITY

“I want to make sure that our brands are around for people 
in 2021,” says Ryan Hardy, the head chef and owner of Deli-
cious Hospitality in New York City, which includes Charlie 
Bird, Pasquale Jones, and Legacy Records. This year has been 
excruciatingly difficult, Hardy reports. Partners in his busi-
ness have pulled out, and he and his team have had to shuffle 
staff between the Delicious Hospitality properties to accom-
modate unpredictable demand and decimated sales volume. 
Without a restaurant industry-specific relief package on the 
horizon, he worries about the long-term trajectory of his 
business and the entire restaurant industry. “To be honest 
with you, it's getting pretty, pretty bad,” Hardy laments.

Survival has required diversifying Delicious Hospitality’s 
revenue streams. The restaurant group set up new websites 
to sell its merchandise—tote bags, hats, and shirts—nation-
ally. It also started selling meal kits, and will partner with 
Goldbelly to ship upscale frozen pizzas across the country. 
Thanks to these shifts, the company managed to pull up 
from the devastating first months of the pandemic and even 
turned a tiny profit in October and November—all while 
pulling in just 45 percent of normal revenue.

Looking to 2021, 
Hardy plans to put 
2020’s hard-learned 
lessons to good use. “A 
year ago, I would have 
lost my shirt if I’d done 
half of revenue in a 
month,” Hardy muses. 

“Maybe that's what 
the brushfire has re-
ally taught us: We were 
able to get lean again.” 
He’s considering get-
ting even leaner next 
year, perhaps shrink-
ing the menu offerings by 25 percent and slimming down the 
staff. It’s all in service of keeping the restaurants alive—and 
their employees working—for as long as possible. 

“We may break even or even lose some money, but 
keeping our core team employed yields immeasurable divi-
dends,” Hardy says.

NEW YEAR’S RESOLUTION:  
KEEP AS MANY STAFF MEMBERS 
EMPLOYED AS POSSIBLE
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JESSICA “RABBIT” KING, 
CO-OWNER OF SAPPHIRE, KNOXVILLE

When the world began to change in early 
March, a handful of employees immediately 
left Sapphire, the popular restaurant and 
cocktail destination in Knoxville. They wanted out of a volit-
ile industry. But there were also employees who stuck it out, 
rising to meet an unthinkable challenge. “Those are the peo-
ple that we as a small business have got to invest in,” says 
Jessica King, “because they invested in us.”

Working through such a difficult time has engendered 
a staff camaraderie unlike anything she’s ever experienced 
at Sapphire, King says. When a few employees got sick with 
COVID-19 this year, the Sapphire team delivered soup and 
Pedialyte. Quarantined staffers were given at-home tasks to 
keep them on payroll. But the biggest shift yet, she hopes, 
will be in 2021: The team will offer high-value staff members 
ownership percentages in a soon-to-be-revealed new restau-
rant concept. 

Offering ownership will mean venturing into “uncharted 
waters,” King says, but it’s important. “There's no better sym-
bol of gratitude toward staff than equity in the business.”

NEW YEAR’S RESOLUTION: 
CREATE A RESTAURANT 
EQUITY SHARING 
PROGRAM FOR STAFF

TAG GALYEAN, COFOUNDER OF WEST VIRGINIA GREAT 
BARREL COMPANY, CALDWELL, WV

“I have always thought of consistency and flexibility as being 
at odds with each other,” says Tag Galyean, the cofounder and 
brand ambassador for new cooperage West Virginia Great Barrel 
Company, which opened in late February 2020. Top-notch qual-
ity, he thought, meant never wavering in your business methods. 
Staying true to the plan, no matter what. “What 2020 has taught 
us is that we have to figure out how to be flexible in order to 
maintain consistency.”

Demand for the cooperage’s barrels has been uneven and 
unpredictable. Next year, Galyean says, will be about adjusting 
for such uncertainty without sacrificing quality. 

For one, the company plans to be aggressive 
in acquiring wood to make its barrel staves. “If 
we have more wood than we're going to use be-
cause of a temporary decline in demand, then 
basically our staves will just be older,” Galy-
ean explains. There may even be an upside to 
holding onto wood for longer than anticipated. 

“Some distillers prefer and will pay a premium 
for a barrel made out of older staves aged 18 
months instead of six months.”

Gaylean built the West Virginia Great Barrel Company’s state-
of-the-art plant to be used as a showroom—it “looks more like a 
BMW factory than a cooperage.” But few buyers want to visit mid-
pandemic, so he is shipping barrels to distilleries around the country. 

The shifts, Galyean says, have helped to keep the quality of his 
barrels high while adjusting to new realities. Most importantly, the 
shifts have helped to keep the company’s roughly 100 staff mem-
bers employed. “We want to be consistent about hiring people for 
basically a lifetime of work and making sure they can support their 
families and grow into the business,” Galyean says.  ■
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NEW YEAR’S 
RESOLUTION: FIND 
MORE WAYS TO BE 
FLEXIBLE WITHOUT 
SACRIFICING 
QUALITY



In Durham, North Carolina, the new-
comer Corpse Reviver Bar & Lounge, 
at Durham Distillery, is already a hit 
thanks to cofounder and CEO Melissa 

Katrincic’s ardor for gin. On the menu: 
Durham Distillery’s own Conniption gins, 
cucumber vodka and liqueurs. Plus, all 
the cocktails they could never make when 
there was just a distillery.  

ALIA AKKAM: Your background is marketing, 
and your husband Lee’s is in pharmaceutical 
chemistry. What drew you both to gin?

MELISSA KATRINCIC: I’ve always loved 
gin. My grandfather had nightly Martinis 
and would slip me olives when I was three 
years old. In 2013, when I was facing a lay-
off, Lee and I explored the craft distilling 
movement. We tasted hundreds of gins. 

AA: You launched Durham Distillery in 2015. 
Why did you want to expand with a bar?

MK: Because of North Carolina laws, we 
couldn’t serve cocktails at the distillery 
when we opened, so we knew what we 
had to have a sipping gin that blew people 

away. It was exciting to see the community 
embrace that. Knowing that the next best 
step was to introduce Conniption as a gin 
for cocktails, in 2018 we started thinking 
about opening a full-fledged bar.  

AA: What did you want Corpse Reviver to 
embody?

MK: We always thought about it as a way 
to bring Conniption to life, a lounge envel-
oped in a modern Art Deco feel. One of the 
inspirations is the Dukes Bar in London. 

Lee and I love that tableside Martini. Mar-
tinis are still intimidating to many people, 
and the trolley allows them to experience 
different varieties.

AA: Corpse Reviver’s menu puts classics 
and modern twists in dialogue with each 
other. Can you share an example?

MK: Our Clover Club, with sous-vide rasp-
berry syrup, is such a showstopper. This 
gin application is juxtaposed with our 
Queen of Swords, with Rittenhouse Rye, a 
red wine reduction syrup, and a sage tinc-
ture. It’s a way of educating our customers.

AA: You opened during the pandemic 
embracing an impressive hygiene protocol. 
What does it encompass?

MK: We sourced two 1,000-square-foot 
hospital-grade filtration units and all 
guests must take their temperatures and 
sign contact-tracing agreements. To stag-
ger occupancy—we are currently at 50 
percent capacity—we only accept reserva-
tions. We are getting people who have been 
scared to go out elsewhere, but when they 
hear what we are doing, they feel safe.  ■

CORPSE-REVIVER
REVIVER
MELISSA KATRINCIC,  
DURHAM DISTILLERY, DURHAM, NC

BY ALIA AKKAM

BAR 
TALK

• CABANA BOY

Ingredients:
2 oz Conniption Barrel Aged Gin
¾ oz Lemon Juice
½ oz Rosemary-Honey Syrup*
4 dashes Orange Bitters
1 sprig Rosemary

Method: Shake all ingredients 
together before straining into a 
Nick and Nora glass and garnishing 
with a sprig of rosemary. 

*Rosemary-Honey syrup:
1 cup Honey
½ cup Water
3 sprigs fresh Rosemary

To make the syrup, add honey and 
water to a medium saucepan over 
medium heat. Stir until dissolved. 
Once dissolved, reduce heat to low, 
add rosemary, and let simmer for 5 
minutes. Remove from heat and let 
cool before transferring to an airtight 
container.
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The vibe: A one-time coffin shop featuring 
vinyl booths, velvet curtains, and geometric 
wallpaper. 

The gins: Conniption American Dry, Navy 
Strength, and just released Barrel Aged. 

Playful distraction: The house slushie, 
made with Conniption American Dry Gin, 
Grand Marnier, orange sherbet, and citrus 
juices, is a tribute to the one at Epcot Center.

Humanity first: Staff receive a living wage 
and are eligible for subsidized healthcare.
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Today, three of the family's five sib-
lings -- John Christopoulos, brother Nick 
Christopoulos, and sister Madia Toll -- are 
the proprietors. The trio bought the busi-
ness from their parents in 1991.

"Being in the area for nearly 60 years 
is kind of cool," John Christopoulos said, 
in an understatement. "There's not too 
many businesses like ours left. Our par-
ents are from Greece. Our first language 
was Greek. When Madia and I went into 
the first grade, we knew very little Eng-
lish. But we all have lived the American 
Dream!"

Such longevity has not only strength-
ened the family's ties to each other, but 
their ties to the community at large. These 
close ties to a multi-generational clientele 
have helped the store weather one of the 
most difficult years ever encountered.

"The biggest challenge this year has 
been keeping everyone healthy through 
the pandemic," Christopoulos noted. 
"We've made sure anyone who hasn't felt 

good has stayed 
home. Any em-
ployees that have 
needed to be test-
ed, we've got them 
tested. We have an 
obligation to the commu-
nity. People mean a lot to us. 
Our community is also our family. We 
know so many customers by name, which 
is rare today."

Toll agreed, adding, "We've been 
here for so long that we know great-
grandparents, grandparents, parents, 
their children, and their grandchildren! A 
lot of our customers' sons have worked 
here over the years, too. And we've also 
had a couple of daughters and grand-
daughters work here."

For many of these young people, 
working for the Christopoulos family 
was their first job in the beverage busi-
ness. John, Madia, and Nick have since 
watched a number of them go on to 

career positions at such compa-
nies as Anheuser-Busch and 

Republic National. Former 
staffer Meghan McNichol-
Tress, for instance, is now 
a regional vice president 
at The Wine Group.

The store itself has 
proven to be a special 
place that customers 

and ex-employees alike 

C hristos Discount Liquors has been a pillar of 
the Glen Burnie/Ferndale community since 
1962, and the Christopoulos family has 

operated the business since that time of JFK, 
Johnny Unitas, and Ed Sullivan.

CHRISTOS DISCOUNT LIQUORS  
FROM GREECE TO GLEN BURNIE, IT'S BEEN A FAMILY AFFAIR

  BY TEDDY DURGIN 

John Christopoulos, 

and sister Madia Toll 

are the proprietors  

of Christos.
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Christos Discount Liquors has been a pillar of the  
Glen Burnie/Ferndale community since 1962.  It’s because of this pride 

 that the family knows how important it is to protect their legacy.   
This means getting involved in state politics and maintaining membership in MSLBA.
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have returned to time and again. Chris-
tos features a temperature-controlled 
wine room for its most exclusive vintages. 
The Christopouloses offer case discounts 
on wine and spirits, a daily seniors dis-
count, and a weekly Ladies Day discount 
on wine each Monday. The siblings have 
also embraced technology with a Face-
book page and a weekly e-newsletter that 
touts special sales and coupons. For local 
pride, the store co-sponsors an amateur 
soccer team, Baltimore's Christos FC, that 
played DC United for the 2017 Lamar 
Hunt U.S. Open Cup.

At the end of the day, though, the 
store remains a source of family pride. Toll 
remarked, "I like to think of myself as the 
female version of my father. He instilled 
in all of us that the customer comes first, 
especially with regards to their wellbeing 
and health."

Christopoulos added, "Like my father, 
I love dealing with the customers. I work 
seven days a week, and I never get tired 
of it."

It's because of this pride that the fam-
ily knows how important it is to protect 
their legacy. This means getting involved 
in state politics and maintaining mem-
bership in the Maryland State Licensed 

Beverage Association (MSLBA). Chris-
topoulos stated, "We're fully aware of 
the challenges our industry has to deal 
with, the threat of chains coming in and 
so forth. There are a lot of things against 
us. We know that it's really all about 
educating these delegates, letting them 
know we all work under certain rules that 
have been established for years. But now 
they're thinking of changing all that to ac-
commodate big retail. If that happens, it'll 
be very difficult for a lot of small retailers. 
We'll survive. We own our own building, 
and we've been here a long time. But it 
would be devastating for a lot of the small 

mom-and-pops. People really need to 
talk to their elected officials, their coun-
cilmen, their delegates, and their state 
senators." 

And for anyone looking to jump into 
the fray and open their own business in 
this tough political and economic cli-
mate? Christopoulos was quick to offer 
some wisdom: "You have to be willing 
to work and work hard. I'm talking seven 
days a week, and it's not going to come 
easy. But at the end of the day, it's worth 
it. Nobody counts your money better 
than you!" n
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A BEVERAGE BIZ LOOK AHEAD  
AT THE 2021 LEGISLATIVE SESSION

  BY TEDDY DURGIN 

The Year of the Pandemic worked 
its way into each of the three interviews 
I did for this feature. The COVID-19 cri-
sis was a part of many answers to the 
questions I posed. Ultimately, though, all 
concerned expressed hope for the year 
ahead -- hope that business can return 
to something resembling normal. Just as 
important, they are hoping that state gov-
ernment will work with them rather than 
against them in 2021.

Attorney and Maryland State Li-
censed Beverage Association (MSLBA) 
lobbyist J. Steven "Steve" Wise remains 
ever vigilant. He's never left the front 
lines of battling in Annapolis on the in-
dustry's behalf. "There is already a major 
effort underway by the supermarket and 
convenience stores to put beer and wine 

in their locations," he cautioned. "We talk 
about this every year. But this year, they 
have marshaled their resources and are 
putting on a full-court press. Our mem-
bers have already begun to respond to 
that, but that's going to take a lot of our 
energy over the course of the legislative 
session."

MSLBA Legislative Chairman Jack 
Milani shares Wise's concern. "In this up-
coming session," he said, "the chain store 
issue is definitely coming at us. There is a 
bill already pre-filed in Prince George's 
County, and it wouldn't surprise us to see 
a statewide bill. It will indeed be a good 
time for all the legislators who say they 
support small business to show that small 
business really matters to them. A lot of 
people in Annapolis say, 'Oh yeah, I am 

for the small business people.' This will 
be a really good barometer."

Another issue looming in the New 
Year is a proposal to increase the alco-
hol sales tax. Maryland has both an ex-
cise tax and an alcohol sales tax. In 2012, 
the latter was raised from 6 percent to 9 
percent, while the sales tax on all other 
goods remained the same. "So, it's al-
ready 50 percent higher in Maryland than 
other goods," Wise noted. "This propos-
al would take it to 10 percent. So, on top 
of everything else these small businesses 
are dealing with, they're looking at that. 
Our argument? Customers tend to shop 
with their feet. It won't take them long to 
figure out that some of our surrounding 
states have a lower tax burden."

So, why the proposed take hike? Mi-

I 've been writing this Maryland state legislative preview article each year at this time for 
nearly a decade now. The annual feature is usually a look ahead to the next General  
Assembly Session. But there's no way to move ahead with 2021 without acknowledging 

2020, quite possibly the toughest, most challenging year on record for all facets of the  
beverage business.
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lani, who has co-owned Monaghan's Pub 
in Woodlawn since 1990, was quick to 
respond. "They want to close the health-
care disparity," he said. "While we ac-
knowledge there is a need to do that, 
we're not sure why we're being singled 
out to carry that burden. Years ago when 
the state decided to expand the alcohol 
sales tax from 6 to 9 percent, we were 
told, 'Every time prices increase, the State 
will get a raise, and we won't have to look 
at this again.' Obviously, not everybody 
got that memo!" 

At the same time, Wise and Milani will 
be looking to protect some of the posi-
tive changes that were implemented in 
2020 to deal with the pandemic and its 
impact on business. "Thanks to Gover-
nor Hogan's executive order, bars and 
restaurants are able to sell whatever al-
cohol they're able to as part of their car-
ryout and delivery services as long as it's 
purchased with food," Wise pointed out. 
"An on-premise account couldn't just 
wake up one morning and decide, 'Oh, 
I'm going to become an off-premise de-
livery business.' We want to make that 
executive order permanent, because the 
bars and restaurants are going to be in 
recovery mode for a long period of time 
even after there's a vaccine and things re-
turn to normal. Putting it into law will give 
them peace of mind that they'll be able to 
continue doing that."

Milani is going to have a certain piece 
of mind in the year to come with a new 
co-legislative chair. There has been a va-
cancy in the co-chair position for several 
years. David Marberger, proprietor of Bay 
Ridge Wine and Spirits in Annapolis, has 
accepted the assignment. 

"I guess my name was the one drawn 
out of the hat!" Marberger, a past MSLBA 

President, joked before getting serious. 
"I've been involved with the MSLBA and 
our industry for 20-plus years. Now being 
involved in the day to day of the legisla-
tive session is going to be a change for 
me. There's going to be a learning curve. 
It's going to be like going back to school, 
and I'll need to be a quick study. I go into 
it knowing a little bit more than some, 
but a lot less than others. But with Jack, 
Steve, and [MSLBA Executive Director] 
Jane Springer, I couldn't learn from a bet-
ter three-person panel." 

All three men stressed that they and 
the MSLBA are in full-on "call to action" 
mode. With the health crisis still going on 
and lockdowns always a threat. It’s "all 
hands on deck" to ensure the state's on- 
and off-premise trade stays the course. "If 
ever there was a year for people in our 
industry to speak up and let legislators 
and decision-makers know what they've 
been going through, it's this year," de-
clared Wise. "That's what the MSLBA is 
for -- to help them coordinate that effort. 
So, reach out to the association and ask, 
'How can I help?'"

Milani concurred, adding, "It's now 

more important than ever to become a 
member of MSLBA or your local affiliate, 
which will make you a member of MSLBA. 
If you've come into this business, you 
have to understand that it is very highly 
regulated. In a normal year, we could 
have 70 to 80 bills that affect the industry. 
You need to get involved. If you've made 
an investment in this business, you should 
spend a few more dollars and become a 
member, then get to know your local leg-
islators. Reach out to them, invite them to 
your business, show them what you do, 
how many people you employ, and what 
you do in the community."

He continued, "When these bills 
come up, they'll hopefully reach out to 
you and ask your opinion. Every legislator 
that I know wants input on these bills and 
how their constituency will be affected. 
That's why it is important they know who 
you are."

Marberger was even more direct, 
more urgent. He cautioned, "Our busi-
ness is highly regulated, and the govern-
ment can drastically change the land-
scape of our industry within the state by 
passing any one law or a multitude of 
laws. If we're not paying attention as to 
what the outcome is or can be, we can be 
drastically impacted. It's absolutely para-
mount that as many retailers as possible 
pay attention."

Through it all, Wise noted the impor-
tance of moving the industry forward. 
This can only be done, in his view, with 
some form of government help. "I would 
love to see some type of aid package for 
the bars and restaurants," he remarked. 
"Rather than increasing the sales tax, 
maybe we can look at lowering some 
taxes on these folks or doing some other 
things that help them get their financial 

"There is already a major effort  
underway by the supermarket and 
convenience stores to put beer and 
wine in their locations..."

--MSLBA lobbyist J. Steven Wise

"In this upcoming session, the chain 
store issue is definitely coming at us. 

There is a bill already pre-filed ..."

--MSLBA Legislative Chairman 
Jack Milani 
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feet back underneath them. That would 
do wonders for our industry, for our 
economy, and certainly for all of the em-
ployees and tax revenue that comes from 
them."

Marberger seconded the need for 
more help from elected officials. "There's 
a certain guilt that I and other packaged 
goods store operators feel. We've been a 
beneficiary -- and I hate to use that word 
-- of the crisis. Our business has certainly 
increased. But it's not because we did 
anything right. And restaurants and bars 
didn't do anything wrong to warrant be-
ing punished for this. There clearly needs 
to be a multitude of fixes, whether it's 
federal grants, state grants, local grants."

Milani just doesn't want new legisla-
tion that will go against his business and 
the businesses of his colleagues. He said, 
"I really hope all concerned remember 
what small businesses are all about. Let us 
just do our jobs. We certainly understand 
that we need to be regulated and that we 
need to follow the rules. The best thing 
Annapolis can do is leave us alone, let us 
run our businesses."

Wise was perhaps the most hope-
ful of the three interviewees. "I do think 
that there is some light at the end of the 
tunnel," he concluded, "which I attribute 
to the promise of a vaccine as well as im-
proved treatments. Treatments have been 
buried under the headlines of the various 

vaccines, but I think there's some prom-
ise there. With the combination of those 
two things, I really hope that by the time 
we're midway through 2021 that people 
are starting to get some semblance of 
normalcy back." n

"...the government can drastically 
change the landscape of  our industry 

within the state by passing any  
one law or a multitude of  laws..."

--MSLBA Legislative Chairman 
David Marberger
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