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When Europe's tariffs on U.S. whiskey hit in June 2018, craft distillery Mountain Laurel Spirits 
LLC lost 10% of its sales overnight as its European distributor simply stopped buying its award-
winning Dad's Hat Pennsylvania Rye Whiskey. 

Foreign governments subject to U.S. President Donald Trump's trade tariffs have targeted 
American distilleries and their bourbon and rye whiskeys for retaliation. The industry fears new 
tariffs under consideration by the U.S. government could result in even higher tariffs on their 
products in Europe. 

"We went from a marginally profitable business to breaking even," Mountain Laurel's owner 
and chemical engineer-turned-distiller, Herman Mihalich, said while testing his latest batch of 
rye whiskey in the sleepy hamlet of Bristol in southeast Pennsylvania. 

U.S. whiskey exporters are struggling to recoup lost sales after shipments to Europe 
plummeted 21% between June 2018 and 2019, according to data from the Distilled Spirits 
Council, a U.S. industry group. 

In the 12 months before the tariffs hit, the United States exported $757 million of rye and 
bourbon. From July 2018 to June 2019 exports were $597 million. Exports are a sizeable 
chunk of sales the U.S. whiskey industry, which generated $3.6 billion in revenue in 2018. 

The Distilled Spirits Council said that 63% of U.S. whiskey exports have faced retaliatory tariffs 
from the European Union, China, Turkey, Canada and Mexico. The EU currently levies 25% 
tariffs on U.S. whiskey. 

The U.S. Trade Representative's office is preparing to slap tariffs of up to 100% on $1.8 billion 
worth of European spirits and wine in response to illegal European aid to planemaker Airbus , 
the most recent development in a 15-year-long trade dispute between Europe and the United 
States. 

"American whiskeys have become collateral damage," said Chris Swonger, chief executive of 
the Distilled Spirits Council at an Aug. 6 hearing with the U.S. Trade Representative. He urged 
Washington not to introduce the new tariffs because the industry fears Europe will introduce 
even more tariffs in retaliation. 

The group said that at least 11,200 to 78,600 jobs could be lost in the beverage, alcohol and 
hospitality sectors, which currently employ 2.4 million Americans, if the EU-U.S.-conflict 
worsened. 

WHISKEY BOOM ENDING 
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The tariff war is capping a boom for U.S whiskey despite a surge in global demand for 
traditionally made spirits and cocktails. The Kentucky Distillers Association said that the 
production of Kentucky bourbon, a popular variety of U.S. whiskey, in 2018 reached its highest 
level - 1.7 million barrels - since 1972. 

At the Aug. 6 hearing, Swonger testified that many of the Distilled Spirits Council's members, 
including exporting businesses from 45 U.S. states, have halted hiring and expansion plans 
and seen margins take a hit because of the tariffs. 

One of them is Scott Harris of Catoctin Creek Distilling Co in Virginia, who has thousands of 
unfilled rye bottles. Anticipated European demand never materialized because of the EU 
levies, which have pushed prices too high for most European consumers. 

The company had hoped that Europe could soak up at least a tenth of its sales and had bought 
a large inventory of European-sized bottles just as the tariffs hit. 

Worse, Harris said he cannot do anything with the 700 ml bottles because the U.S. market 
mandatory standard is 750 ml bottles. 

Catoctin Creek's European sales are today close to zero, and the few bottles it does sell are at 
a significant loss because the firm does not want to pass on the cost of tariffs to price-sensitive 
European customers. 

"We had one distributor we signed a deal with. He just stopped returning our phone calls," 
Harris said. "We've been trying very hard to get into the UK and France, and we can't get any 
distributor to talk to us right now." 

Several distillers interviewed by Reuters said that prior to the tariffs, Scottish or Irish whiskeys 
were generally more expensive in Europe, fuelling thirst for cheaper U.S. varieties. But when 
the duties reversed the cost picture, European distributors lost interest in American rye and 
bourbon. 

Getting into the European market was "low-hanging fruit," said Amir Peay, owner of James E. 
Pepper Distilling Co in Lexington, Kentucky. His company had invested "hundreds of 
thousands of dollars" to break into the European market. 

"The way the market is now is extremely disappointing," Peay said. 

In Pennsylvania, Mountain Laurel Spirits has tried to offset sales declines by breaking into new 
markets in the United States, a far from easy task as each of the 50 U.S. states requires an in-
state licensed wholesaler. 

While there are exceptions and there are wholesalers that operate in several states, Mihalich 
complained that the contracts often have to be drawn up 50 different ways. 

Other foreign markets outside of Europe are often hard to break into and often not worth the 
hefty investment for smaller distillers, several companies said. 



Large spirit producers have also been forced to adjust to the tariffs. Brown-Forman Corp , 
maker of the world's most popular U.S.-made whiskey, Jack Daniels Tennessee whiskey, has 
lost $125 million due to the European tariffs. 

Chief Executive Lawson Whiting said in June that the company takes the hit "quite personal" 
since it produces 60% of all U.S. whiskey. 

"It is a targeted tariff at Brown-Forman," Whiting said. 

The latest casualty of Trump's trade war with China? California 
wine 

Source: https://www.latimes.com/ 
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Hank Wetzel's vineyards stretch to the horizon, a swath of green straddling Sonoma County's 
Russian River, farmed by generations of Wetzels for half a century. 

It is a long way from Shanghai. 

Nonetheless, seated outside his tasting room on a recent morning, the 68-year-old patriarch of 
Alexander Valley Vineyards was scrolling through photos from China on his tablet: A shot of his 
booth at a giant Shanghai trade show, thronged with customers. Another of Chinese 
restaurateurs sampling wines at a $1,000 dinner he hosted. And several of the pandas at 
Shanghai's zoo. 

When he began exporting to China two years ago, Wetzel had high hopes of penetrating its 
fast-growing imported wine market. But today, as President Trump's trade war shows no sign 
of waning, "the economics of selling there are horrendous," he said. "Our importer is keen on 
our wines, but every $15 bottle I sell her now ends up costing her $30. We could soon be out of 
business there." 

Since April 2018, in response to U.S. tariffs, China has slapped retaliatory taxes on $110 billion 
in U.S. imports - products as varied as electronics and soybeans. For wine, taxes and tariffs 
now amount to a 93% surcharge on every U.S. bottle. That's double the amount on French 
wine, long favored by well-to-do Chinese. At the same time, wines from Australia and Chile, 
which recently signed free trade agreements with the Asian giant, are flooding into China, 
taxed at just 26%. 

Global exporters view China as a barely tapped opportunity, given its exploding middle class 
and growing appetite for the quality and prestige of imported wine. The U.S. exported $1.46 
billion in wine last year, 95% of it from California. China was the fifth-largest destination after 
the European Union, Canada, Hong Kong and Japan. 

"China was our fastest-growing export market," said Honore Comfort, vice president for 
international marketing at the Wine Institute, a San Francisco trade group. "We were heavily 
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ramping up our activities there, adding restaurant promotions and cultivating relationships with 
key retailers." 

But U.S. wine exports to China were down by 33% in the first half of this year compared with 
the same period in 2017. As the trade conflict drags on, "Chinese importers will buy from a 
different country," she predicted. "We've worked on building those relationships for two 
decades. Now all of that time is basically a loss." 

In an underground cave at Alexander Valley Vineyards, the air was cool and moist. Seven 
thousand oak barrels were stacked three high under the vaulted ceiling. Aging inside: a dozen 
varieties from Chardonnay to Zinfandel. 

Outside the cave, a worker moved quickly across rows of barrels, siphoning wine through a 
glass tube from each of them, tasting for defects and spitting out each sample. Nearby, in a 
small warehouse, bottles moved along a conveyor belt as one machine after another filled 
them with Cabernet Sauvignon, corked them, sealed them with foil and slapped on labels 
before two women, working briskly, packed the finished product into cases. 

Wetzel's was among the first wineries established in Sonoma County and played a key role in 
establishing the Alexander Valley appellation. His wines, from Cyrus, a $65 Cabernet blend 
aged for 24 months, to Gewürz, a $15 wine made with organic grapes, have won national and 
international awards. 

Over decades, Wetzel cultivated markets across California, in Texas and in other U.S. states to 
the point of shipping 175,000 cases last year. But he had never sought business abroad until 
he visited China two years ago. With his sons taking over day-to-day operations and sales, 
Wetzel and his wife, Linda, who oversees the winery's bookkeeping, were looking for a new 
adventure. 

"Twenty years from now, China could be the largest wine market in the world," Wetzel said. 
"We want to be ready." 

At Shanghai's trade show, they met Rose and Jack Sun, a young couple who operate Shindy 
Wine. "It was the kind of small operation I was looking for," Wetzel recalled. "They had one 
Australian wine, one Chilean and one producer in France. I get more attention as their only 
U.S. wine." 

At the show, he was struck by the level of sophistication as hundreds of Chinese stopped by 
his booth. Although the vast majority of wine consumed in China is low-end domestic product, 
high-quality imports are gaining social cachet through social media and a savvy new breed of 
trained sommeliers. 

Last fall, Wetzel hosted the Suns in Sonoma County. "We ate meals and drank wine for three 
days," he said. "We showed them our harvest so they could go back to China and tell our story. 
We became friends." 

Alexander Valley Vineyards shipped just 750 cases to China last year - certainly no 
competition to large wineries such as Gallo and Mondavi, which have marketed there for 



decades. "The wine business moves slowly, like a turtle," Wetzel said. "It takes a long time to 
build relationships." 

Preserving those connections takes continuous effort. 

This week, he will embark on his third trip to Shanghai, for the opening of China's first Costco, 
which has bought 250 cases of his wine. In June, while it was in transit, China imposed its 
latest tariff of 15%. Costco agreed to absorb half the increase, with the Suns taking the other 
half. 

"There's a dinner with Costco's buyer," Wetzel said. "I'm interested to see how they present the 
goods with these hefty prices." 

Wetzel also plans to travel with the Suns to Anhui, a province west of Shanghai, where they 
are opening a wine store. But with the trade war, "I expect to get an earful," he said. "I hope 
this won't be the end of our relationship, but the mood right now is pretty ugly. I don't see how 
things could get much worse." 

Fellow exporters have been sharing the pain. "Even larger wineries that have traded for a 
number of years are extremely discouraged," said Wetzel, who was elected board chairman of 
the Wine Institute in June. "They've lost a lot of business in the last six months." 

Dwight Bonewell, director of West Coast Wine Group in Napa, began exporting relatively 
inexpensive wine to China 12 years ago, sourcing grapes from the Central Valley. He sold his 
own brands and produced private-label wines for Chinese companies. With 20 distributors in 
China, Bonewell was on track to ship 43,000 cases this year. 

"We thought we were going to have a banner year," he said. 

Now he expects to sell just 7,000, tallying his loss at about $1 million. 

"The moment duties went up, many of our customers said, 'We can buy, but you have to 
absorb the difference.' But we can't do that." 

Despite the setback, Bonewell said he expects his wine originally destined for China will sell in 
the U.S. market. "We are not giving up on China," he said. "It is a huge market. We'll wait for it 
to come back." 

Wineries that export more expensive bottles have suffered less from the tariffs, as wealthier 
Chinese can better absorb the price increases. 

"While our exports to China are off in volume, they are up over 30% in value year-to-date," 
offsetting the tariff, said Ryan Stewart, director of international sales for Foley Family Wines in 
Santa Rosa, which owns vineyards in California, Oregon, Washington and New Zealand. "Our 
portfolio is more skewed to premium and luxury price points." 

Nonetheless, he added, "Several discussions with potential new import partners in China have 
been temporarily put on hold." 



At Wine Intelligence, a London consulting firm that tracks the global market, Chief Operating 
Officer Richard Halstead points to the "extraordinary amount of money" Australian and Chilean 
brands are spending to build China distribution. "They are squeezing out countries that don't 
have favorable tariff regimes," he said. 

U.S. wine sales to China are a small target for a trade war, compared with motor vehicles, 
semiconductor components or soybeans - just 1.1 million cases last year out of 56.7 million 
cases that China imported globally. "But wine often gets involved in trade disputes because it 
has cultural symbolism," Halstead said. "As China views it, it is about hitting a misbehaving 
trade partner where it hurts." 

In June, Trump took aim at French wine, complaining that it is allowed into the U.S. virtually 
tariff-free while France imposes duties on U.S. wine. "It's not fair," he told a television 
interviewer. 

In Sonoma County, Wetzel said he voted for Trump because "he was a businessman.. But in 
the short term, these tariffs are not working." 

Meanwhile, he is taking the long view. "I'm going to see my importer with hat in hand," he said. 
"I hate to think our investment is all dashed because of this trade war. But if it is, we'll try again 
in five or 10 years. I hope this will pass sooner or later." 

Trump talked about putting a massive tariff on French wine at a 
Hamptons fundraiser, according to report 

Source: https://www.businessinsider.com/ 

August 18, 2019 

President Donald Trump floated a tariff of as much as 100% on French wine at a fundraiser in 
Long Island, according to a report from Bloomberg. 

The remarks come amid a trade dispute over a proposed French tax on major tech companies 
including Google, Facebook, and Amazon. 

Trump has made references to taxing imports of French wine in the past. 

President Donald Trump floated a tariff of as much as 100% on French wine at a fundraiser in 
Long Island, according to a report from Bloomberg's Jennifer Jacobs and Jenny Leonard. 

Citing two sources with knowledge of the president's remarks at an August 9 business 
roundtable in the Hamptons, Bloomberg noted that the specific proposal might not be 
completely serious, although trade tensions between the US and France have been rising 
recently. 

France recently proposed a 3% tax on revenues of major technology companies doing 
business in the country, including Facebook, Amazon, and Google. In July, the Trump 
Administration opened an investigation into that proposed tax, which could result in retaliatory 
tariffs against France. 

https://www.businessinsider.com/


Trump has made similar remarks about the proposed French tax in recent weeks. On July 26, 
he tweeted that his administration would "announce a substantial reciprocal action on Macron's 
foolishness shortly," and closed the tweet with a remark about the European country's famous 
export: "I've always said American wine is better than French wine!" 

In November, Trump took direct aim at what he viewed as unfair trade practices in the wine 
sector, tweeting that "France makes it very hard for the U.S. to sell its wines into France, and 
charges big Tariffs, whereas the U.S. makes it easy for French wines, and charges very small 
Tariffs. Not fair, must change!" 

While Trump is widely reported to abstain from alcohol, his son Eric Trump owns and operates 
a vineyard and winery in Virginia. 

The increased trade tension with France comes amid a larger trade war. Last week, China 
announced retaliatory measures against the latest round of US tariffs on goods from that 
country, contributing to broader fears about a possible slowdown in the US economy that sent 
stocks spiraling on Wednesday before recovering later in the week. 

The Perils of Personality Brands (Additional Coverage) 

Source: https://chuckcowdery.blogspot.com/ 

July 18, 2019 

This column is not about the latest iteration of the Bulleit family tragedy, which has been ignited 
again by an article today in Neat Pour, in which Hollis Worth (née Bulleit) gives her first 
interview. Diageo, which owns Bulleit Bourbon and Rye, declined to comment for the article, as 
did Ms. Worth's father, Tom Bulleit. 

All cards on the table, I know Tom Bulleit professionally. I have never met Hollis Worth. I 
haven't spoken to Tom in several years and we've never talked about his family. 

My purpose in writing today is to look at another aspect of this, separate from the story itself, 
which is the risk any company takes when it ties a product or brand so closely to a living 
human being. 

The most extreme example is Jared Fogle, principal spokesperson for the Subway sandwich 
chain from 2000 to 2015, when he was charged and convicted of ---ual offenses against 
minors. Did Subway lose any business as a result? The company has struggled ever since 
Fogle's misdeeds became public. Starting in 2016, Subway has closed more stores each year 
than it has opened, for the first time in its history. 

They can't blame all that on Fogle. Fast food is a brutal business and Subway's success 
spawned a flood of imitators. 

Every situation is different. Fogle was never presented as anything other than a spokesperson. 
Mila Kunis has been the spokesperson for Jim Beam since 2014, a significant run, but if she 
got into some embarrassing trouble it's hard to imagine how the brand could be significantly 
damaged. Matthew McConaughey has been hawking Wild Turkey for about the same amount 
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of time, and it's the same deal there. Both brands have their master distillers and other 
personalities. The risk is spread around. 

A slightly different case might be made for newly-launched celebrity brands, such as Ryan 
Reynolds with Aviation Gin, Bryan Cranston with Dos Hombres Mezcal, or Bob Dylan with 
Heaven's Gate Whiskey. The only possible reason for a consumer to be interested in those 
brands is their interest in the celebrity owner. The celebrity is the brand. 

In Diageo's case, the cautionary tale with Bulleit is be careful what you create out of thin air. 
Tom Bulleit is a real, living person and he really did create a bourbon brand named after 
himself. Hollis Worth is his daughter, also real and alive. That is about where the reality ends. 

The Bulleit brand launched in 1995, via Buffalo Trace. That was a contract distilling 
arrangement, Tom Bulleit owned the brand. A few years later he sold it to Seagram's. They 
created the current bottle and brand story, including the legend of Tom Bulleit's ancestor, 
Augustus. Seagram's folded and the brand passed to Diageo in 1999-2000. 

I've written about Bulleit many times over the years, starting with this one in 2008. Go here for 
more about the Augustus Bulleit origin story. Go here for a succinct summary of the actual 
Bulleit origin story. 

In a very real sense, Diageo is hoist on its own petard, as they have gone to great lengths over 
20-25 years to make Bulleit look like a family company, even though it's not. They took a name 
they liked because it was a homophone for 'bullet' and built an entirely fictional origin story 
around it involving currently living persons (and one dead one). They hired two of the living 
persons to front the brand throughout the industry, cast as founder and heir respectively. They 
overplayed the roles of those persons in the creation, making and marketing of the brand. As a 
result, Hollis Worth is very well known among bartenders, bar owners, and cocktail writers; and 
Tom Bulleit is very well known among distributors, retailers, and whiskey writers. They 
personify the brand. 

You can do whatever you want with a dead or fictional person, but living people have real lives 
that can go awry and reflect negatively on the businesses with which they are associated, 
whether it's Elon Musk or Jeff Bezos. It's something else again when you cast living people in 
fictional roles. The actual connection between the people and the brand is minimal, but the 
fictional connection is real enough to hurt you when something goes wrong. 

Inevitably, the Bulleit family conflict is a problem for Diageo. How big a problem it is, and what 
Diageo will try to do about it, remains to be seen. 

After abuse claims by daughter, Ky. bourbon legend no longer 
representing brand he founded 

Source: https://www.kentucky.com/ 
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In the wake of allegations by his daughter of physical and ---ual abuse, Tom Bulleit has been 
removed as the public face of one of the biggest brands in bourbon. 

In July, Diageo, which owns Bulleit Bourbon and Rye, asked Tom Bulleit, a Lexington lawyer, 
to "step back" from representing Bulleit publicly. The company, which is headquartered in 
Great Britain, is a global spirits empire with a lot at stake: Bulleit has become one of the top-
selling American whiskey brands in the world and in July broke ground on a $130 million 
distillery in Lebanon, its third in Kentucky. 

The move to bench the brand's founder came after Hollis B. Worth (formerly Bulleit) accused 
her father of childhood abuse in a letter to the company. 

"Diageo learned of claims of abuse, directed at her father, through a recent letter from Ms. 
Worth's (née Bulleit) attorney. These claims had not been previously brought to Diageo's 
attention by Ms. Worth or anyone else," the company said in a statement to the Herald-Leader. 
"While it would be impossible for us to determine the veracity of these claims, given their 
nature, it was decided that Mr. Bulleit would step back from his brand ambassadorship role. Mr. 
Bulleit strenuously denies his daughter's claims." 

On Facebook on Aug. 13, Hollis Worth also said she suffered ---ual and physical abuse. The 
post is public and had been shared over 300 times by 5 p.m. Friday. 

"My father, Tom Bulleit, ---ually abused me until I was 18 years old," Worth said in the post. "It 
has been my opinion that he is homophobic, but it is a fact that he is a pedophile. Diageo 
knows all of this and has continued to back this man. From a young age I was touched and 
fondled inappropriately, posed for photos naked against my will, explicit ---ual language was 
used when communicating with me, and I was shown age-inappropriate ---ual media in several 
forms. I was groomed by all of my parents to never say no to this man." 

Worth, who said she suffers from Complex Post-Traumatic Stress Disorder as a result of the 
childhood abuse, also said her father has used her diagnosis "to disparage me and to limit my 
future career. Therefore it is abuse upon abuse. This cycle of abuse must stop. Diageo needs 
to stop backing a criminal. Tom needs to stop stealing my life from me. It is time for the liquor 
industry to be under the microscope as part of the national #metoo & #timesup discussions." 

In an email to the Herald-Leader, Worth said that she confronted her father about the abuse 
when she was 19. "He did not dispute it," she said. 

Tom Bulleit said Friday that "Hollis did not confront me about anything when she was 19 or at 
any time. At 19 she was a successful student and athlete at Smith College, we communicated 
almost daily, and she was very happy." 

She said that through an attorney she warned Diageo in 2017 "that there was more to my story 
about Tom. Diageo did not push the subject. My present attorney sent a confidential letter to 
Diageo on June 25th specifying the abuse. Diageo responded with a letter on June 28th with a 
letter saying that they were going to investigate. We have not heard from them since." 

A spokesperson for Diageo said the company took Worth's claims about her father seriously 
and began an internal investigation after receiving the letter. 



The company found no indication that anyone at Diageo was previously aware of such claims, 
according to a spokesperson for the company. 

But about week after receiving the letter, Tom Bulleit and Diageo agreed that it would be 
appropriate for him to step back. 

"I have willingly agreed to step back from my ambassadorship role while we honor our 
commitment to our customers, the LGBTQ community and our family to pause and 
demonstrate the falsity of Hollis's accusations in full transparency and good faith," Tom Bulleit 
said in a statement. 

"Needless to say, I'm greatly saddened by the false accusations. We have been very 
supportive of Hollis and Cher throughout their relationship and now marriage. Our support has 
been generous in love as well as financially. We are prejudiced toward nobody, as our very 
public lives have demonstrated over several decades. There are many hundreds if not 
thousands of publicly available and online photos of Hollis, as a happy and loving daughter, 
with me, as her proud father." 

In an interview, Tom Bulleit said, "The accusations are terrible. They're false, but they need to 
be addressed. And they are. Through documents that I've sent to Diageo that illustrates no 
foundation for this." 

Nevertheless, the allegations have become "a distraction to the brand and for Tom," a 
company spokesperson said. 

Bulleit bourbon's corporate parent, Diageo, said in 2017 that a contract dispute was to blame 
for the split with brand ambassor Hollis Bulleit, who said she was fired for being gay. Diageo 
denies that. ASSOCIATED PRESS 

There are no plans to rename the bourbon or the distilleries. Tom Bulleit said he hopes to 
return eventually but it isn't clear when or if that will happen. 

The company said that since "stepping back," Tom Bulleit has not performed any work for the 
brand, including participating in brand or sales activities, consulting for the brand or greeting 
visitors at the Bulleit Distillery visitor center. However, he has a personal office there and visits 
occasionally. 

Worth said she was unaware of Diageo's action. 

Asked what she would like to see as an outcome of going public, Worth said: "I would like for 
Tom Bulleit to be held responsible. For Diageo to clean up the comments that have been said 
about me that are in my opinion disparaging. An apology would be a start. I would like for some 
internal policy-making changes at Diageo to happen around LGBTQ and ---ual harassment, 
and for those policies to extend beyond Diageo that are in effect for the third-party vendors, 
consultants, and ambassadors that Diageo hires. I would like for my unpaid use of my name 
and likeness to be rectified plus a fair and equal pay portion of the royalty payments that I 
helped to earn." 



She also alleged in other Facebook posts at least one ---ual assault, not involving her father, 
that happened while on the job for Bulleit Bourbon. The company said it investigated the 
incident and could not substantiate the claims. 

PREVIOUS DISPUTES 

Until the end of 2016, Worth was a contract employee for Bulleit as a brand ambassador, often 
appearing in tandem with her father at events such as Tales of the Cocktail in New Orleans. 

After a contract dispute, she alleged in 2017 that she was pushed out because she is a 
lesbian, something Diageo has denied repeatedly. In January 2018, Worth and Diageo 
announced they had "reached a mutually acceptable resolution of Ms. Bulleit's relationship with 
Diageo. Both parties are pleased to move forward, and wish each other success in future 
endeavors." 

Afterward, neither side publicly commented until earlier this year, when Worth began posting 
new allegations on Facebook and gave an interview to a spirits industry web site that alleged 
"a pattern of homophobic harassment" at the company. 

Diageo said in a statement this week to the Herald-Leader: "We continue to be deeply 
disappointed by Hollis Worth's false statements and inferences about Diageo, many of which 
have been shown to be untrue. When Ms. Worth's last brand ambassador contract was set to 
expire at the end of 2016, we worked to extend her role, but ultimately, we were unable to 
come to terms on her future involvement with the brand. 

"Diageo's long track record demonstrates the depth of our dedication to creating a culture that 
supports inclusivity and does not discriminate on any basis, including ---ual orientation. Our 
Bulleit brand stands for the same values and ethics. Indeed, we were aware of Ms. Worth's 
LGBTIQIA+ identity for some ten years." 

The company, which had more than $15.6 billion in sales last year, also owns Guinness beer, 
Johnnie Walker scotch, Crown Royal whiskey, Ciroc Vodka, Tanqueray gin, Captain Morgan 
rum, Baileys liqueur, J&B Scotch, Don Julio tequila and many more. 

Although there has been widespread support for Hollis Worth on social media, the allegations 
do not seem to have hurt sales of Diageo's bourbon so far, which has become a big brand for 
the company, meriting increased investment. 

The company reported on July 25 that Bulleit net sales were up 8 percent and that the brand 
continued to gain share in the U.S. whiskey market. Diageo opened a $10 million visitors 
center at its new $115 million distillery in Shelby County and owns the former Stitzel Weller 
distillery in Louisville that is a storage facility as well as a stop on the Kentucky Bourbon Trail, 
highlighting Bulleit, plus bourbons I.W. Harper and Blade and Bow. 

"Over the years, Bulleit now has grown to be, I'm told, the fourth largest American whiskey in 
the world," Tom Bulleit said. "Jack Daniel's is first, Jim Beam is second, Maker's Mark is third, 
and Bulleit is fourth. This brand that I started has brought hundreds of millions in investment to 
Kentucky, and hundreds and hundreds of jobs." 



But in her Facebook post, Worth urged her supporters to boycott Bulleit, citing inaction from the 
company: "Up until this point, Diageo has chosen to back the wrong Bulleit. But that doesn't 
mean that you have to." 

NEW ALLEGATIONS 

Tom Bulleit said he believes the abuse claims are "monetarily motivated. She's made demands 
on us, on Diageo. ... I think she decided to do her own thing, I don't think that's worked out, and 
I think she's frustrated. It's difficult to know exactly what her motivations are." 

In late April, Worth's attorney sent a letter to Tom Bulleit "demanding he pay her $10 million," 
the Diageo spokesperson said. 

Worth confirmed the letter and said, "$10 million is less than one half of $25 million of what 
Tom Bulleit made in royalties off of the brand as of 2016. Two people worked on Bulleit for 
Diageo - I was one of them. I felt like it was generous to ask for less than half of the profits 
based on outdated information. In addition, I was one of the original creators of the brand." 

She said her father did not respond; instead, she heard from Tom Bulleit's attorney, who 
"invited us to sue them at which point they promised to aggressively fight us on the matters at 
hand. We have not heard from his counsel since. In my opinion Tom Bulleit escalated the 
situation to an unnecessary degree, especially when my attorney's letter to him asked him to 
approach these new conversations as a way of possibly healing and moving forward. " 

Diageo, through a spokesperson, denied that it had pressured Worth to be quiet about her 
abuse claims. 

"Diageo asked to meet with her within a few days of the re-launched posts and she declined. 
We were very concerned. It was in violation of the agreement, and content was concerning," 
the spokesperson said. The company consulted experts in childhood abuse and attorneys with 
experience in prosecuting such cases. 

In the end, Diageo and Tom Bulleit decided he could not continue to publicly appear for the 
brand, but they did not announce it because Worth had not yet chosen to make the information 
public. 

Irish Bar Blacklists Conor McGregor By Pouring His Whiskey 
Down The Loo 

Source: http://www.ladbible.com/ 

JESS HARDIMAN  

August 18, 2019 

Staff at an Irish pub in Florida have blacklisted MMA star Conor McGregor and his products, 
having marked the occasion by pouring bottles of his whiskey down the toilet and flushing it 
down the drain. 

http://www.ladbible.com/


The ban on all things McGregor comes after footage emerged that appeared to show the 
Irishman lashing out at a stranger in the Marble Arch pub on 6 April this year. 

Reports claim McGregor had gone into the pub and offered out free shots of his whiskey, only 
for one man to opt out, twice rejecting the glass put in front on him - a move that apparently 
angered the UFC star, who allegedly then threw a punch at the man, hitting his head before 
two people pulled him away. 

Condemning McGregor's alleged actions, bar manager Sean Rice wrote on Facebook: "Official 
Notice: Due to the recent cowardly and appalling behavior of the so-called Irish professional 
fighter Conor McGregor, the Salty Shamrock Irish Pub will no longer carry his product nor 
associate its business with his name. 

"We will discard his whiskey in a fashion that's only fitting to his behavior. 

"I challenge every Irish bar owner to do the same! He is not a true representative of the Irish 
people." 

This was followed up by a Facebook Live video showing staff following through in the promise, 
pouring several bottles of McGregor's whiskey, Proper Twelve, down the toilet. 

Since the footage emerged, many have had their say on the alleged attack, including UFC 
boss Dana White. 

Speaking on The Jim Rome Show earlier this week, White said: "That happened in April. I 
knew that happened; they just got the video. It's pretty bad. 

"Not allegedly, it's pretty clear [it's him]. So, apparently this was in a pub in Ireland and it was 
an argument over whiskey. Conor has a whiskey now and it was an argument over the whiskey 
and Conor reaches out and hits him with a left hook. 

"I don't know the context of it. I don't know the entire story, but he punches a guy, an older 
man, in the face. 

"I knew that he had had an altercation at a bar, but I didn't know with who or any of that, I didn't 
know anything, I just knew it happened." 

Khabib Nurmagomedov has also said he thinks Conor McGregor should be jailed, telling TMZ 
Sport: "These people, they have to go to jail. I told you, this guy have no class. No respect. 

"This is very bad for sport. Some things he doing good for sport, but right now he without his 
mind. He lose his mind. It's crazy. 

"Government have to smash him. This is my opinion. 'Cause I'm really, really mad about this 
video. I don't understand how you can punch old man." 

LADbible contacted the Garda, who confirmed that an investigation into an incident was 
ongoing but no arrests had been made. 



A spokesperson for the force said: "Gardaí are investigating an assault incident that occurred 
at a public house in Drimnagh, Dublin 12, on 6 April 2019 at approximately 2.30pm. 
Investigations ongoing in relation to this incident and no arrests have been made to date." 

Eataly cuts ties with disgraced chef Mario Batali 

Source: https://www.foxnews.com/ 

By Jon Levine | New York Post 

August 18, 2019 

Eataly has called in the check for Mario Batali. 

The Italian supermarket and eatery in New York's Flatiron district has officially severed ties with 
the disgraced celebrity chef, buying out his minority stake in the business, a spokesperson told 
the Associated Press Friday. 

The ponytail wearing, croc sporting chef was one of the most prominent men brought down 
amid the MeToo movement in 2017 after four women came forward to accuse him of sexual 
misconduct including multiple instances of groping. 

The resulting furor forced Batali to step down from his New York restaurant empire and led to 
the cancellation of his ABC show, "The Chew," which he hosted for seven seasons. 

"I apologize to the people I have mistreated and hurt," he said in an apology reported by the 
website Eater after the allegations first became public. "That behavior was wrong and there are 
no excuses. I take full responsibility and am deeply sorry for any pain, humiliation or discomfort 
I have caused to my peers, employees, customers, friends and family." 

Bootleg alcohol is an insidious international threat, and one 
expert says it's especially dangerous when it's slipped into a 
legitimate supply chain 

Source: https://www.businessinsider.com/ 

August 18, 2019 

"If you go to a nice resort or a hotel or a nice bar, you expect that when somebody opens a 
Johnny Walker, it is a true Johnny Walker," Carnegie Mellon professor Tayur said. Rajesh 
Kumar Singh/AP Images 

25 people in Costa Rica have died after drinking tainted alcohol, according to Food Safety 
News. 

Bootleg alcohol poses a major risk to the public, especially in regions lacking strong regulatory 
oversight. 

https://www.foxnews.com/
https://www.businessinsider.com/


But, according to Carnegie Mellon professor Sridhar Tayur, counterfeit booze can also be 
slipped into perfectly legitimate supply chains. 

Costa Rica has been hit with a wave of methanol poisoning linked to adulterated alcohol, 
according to a report from Food Safety News. 

The death toll stands at 25 so far, while 59 victims have been hospitalized. Costa Rican 
authorities have responded to the poisonings by shutting down a number of businesses and 
rounding up 55,000 containers of potentially tainted alcohol. The International Alliance for 
Responsible Drinking released a report estimating that illicit alcohol made up 19% of total 
alcohol in Costa Rica. 

Illicit alcohol was recently thrust into the spotlight following speculation that it could be the 
cause of a number of highly publicized, still-unsolved tourist deaths in the Dominican Republic, 
as well as a spike in reported illnesses among visitors to the country's resorts on the website 
IWasPoisoned.com. The latest slew of deaths in Costca Rica also mirrors the string of 
incidents involving alcohol poisoning that occurred in the Dominican Republic and Haiti in 
2017. 

Illicit alcohol doesn't just refer to moonshine. The term refers to beverages produced in 
underground home brewing operations, contraband booze that's illegally smuggled into a 
country, and counterfeit imitations of "legitimate branded products," according to the IARD. 

Sridhar Tayur, a professor of operations management at Carnegie Mellon who studies 
counterfeit products and supply chains, told Business Insider that it's relatively rare for a 
counterfeit operation to insert itself into a legitimate supply chain, but it's also not unheard of. 
Tayur also noted that it's not clear whether or not bootleg alcohol even played a role in the 
series of deaths in the Dominican Republic. 

Nonetheless, according to Tayur, bootlegged booze can end up in perfectly legitimate 
establishments, especially in areas that might lack strong monitoring and regulatory systems. 

"For us Americans, we are used to safety with respect to food and drinks," Tayur told Business 
Insider. "When you go to nice places, you expect that those nice places are also careful." 

But the appearance of safety can be deceptive. 

Businesses often rely on international, national, and local distributors in order to obtain 
products like alcohol. Tayur said that all it takes is a "bad actor" looking to make "some extra 
money" along the supply chain to put consumers at risk. 

Read more: The mysterious deaths in the Dominican Republic reportedly may be linked to illicit 
alcohol, and it wouldn't be the first time 

Instead of buying 100 cases of authentic alcohol, for example, someone could buy 95 cases 
and mix in five cases of bootleg booze that they got for a "sweet deal" in order to obtain a 
profit, Tayur said. 

"You just need to sneak in enough to make a lot of money," Tayur said. 



When it comes to counterfeit categories, alcohol is a particularly tempting product because of 
its good profit margins and increasing demand around the world. 

Tayur said that bootleggers have an incentive to avoid serving up a dangerous product. A 
spate of poisonings will almost certainly lead to the involvement of law enforcement. 

Still, Tayur said that many of the illicit supply chains he's studied are "almost more 
sophisticated" than legal supply chains, given that counterfeiters have the added incentive of 
avoiding capture. 

"These people are quite rational," he said. "They're not clueless people running around. 
They're actually quite sophisticated and they're making strategic choices; a trading of risk 
versus profit margins." 

Any time a counterfeit bottle of alcohol does hit a restaurant's wine cellar or a hotel minibar, the 
public is at risk. But, according to Tayur, the truly troubling aspect of the story is that it's so 
difficult for unsuspecting businesses and consumers alike to root out cleverly disguised 
counterfeit booze. 

"If you go to a nice resort or a hotel or a nice bar, you expect that when somebody opens a 
Johnny Walker, it is a true Johnny Walker," Tayur said. 

VODKA REVOLUTION Inhaling vodka from balloons for £5-a-hit is 
dangerous new craze sweeping Brit nightclubs 

Source: https://www.thesun.co.uk/ 

Thomas Burrows 

18 Aug 2019 

PARTY-GOERS are inhaling vaporised vodka from balloons in the latest craze to sweep 
Britain's clubs. 

Paying £5 a go, clubbers suck on an alcoholic mist which enters the bloodstream quicker than 
normal booze. 

Health professionals have warned the new craze could cause serious problems. 

It's produced by machines from US firm Vapshot which turns flavoured Ciroc vodka into a fine 
mist. 

The company boasts that it's the "future of the alcohol industry" and a safer way of consuming 
spirits. 

It follows the popularity of inhaling nitrous oxide, also known as "hippy crack" or laughing gas. 

One of the clubs it's being sold at is the Gallery in Kent where it has proven a hit with revellers. 

When inhaled the effects are almost instantaneous and last for around 20 minutes. 

https://www.thesun.co.uk/


NEW CRAZE 

One clubber told the Sunday Mirror: "They get you completely f****d, I've had four already. 

"The first taste is really overpowering, it tastes so strong and pretty gross but you get used to it. 
I love it." 

Another said: "It looks a bit stupid sucking air out of it but it's good fun." 

But alcohol charities warned about the potential impact vaping booze could have. 

Andrew Misell, a director of Alcohol Change, told us: "Alcohol entering your lungs will go 
straight into your bloodstream and so you could become very drunk very quickly, which could 
put you at all kinds of risk - for example, from alcohol poisoning." 

Kent County Council director of public health Andrew Scott-Clark added: "Inhaling vodka 
vapour in balloons is definitely something we would not advocate as it could be extremely 
harmful both for short-term and long-term health. 

"It provides almost instant delivery of alcohol to the bloodstream and the brain, bypassing the 
metabolism, and the effects are felt very quickly. 

"The increased absorption can harm the brain and is a particular hazard to teens and young 
adults, because their brains have not finished developing yet." 

However gallery club manager Devon Modell insisted the vapour is safe. 

He said: "You are actually consuming such a small amount of alcohol and it leaves your body 
really quickly so it is quite hard to get too drunk from it." 

A spokesman for Vapshot added: "We started the project in order to produce an innovative and 
potentially safer way of consuming alcohol. 

"It should not be perverted into something meant to harm as there is absolutely no proof of 
that." 

Video: https://www.thesun.co.uk/news/9746874/inhaling-vodka-balloons-craze-brit-nightclubs/ 

Beer recalled due to 'risk of explosion,' brewery says it's still 
'completely safe to drink' 

Source: https://www.foxnews.com/ 

By Michael Hollan  

August 18, 2019 

A Wisconsin brewery recalled one of their beers because it was "at risk for explosion." 

https://www.thesun.co.uk/news/9746874/inhaling-vodka-balloons-craze-brit-nightclubs/
https://www.foxnews.com/


The brewery took to social media to announce that anyone with bottles of the beer should 
either "refrigerate or carefully dispose of them." Apparently, one of the ingredients used in the 
drink causes pressure to continue to build up in the bottle. 

Lakefront Brewery made the announcement on Instagram, stating that their brew "My Turn 
Junk" was being recalled. The beer's label identifies it as a "kettle sour with cherries and 
sakura." Apparently, the cherries are responsible for the issue. 

The post states that "wild yeast from the cherries used to brew the may continue to ferment, 
building up pressure in the bottles, making them at risk for explosion." 

The brewery issued the voluntary recall after three bottles of the brew exploded, WTVR 
reports. No injuries or formal complaints have reportedly been filed in connection with the beer, 
however. 

While the bottles may be at risk, the beer itself is apparently safe to drink. The problem 
appears to stem completely from the continued fermentation causing pressure to build up 
inside the bottle. 

WTVR reports that Michael Stodola, an employee of Lakefront Brewery, confirmed the issue. 
He said, "Dealing with nature is unpredictable. That wild yeast continues to eat the sugars and 
continues to output CO2 and alcohol and that builds pressure in the bottles." 

The beer is part of the "My Turn" series, where employees are each given a chance to create 
their own beer, WTVR reports. MY Turn Junk was reportedly the creation of Andy Jungwirth. 
WTVR reports that Jungwirth was "disappointed" and that he said that the brewery was unlikely 
to make another batch. 

Lakefront Brewery is offering a refund to customers who dispose of their bottles of My Turn 
Junk by October 1st. 

'Alcohol is alcohol' | Why trendy hard seltzers aren't so healthy 

Advertised as a healthy choice, this malt liquor beverage continues to rise in sales. But, is it 
really healthy? 

Source: https://www.abc10.com/ 

Chelsea Shannon 

August 16, 2019 

Smirnoff, White Claw, Truly and Bon & Viv are brands that produce hard seltzers that are part 
of the latest "healthy" alcohol trend. 

Many of the hard seltzer brands tout that they are low in carbs, low in calories, low in sugar and 
gluten-free. 

https://www.abc10.com/


National Institute of Alcohol Abuse and Alcoholism Director Dr. Aaron White said that 
regardless of the contents of the can an alcoholic beverage still has alcohol and can be bad for 
your health. 

"As far as our body is concerned alcohol is alcohol," White said. "We are not in a place where 
we can say that alcohol is healthy." 

White said that studies show that no matter how much alcohol you drink, people can be 
exposing themselves to short-term and long-term risks. 

"For women, one drink a day can still increase the risk of breast cancer by 10 percent," White 
said. 

White also said that while he was on his son's college campus, he saw several people carrying 
12-packs of hard seltzer which to White shows how popular the drink is becoming.  

Nielsen reports that the sales of hard seltzers increased by 165.7% in 2018 which is a big 
indicator that people like this malt liquor-water combo. 

The trend with hard seltzer is to use it just like it is non-alcoholic sparkling water and are mixing 
it with more alcohol. White finds this concerning.  

"You are still drinking alcohol no matter what it tastes like," White said. 

Four Loko, famed malt beverage producer, announced they would be putting out their own 
hard seltzer product which would have the most amount of alcohol among the hard seltzer line-
up.  

Most brands have 5% to 6% alcohol by volume while Four Loko said theirs will have 14% 
alcohol by volume. 

With the news of Four Loko entering the seltzer game, this can cause some extra concern in 
regards to consumer health. The National Institute of Health's drink size calculator computes 
that a traditional Four Loko size, 23.5 ounces, with 14% alcohol would be the equivalent to 5.5 
drinks. 

White said that overall people need to remember that the standard drinks are a 12-ounce beer 
or malt beverage with 5% alcohol by volume, a 5-ounce glass of wine with 12% alcohol by 
volume and a 1.5-ounce shot with 40% alcohol by volume or 80 proof. 

"Our overall concern is that people make healthy choices," White said. 

Genetic studies suggest alcohol isn't linked to breast cancer 
afterall (Excerpt) 

Source: https://www.newscientist.com/ 

By Clare Wilson 

https://www.newscientist.com/


August 18, 2019 

Breast cancer may not be linked to heavy drinking. 

Could the health risks from booze be overblown? A new study has found that low levels of 
alcohol do not cause cancer, and even heavy drinking doesn't cause breast cancer - contrary 
to official UK warnings. 

The question of how much alcohol it is safe to drink has long been debated.  

Heavy drinkers are definitely more prone to mouth and throat cancers, and cirrhosis, where the 
liver starts failing, but it was long thought that light drinking was safe or possibly even good for 
you. 

https://www.newscientist.com/article/2213737-genetic-studies-suggest-alcohol-isnt-linked-to-
breast-cancer-afterall/ 

US consumer sentiment for August comes in well below estimates 

Source: https://www.cnbc.com/ 

AUG 16 2019  

U.S. consumer sentiment falls to 92.1 in August, the lowest indicator readout since the start of 
2019, according to data released Friday. 

Economists polled by Refinitiv expect the preliminary read on August consumer sentiment to 
reach 97, down from 98.4 in July. 

The August losses span all index components, according to the report. 

U.S. consumer sentiment fell to 92.1 in August, the lowest indicator readout since the start of 
2019, according to data released Friday. The dip points to further uncertainty in the U.S. 
economy, as consumers navigate wild market swings and a constantly shifting trade 
environment. 

The University of Michigan's preliminary August print came in well below Wall Street estimates. 
Economists polled by Refinitiv expected the preliminary read on August consumer sentiment to 
reach 97, down from 98.4 in July. 

The August losses spanned all index components, according to the report. Businesses across 
all sectors have curtailed spending amid efforts to counteract the impact of reciprocal U.S. and 
China tariffs. Poor consumer sentiment suggests those efforts haven't fully staved off concern. 

"Monetary and trade policies have heightened consumer uncertainty - but not pessimism - 
about their future financial prospects," wrote Richard Curtin, chief economist of the University 
of Michigan's Survey of Consumers. 

https://www.newscientist.com/article/2213737-genetic-studies-suggest-alcohol-isnt-linked-to-breast-cancer-afterall/
https://www.newscientist.com/article/2213737-genetic-studies-suggest-alcohol-isnt-linked-to-breast-cancer-afterall/
https://www.cnbc.com/


"Consumers strongly reacted to the proposed September increase in tariffs on Chinese 
imports, spontaneously cited by 33% of all consumers in early August, barely below the recent 
peak of 37%," he wrote. 

Earlier this week, President Donald Trump attempted to ease those concerns. 

On Tuesday, he announced the U.S. would delay proposed tariffs on certain Chinese imports, 
including clothing, electronics and footwear. The news sent retail stocks including Guess, 
Macy's and Target surging. 

Trump said he delayed the tariffs in part over concerns about shopping during the holiday 
season. 

"Although the announced delay until Christmas postpones its negative impact on consumer 
prices, it still raises concerns about future price increases," Curtin said. "The main takeaway for 
consumers from the first cut in interest rates in a decade was to increase apprehensions about 
a possible recession." 

Still, the report comes amid a wild week for the stock market and after a handful of bullish 
reports in the consumer sector. 

On Thursday Walmart topped Wall Street expectations for its second-quarter earnings report 
and got another boost in share price. The company also raised its full-year outlook. Shares 
gained more than 6% during the trading day. 

Also on Thursday, the Commerce Department released solid July retail sales figures. Spending 
at retail stores and restaurants rose 0.7% during the month, after a 0.3% gain in June. 

Carlsberg CEO Has a Warning for His Peers About Negative Rates 

Source: https://www.bloomberg.com/ 

By Christian Wienberg 

August 18, 2019 

The man running Carlsberg A/S says he won't be "seduced" by negative interest rates as 
others take advantage of historically cheap credit to pay for expansion. 

Cees 't Hart, the chief executive officer of the Danish brewer, says the worry is that companies 
that succumb to the temptation to issue debt just because it's cheap could end up with balance 
sheets they can't afford. 

"The moment you get seduced by low rates and companies feel like they have to use them to 
do very big things -- maybe bigger than they can absorb -- they have to remember they all have 
to pay the bill later," Hart said in a phone interview. 

"There are many companies that have been a lot more aggressive than we have who have 
then gotten into problems afterwards," he said. 

https://www.bloomberg.com/


Carlsberg has cut its debt since 2008 takeover of S&N 

Globally, almost $17 trillion of bonds now trade at negative yields as investors have fled risk. 
Nestle SA on Aug. 13 became the first company to have 10-year euro debt yielding below zero. 
In Carlsberg's home country of Denmark, which has the world's largest covered-bond market, a 
bank made history this month when it offered the first ever 10-year mortgage at a negative rate. 

Since Hart joined Carlsberg in 2015, the company has focused on cutting its debt and reducing 
costs, a strategy that has included abstaining from major acquisitions. Meanwhile, competitors 
like Anheuser-Busch InBev NV have gained market share after a series of big takeovers over 
the past decade. The last time Carlsberg spent a large sum on a takeover was when it bought 
Scottish & Newcastle Plc in 2008 for roughly $8.5 billion, under Hart's predecessor. 

"Carlsberg has lowered its leverage significantly in recent years," Brian Borsting, a credit 
analyst at Danske Bank, said in a note. The brewer's decision last week to extend its share 
buyback program is "slightly credit negative" but it also "indicates that Carlsberg doesn't plan 
larger bolt-on acquisitions near term," he said. 

Carlsberg, which in June sold 10-year bonds at a 0.875% coupon, has net debt of 1.33 times 
its Ebitda, down from a gearing level of 2.74 times in 2014. The CEO said he'd like that ratio to 
stay at around 1.5 times. "We want to be a bit conservative." 

While Hart won't pursue large takeovers at the moment, he said he's still interested in 
increasing Carlsberg's stake in Hanoi-based Habeco. Talks with the Vietnamese government 
have been on for some years now. 

"When we're talking about Habeco we can easily finance that ourselves" using cash flow, the 
CEO said. "Of course, at the moment rates are low and that makes things easier, but the thing 
with interests rates is that they can go up as well again." 

Latest Brexit Headlines 

Source: Multiple 

August 19, 2019 

https://www.dailymail.co.uk/news/article-7368493/Brexit-Begins-Brexit-Secretary-Stephen-
Barclay-signs-commencement-order.html 

https://www.telegraph.co.uk/politics/2019/08/18/boris-johnsons-government-accuses-former-
minsters-deliberately/ 

https://www.telegraph.co.uk/politics/2019/08/17/downing-street-slams-dishonest-tory-rebels/ 

https://www.telegraph.co.uk/politics/2019/08/18/tory-chairman-clashes-jamie-oliver-blames-
brexit-restaurant/ 

https://www.dailymail.co.uk/news/article-7369103/Number-10-blames-Philip-Hammonds-camp-
leaking-scaremongering-Project-Fear-2-0-dossier.html 
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https://www.dailymail.co.uk/news/article-7368751/Speaker-John-Bercow-holds-covert-talks-
MPs-plotting-stop-no-deal-Brexit.html 

https://www.theguardian.com/politics/2019/aug/17/corbyn-labour-no-deal-brexit-mps-flirting-
with-disaster 

https://www.independent.co.uk/news/uk/politics/uk-eu-brexit-freedom-of-movement-ends-
november-boris-johnson-priti-patel-home-office-a9064376.html 

Domestic Table Wines Lead Sales Higher in July 

Insights from the August issue of Wines Vines Analytics Report 

Source: https://www.winebusiness.com/n 

by Peter Mitham 

August 16, 2019 

Domestic table wines fueled a 4% increase in U.S. wine sales in July, helping lead the total 
U.S. wine market 3% higher to more than $73 billion during the latest 12 months. 

Data from market research firm bw166 in the latest Wine Analytics Report indicate that 
domestic wine sales, including bulk imports, approached $50 billion in the latest 12 months. 
The figure was 4% higher than a year ago. Domestic table wines were a key element of the 
growth, rising 5% to more than $45 billion while domestic sparkling wine sales increased just 
2% and bulk imports saw sales drop 23% to $1.5 billion. 

The data pointed to steady long-term growth despite a recent deceleration in overall sales, 
particularly in sales volumes. 

The phenomenon was especially seen at off-premise outlets tracked by Nielsen, which 
reported domestic wine sales of $810 million in the 52 weeks ended July 13, a scant 1% gain 
versus last year. Case sales, meanwhile, dropped more than 2% in the period versus a year 
earlier to 9.1 million. Contrary to the market as a whole, however, sparkling wines 
outperformed table wines, gaining more than 4% in value and 2% in volume. Table wines, by 
contrast gained less than 1% in value while volumes slipped more than 2%. 

The data reflected the ongoing shift to more expensive purchases, as consumers spent more 
on a lower volume of wine. And when it comes to premium purchases, Cabernet Sauvignon 
leads the pack. The varietal saw sales of $2.7 billion in the latest 52 weeks, up 3% from last 
year. But consumers are also embracing lighter wines, with sales of rosé, the tenth most-
popular varietal by value, increasing a whopping 25% to $535 million in sales in the period. 

Direct-to-consumer (DtC) shipments continued to show the strongest growth, with Wines Vines 
Analytics/ShipCompliant reporting value up 8% in July to $118 million, typically a slower month 
due to hot weather. 

Similar to off-premise activity, Cabernet Sauvignon underpinned the growth as both the most-
valuable and fastest-growing of the top varietals. Cabernet Sauvignon shipments totaled $912 

https://www.dailymail.co.uk/news/article-7368751/Speaker-John-Bercow-holds-covert-talks-MPs-plotting-stop-no-deal-Brexit.html
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million in the 12 months ended July, up 13% from a year earlier. It now claims more than 29% 
of shipments in a channel that saw $3.1 billion worth of shipments in the latest 12 months. It 
was also the sole varietal among the top eight to see sales accelerate; all others saw growth 
slow in the period. 

With the first grapes of the 2019 harvest now picked, and other West Coast wine-producing 
regions seeing veraison begun in earnest, Winejobs.com reported that demand for winemaking 
and production roles rose 11%, offsetting lower demand for vineyard labor (down 16%) and 
direct-to-consumer positions, including tasting room and retail staff (down 11%). 
Winejobs.com's Winery Job Index remained on par with a year ago, however, at 387. 

White wine emoji thwarted again, Kendall-Jackson vows to 
continue the fight 

Source: https://www.pressdemocrat.com/ 

BILL SWINDELL 

August 16, 2019 

Kendall-Jackson, which produces the popular Vintners Reserve Chardonnay, submitted a 
proposal to the Unicode Technical Committee to create a white wine emoji. You can read the 
company's proposal here. 

There will be no white wine emoji - at least just yet. 

Kendall-Jackson winery has been thwarted for the third time in its quest to get a white wine 
emoji approved for use in text messages on smartphones across the world. 

The company, part of Jackson Family Wines of Santa Rosa, said Friday it has been informed 
that the Unicode Technical Committee did not approve the application for the white wine emoji 
at its July meeting held on the campus of Microsoft Corp. in Redmond, Washington. 

But the panel did not outright reject the bid either, said Maggie Curry, director of marketing for 
Kendall-Jackson, which produces its company's flagship brand Vintner's Reserve Chardonnay. 

"It's an unusual case. It's usually a hard 'yes' or a hard 'no,'" Curry said. 

The crux of the debate is over color, not over wine. 

A wine glass emoji, filled with red wine, was first approved in 2010 and is used by millions of 
texters. 

"Adding color variation to an emoji is proving more complex because the Unicode standard is 
not fully defined," Curry said. "They are much more cautious in adding multiple emojis of the 
same type of thing." 

https://www.pressdemocrat.com/


The committee, she said, is tasked with protecting the global keyboard, so the admittance of a 
white emoji could open the door to other wine shades, such as rosé, creating precedent to add 
new colors to other types of products and adding complexity to the emoji universe. 

The winery is updating its proposal for a fourth time. It will add additional research that proves 
a white wine emoji is necessary based on global use, economy, culture and industry. 
Chardonnay, for example, remains America's most popular varietal. In Italy, pinot grigio is 
popular, while Germans love their riesling. 

"We are trying to look at the glass as half full," she said. 

So you think you could run a vineyard? 

Many dream of swapping corporate life for countryside 

Source: FT 

Alan Livsey  

AUGUST 16, 2019  

Guy Howard was once a banker in Tokyo. In the 1990s, he never imagined how one day, he 
would be home in England, rising every day at dawn to manage a thriving wine estate. But as 
this year's grape harvest ripens, Guy and his wife Linda are fretting about the weather, tractors 
and pruning rather than stock markets. Guy's trip to his desk at Giffords Hall in Suffolk takes 
just one minute, while his neighbours plough their own ruts on a daily train commute to 
London. 

Working from home and communing with England's verdant pastures appeals to more than just 
one aspiring winemaker. A nascent industry, spurred by increasingly hot UK summers, prizes 
and growing international recognition for English sparkling wines, has encouraged a raft of new 
entrants. What does it take to make the leap from corporate life to countryside? And how tough 
is it to make wine in England? 

No one claims farming is easy. As Guy notes: "We've worked out that the only time we can 
take off is January." Bottling one's own bubbly requires homework, determination, obstinacy, 
physical effort and hard cash. 

Here is the best advice - from the office-workers turned entrepreneurs who have done it. 

Business model basics 

Guy and Linda returned from Japan in the mid-1990s and bought Giffords Hall in East Anglia in 
2004. Since then, they have gone from nothing to producing 35,000 bottles a year. But the 
early years were not straightforward: Guy worked in a full-time job in the City of London for 
another six years before committing fully to his new livelihood. But they had advantages: the 
farm had been a small wine producer already and Guy, a French fine wine enthusiast, knew 
what he liked in terms of flavour and balance. 



The Howards focused first on grape production. Although the farm already had equipment, it 
needed nearly £500,000 to update the winemaking and storage kit. They decided to wait and 
outsource production. 

Early on, Guy discovered the pitfalls of cultivating grapes. Crop yield was not as high as he had 
hoped and today he is happy when he gathers 3 tonnes of grapes from each of their 30 acres. 
(He says that compares with more than 7 tonnes in the Champagne region or 9 tonnes in New 
Zealand). Lower yields mean producing higher-priced sparkling wines is the only way the 
Howards can earn a decent return. Their bottles range in price from about £14 for still wines to 
£25 for sparkling. 

Producing high-quality grapes does not always mean achieving top prices. Using outside 
contract winemakers in the early years meant lower profit margins. The Howards realised they 
would have to spend money on equipment but then found they could buy or lease more 
cheaply than they expected. That type of financing would not have been available in the mid-
2000s - a marker of how fast the industry was growing. 

By 2014, the couple finally began making and marketing their own estate bottled wines. Now in 
their late fifties, the Howards are running a business on the up, with increasing numbers of 
tasting tours visiting the estate each week. They even expect to supply the Vatican with red 
wine. 

In the English Midlands, David Bates of Welland Valley Vineyard worries less about profits. His 
vineyard is more of a lifestyle endeavour (although he does not want to lose money). Having 
started as an amateur winemaker in the 1970s by growing grapes, Bates, 76, benefits today 
from his long experience. 

He has built a customer base that enjoys the slightly sweeter taste of his wines. Regular tours 
to his winery mean steady "cellar door" sales on the estate, but he also relies on Waitrose, the 
upmarket supermarket, to sell his bottles. 

Bates may be considered "old-school" by some English winemakers because he has 
maintained a small output using hardier grapes - Reichensteiner and Seyval Blanc - rather than 
typical Champagne grapes such as Chardonnay and Pinot Noir favoured by much of the 
English wine industry. But the former varieties offer better yields. 

Starting capital 

Assuming you have access to capital, a hardy entrepreneurial spirit and a love of wine, you can 
expect to spend no less than £15,000 per hectare for viticultural land in England, according to 
Chris Spofforth at Savills. Better acreage - either already producing top-quality grapes or other 
fruit - could cost up to £20,000. Even a smaller 20ha holding could cost up to £400,000. Basic 
start-up expenses for establishing new vines should add another £30,000 on top over a couple 
of years, including labour costs, according to Savills. 

All this comes before thinking about whether, like the Howards, you want to invest in 
winemaking facilities and other equipment rather than outsourcing the winemaking itself. 



Building a visitor area for tastings and group tours will require substantial investment although 
onsite sales allow the winery to keep more profits from each bottle. 

And it is not too late. England and Wales together have just 2,500ha planted with grapes. 
Although some English producers have been making award-winning bubbly for decades, plenty 
more suitable acreage exists. Scientists at the University of East Anglia have identified 
35,000ha of land worthy of growing wine grapes throughout the UK (see map, below). 
Specialists seek the best regions to grow grapes based on altitude and aspect, not to mention 
the drainage qualities of the soil. 

Ed Mansell-Lewis and his team at Strutt & Parker bring together data from geological maps 
and regional weather patterns to help buyers, foreign and domestic, find new parcels of land. 
Even so, the best sites do not come up for sale regularly. 

Will you make money? 

Some English producers do well. Per-bottle running costs are about £6 for a producer of 
20,000 bottles annually. That is a fraction of cellar-door prices for English sparkling wine 
(between £25 and £30 per bottle or more) and suggests good returns - assuming a sufficient 
number of visitors. 

However, adding investment costs for equipment or more land can deplete that margin. But at 
least the grower is not at the mercy of outsourced wineries with limited capacity. Makers using 
third-party producers report a lack of available capacity to process harvests. 

Do not forget revenue lost to tax. In the UK, makers of sparkling wine (with more than 8.5 per 
cent alcohol) pay £3.43 per bottle including VAT. That has risen 70 per cent in the past 
decade, points out winemaker and writer Gavin Quinney. In France the equivalent duty is 8p. 

Tamara Roberts, chief executive of East Sussex-based Ridgeview Wine Estate, believes that 
small-scale winemakers (producing up to 20,000 bottles a year) can earn a decent living. That 
explains why new ventures keep appearing - 80 small estates opened in England in 2017, 
more than double the number four years earlier. 

However, Roberts believes that the next stage - producing between 30,000 and 100,000 
bottles a year - is more stressful. Rising marketing expenses and the margin erosion from 
distribution both squeeze profits. 

Those choosing to sell through supermarkets will find Waitrose has about 60 per cent of the UK 
market for English sparkling wine. The retailer varies its stock by region, perhaps selling one 
estate's wine in just two stores. Online it offers some 25 brands nationally. 

Ridgeview plans to double the number of bottles it sells to around 700,000 in the next few 
years. Across the English producers, prices per bottle that start in the low £20s and rise to 
£100 have yet to dent demand. 

Roberts does not expect prices to fall over time. "We can't have a race to the bottom 
particularly when grape yields are relatively low," she says. 



It takes a lot of bottle 

Some dream of owning rolling expanses of sun-kissed vines. Others see different business 
opportunities. Within the UK's wine supply chain, specialists can make money. 

Henry Sugden thought so. Six months ago he was working in London for Deloitte. Today, he 
runs Defined Wines, a contract maker of wines based near Canterbury in Kent. 

After a quarter of century in the army, and a few years in the City, the 53-year-old needed a 
new challenge. "I had thought through what I enjoyed - having written off skiing, kitesurfing and 
travel as not being income-generating," he says. 

Unlike some wine consultants, he cannot boast a CV chock-full of assignments at various 
estates. At least, not yet. With a bit of capital, help from remaining EU grants and more than a 
little gumption, he has put together an independent contract winemaker. 

Sugden makes no pretence of having expertise, and so brought in his own experts. Large UK 
estates, such as Denbies and Three Choirs, produce wine for third parties. But they also 
compete with them. 

Business is good for Defined, with new prospects arriving regularly. His company already has 
capacity of roughly 30,000 bottles, with plans to more than triple that in the year ahead. 
Growing grapes is one thing. But Sugden points out "a lot of people now realise that having a 
winery is expensive, and for that you need a whole other area of experience". Given complaints 
among UK vineyards of a lack of winemaking capacity, he has timed his entry well. 

Do your homework 

Mark Driver, 55, founder of the Rathfinny Wine Estate, is an example of the new breed of 
"lifestyle" owners of English vineyards. 

As a newbie, Driver was determined to do his homework. He left a career in fund management 
in 2009 and took foundation courses at Plumpton College, one of England's new centres of 
winemaking. Driver established Rathfinny in 2010, in the Sussex South Downs, known for its 
chalky, well-drained soil. 

Investing heavily in land and infrastructure, Mark and his wife Sarah plan to plant 140ha by 
2021. Rathfinny's first wines only appeared last year. The vines had to mature, equipment had 
to be installed and as they produce sparkling wine, the wine needed time to age. 

English weather is limiting, says Driver, and late spring frosts have been the biggest hindrance 
to his yields in recent years. "But the main thing," he says, "is to find a market for your wine." 
Rathfinny plans to export up to half of its overall output, which Driver hopes will top 700,000 
bottles in a few years. 

The long view 

While not every English winemaker is happy about Brexit, most appreciate its main effect: a 
weaker pound. In trade-weighted terms, sterling has fallen about a fifth since the Brexit 



referendum in June 2016. Cheaper sterling should mean higher sales overseas. Producers 
such as Ridgeview say they cannot meet all their export orders. President Donald Trump's 
recent threat to put tariffs on French wine and champagne could add to the allure of English 
sparkling wines. 

The Drivers opted for large-scale production, as have other big producers, such as Ridgeview 
and Chapel Down in Kent. That is understandable, given that UK consumers drink about 4m 
bottles of local fizz annually, rising by more than 5 per cent every year. By 2022, if all goes 
well, six winemakers alone will have the capacity to produce 1m bottles each. 

Others prefer a more cautious approach. "The less you know, the more you spend," quips Guy 
Howard. 

But the Howards, too, are expanding while, foreign buyers, from France, the US and South 
Africa are circling keen to get into English wine. 

What would the Howards have done differently? They lament not growing the business more 
aggressively at an earlier stage. But as long as the weather holds up, expect more industry 
growth and more wannabe English winemakers. 

Everything You've Ever Wanted To Know About Mead (Excerpt) 

It's gaining popularity every day. 

Source: https://www.delish.com/ 

by COURTNEY ISEMAN 

AUG 15, 2019 

If someone offers you a glass of mead and you have a brief moment of panic wondering, "How 
did I end up at the Renaissance Faire?," you are not alone. Mead is quickly on its way to 
become a trendy new way to get a buzz, but do you actually know anything about it-besides its 
frequent links to medieval culture? The first thing to know is that 2019 mead is more farm-to-
table cool than wear a corset and watch adults pretend to joust. The second thing you should 
know is that it's delicious. 

Thrillist reports that as of April of this year, the number of meaderies in the United States was 
up to 500, with 200 awaiting federal license approval. That total is up from 150 meaderies in 
the U.S. a decade earlier. According to Vogue, the American Mead Makers Association says a 
new meadery opens every three days on average. At that rate, mead is about to be 
everywhere. So, let's figure out exactly what it is before that happens, huh? 

What is mead? 

In short, mead is honey wine. It's honey and water fermented by yeast, but it can also be 
flavored with fruits, spices, grains and/or hops. It's its own distinct category, somewhere 
between beer and wine. You'd sip it like a beer, wine, or cider. 

Is it similar to beer? 

https://www.delish.com/


Yes and no. Mead is like beer and not like beer; it's like wine and not like wine. Mead tends to 
be a bit stronger than beer. Author of The Compleat Meadmaker Ken Schramm points out that 
one similarity to beer is that mead comes in a variety of substyles (none of which are 
recognized yet by the U.S. government; there's just one "honey wine" category). 

"[Mead has] a tremendous amount of versatility," Schramm says. "Craft beer opened up the 
doors for creativity; you can make different styles with different flavors. Mead has that same 
flexibility. It also has the same range of things you can add to it: spices, fruits, vegetables-
there's no limit to how creative people can get with this stuff." 

These substyles include braggot, which is mead mixed with beer or malt and hops; melomel, 
which is mead with added fruit; hydromel, which is watered-down melomel (popular in Spain 
and France); and Great Mead, which is mead intended to be aged. Like wine, it can be still or 
sparkling and range from crisp and dry to rich and sweet. 

The braggot substyle can be made in breweries, but other forms of mead are made in wineries 
or, of course, meaderies. In any production setting, a mead maker, called a "meadmaker," may 
choose to add hops because they're a natural preservative. This inclusion contributes to some 
confusion that groups mead in with craft beer. National Sales Manager of California mead 
brand Chaucer's Cellars told Thrillist that in stores, sometimes you find mead in the beer aisle, 
sometimes you find it in the wine aisle. Presumably, as mead continues its upward climb, more 
stores will learn more about it and figure out that it needs its own section. 

What is mead's ABV? 

"It can range from 3% to 20% ABV," Eric DeRise, owner of Slate Point Meadery in New York's 
Hudson Valley, told Delish in an email. "3% to 7% is considered a 'session' mead, 7% to 14% 
is considered standard strength (traditional meads), and 14% to 20% are called 'sack" meads,' 
which come across more like cordial beverages (thick, sweet)." 

To put mead's range into perspective, your pilsners and lagers tend to be about 4% to 5% and 
popular craft beer styles like IPAs and stouts can go from there to 8%, even 12%. Wine's 
alcohol content varies by style, but white wine hovers around 10% and red around 12-% to 5%. 
"Fortified" wines, like sherry, port, shochu and sake, range from 17% to 34% per serving. 
Liquors vary, but the range is generally 28% to 60%. 

Is mead healthy? 

Mead was associated with good health and vitality in ancient cultures and called "the drink of 
the gods" in Greek mythology. Do those claims hold up today? Maybe. It's believed that mead 
has some health benefits because of its star ingredient, honey. Healthline says that according 
to research, honey has strong antioxidant and antimicrobial properties. However, there's not 
enough evidence yet to support that honey still has these magical vibes once it's been 
fermented. 

The fermentation aspect may be a health plus of its own, though. Those helpful little living 
microorganisms called probiotics can exist in this naturally fermented beverage, but again, it's 
unclear how effective or concentrated they are since other ingredients possibly used in a 
certain mead could affect or even kill the bacteria. 



Calorically speaking, there also isn't much info yet for mead. You can figure out a very rough 
initial estimate based on this knowledge from Healthline: Pure alcohol has 7 calories per gram 
on its own. A serving of any alcoholic beverage has about 14 grams of alcohol, so that's over 
100 calories. This is before calories from the sugar in mead. 

Basically, the jury's still out, but at worst, mead isn't less healthy than beer and at best, it could 
have some positive healthy powers. Plus, Schramm notes that aside from braggot, mead tends 
to be gluten-free, and many meads, like those Schramm makes at his meadery Schramm's 
Mead, are also sans sulfites. 

When was mead invented? 

While mead has gotten a medieval reputation thanks to movies and TV shows, its history 
stretches back much further. With its simple fermented honey + water recipe, mead was one of 
the very first alcoholic beverages ever made, predating beer and wine-as far back as 3,000 
BCE. It's thought that mead was first created when rain dropped into a pot of honey, and that 
the first people to start drinking and making it were those of China's Henan province. Mead 
then became a staple for the Greeks, Romans, Vikings (to which it also has a strong bond in 
pop culture references), Poles, Russians, and Ethiopians, who have their own form of mead 
called tej. As Vogue points out, you can find mead shout-outs everywhere from the bible to 
Chaucer to Aristotle to Beowulf. 

A bit of trivia to impress your friends with over a glass of mead: According to Mental Floss, the 
term "honeymoon" comes from a newlywed couple drinking "honey," or mead, a "moon," or 
month, after their nuptials, in hopes it would help them conceive a child. 

https://www.delish.com/food/a28691670/what-is-mead-honey-wine/ 

Restaurant and Bar Retail Sales Highest of 2019 

Source: Berman and Company 

By Jackson Shedelbower 

August 18, 2019 

According to new data released by the Department of Commerce, retail sales at restaurants 
and bars totaled $65.1 billion in July-a 1.1 percent jump compared to June. The increase 
matches the largest leap in 2019 thus far and total dollar value is the highest of the year. 

https://www.census.gov/retail/marts/www/marts_current.pdf?utm_source=The+Industry+Updat
e&utm_campaign=f461af5ed3-
EMAIL_CAMPAIGN_2018_1_06_COPY_01&utm_medium=email&utm_term=0_c11ca6169d-
f461af5ed3-119715613 

The Rise of the Virtual Restaurant 

Food delivery apps are reshaping the restaurant industry - and how we eat - by inspiring 
digital-only establishments that don't need a dining room or waiters. 
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Source: https://www.nytimes.com/ 

By Mike Isaac and David Yaffe-Bellany 

Aug. 14, 2019 

At 9:30 on most weeknights, Ricky Lopez, the head chef and owner of Top Round Roast Beef 
in San Francisco, stacks up dozens of hot beef sandwiches and sides of curly fries to serve 
hungry diners. 

He also breads chicken cutlets for another of his restaurants, Red Ribbon Fried Chicken. He 
flips beef patties on the grill for a third, TR Burgers and Wings. And he mixes frozen custard for 
a dessert shop he runs, Ice Cream Custard. 

Of Mr. Lopez's four operations, three are "virtual restaurants" with no physical storefronts, 
tables or chairs. They exist only inside a mobile app, Uber Eats, the on-demand meal delivery 
service owned by Uber. 

"Delivery used to be maybe a quarter of my business," Mr. Lopez, 26, said from behind Top 
Round's counter, as his staff assembled roast beef and chicken sandwiches and placed them 
in white paper bags for Uber Eats drivers to deliver. "Now it's about 75 percent of it." 

Food delivery apps like Uber Eats, DoorDash and Grubhub are starting to reshape the $863 
billion American restaurant industry. As more people order food to eat at home, and as delivery 
becomes faster and more convenient, the apps are changing the very essence of what it 
means to operate a restaurant. 

No longer must restaurateurs rent space for a dining room. All they need is a kitchen - or even 
just part of one. Then they can hang a shingle inside a meal-delivery app and market their food 
to the app's customers, without the hassle and expense of hiring waiters or paying for furniture 
and tablecloths. Diners who order from the apps may have no idea that the restaurant doesn't 
physically exist. 

The shift has popularized two types of digital culinary establishments. One is "virtual 
restaurants," which are attached to real-life restaurants like Mr. Lopez's Top Round but make 
different cuisines specifically for the delivery apps. The other is "ghost kitchens," which have no 
retail presence and essentially serve as a meal preparation hub for delivery orders. 

"Online ordering is not a necessary evil. It's the most exciting opportunity in the restaurant 
industry today," said Alex Canter, who runs Canter's Deli in Los Angeles and a start-up that 
helps restaurants streamline delivery app orders onto one device. "If you don't use delivery 
apps, you don't exist." 

Many of the delivery-only operations are nascent, but their effect may be far-reaching, 
potentially accelerating people's turn toward order-in food over restaurant visits and preparing 
home-cooked meals. 

Uber and other companies are driving the change. Since 2017, the ride-hailing company has 
helped start 4,000 virtual restaurants with restaurateurs like Mr. Lopez, which are exclusive to 
its Uber Eats app. 

https://www.nytimes.com/


Janelle Sallenave, who leads Uber Eats in North America, said the company analyzes 
neighborhood sales data to identify unmet demand for particular cuisines. Then it approaches 
restaurants that use the app and encourages them to create a virtual restaurant to meet that 
demand. 

Other companies are also jumping in. Travis Kalanick, the former Uber chief executive, has 
formed CloudKitchens, a start-up that incubates ghost kitchens. 

Yet even as delivery apps create new kinds of restaurants, they are hurting some traditional 
establishments, which already contend with high operating expenses and brutal competition. 
Restaurants that use delivery apps like Uber Eats and Grubhub pay commissions of 15 percent 
to as much as 30 percent on every order. While digital establishments save on overhead, small 
independent eateries with narrow profit margins can ill afford those fees. 

"There's a concern that it could be a system where restaurant owners are trapped in an 
unstable, unsuitable business model," Mark Gjonaj, the chairman of the New York City 
Council's small-business committee, said at a four-hour hearing on third-party food delivery in 
June. 

Delivery apps may also undermine the connection between diner and chef. "A chef can 
occasionally walk out of the dining room and observe a diner enjoying his or her food," said 
Shawn Quaid, a chef who oversaw a ghost kitchen in Chicago. Delivery-only facilities "take 
away the emotional connection and the creative redemption." 

Uber and other delivery apps maintain that they are helping restaurants, not hurting them. 

"We exist for demand generation," said Ms. Sallenave. "Why would a restaurant be working 
with us if we weren't helping them increase their orders?" 

Delivery-only establishments in the United States date to at least 2013, when a start-up, the 
Green Summit Group, began work on a ghost kitchen in New York. With Grubhub's backing, 
Green Summit produced food that was marketed online under brand names like Leafage 
(salads) and Butcher Block (sandwiches). 

But Green Summit burned through hundreds of thousands of dollars a month, said Jason 
Shapiro, a consultant who worked for the company. Two years ago, it shut down when it 
couldn't attract new investors, he said. 

In Europe, the food-delivery app Deliveroo also started testing ghost kitchens. It erected metal 
kitchen structures called Rooboxes in some unlikely locations, including a derelict parking lot in 
East London. Last year, Deliveroo opened a ghost kitchen in a warehouse in Paris, where Uber 
Eats has also tried delivery-only kitchens. 

Ghost kitchens have also emerged in China, where online food delivery apps are widely used 
in the country's densely populated megacities. China's food delivery industry hit $70 billion in 
orders last year, according to iResearch, an analysis firm. One Chinese ghost kitchen start-up, 
Panda Selected, recently raised $50 million from investors including Tiger Global Management, 
according to Crunchbase. 



Those experiments have spread. Over the last two years, Family Style, a food start-up in Los 
Angeles, has opened ghost kitchens in three states. It has created more than half a dozen 
pizza brands with names like Lorenzo's of New York, Froman's Chicago Pizza and Gabriella's 
New York Pizza, which can be found on Uber Eats and other apps. 

CloudKitchens, which Mr. Kalanick founded after leaving Uber in 2017, has leased kitchen 
space to several established restaurants in Los Angeles, including the farm-to-table chain 
Sweetgreen, to try the delivery-only model. The Los Angeles facility is one of several ghost 
kitchens used by Sweetgreen, whose chief executive, Jonathan Neman, has spoken 
enthusiastically about them. 

And Kitchen United, a ghost-kitchen company in Pasadena, Calif., is working with brick-and-
mortar restaurants to set up delivery-only establishments. It aims to establish 400 such "kitchen 
centers" across the country over the next few years. 

When it comes types of food, "consumers don't appear to be saying they're looking for 
additional options," said Jim Collins, Kitchen United's chief executive. "They appear to be 
looking for new modes of consumption." 

For Paul Geffner, the growing popularity of food-delivery apps has hurt. He has run Escape 
From New York Pizza, a small restaurant chain in the Bay Area, for three decades, relying on 
delivery orders as a major source of revenue. 

After he offered delivery through the apps in 2016, his business teetered. Two of his five 
pizzerias, which together had generated annual profits of $50,000 to $100,000, lost as much as 
$40,000 a year as customers who had ordered directly from Escape From New York switched 
to the apps. That forced Mr. Geffner to pay the commissions. 

"We saw a direct correlation between the delivery services and the reduction of our income," 
Mr. Geffner said. "It was like death by a thousand cuts." 

In May, he closed the two locations. Later that month, one was replaced with a kitchen that 
mostly does delivery. 

Mr. Lopez opened Top Round, a franchise that originated in Los Angeles, in 2017 in San 
Francisco's Mission neighborhood. For the first eight months, he said, he lost tens of 
thousands of dollars. 

Last year, Uber approached Mr. Lopez and told him there was demand for late-night orders of 
burgers and ice cream in his area. Uber, which does not provide financial help to virtual 
restaurants, has claimed that the digital operations increase sales for restaurateurs by an 
average of more than 50 percent. 

Mr. Lopez said he figured he already had the ingredients for burgers and ice cream in stock. 
So it was a no-brainer to create the virtual restaurants for Uber Eats. 

Now he uses Top Round's kitchen to serve hundreds of new customers across San Francisco. 
Though he wouldn't disclose financial information, Mr. Lopez said he had hired another 



employee to handle the influx of delivery orders. Those orders have stabilized the restaurant's 
income so that he no longer works 110-hour weeks just to keep the business afloat. 

"We used to close at 9 p.m., but demand has pushed us to stay open later - we close at 2 a.m. 
now," Mr. Lopez said. "Most of the night, the kitchen is banging."------ 
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Massachusetts: Voters May Finally Get a Chance To Repeal the 
State's Awful Cap on Beer and Wine Sales 

For too long, state lawmakers have played favorites with booze laws. Will they finally let voters 
decide where they can buy? 
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One Massachusetts-based convenience store chain announced this month a new effort to 
break a state stranglehold on beer and wine sales. 

Cumberland Farms filed a proposed ballot measure with the state. The chain, affectionately 
known as "Cumbies," boasts nearly 600 locations across New England, Florida, and New York. 
And even though there are more than 200 Cumberland Farms locations in Massachusetts 
alone, current law means that only seven locations are allowed to sell beer and wine. Seven 
out of 200!  

That's because the state caps the number of liquor licenses any single retailer may own. And 
even that pitifully small number of seven required a fight. Under a 2011 compromise between 
supermarkets and small liquor stores, the number will balloon next year for chains such as 
Cumberland Farms, from seven to nine. That's peanuts. 

If that doesn't sound good enough to you, either, then you're not alone. Last year, in a lengthy 
report, a task force of the Massachusetts Alcohol Beverages Control Commission made 
sweeping recommendations for grocery stores that included eliminating the cap on retail 
alcohol licenses. 

Matt Durand, policy director for Cumberland Farms, told Boston.com in an interview last week 
that it was time to put the state's "archaic laws" around alcohol sales and convenience stores 
to bed. If the company's proposed ballot measure succeeds, it would phase out the cap and 
also let cities and towns decide, under a new licensing system, whether to allow convenience 
stores to sell beer and wine to retail customers. 
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The ballot measure has a long way to go before it makes it to the ballot or, even if it passes, 
from impacting the day-to-day life of consumers and convenience store owners: "It has to be 
certified by Attorney General Maura Healey's office, garner more than 80,000 signatures, and 
be presented to the Legislature before voters have a chance to weigh in," Boston.com reports. 
"The proposed ballot question would lift the limit on so-called Section 15 liquor licenses a 
single retailer could hold to 12 in 2021, 15 in 2022, 18 in 2023, and then eliminate the 
statewide cap in 2024." It would also allow people to buy alcohol in the state with an out-of-
state driver's license, which is currently and bizarrely illegal in Massachusetts. 

Opponents of the convenience-store ballot measure-chief amongst them smaller local liquor 
stores, known across the state as "package stores"-call the proposed deregulation "predatory" 
and suggest "it would destabilize the marketplace, as bigger players use their buying power to 
muscle out mom-and-pops in the package store industry." 

The head of the state's package store association says the ballot measure flies in the face of 
the 2011 agreement between his group and grocers in the state. But, notes Boston.com, 
"convenience stores were not involved in that deal," meaning that the 2011 bargain was largely 
a compromise between two competing parties at the expense of a third. 

I grew up in Massachusetts. I'm the son of a one-time convenience store owner. I'm more 
aware than many that the state's alcohol laws are generally awful. Massachusetts has banned 
happy-hour drink specials since the mid-1980s. And, as I lamented in June, Massachusetts 
lawmakers at the time were busy cracking down on the state's popular beer gardens. 

Massachusetts's drinkers deserve more choice, not less. For that to happen, lawmakers in the 
state must resist their worst urges, namely the urge to pass laws that protect one segment of 
an industry at the expense of consumers and other industry segments. The convenience store 
ballot measure, though, would allow consumers to decide. If the measure makes it to the ballot, 
I'm confident Massachusetts voters will make the right choice-the one state lawmakers should 
have made years ago. 


