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Wine Flights
The New Prerequisite for Wine Service Excellence

major wine distributors

controls a restaurant or

hotel wine list is the de-

gree to which the list

c o u l d  h a v e  b e e n

better.

Why? Because if

one’s goal is to create a

d e s t i n a t i o n  w i n e

program, the wine se-

lection process is fo-

cused on reviewing the

portfolios of every good

supplier with whom one

has the opportunity to

do business and take

what will best delight

a n d  e x c i t e  o n e ’ s

customers, not what-

ever will best satisfy the

distributor salesperson or distributor own-

ers with quid pro quo on the backside.

Whenever I create a wine list, I draw from

at least four wine importer-distributors: If

a distributor is not satisfied sharing the

list for the right reasons, I show them the

door, regardless of their power and

connections.  You must assert yourself as

the customer, not the servant.  You will

decide the list, not those who would

profit from your business.

A quick look at any wine list quickly

reveals the nature of the process that

created it: There can be no secrets in

this regard.  So, first, select the best val-

ues from wherever you find them in your

market from the vendors whom you trust

and who do business in a manner that is

consistent with your code of business

ethics.  Once you have determined with

whom you will do business

and the list is complete, it’s

time to decide which wines

are to be served by the glass

and by the taste in flights.

Of course one may of-

fer every wine by the bottle,

by the glass, by the taste

and by the taste in flights if

one has a professional wine

preservation system such as

the global leader without

peer, the Le Verre de Vin,

which is guaranteed to keep

an opened bottle of wine

fresh for up to 21 days if uti-

lized as instructed by the

manufacturer.  Do I recom-

mend th i s  approach?

Absolutely, it is the ideal

approach, but at the same time, this

may not be pract ical  for  every

restaurant, so let’s look at the full range

of possibilities in terms of wine portion

service.

A good wine flights program rests on

a well conceived wine list offering the

customer a variety of wines from around

the world at affordable as well as luxury

price points.  I cannot imagine a wine

flights program in a restaurant that does

not already have a very good wine by

the glass selection.  So, be sure that you

are offering a generous number (if not

all) of your wines by the glass.  Next, con-

sider offering every wine by the glass

and by the taste (two ounces each) and

price the taste at one third of a glass,

which should always be a six ounce (or

greater) portion.         (to be continued)(to be continued)(to be continued)(to be continued)(to be continued)

In my last wine column for LifeStyle I

said that 2007 would be the year that

flights of wine would finally take flight

and just as predicted they have done

so globally, as if on cue from the wine

gods.  Although this phenomenon is al-

ready global, it is a point of differentia-

tion that can set your hotel or restaurant

apart from the rest and better entertain

your guests in China as they have come

to expect to be entertained.

Why?  Simply because the world is

now taking its lead from Asia and so trav-

elers to China as well as those who live

and work in Asia expect to experience

the best and brightest ideas and con-

cepts before they have become

globalized.  If you took my advice last

November, I am confident your business

has improved and your customers are

far more pleased with your wine service;

if not, let this be your final wake-up call

and there is no time to waste.

The first step in establishing your

Wine Flights Program is to evaluate your

entire wine list.  I have now dined in some

of the best restaurants in hotels and

themed restaurants from Beijing to Hong

Kong and I know who is doing what and

why.  I have seen a distinct pattern that

is not global and that really needs a re-

ality check if wine lists in China are to

become world class.

Most of the wine lists on the main-

land and to some degree in Hong Kong

are importer-distributor dominated.

Since no one distributor ever has the best

of everything, this is simply not in the best

interest of the consumer or the restau-

rant and the degree to which one of the
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