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American Distiller is a PDF newslet-
ter published 26 times a year by the
American Distilling Institute. T h e
newsletter is e-mailed to members, dis-
tilleries, VIP’s, newspapers, magazines
and news services covering the distilling
industry.

AD promotes an open discussion of
column rectification and the pot distill-
ing process. This includes Alambic dis-
tillers doing traditional eau de vie and
brandy distilling. AD covers spirit
wholesalers and liquor retailers and the
important roll they play in the industry.
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Pastis – the French national
versatile and much-loved drink

magine sitting in any of thousands of Provence’s outdoor cafes in southern France. The
sun is shining, and you are tired. What to order? Most North Americans think of cold
beer, make that an ice cold beer, a Provencale will order pastis – that unmistakable of

all alcoholic beverages of the Mediterranean. 
Although Provencale prefer pastis over any other aperitif and between meal drinks;

many different versions exists throughout the Mediterranean basin in Greece, Turkey,
Lebanon and Syria. In Greece it is called ouzo, In Turkey raki, in Lebanon and Syria arrak.
While recipes vary slightly from country to country the basics never do. 
Pastis consists of alcohol, star anise,
both black and white pepper corns,
cardamom, sage, nutmeg, cloves,
cinnamon, licorice and a little sugar.
Each distillery has its own secret
recipe and variation. When you order
pastis the waiter (always a waiter in
Provence) will, pending on his mood,
will serve you a generous portion (at
least two ounces generally more)
along with a beaded carafe of water.
Pastis becomes milky white and
cloudy as you mix it with water (1:5
ratio). There is a  sharp, sweet smell
of aniseed and it is called, rightly I
think, the milk of Provence, that
felicitious corner of France where
vegetables taste great, herbs are
potent, garlic abundant, and olive oil
indispensable in cooking. 

Pastis must never be enjoyed in a
hurry. It demands the correct ambi-
ence. 

There is a distinct diff e r e n c e
between anis and pastis – the latter
resembles the former but  happens to
be less distinct in anis and more
potent (by law pastis may be distilled
out up to  45 ABV). Both happen to
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have an unmistakable resemblance to absinthe that has been
banned in France, and many other European countries, but not
in Spain or the Czech Republic or England. Absinthe contains
wormwood, a hallucinogenic that is said to have driven many
to insanity. For beginners, absinthe contained 68 ABV and
tujone, the hallucinogen said to have driven van Gogh to insan-
ity and caused Verlaine to shoot Rimbaud. It gave its name to
a particular disease – absinthisme- of which the victim dies. 
In France absinthe was declared illegal in 1915. 

One man who would not have been pleased to see it go was
Jules Pernod who had an absinthe distillery in Monfavet, near
Avignon, where pastis allegedly originated. Mr. Pernod being
an astute businessman, changed the recipe to legally author-
ized anis. It took off and became a commercial success. 

Paul Ricard’s father was a wine merchant in Marseille and
took his young son to many a bistrot where pastis was essen-
tially “brewed” in the back of the shop. Paul decided to distil
his own and sell it to bistrot owners. His pastis was like many
other but he added an ingredient others lacked – promotion and
clever marketing. He called his pastis  “Le vrai pastis de
Marseille”, and soon it became the best known, best selling
pastis in the city. When he was ready to expand his operation,
he made another important marketing decision to promote it
outside Marseille, logically thinking that consumers would be
more interested in trying a new drink from “exotic” Marseille. 
Pernod and Ricard joined their operations in 1975 to market
more aggressively. Today Pernod-Ricard is a world- wide dis-
tiller and distributor of a range of distillates and wines. Pastis
is still one of their mainstay, but mostly in France. 

Pastis, a Marseillais will tell you, was invented by a curious
and experiment-happy monk in  a monastery kitchen, concoct-
ing recipes to find the “elixir of life”. Somehow monks seem
to have an affinity to alcoholic inventions, from Dom Perignon
to Benedictine  and Carthusian monks. The Benedictine monks
invented the eponymous liqueur and Carthusians Chartreuse
yellow and green. Benedictine, and both Chartreuse are still
produced by monks using their secret recipes. Only a few priv-
ileged monks know the full recipe. 

Scholars specializing in researching the origins of alcoholic
beverages attribute the invention of pastis to a hermit who

lived in a hut in the forest on the slopes of Luberon in south-
ern Cotes du Rhone. He collected herbs, which he stewed in a
giant pot. The juices left in the cauldron after boiling had
remarkable properties, including quenching his thirst, and pro-
tecting him from an outbreak of plague that was threatening to
decimate the population of Luberon. Since he was a generous
philanthropist, he shared his mixture with sufferers , who
immediately recovered. He then, in a quick decision to reverse
his seclusion, moved to Marseille and opened a bar. This is the
most unlikely story but also the most popular as such stories
go!

The less picturesque but more plausible reason for
Provence being the home of pastis is that ingredients  grew
wild around the villages and were easy to obtain. Most farm-
ers made their own wine and distilled their own potent
liqueurs. Until recently the right of distillation was a family
asset that could be passed down from father to son. There are
still families that distil their fabulously strong pastis maison. 
Although now Pernod-Ricard is one of the biggest distilling
concerns of the world, there are still many small producers
with strong followings not only in Provence but also in other
regions of France. Berger, Bardouin, Casanis, Janot, and
Granier are the most important of the small distilleries. 

Pastis is a charming drink – the first glass invites the second
and very often the second the third. But be careful, very care-
ful, it is insidious before you know you may need help to walk
unless you are a Provencale.

Here is a recipe you may want to try:

1 litre of alcohol at 40 or 45ABV
10 grams of sweet fennel
10 grams of star anis
20 grams of fennel of small absinthe (legal)
20 grams of liquorice powder
20 grams of mugwort

Macerate the whole thing for one week

About a year, ago, Jim Bendis, owner of the alliterative
Bendistillery in Bend, Oregon, decided to open up a tasting
room outside his distillery, since Oregon law allowed him to
maintain tasting rooms both at his distillery and at one other
location. Bendis thought that the best way to present his gins
and vodkas was at a place that offered mixed drinks. So in
downtown Bend, the Bendistillery Sampling Room was born,
the first off-premise distillery “gin bar” in Oregon and maybe
in the entire U.S.

Bendis makes four products: Desert Juniper Gin, Cascade
Mountain Gin, Crater Lake Vodka, and Hazelnut Espresso Vo d k a .
He drew up a list of some 30 different drinks for his new location.
But the customer’s overwhelming choice was the martini.

“We’re a martini bar,” Bendis says. “We sell 400 martinis a
night on a busy weekend.”

The sampling room’s popularity may have been too much
of a good thing. The Oregon Liquor Control Commission 

CONTINUED ON PAGE 4

Shaken, But Not Stirred: Bendistillery and its Martini Bar
by Alan Moen
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Imagine sipping a smooth, exotic, coffee liqueur along with
your Colombian supremo coffee after a leisurely lunch or din-
ner. As a restaurateur, you can generate appreciable revenues
by merchandising wisely chosen and attractively priced
liqueurs.

It is no secret that many parties today to a restaurant order
their food, possibly a bottle of wine, and after dessert, leave to
enjoy coffee and liqueurs at home simply because of prohibi-
tively high prices charges for miniscule portions of liqueurs in
restaurants.

Imagine the revenue many parties of four consuming after-
dinner liqueurs at $ 5 – a portion and coffee $ 1.75 per cup. For
a party it would be a minimum $ 27. which can be multiplied
several thousand times per year. It is incumbent upon the
restaurateur to ensure that servers maximize sales at all times.
This can only be achieved by first selecting appropriate foods
and beverages pricing them attractively and ensuring that
servers know how to offer them.

Obviously, training servers to sell more should include all
categories of foods and beverages. Selling, at least in a restau-
rant and/or dining room setting, means suggesting subtly,
e ffectively and without appearing to be imposing. T h i s
requires good judgement, savoir- faire, finesse, applied psy-
chology and salesmanship. 

An experienced server knows how to approach a party, and
soon can determine what the people want or are willing to
spend on extras such as aperitifs, wines, liqueurs, side orders,
and special coffees.

People on a budget or simply wanting to have a good meal
generally let servers know (by subtle messages or directly) that
they are not interested in extras.

Alchemists are credited with the invention of accidentally
discovering extraction techniques while trying to convert base
metals to gold. They were considered to be the scientists with
the know-how of distillation, maceration, and blending. Soon
monks who has vast libraries, a lot of time, energy to research,
and the mental capacity to think processes through, got into the
act. They were interested in inventing potions for long life.
Entrepreneurs on the other hand considered creating love
potions to be more important. 

Liqueur consumption at one time was much higher than it
is now. This can be contributed to a number of factors – less
time spent in restaurants, high cost of liqueurs, fear of sugar
consumption, and in general more emphasis on wine than other
beverages.

There is not much a restaurateur can do to prolong the aver-
age time spent per meal, and some managers seem to be more
interested in turning tables than maximizing sales per table,
except maybe to speed up service. The fact remains that most
people, at least for lunch, are willing to spend up to an hour;
for dinner one-and-a-half hours seems to be the norm. 

Exceptions exist, but they are rare and it is up to the restau-
rateur to cultivate a clientele who has the luxury of time and
the funds to enjoy dining to the fullest.

For the sugar your servers can always point out that the
sugar in a portion of liqueur would amount to no more than a
teaspoon and such an amount is present in most small-serving
convenience foods. 

Liqueurs can be conveniently categorized into unique and
generic. The latter can be extracted from basic ingredients any-
where by skilled people with varying degrees of success.
Manufacturers in France, Germany, and the Netherlands are
masters of generic liqueurs. Unique liqueurs follow secret for-
mulae and generally are the privilege of a few trusted people.
Regardless of advances made in chemical analysis, competi-
tors trying to duplicate famous unique liqueurs have failed to
date.

Liqueurs – Elixirs of Life and Love Potions
by Hrayr Berberoglu

Generic Liqueurs
Anisette; blackberry; black currant; banana; advocaat;
apricot brandy; creme de cacao, whit or dark, creme de
menthe, white or green; creme de framboise; creme de
bleue (blueberries); creme de mocha (coffee); creme de
noyeau (hazelnuts); plum liqueur; rosepetal liqueru;
pineapple; orange; mandarin; vanilla; tea; melon; forbid-
den fruit; floe gin; cloudberry; asberry; pear; cocolate;
cherry; caraway seed; peach.

Cream Liqueurs
This is new category of liqueurs. The original was invent-
ed in Ireland as a result of excess inventories of Irish
whiskey and cream. Scientists have been able to stabilize
this product, and added chocolate to it inventing a liqueur
that has been very successful. This success has prompted
many famous and not so famous manufacturers to
“invent” their versions, some of which are fine. Some of
the more famous Cream Liqueurs are: Bailey’s Irish
Cream, Carolans Irish Cream, Cream of Grand Marnier
(Creme de Grand Marnier), Creme de Cointreau, Vanitian
Cream, Cream of Maple Syrup, etc.

Unique Liqueurs
Benedictine, Benedictine and Brandy, Chartreuse Green
or Yellow, Cointreau, Grand Marnier,
Centcenquantainaire Grand Marnier, Hand Painted Bottle
Grand Marnier, irish Mist, Centerba, Millefiori, Amaretto
Di Saronno, Rumona, Irish mist, Drambuie, Izarra,
Escorial, Liquore 83, Koratzbeere, Sabra, Galliano,
Amarillo, Danziger Goldwasser, Goldschlager, Maple
Liqueur, Passionfruit Liqueur, Hubertus, Zwack, Lochan
Ora.
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There are several liqueur production techniques – mixing of
alcohol, sugar, flavoring agent, coloring matter and glycerin is
the least expensive and is often used for mass market, inex-
pensive products. 

Manufacturers use percolation to produce coffee, or cocoa
liqueurs, but instead of water alcohol is used. The extract
undergoes further processing with regard to sugar, color and
texture. There are many generic coffee and cocoa liqueurs, but
Tia Maria and Kahlua stand out. 
For citrus fruit liqueurs, rectification techniques are employed.
This dictates soaking of dried citrus peels in alcohol and dis-
tilling the mass. This is further processed.

Grand Marnier happens to be a citrus liqueur, but instead of
pure alcohol Cognac is used.

The peels originate from a secret location in Haiti. It is a
unique liqueur based on common ingredients. 

For herbal liqueurs, infusion is the preferred method. Herbs
are placed in a container and hot alcohol is poured over them.
The mass subjected to heat, helps extract more flavor.
Chartreuse yellow or green, Izarra, Centerba, Escorial are all
medicinal herbal liqueurs much in demand in Central Europe
but not in North America.

All are excellent digestives albeit have a medicinal look and
flavor. Maceration resembles infusion, except that the alcohol

employed is cold. Generally, this technique is employed for
fruit liqueurs.

There exist a plethora of generic liqueurs and many coun-
tries produce some or all. Some manufacturers i.e. E L Bols,
Marie-Brizard, De Kuyper are deservedly better known all
over the world. Their products are always consistent and pos-
sess a depth of flavor others lack. They are a bit more expen-
sive than the competition but better to use in straight shots or
cocktails. They make the difference between humdrum and
outstanding vibrant cocktails. 

A good way to promoting liqueur sales is to have an ade-
quate selection of fine liqueurs and digestives (i.e.
Cognacs, Armagnacs, single malt whiskies, eaux-de-vie)
on a trolley, and roll it to the table if the party seems to be
amenable for a round or two of such libations. Servers can
also entice patrons by offering them flaming coffees
and/or fine coffees with a shot of appropriate liqueur.
Always remember a pampered and happy guest remem-
bers a memorable meal well served, and tips accordingly!

SHAKEN BUTNOTSTIRRED – CONTINUED FROM PAGE 2

recently shook things up a bit by deciding that Bendis had to
offer food at his downtown location as well. What’s more,
Oregon’s Tied House laws mandated that once he did, he could
no longer sell his own distilled products exclusively.

Bendis was stirred to action, and discovered a way around
that law, courtesy of Oregon’s brewing industry. He found that
state tied house laws don’t apply to brewpubs. If he made a
malt beverage product, he could continue to offer only his
own spirits.

“We’ve had to do it backwards here,” says Bendis, who
once swore he would never return to the restaurant business.
Now he’s built a kitchen, hired a chef, and jokes about calling
his beer-to-be “Regulation Ale.”

“In a way, it’s probably a good thing. It should help us sell
more of our own stuff,” Bendis muses. “We’re blazing a trial
here,” adds Alan Dietrich, the distillery’s sales manager. “But
nobody knows where it’s going.”

Bendistillery Sampling Room
852 Brook St.
Bend, OR
(541) 388-6868

Alan Moen is the editor of American Distiller.

Editorial
Last month, I was one of nine spirit journalists who were on

a press tour of the Brugal Distillery in the Dominican
Republic. This story will be in the September newsletter.

As you read this, I'm packing my bags for a three-month
trip across the USA.

I'm planning to publish a book on the distilling industry and
will visit and photograph as many distilleries a possible. My
list shows 34 pot stills (craft) and 20 large rectifying distiller-
ies, for a total of 64. This book will keep me busy until
September.

I'm traveling with my laptop, as I have the wireless t-mobile
connection on my computer. I can answer e-mail (distill-
ing@aol.com) at Borders and Starbucks across the nation.

Bill Owens, Publisher
American Distiller

Rogue Opens
New Distillery in Portland on April 12

Jack Joyce has started a distillery at the Rogue Ales Public
House, 1339 NW Flanders St., in Portland, Oregon. According
to Jack, the pub intends to make a white rum and spirits from
indigenous fruits. Soju, a kind of Japanese vodka, is also a pos-
sibility. “We have no discipline whatsoever, so you never know
what we’ll come up with,” Jack says.

– Alan Moen
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FAX SHEET

Bavarian Brewery Technologies of Culver City, California
and Arnold Holstein GmbH of Markdorf, Germany entered into
a partnership agreement to join forces in building, supplying
and marketing a full line of top quality distillery equipment for
the American Market. The partnership will operate in N o r t h
America under the trade name Bavarian-Holstein Partners.

Under the partnership “Bavarian-Holstein Partners”, the
manufacturing and marketing activities are merged into a
common sense co-operation between Bavarian Brewery
Technologies and Arnold Holstein GmbH. Bavarian-Holstein
will satisfy all distillery equipment needs from low-end to top,
“deluxe” design of complete or partial systems, all executed
with the highest quality and the most competitive prices in the
industry.

M r. Volker Dietrich, a part-owner of Arnold Holstein
GmbH, said: “Based on our broad experience in building

traditional and precision state-of-the-art German distiller-
ies, our company took on may ‘show-case’ jobs worldwide.
We produced thus far more than 5,000 distilleries. I expect
that our stills combined with Bavarian’s very high quality
and price efficient tanks will beat every other competitor’s
o fferings in the world.”

According to Dr. Lewis Harsanyi of Bavarian Brewery
Technologies, president and owner, “Bavaria-Holstein will
have the task to make the emerging North American market
know the partnership’s products, and to market them with a
strong competitive edge over others because of the unques-
tionable quality, high level of service by both partners and the
guaranteed lowest price across the board, base don comparable
products” Harsanyi said.

Bavarian-holstein can be reached at 310-391-1091, Fax:
310-391-4530, email: nr@potstills.com.
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