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BEVERAGE

Spilling
Secrets

Bartenders share inside tips
for keeping drinks and
profits flowing.

By Erin 1. Shea, Associate Editor

ouring beers and mixing cosmos is just far starters,

Good bartenders are counselors, trendsetters and

enterfainers to all those who belly up to their bars

lpoking for a good time and a place to unwind.

Bartenders tune in to the pulse of their patrons,

getting a line on whether they're settling in for after-work cock-
tails or looking to pass the time before a meal. True mix masters
know that to be successful—and subsequently keep bar tabs
rolling—requires a lot mare than the ability to make a decent
gin martini.

SETTING THE STAGE

“If you don't keep customers entertained and in your bar,
yau're not going to pay the rent,” says Michael Fitzgerald, bar
trainer at Buffalo Wild Wings in Roanoke, Va. “If someone isn't
entertained while they're drinking that draft beer, they're going
ta walk out the door.”

For bartenders worth their salt, the secret to selling more
drinks lies in an understanding that they're part of an undefined
formula that can make a beverage taste better. The way cock-
tails are presented and the smooth functioning of the entire bar
contribute to the experience. “Visuals are helpful," says Ed
Judge, bartender at Petterino's, a Lettuce Entertain You
Enterprises restaurant in Chicago's downtown theater district.
“If you make a drink look pretty, everyone will ask what it is
when it's delivered.”

For Cindy Everman, bartender with Columbus Fish Market, a
Camergn Mitchell Restaurants concept in Columbus, Chio, the
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A wide range of
- options simplifies
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Murnber of bartenders emploved in the United Siates in May
2004, with mean hourly wages of $8.54 in full-senvice restaurants,
$7.73 in taverns. [LL5, Department of Labor Buresst of Labor Statistics)
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gin and tonics flow when the setting is just right. “A bartender
needs to create a comfortable environment for customers,” she
says. “Nice background music and good lighting are impor-
tant.”" So, too, are simple comfarts such as coasters and cock-
tail napkins, ashtrays for smokers and menus for those who
wish to order food.

But it isn't the responsibility of bartenders alone to tend to
guests' needs. “My biggest challenge is having the entire statf
on the same page,” says Fitzgerald. “1 need them all to work
with me to keep the environment upbeat.”

A fun, friendly buzz is important, but a clean, orderly bar is an
invitation for customers to build their tabs. Zachary Schultz, bar
manager for Sefior Frog's in Myrtle Beach, 5.C., says that many
bartenders bypass the basics, such as a tidy work area. "A bar
must be clean. It's gross when you put down a drink and then
can't get it off a sticky bar,” he says. >34
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SHILLFULLY SUGGESTIVE

Upselling is an important part of
increased beverage revenue, says Chuck
Sudo, head bartender and bar sales man-
ager for HotHouse in Chicago. Besides
boosting sales, a skillfully handled drink
suggestion educates patrons, introducing
them to new beverages or brands. “A bar-
tender who's on the ball and looking to
make more money will ask for a specific
liquor preference when a customer orders
a drink," Sudo says.

When suggesting a higher-end alcohal,
bartenders know that subtlety is impor-
tant. “If someone asks for a vodka and
tonic, | suggest premium vedka instead
of the well brand,” Judge explains. “You
have to lead people to what they want,
and generally suggesting a particular
brand works best.”

Columbus Fish Market's Everman says
that secrets to upselling premium liquors
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Tequila flights at Sefior Frog's introduce cus-
tomers to pricier spirits.

include having a wide range of beverage
options and understanding the clientele.
“Upselling is not a challenge for us,"” she
says. "Suggest a top-shelf vodka to our
customers and 90% of them will take it.
We book a lot of corporate groups and
they don't mind paying 50 cents extra for
a better drink."”

SPECIAL PUsH

Buckets of beer entice customers but
perceived value does just as good a job.
“Our happy hour features 23-ounce beers
for the price of 16 ounces,” says
Fitzgerald. “Once happy hour is over,
guests are likely to keep drinking the big-
ger version even when we point out that
it costs 75 cents more.”

Playing off Petterino’s proximity to the-
aters, Judge creates cocktails that com-
plement current stage productions. The
drinks, he says, intrigue theatergoers who

From Buffalo to Tokyo—







