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Wine Notes: These wines illustrate the versatility and greatness of Tempranillo:

Bodegas Entremontes Rose of Tempranillo 2005. In Spain the region of La Mancha
produces quality red wine, and less well known is that La Mancha also produces great
rose wine. Bodegas Entremontes makes this wonderful 100% Tempranillo Rose from
freshly picked grapes before they have been pressed. The free run juice is fermented at
low temperatures to keep the red fruit aromas and complexity of the wine. Tasting
Notes: Hints of Raspberries and Strawberries complement the luscious taste of this
well-balanced Rose. Food Parings: Rose of Tempranillo is perfect with appetizers, fresh
Salmon, grilled poultry, Mediterranean cuisine and Asian food. It should be served
chilled. A competitive price per bottle makes it ideal by the glass. 

2004 Bodegas Entremontes Old Vines Tempranillo. This is most important varietal
of Bodegas Entremontes at Quintanar in La Mancha. Planted on vineyards at 2500 feet
above sea level. The wine is 100 % Old Vines Tempranillo (Cencibel), grown on clay
soils where the vineyards have low-density plantations. Traditional fermentation is
without stems, with pumping over to maximize color and red fruit intensity. The wine
is aged in oak for four to six months. . On the El Monte vineyard, the low yields
increase concentration and richness of the wine which has enticing aromas and flavors
of plums and berries, Ripe, smooth and supple, enjoy with rack of lamb, rich
casseroles, and mature cheeses. 

Bodegas BECQUER Rioja Tinto 2002. This wine is the newest creation of the Escudero Brothers, Jose-Maria and Amador.
Becquer is called a Vino del Expression that is, the creation of the winemakers. The grapes are 70% Tempranillo and 30%
Garnacha from small parcels of forty-year-old vines on the Cuesta de la Reina vineyard near Grávalos. These terraces of Monte
de Yerga have soils with rock and clay, with calcareous and ferrous soils, poor in organic material and with a high quantity of
lime. The rainfall is low, with long cycles of drought. The sun is abundant and favors excellent ripening of the grapes. Aged in
small French Oak and bottled unfiltered, this is a wine of great structure, weight, extract and richness. It is a serious wine for
serious food. 

Leo B. Fox is the Associate Wine 
Editor of the Restaurant Report and 
can be reached by email at 
restaurantreport@yahoo.com or visit 
his site at worldshippers.com
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For years I have been impressed with the “New York Type”
upscale steakhouse business, and have attempted to assess
why it is that from New York to Chicago to LA to Dallas to
Houston to Disney World (Shula’s) to even Jackson,
Mississippi (Char), steakhouses seem to be slammed every
night.

During a recent trip to Chicago, we had dinner at Gibson's
down town. The bar was thirty deep and the line
for dinner extended outside the restaurant.
The food was great, despite the crowd
and the fact that it was 9:30pm.
Rumor has it that that location
does $25 million+, and the other
airport location is north of $15
million.

My conclusion is that thick
sirloins, chops, and grilled
fish of prominent propor-
tions seem to make the value
equation easier for the cus-
tomers to comprehend. Steak,
lobster, shrimp, along with
prime rib, are American symbols
of the best in eating, which along
with good spirits creates a true
bonanza for this category of establish-
ments, which is why Charlie Palmer, David
Burke, Rose bud, Wolfgang Puck, etc. have all
jumped onto the band wagon.

The steakhouses also make side dishes a part of the normal
ordering process - who doesn't order cottage fries, onion
rings, mushrooms, etc.? What other restaurant group could
make spinach (creamed or otherwise) a major menu item?
While the rest of the industry was looking at side dishes as
a give away, the "New York Steakhouse Group" was turning
this forgotten category into a profit center.

It is amazing how the 6-pound lobster got into the picture
when a 1 pound lobster was considered an extravagance
until the original Palm changed all that.

Let's visit the original Palm in New York in the 60's or early
70's. Let's begin with the bar - order a scotch on the rocks
and The Palm poured a real drink. Lifting a rocks glass filled
to the brim was a delicate task, which introduced you to an 
experience that said, Wow! What a great way to begin your
meal.

Let's compare this to many ultra-conservative restaurants,
where small glasses are filled to the brim with ice with the
spirit poking its poor, pour head, attempting to melt quick-
ly without hopefully inflaming the trust of the consumer
who is being charged $10.00 plus.

The bottom line is that the consumer has excellent vision as
well as taste, and knows a good steak when it is presented,

a good drink when it is poured, and a wine list
which allows the customer to peruse and

experiment at various price points, 
remembering that wine apprecia-

tion is much more prevalent
today resulting in recognition

of value versus abusive pric-
ing. Customers know good
steakhouses are not cheap,
but obviously they con-
sider them good value
and a fun experience.
Restaurateurs overly con-
cerned with value to their

bottom line many times
forget the customers value

formula comes first.

Arnie Morton said it best years
ago when he discussed the impor-

tance of his check average versus food
or beverage cost. Obviously, he watched his

costs, but in the mid seventies, if you had a $50.00
check average you certainly had the latitude to sell the cus-
tomer a good drink, and a great steak accompanied by all the
goodies at an a 'la carte price.

All restaurateurs can learn from the steak concepts to
remember the best formula of all. "Base your price on value
not cost", and remember, to get those fannies into the seats,
you need to cook and pour for customer satisfaction first,
then your success will follow.

Thomas J. Haas is President of Thomas J. Haas & Associates,
Inc. Mr. Haas is a food service industry consultant specializing
in strategic marketing. He can be contacted by e-mail at haaspi-
tality@aol.com

“The Perception of Value 
Should Always Come First”

—by Thomas J. Haas
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