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Tio Pepe Festival

This is a “musical experience connected to the wine

and winery”, according to brand owner and producer
Gonzalez Byass. The festival is said to revitalise tourism
and culture in the Andalusian region, famous
for sherry. With , spectators, it aims
to connect, interact, build loyalty with
customers and AR
engage new Tio ’

Pepe drinkers. At the time of entry, whiskey is experienced in a tent
Concerts, people had visited. In  /, in a jungle. The tour is guided by a
Michelin-starred , had passed through computer called Tessa, that tells the
chefs —the the experience’. It boasts four , guests a month, that ‘she’
festival is all ‘journeys”: community, live music even runs the bathroom.

about broadening [
the appeal of ¢
sherry and build
bridges to the

next generation.

winecellardoor.co.l

Wine Cellar Door... The guide to visiting English and
Welsh vineyards, founded by Elisabeth Else who

met business partner lan Hardwick while working at
Visit Britain, the national tourist board. They share a
background in tourism technology, with Else having
many years of ecommerce experience while Hardwick
is a geographer, which explains why a map is such an
important part of the website. He is also a bit of a wine
expert so he writes the tasting notes.

They have been blogging for a few years now and say
they have visited well over half the vineyards on the site.
There is a directory for visitors to the site to pick the
features that matter to them.

Else told Drinks International: “We bring the same
vision, but di erent strengths to the party; I'm more of
the website expert and lan does the formal tastings.

“We both love exploring vineyards, nding great wines
and the stories behind them, as well as meeting the new
and interesting people that our website introduces us to.

“The website particularly encourages people to
get involved, whether that’s volunteering at a charity
vineyard, helping with harvest, becoming a member of
their local vineyard or going on a Be a Winemaker for
a Day workshop as well, of course, as just
enjoying a glass of wine or two.”
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Jameson
Distillery, Bc
Street,

The home of Irish Distillers’ flagship
Irish whiskey, Jameson, reopened
in March last year following a six-
month redevelopment programme.

and product demos, a bar, and not
forgetting retail. The jewel is the

-minute Whiskey Makers ‘full
sensory experience’ with a Jameson
ambassador.

Bundaberg
Distillery for its fulsome,
comprehensive entry.
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Lost Spirits
Distillery

The judges liked this o -the-wall
entry from Los Angeles, which
appears to take its inspiration from
Disneyland and nearby Hollywood.
The rum tasting takes place on a
boat passing through a jungle, and

The judges thought it
sounded great fun.

Bundaberg always puts in a
comprehensive entry. It was
narrowly pipped to Best Visitor
Centre this year by Jameson, but
the judges saw t to give it awards
for both its retail operation and its
commitment to educating visitors
in the broadest sense, not just
extolling the undoubted
virtue of its brands.
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Distillers’
Irish Whiske
Academy

Irish Distillers, through its Midleton
distillery, has historically dominated
Irish whiskey and still produces

most of the whiskey made in Ireland.
So itis laudable that the company
has taken it upon itself to lead the
industry by establishing an academy
to teach everyone, from experts

to relative novices, and
enthuse them about
Irish whiskey.

DlSTV;H,EI“’
SPIRITS

OURISM
CHALLENGE
2018

+

SMOOTH I

4

20/02/2018 14:13| |

| | 034-035 Wine Tourism DI March 2018 SUBBED.indd 35



