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THE LEGEND REBORNTHE LEGEND REBORN
 A NEW BO A NEW BOTTLE FOR TTTLE FOR THE ORIGINAHE ORIGINAL 17L 1745 RECIPE45 RECIPE

Learn more about the legend and how to Learn more about the legend and how to use it atuse it at

PursuitOf1745.comPursuitOf1745.com

The sleek, more efficient shape creates an easierThe sleek, more efficient shape creates an easier

pour while clear glass reveals the glowing pour while clear glass reveals the glowing amberamber

liquid inside. The detailed neck and slashedliquid inside. The detailed neck and slashed

shoulders capture attention, while its taller shoulders capture attention, while its taller staturestature

and more striking label make this and more striking label make this famous liqueurfamous liqueur

stand out anywhere.stand out anywhere.

THE SPIRIT LIVES ONTHE SPIRIT LIVES ON

“One of the top five liqueurs ever produced“One of the top five liqueurs ever produced

in the history of distilled spirits.”in the history of distilled spirits.”

– F. Paul Pacult’s Spirit Journal – F. Paul Pacult’s Spirit Journal 
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BEHIND THE BARBEHIND THE BAR by David T. Krattby David T. Kratt

TAKING NOTICE OFTAKING NOTICE OF

THE NOT SO OBVIOUSTHE NOT SO OBVIOUS

CC
ustomers know it when they seeustomers know it when they see

it. They notice things like timelyit. They notice things like timely

service and a pleasant personality.service and a pleasant personality.

It’s like walking out of a movie theatre andIt’s like walking out of a movie theatre and

deciding whether you liked the movie. Butdeciding whether you liked the movie. But

just as most of us don’t really know whatjust as most of us don’t really know what

goes on behind the scenes of making agoes on behind the scenes of making a
movie; most customers don’t really knowmovie; most customers don’t really know

what goes into providing good service.what goes into providing good service.

   Here Here are are a a few few examples examples of of behindbehind

the scenes behind the bar:the scenes behind the bar:

   Good bartender / otherGood bartender / other
bartender routine –bartender routine –

   Dividing Dividing the the bar bar into into sections sections cancan

cause it. Customers coming in to see onecause it. Customers coming in to see one

bartender in particular could also causebartender in particular could also cause

it. And inexperienced bartenders mayit. And inexperienced bartenders may

tend to do it when his or her co-bartendertend to do it when his or her co-bartender

started out servicing a customer first. Feelstarted out servicing a customer first. Feel

free to add to this list the next time youfree to add to this list the next time you

find yourself giving customers a hands-offfind yourself giving customers a hands-off

treatment.treatment.

   You You don’t don’t want want to to be be the the “other”“other”

bartender.bartender.
   You You may may not not have have landed landed the the leadingleading

bartender role but you can earn best-bartender role but you can earn best-

supporting honors. Help cover the busiersupporting honors. Help cover the busier

bartender’s section when you can. Makebartender’s section when you can. Make

it a point to stop by customers who soit a point to stop by customers who so

far have been waited on only by your co-far have been waited on only by your co-

bartender. Say things like, “How are youbartender. Say things like, “How are you

doing tonight?” “Good to see you,” or “Aredoing tonight?” “Good to see you,” or “Areyou doing okay here?”you doing okay here?”

   It’s It’s a a pleasure pleasure to to be be of of service service ––
   Bartending Bartending is is not not just just a a job. job. Okay, Okay, it’sit’s

a job, but customers should never figurea job, but customers should never figure

out that plot twist. Conceal any it’s-just-a-out that plot twist. Conceal any it’s-just-a-

job attitude with good dialogue. Instead ofjob attitude with good dialogue. Instead of

saying nothing, you say saying nothing, you say things like, “It’s mythings like, “It’s my

pleasure,” “I’m on it!” or “You got it!”pleasure,” “I’m on it!” or “You got it!”

   Roll Roll out out the the red red carpet carpet ––
   Regulars Regulars are are our our bread bread and and butterbutter

during the slow times and off-season; andduring the slow times and off-season; and

they show us we’re doing something right.they show us we’re doing something right.

Take away our regulars and what do weTake away our regulars and what do we

have? Regulars are those people that attracthave? Regulars are those people that attract

people. But still, it’s easy to take regupeople. But still, it’s easy to take regulars forlars for
granted. We get a little tired of seeing thegranted. We get a little tired of seeing the

same old faces every time we walk behindsame old faces every time we walk behind

the bar, many are not the greatest tippers,the bar, many are not the greatest tippers,

some we’re not all that crazy about and asome we’re not all that crazy about and a

few, shall we say, are pains in the behindfew, shall we say, are pains in the behind

the scenes.the scenes.

   Movie-goers Movie-goers have have no no idea idea whatwhat

effort goes into good acting. But we do!effort goes into good acting. But we do!

Sometimes it takes quite the effort to notSometimes it takes quite the effort to not

fall out of character with regulars. Nowfall out of character with regulars. Now

just remember to begin your “Best Actorjust remember to begin your “Best Actor

Award” speech with, “I’d like to thank allAward” speech with, “I’d like to thank all

the regulars….”the regulars….”

   Never Never play play the the typecast typecast role role ––
   She She quickly quickly maneuvers maneuvers her her way way towardtoward

the bar; then looks around before climbingthe bar; then looks around before climbing

into a barstool. The bartender slowlyinto a barstool. The bartender slowly
dislodges from his comfortable spot behinddislodges from his comfortable spot behind

the bar. He tosses a cocktail napkin at herthe bar. He tosses a cocktail napkin at her

like a Frisbee and stone-faced says, “Whatlike a Frisbee and stone-faced says, “What

do you need?” She thinks, is this bartenderdo you need?” She thinks, is this bartender

having a bad night or is he having a bad night or is he always this way?always this way?

   Well…which Well…which is is it? it? You’re You’re bored?bored?

Fatigued? You just got a bad tip? AnFatigued? You just got a bad tip? An

annoying customer is making you cranky?annoying customer is making you cranky?
You’re in one of your moods? You’re burntYou’re in one of your moods? You’re burnt

out by working with the public?out by working with the public?

   Good Good bartenders bartenders never never spoil spoil a a happyhappy

ending for customers, especially with anending for customers, especially with an

opening line.opening line. ■■

Please send correspondence to dtkratt@Please send correspondence to dtkratt@

chartermi.net or P.O. Box 638, Grandchartermi.net or P.O. Box 638, Grand

Haven, Michigan 49417.Haven, Michigan 49417.




































































































































































