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The world of  media has changed dramatically in recent years,  
and if  you want to get your story out, it pays to understand a little bit about 

how it works and how you can work with it.

First, you have to realize that there is not a publication in the world  
that is not as desperate for content as it desperately understaffed.  

If  you make life easy for an editor by providing timely, accurate information,  
it will pay off. There is a reason that certain people get coverage and others 

don’t, and it’s not always because we like them better.

Secondly, there is an important difference between editorial and  
advertising; that said, there is a blurring of  the lines. It’s worth  

knowing the difference and how to use it to your advantage. 

So, what kinds of  media opportunities are there?
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Editorial – News 
News is just stuff  that happens, good or bad. A brand can share its news but 
has no say over what runs. The brand does not pay for this content. Two 
often-overlooked opportunities:

• Short hits: Look at the front of  any magazine or on the edges of  a newspaper 
page and you’ll typically see a bunch of  short, newsy stories that can include 
a product launch, an upcoming event, an award, tasting note or recipe. In 
Vitis, we call this section Sips & Nibbles; in The Alchemist we call it Bar 
Bites. These nuggets are always the best-read stories in any publication. And 
every publication is hungry for them, especially on deadline. Got something 
cool going on? Send it to a media outlet and you never know what you might 
get in return. 



• Expertise: If  there is a big national or international story unfolding and you are both 
knowledgeable and passionate about the subject, position yourself  as an expert and make 
yourself  available for comment. Establish your bona fides by regularly posting on social media. 

Editorial – Features
These are longer stories that may focus on a trend, an individual, a place or some sort 
of  theme. They might have a newsy element, or they might not. The could be roundups, 
“listicles” or narratives. It’s unlikely (but not impossible) that you will be able to successfully 
pitch a writer on a feature, unless there’s a newsy element to it. A writer is more likely to 
come to you for a comment, interview or background information. 

A feature will usually involve multiple sources and lots of  photography. This is prestige 
content. The brand does not pay for this content and has no say over what runs.
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News aNd Notes from behiNd the bar aNd  
arouNd the world of cocktails aNd spirits

bar bites

it’s not even available for sale yet, but already Christos 
Kalaitzis’ new bitters line is reaping the kind of 
recognition a crafty bartender could only dream of.

Bitters by Christos, created by the spirits brand 
ambassador and mixologist for Central City Brewers 
& Distillers, just took home not one, not two, but three 
double gold awards at the prestigious san Diego spirits 
Festival, the premiere West Coast celebration of spirits 
and cocktails. (Central City’s Lohin McKinnon Peated 
Whisky also won double gold.)

“it was the most awarded cocktail ingredient for 2018,” 
Kalaitzis says. “also it’s the only Canadian bitter with 

three double gold medals in international spirits competition so far.”

His aromatic, rosemary and mole bitters all won double gold; he’s also 
producing cherry, orange and coffee flavours. He promises that they are “100 
per cent handcrafted, hand bottled, made with real spices and herbs, non 
GMO, no artificial flavours or colouring. and,” he adds, “they’re perfect for 
cocktails and culinary purposes.”

bitters by Christos will be available in 
early November; they will retail for a 
suggested price of $15 at Central City’s 
retail store in surrey as well as select 
liquor stores. centralcitybrewing.com

The 11th annual San Diego Spirits Festival 
will be held August 24 to 25, 2019. For more 
info, visit sandiegospiritsfestival.com.

Sweet Launch for bitterS Line

Central City photo

Central City photo
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Glance up at the sloping green roof of 
the Fairmont Hotel Vancouver, and you 
might just catch a flash of scarlet at one 
of the windows. Wave hello to the Lady 
in Red, a gracious spirit said to haunt the 
halls of this grand dame of a hotel.

The Lady is believed to be the crimson-
clad shade of one Jennie Pearl Cox who, 
along with her husband and daughter, 
was a regular at the hotel’s luxe shindigs 
back in the day. Then, on a sultry 
summer day in 1944, she was killed 
in a tragic car accident right outside 
the hotel. Since then there have been 
numerous sightings of her, mainly at The 
Roof or on the 14th floor.

If it is indeed Cox, she is one of a whole 
sub-set of “Red Lady” spirits who typically 
haunt historic hotels, theatres and 
other public places. Unlike the White 
Lady, who is usually a bride or innocent 
maiden, a Red Lady is likely to be a 
friendlier, more sophisticated sort of 
spirit, a scandalous socialite, perhaps, or 
a jilted lover. 

Of course, there are those of us who 
prefer to sip, rather than encounter, 
spirits, so the hotel’s bartenders have 
prepared the perfect cocktail for the 
spookiest time of the year.

Spirited SipS at the 
hotel VancouVer

the l ady in red

1 oz Hendricks Gin
0.75 oz St. Germain elderflower liqueur
1.5 oz cranberry juice
0.25 oz lemon juice
Sparkling wine

Combine the gin, St. Germain, cranberry juice and 
lemon juice in a cocktail shaker with ice. Shake 
vigorously. Strain into a cocktail glass and top with 
sparkling wine. If you like, garnish with a skewer of 
cranberries or cherries. Serves 1.

Recipe courtesy of  the  
Fairmont Hotel Vancouver.

Fairmont Hotel 
Vancouver photo

Spooktacul ar SipS

Looking for Halloween cocktail ideas that aren’t cheesy and gross? Consider 
classics like the Zombie, Blood & Sand, Dark & Stormy, Bloody Mary or a 
Kill Devil punch. Or look to ingredients such as blood orange, cranberry or 
tomato juice, as well as black sambuca and, of course, Crystal Head vodka.
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Sips & Nibbles
   Vitis Staff

It’s time to draw a new map for British Columbia’s 
wine country.

This summer, the B.C. Ministry of Agriculture ap-
proved four new wine regions—properly known as geo-
graphic indications—as well as B.C.’s second sub-GI.

The ministry formally recognized the Thompson 
Valley, Shuswap, Lillooet and the Kootenays as new 
geographic indications under the Wines of Marked 
Quality Regulation.

It also named Okanagan Falls as the province’s second 
sub-appellation, following Oliver’s Golden Mile Bench 
in 2015.

OK Falls winds north along the east bench of Skaha 
Lake, across the water to Kaleden and south over 
the rolling hills above Vaseux Lake. It includes such 
prestigious wineries as Painted Rock, Liquidity Wines, 
Blue Mountain, Meyer Family and Syncromesh and 
comprises some 150 hectares of vineyards producing 
more than 1,100 tonnes of grapes annually. 

These are the first major changes to B.C.’s wine regions 

since 1990, when Vintner’s Quality Assurance rules 
delineated the Fraser Valley, Okanagan Valley, Similka-
meen Valley, Vancouver Island and Gulf Islands.

Why does this matter? Well, for one thing, it provides 
more land for winemakers, which means more wine 
for us to drink. But it also makes B.C. a more serious 
player in the world of wine, with greater competition, 
better focus and a more astute understanding of what 
makes each region’s wines distinctive. 

Along with these approvals, Wines of Marked Quality 
Regulation now prohibits the use of unregulated geo-
graphical locations on B.C. Wine Authority members’ 
wine labels. 

Other changes will be coming soon, all designed to en-
force quality of the end product. And we can expect to 
see more sub-GIs as well. Already, the Naramata Bench 
has put a proposal before the B.C. Wine Authority, 
which may be decided this fall.

This is good news for winemakers; even better news for 
wine consumers.

B.C. Bursting with new wine regions

8 I S S U E  0 2



Thirsty? Add these wine-soaked events to your calendar.
c a l e n d a r

O k a n aga n  Fa l l  W i n e  F e s t i va l
sept. 27 to Oct. 7 
The biggest party in the valley features more than 100 events at wineries and restaurants, as well as 
signature events including the WestJet Wine Tasting, the Bc lieutenant Governor’s Wine awards 
and cropped, which boasts more than 250 local wines, food and live music. thewinefestivals.com

C O r n u C O p i a
nov. 8 to 18 
Head to the hills for 10 days of wine, spirits, beer, food and fresh mountain air at Whistler’s annual 
celebration of food and drink. Indulge in winemaker’s dinners, the crush and Poured grand tastings, 
exceptional food and drink seminars, and so much more. whistlercornucopia.com

D i n e O u t  va n C O u v e r  F e s t i va l
Jan. 18 to Feb. 3, 2019 
Start the new Year right with a full 17 days of delicious dining. aside from dozens (and dozens) of 
restaurants offering bargain prix-fixe menus, the fest features Bc VQa wine pairings and brunches, 
as well as food tours, cocktail masterclasses and global guest-chef collaborations.  
dineoutvancouver.com

e at !  va n C O u v e r  
F O O D  +  C O O k i n g  F e s t i va l
nov. 5 to 10 
The 16th annual foodie fest features a series of collabora-
tion dinners between local and celebrated north american 
chefs, as well as signature events such as the eaT! Harvest 
Party, which will feature the wines of Washington and Oregon 
states. don’t miss this unique opportunity to sample sel-
dom-seen vintages from our neighbours to the south.  
eat-vancouver.com

va n C O u v e r  i n t e r n at i O n a l  
W i n e  F e s t i va l
Feb. 23 to March 3, 2019 
clear your calendar for north america’s greatest wine fest. 
california is the theme region for the 41st annual shindig, 
which features an anticipated 50 events at 25 venues, as well 
as the not-to-be-missed international tastings, where more 
than 700 wines will be poured. vanwinefest.ca
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Paid Media
Advertising

This is a straightforward sales opportunity. Most of  the time the brand  
buys the space in a publication then provides the words and images,  

although the publication will often do the layout.  
The brand has near-total control of  this content. 

Pay to play
Pay to play straddles the line between editorial independence and advertising. 

The brand pays for the content and the publication produces it.  
There basically three kinds of  pay to play:



1. Influencers: Bloggers and Instagrammers typically expect to be hosted and 
paid for their content by the people they’re writing about; in return, the 
brand gets a specified number of  posts on their social media platforms. 
Some are ethical and impactful; others, not so much. 

2. Advertorial: This is advertising, promotional copy written about a brand in 
an editorial format; it is paid for and controlled by the brand. It should be 
labelled “advertising feature.”

3. Custom, sponsored or native content: These are stories negotiated between 
a publication and a brand, paid for by the brand, but reported and written 
like straight editorial. They are a good way to create some buzz about an 
overlooked brand or to change the story if  your brand has had a negative 
review. Ethical publications always label these. Increasingly, this is a 
major source of  revenue for legacy media, and a good opportunity for all 
concerned. 





Getting the Story Out
So, you’ve got a story to tell. How do you get your information in front of  the 
media?

• Do it yourself. Post things on social media and hope a publication picks up on 
them.

• Do none of it yourself. Hire a publicist and let them do the work. 

• Do some of it yourself. Hire a publicist to build your website, image bank and fact 
sheets and/or to organize a media event, but tackle the rest  
(for example, social media) yourself. Also, work on building relationships with wine, 
spirits, lifestyle, travel and food media. Invite them for a tasting.  
Give them something write about. Understand their deadlines. 



• Above all, don’t miss an opportunity! The single biggest mistake you can make 
is not responding to a request for information in a timely manner. Reply to 
your emails, send photos as requested, pick up the phone if  necessary. Check 
your spam filter. Make sure you get alerts when people try to contact you 
through social media. Have an information package available, with high- 
and low-resolution images. Have a fact sheet with basic background and bio 
info. Make sure everyone’s name is spelled right. Put essential info on the 
front page of  your website. And please, for the love of  Bacchus, don’t use 
flash on your website.


