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CHALLENGES

“summertime in 
toronto brings a wide 
range of activities for 
the foodie to indulge...”

We reCOMMeND

pAge 6

Homage to the BBQ p. 4
food network hosts Michael smith and 
chuck Hughes discuss great grill dishes.

The Ribfest initiative p. 7
How is this annual foodie festival fi ghting 
the hunger endemic?

DON’T MiSS!

Vodka martini with a 
picholine olive

1 Nothing chills quite like a 
frozen martini, but you’re 

best advised to start in on this one 
when the sun goes down. Get 
dressed up and wow your date 
with this classic manly martini 
garnished with a picholine olive 
for a sophisticated note.

Tom Collins

2 The old classics never go out 
of style and, hey, you can’t say 

this one’s not manly—it’s named 
after a dude! It’s great anytime, 
though we’d suggest sipping this 
one by the pool or at your neigh-
bor’s barbecue.

Whiskey Shredder

3 This one sounds mean, but it’s 
a real smooth one. Order this 

whiskey and pineapple combo any-
time. It’s nice at the club because 
people will take notice, and it’s just 
as good on the patio or by the pool 
because it’s so easy to drink.

Tastes of Toronto
explore a 
smorgasbord of 
culinary offerings 
across the city this 
summer.

Whether you’re creating a spark in your backyard, or 
soaking up what your city has to o� er on a patio, Summer 
is all about tantalizing our tastebuds.

Over the last two decades, 
the sustainable food move-
ment has perpetuated princi-
ples of healthy living and en-
vironmental viability. These 
ideas have now set the stage 
for industry-specific sustain-
able food organizations like 
Heritage Angus Beef. 

Created in 2004, Heritage Angus 
Beef is a group of rancher families 
based in Alberta and British Colum-
bia that have devoted themselves to 
the promulgation and implementa-
tion of natural, halal-certifi ed beef 
raising practices.  One of the tenants 
of their philosophy is the import-
ance of producing high-quality beef 
that is free from antibiotics, artifi -
cial growth hormones and animal 
by-products. Given how these addi-
tives negatively a� ect the quality of 
our beef, one is compelled to refer to 
them as the “AAA threat”. 

Natural vs. “Natural”
While there are other beef programs 

out there marching under the “nat-
ural” banner, Heritage stands apart 
from them in a number of important 
respects. First, to save on costs, many 
of these self-proclaimed natural pro-
grams do not promise beef free from 
the AAA threat. While some avoid 
one or two of them, Heritage is dedi-
cated to shunning all three. Second, 
Heritage is one of the extremely 
rare beef programs in which ranch-
ers own, fi nance, raise and manage 
each and every animal from birth 
to the grocery store. These practices 
do not just quell fears surrounding 
the ethical treatment of animals and 

the resistance of harmful bacteria to 
antibiotics. They also guarantee beef 
products that are much more tender 
and, in the words of Heritage Angus 
Beef CEO Dr. Christoph Weder, pro-
vide a much “beefi er fl avor”. 

Keeping it local
Heritage also promotes the im-
portance of supporting local 
ranchers. As Weder points out, 
“farmers and ranchers must be 
able to make a fair return on their 
products and labour.” This is un-
deniably true, particularly in times 
of economic uncertainty. Further-

more, supporting local producers 
helps insulate nearby commun-
ities from natural and econom-
ic disasters in other parts of the 
world that may compromise ac-
cess to their food. Lastly, buying lo-
cal cuts down drastically on carbon 
emissions incurred from the trans-
portation of beef over unnecessar-
ily large distances. 

In search of the 
perfect burger
Heritage angus beef is available in 
Ontario at participating grocery 
stores and quality quick service 
restaurant chains, truly sustain-
able beef is free from binders, fi ll-
ers, gluten and of course, the AAA 
threat. The more we buy, the more 
the price will drop, and we will 
be able to look forward to serving 
up high-quality, sustainably-pro-
duced beef for many years to come. 

Food for thought: AAA 
beef minus the AAA threat

MIKe eVANs
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fOOd And beverAge
4tH  editiOn, June 2011

responsible for this issue:
Publisher: David Shoemaker
david.shoemaker@mediaplanet.com
Designer: Penelope Graham
penelope.graham@mediaplanet.com
Contributors:Mark Cohen, Mike evans, 
Brian Freedman, Damien Lynch, indrani 
Nadarajah

Askmen.com, LCBO

Managing Director: Gustav Aspegren
gustav.aspegren@mediaplanet.com
Editorial Manager: Jackie McDermott
jackie.mcdermott@mediaplanet.com
Business Developer: Chris Vassallo
chris.vassallo@mediaplanet.com

Distributed within:
Toronto Star, June 2011
This section was created by Mediaplanet 
and did not involve the Toronto Star  or its 
editorial Departments.

Mediaplanet’s business is to create new 
customers for our advertisers by providing 
readers with high-quality content
that motivates them to act.

FOLLOW US ON FACeBOOK AND 
TWiTTer!
www.facebook.com/MediaplanetCA
www.twitter.com/MediaplanetCA

Get ready for this 
summer’s sizzle

t
oronto, summer. 
Summer, Toronto. 
Though it seems 
like the two have 
never met, signs 
that it’s fi nally here 
are everywhere. 

Bloor Street has trees.  People are eat-
ing more. Women are wearing less. 
Men have taken out the summer 
suit and shorts. People, en masse, 
look happy.

There’s no ignoring it that warm 
weather brings happiness to Toron-
tonians. Our pretention melts away. 
We work less. Trinity Bellwoods is 
overrun by ultimate Frisbee and hip-
ster polo. And across the 416, we all 
reconnect with the nostalgic sense 
of time o�  when perfect summer 
moments happened all the time—
something to cling tight to come 
September when the normalcy of 
modern life resumes. 

Turning up the heat
In the Toronto Ask Men newsletter, 
we regularly write about how to 
wear a suit, buy a watch, places to 
eat and drink and occasionally even 

write a tip or two on how to be a bet-
ter man. There are no hard and fast 
rules to the things we cover, only 
that they suit the tastes of guys in 
Toronto looking to do things right. 
Mediaplanet follows a similar suit 
catering to you; the readers of the To-
ronto Star and your ever-expanding 
thirst for knowledge on niche topics 
within business, health and con-
sumerism.  That’s why we’ve come 
together to bring you,  the modern 
man, a taste of things to come in this 
summer-themed Food & Beverage 
report.

Summer is a good time to exercise 
the discipline of doing things right. 
To think about having fun and mak-
ing the most of what can be done 
in the 40 degree heat. Maybe that’s 
playing ping pong or playing a little 
bocce. Or maybe that means head-
ing out more in search of something 
unexpected. Yet while the bars turn 
steamy across the city, one of the 
best ways to live well come summer 
is to have, say, 50 of your nearest and 
dearest over to eat and drink. Consid-
er it an experiment on how to set a 
mood with di� erent food and drink 

and see where things go. 

Setting the stage
Hot humid summer days were 
made for cold drinks. While whisky 
is the perfect medicine in win-
ter, if you read Ask Men, you know 
cold beers are nature’s candy from 
June through August. Heat builds 
up one hell of a thirst, after all, 
and you do not want to go against 
nature. 

In this special section, you have 
the chance to take some insight 
from the Food Network’s Chuck 
Hughes and Michael Smith on 
outdoor entertaining and bbq and 
grilling. Learn some expertise 
from the brewmasters’ panel of 
experts, and read up on pale ales 
and pilsners, summer wines and 
mixed drinks.  Take a look at the 
best beers and food pairings when 
sparking the ‘cue. You’ll discover 
that upcoming events in the city, 
the art of the fi nely mixed cock-
tails and summer white wines 
are as refreshing as they are a 
demonstration of good taste.  

Have a good summer.  

Mark Cohen
Askmen.com

“farmers and 
ranchers must be 
able to make a fair 
return on their prod-
ucts and labour.”

Dr. Christoph Weder 
CeO,
Heritage Angus Beef

Cool 
cocktails

AsKMeN eDItors

Askmen.com

editorial@mediaplanet.com

“summer is a good 
time to exercise the 
discipline of doing 
things right. to 
think about having 
fun and making 
the most of what 
can be done in the 
40-degree heat.”

QUALIFY YOUR 
BEEF

QUALIFY YOUR 

1
TIP
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mix it up

Look for these Great Offers on
REFRESHING SUMMER WHITES

with purchase of 
Two Oceans 

Sauvignon Blanc with purchase of
Montecillo Blanco

with purchase of 
Lamberti Pinot Grigio 

Offers valid on 750ml bottle size only,
from June 19 - July 16, 2011.

Upon presentation of your AIR MILES Collector 
Card. Must be of legal drinking age to participate.
®™ Trademarks of AIR MILES International 
Trading B.V. Used under license by LoyaltyOne,
Inc. and the Liquor Control Board of Ontario.

Represented by PMA Canada Ltd.
www.pmacanada.com    
Please Enjoy Responsibly.with purchase of 

Sokol Blosser Evolution

$2.00
SAVE Bonus

AIR MILES®

reward miles

5
Bonus

AIR MILES®

reward miles

4
Bonus

AIR MILES®

reward miles

5

Discover Flat Roof ManorWines....
A Perfect Match with PanAsian
cuisine at Spring Rolls.

Represented by PMA Canada
www.pmacanada.com
Please Enjoy Responsibly.

FLAT ROOF MANOR PINOT GRIGIO

FLAT ROOF MANOR MERLOT

“A seductive white, good to sip on its
own, versatile with all kinds of food.”

- Gordon Stimmell,The Toronto Star

“Very tasty...tons of friendly flavour
and poise, especially for the price.”

- Gordon Stimmell,The Toronto Star

90
RATED

88
RATED

Try Flat Roof Manor Pinot
Grigio with Satay Chicken
Mango Salad

Flat Roof Manor Merlot
pairs perfectly with

Grilled Salmon &
Mango Salsa.

www.flatroofmanor.co.za www.springrolls.ca

I c e b e rg  Vo d ka . Pu rity, f o r  t h e  pe r f e c t  Tast e .

i c e b e rg s 
a n d  t h ey ’ re

YES REAL

At Iceberg Vodka we accept nothing less than perfection. That’s why we searched the globe for 
the purest source of water and found it trapped within 12,000-year-old icebergs high in the 
Arctic. This pristine ingredient is then harvested by brave Newfoundlanders in “iceberg alley”
and finely crafted into small batches of Iceberg Vodka. The result is the world’s purest and 
best-tasting vodka acclaimed by expert tasting panels the world over.

Publication: Toronto Star    Size: 6.15” x 6.7”    Colour: CMYK    
Ad Name: Real & Spectacular      Material Due Date: June 3, 2011    

Issue: Food and Beverage Supplement.

Cool  
cocktails

Blueberry Gin Fizz
2 tbsp fresh or frozen blueberries
½ oz lemon juice
½ oz simple syrup*
1½ oz Bombay Sapphire 
 London Dry Gin
3 oz soda water
Blueberries and sage for garnish

1. To a highball glass, add blueberries, lemon 
juice and simple syrup. Muddle. Fill the glass 
with ice and add Gin. Top with club soda and 
garnish with a few blueberries and a sage 
leaf.
2.Bring the water to a boil. Pour sugar into 
the boiling water, stirring constantly, and dis-
solve completely. Cool.

recipes

Raspberry Blue Bubbles
1½ oz Ursus Blue Raspberry Vodka
4-5 oz of ginger ale
Fresh blueberries for garnish 

In a tall glass filled with ice, add vodka and ginger 
ale. Garnish with fresh blueberries.

Cherry Tropics
¼ cup peeled and chopped pineapple 
chunks
5 fresh mint leaves
1½ oz Bacardi Torched Cherry Rum
2 oz cranberry juice
Fresh mint and pineapple for garnish 

In a cocktail shaker, add pineapple and 
mint leaves. Muddle. Fill the glass with ice 
and add Rum and cranberry juice. Shake 
and strain cocktail into a rocks glass with 
ice. Garnish with mint and pineapple on 
a skewer.

Kiwi ‘n’ Ginger
½ fresh kiwi, peeled 

and chopped
½ oz lemon juice

½ oz simple syrup*
1½ oz Skyy Ginger Vodka

2 oz white cranberry juice
Kiwi for garnish 

To a cocktail shaker, add chopped kiwi, 
lemon juice and simple syrup. Muddle. Fill 
the shaker with ice and add vodka and 
white cranberry juice. Shake and strain in-
to a martini glass and garnish with a kiwi 
slice.

Sour Cherry Splash
1½ oz Iceberg Vodka
2 tbsp cherries in syrup
4 oz limeade
Fresh cherry for garnish

In a cocktail shaker filled with ice, add Vod-
ka, cherries in syrup and limeade. Shake and 
strain into a goblet filled with ice and  
garnish with a fresh cherry.

Courtesy of the LCBO

editorial@mediaplanet.com

http://www.iceberg.ca/
http://www.flatroofmanor.co.ca
http://www.springrolls.ca
http://www.twooceanswines.co.za/
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EVERYONE WANTS 
A DELICIOUS, HEALTHY MEAL.
EVERYONE LOVES A HERO.
Everyone loves our classic Hero
100% Angus Beef Burger, and now,
we’re proud to welcome three lean
and delicious new sandwiches to 
our team: Turkey Burger, Grilled
Chicken Breast and Salmon 
Fillet. Enjoy them solo, or in 
one of our value-priced combos.

To find a Hero location near you, 
visit us on the web, or follow us on
facebook and twitter.

facebook.com/heroburgersheroburgers.com heroburgers.com/franchisetwitter.com/heroburgers

Visit www.heroburgers.com/herodeals 
to receive a coupon for a complimentary 
Gourmet Milkshake. 

GLUTEN-FREE OPTIONS AVAILABLE

TRY OUR 

NEW SPECIAL 

COMBO DEALS

TODAY!

HERO-star-insert-ad_Layout 1  6/17/11  4:18 AM  Page 1

Food Network Canada’s chefs Chuck Hughes and Michael Smith 
dare us to go a little further with our BBQing experience this summer by 
thinking beyond the beef and embracing new fl avours.

paying homage to the 
grand tradition of the grill

PrOFiLe

Foodie facts
 ■ Entreprenurial 

eats: Hughes 
is the owner of 
Montreal-based 
Garde Manger. 
He also left an ad-
vertising career 
to pursue culinary 
school.

 ■ Tasty tattoos: 
Hughes’ tattoos 
include lobsters, 
oysters, bacon, 
and arugula.

 ■ Seasoned 
traveller: Smith 
has cooked 
around the globe 
for 20 years.

 ■ Mighty motto: 
“Close your cook-
books, look in the 
fridge, fi re your 
imagination and 
let your instincts 
and appetite be 
your guide!” —
Michael Smith

For Chuck Hughes, star of Food 
Network Canada’s eponymous 
“Chuck’s Day Off” series and Mi-
chael Smith, host of the “Chef at 
Home” series, the basis of an out-
standing BBQ is the same as with 
indoor cooking—it all starts with 
the freshest local ingredients you 
can afford, or better still, have 
grown in your own backyard. 

Outdoor cooking is a “grand Canadian 
tradition” and therefore, worthy of some 
pre-planning, they say. 

“My all-time favourite way to cook out-
doors is to build a hard wood fi re, always an 
instant occasion maker. I tend to it with a 
cold beer in hand, as it dies down to a thick 
bed of glowing coals before fi ercely grilling 
rib-eyes with a steakhouse sear,” explains 
Smith. 

For Hughes, fresh seafood cooked out-
doors is a great way to celebrate balmy 
weather.  The best part of outdoor cooking 
is that it does not have to be complicated.  
Sometimes, thinking a little outside the 
box will give us great ideas. “In the sum-
mer, simple steamed lobster with drawn 
butter is tough to beat. After our long win-
ters, fresh locally grown veg is also huge 
for me.  It doesn’t get more local than my 
mom’s homegrown tomatoes and cucum-
bers,” says Hughes. 

Hughes also waxes lyrical about his 
piece de resistance—“fresh corn on the cob 
slathered with butter fl avoured with lime 
juice and a sprinkling of zest.” 

Telling a story through food
A society’s food tells a visitor a lot about its 
culture, but it is time Canadians communi-
cated to themselves about what they think is 
important about the food they eat. 

For a country that will be all of 144 years 
young this July 1—and so welcoming of out-
side infl uences—simplicity is necessary, if 
the food is to avoid confusion.

Therefore, “keep it simple and festive”, 
says Smith. Work out a menu that pays hom-
age to the many food traditions that make 
Canada such a great place to cook. “Look for 
locally produced ingredients that tell a story 
and whatever you choose make sure you 
have strawberry shortcake for dessert!”

For Hughes, fl ank steak salad (a nice steak, 
on top of a fresh salad of cucumber, tomato, 
red onion, avocado with cilantro and lime 
juice) is a good choice for non-seafood lovers. 
For something more spectacular, a group-
er with roasted tomatoes, cippolini onions 
and garlic confi t, topped with a hint of lemon 
zest, and to round o�  the meal, homemade 
ice cream cones, that the kids have been 
roped in to make. 

Beverages—more 
than just beers 
There’s nothing wrong with grabbing some 

good wine and a few beers to pair with 
the food, but how about stretching our-
selves to o� er a little more?

“I think people focus all their creativ-
ity on the food and would get a lot out 
of paying some attention to pre-din-
ner drinks,” says Hughes. The best part 
is that it doesn’t have to be expensive. 
“You can go crazy... Squeeze fresh fruit 
juice, mash up some herbs in a mortar 
& pestle, rim the glasses... The sky’s the 
limit!”

There is much to be gained from get-
ting out of your beverage comfort zone, 
agrees Smith. Canadians are spoilt for 
choice—having a pick of world class 

wines to the many micro breweries 
around, so give them a go. 

Still, the traditionalist in Smith has a 
special place in his heart for a good old-
fashioned G&T : “If you are outside en-
tertaining nothing beats a Gin and Tonic 
over ice in a Mason Jar!”

Chef at Home airs weekdays at 6:30 
p.m. ET/3:30pm PT on Food Network 
Canada.

Chuck’s Day O�  airs Mondays at 7p.m. 
ET/4p.m. PT on Food Network Canada.

LeADer TO LeADer

iNSpiRAtiON

DAMIeN LyNCh

editorial@mediaplanet.com

1

GO BEYOND 
YOUR CULINARY 
COMFORT ZONE

GO BEYOND 

2
TIP/

http://www.heroburgers.com
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Pairing BBQ and beverages 
is fraught with the potential 
for disaster. 
And contrary to popular belief, 
the risk isn’t really a result of the 
range of dishes at a typical BBQ. 
Rather, it’s the nature of the fl a-
vors themselves that trip most 
people up. Sweet ribs, charred 
shrimp, creamy-and-acidic po-
tato salad: These are fl avor com-
binations that challenge even 
the best cooks and beverage pro-
fessionals.

Hot dogs and beer

1
We know: This one is a 
no-brainer. But instead 
of just popping open a 

bottle of whatever you have 
lying around, play around with 
the combos. If you’re a lager 
drinker, try a dog with an ale. If 
you like lighter beers, have 
your dog with something a bit 
richer. The fun is in the experi-
mentation.

Burgers and red wine

2
Instead of sticking with 
beer or cola next time 
you throw a few patties 

on the grill, try enjoying them 
with an inexpensive red wine. 
The trick is to find a wine that’s 
hearty enough to stand up to 
the meat and the smokiness, 
but that also has enough ripe 
fruit flavors to make every-
thing a bit livelier. Look for Dry 
Creek Zinfandel, Napa Caber-
net, and Malbec from Argen-
tina for starters.

Ham and Coke

3
I discovered this pair-
ing after tasting my 
best friend’s recipe for 

Coke-glazed Christmas ham. 
And though it may initially 
sound a bit odd, the flavors ac-
tually go together beautifully: 
The bubbles of the soda cut 
through the ham’s fattiness, 
and the soda’s sugar brings out 
a similar sweetness in the 
meat, while also framing the 
smoke from the grill. Strange, 
but spectacular.

Charred corn salad 
and lemonade

4
For many of us, lemonade is 
what’s poured at the kids’ 
table. Next time you host a 

BBQ, try this combination out: 
Charred corn salad with butter and 
cilantro, and a glass of sweet-tart 
lemonade. It’ll be a revelation.

Fruit salad and moscato

5
Pairing fruit salad with 
a beverage is difficult. 
Until, that is, you take a 

sip of Moscato d’Asti alongside 
it. Go for the good stuff—no As-
ti Spumante at your next BBQ—
and marvel at how its peachy-
floral flavors sing with the 
bowl of fruit. You can even pour 
some over the fruit for an un-
expected and fizzy treat.

PAiriNG TiPS

5

Brian Freedman
Askmen.com

top fi ve 
BBQ and 
beverage 
pairings

4

3

1. Chuck working in the kitchen at Garde Manger.
2. Chuck strikes a pose in Old Montreal
3. Host of “Chef at Home”, Michael Smith.
4. Enjoying a mean at Garde Manger.
PHOTOS: COURTESY OF THE FOOD NETWORK CANADA

Premium German Beer Since 1753.
Available at the L.C.B.O

http://www.amsterdambeer.com
http://www.consciousfoodfestival.ca
http://www.warsteiner.com/en/html/index.html
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Summer: A season 
of culinary festivities 

Summertime in Toronto 
brings a wide range of activ-
ities for the foodie to indulge 
in with an emphasis on go-
ing out, having fun and mov-
ing out of your food comfort 
zone, says Eirine Papaioan-
no, the city of Toronto special 
events supervisor.

 ■ Ghouls and ribs galore: 
June 30 to July 4
Over Canada day long weekend, 
about 150,000 attendees will be en-
tertained by 13 world-class BBQ mas-
ters competing for bragging rights 
and the coveted “People’s Choice” 
Award at Ribfest, but slabs of ribs are 
only part of the experience. The mas-
ters will also wheel out the fi nest 
pulled pork, baked beans and freshly 
squeezed lemonade imaginable. 

 Apart from the celebrated Rib-
bers’ Row, this year’s Ribfest also 
boasts a new attraction, a haunted 
house.  “It is going to be Canada’s 

scariest house,” promises Ribfest 
co-chair Justin Di Ciano.  Built by at-
risk youth identifi ed by the Toron-
to District School Board, the young-
sters will sport theatrical make 
up and masquerade as the scary 
people in the house. There will al-
so be face painting, clowns and ma-
gicians, in addition to a carnival. 

 ■ Summer fun with a twist: 
July 8 to 24
 “Summerlicious is a wonderful op-
portunity for everyone to really ex-
perience the wide range of food 
available in Toronto and to dine 
at really good restaurants at great 
prices,” says Papioanno.   This year, 
more restaurants are stressing cre-
ative use of good quality local pro-
duce, she adds. There’s also a wide 
range of ethnic cuisine, including 

Peruvian and Moroccan.
The festival began in 2003 with 

only 36 restaurants, but has now ex-
panded to include 150 participating 
restaurants. Demand at some of the 
more well-known restaurants is pre-
dictably brisk, so Papaioanno sug-
gests persistence.

“If you don’t get your reserva-
tion the fi rst time, try again. Al-
so give the other participating 
places a go, you might very like-
ly fi nd a hidden gem in your lo-
cal neighbourhood,” she advises.

 ■ Str8 beer/Queer beer: 
August 5 to 7
The Festival of Beer, at Bandshell 
Park, is celebrating its 17th year and 
has expanded its o� erings this year 
to include a “Queer Beer Festival” on 
August 4th, featuring more than 120 

brands. 
“Our research showed that the 

gay and lesbian community are beer 
drinkers but they tend to lean to-
wards the larger breweries. This is an 
opportunity for us to showcase bou-
tique beers too,” says Festival of Beer 
president Les Murray. There will also 
be a wide range of food on o� er, in-
cluding BBQ, roasted corn, oysters, 
wings and poutine. 

Other points of interest in the beer 
festival include an Oktoberfest pavil-
ion, spotlighting German beers and a 
“mashup” section, where beers will 
be combined to create a new prod-
uct. There will be four such beers in 
all, involving eight microbrewers.

 ■ Food with a conscience: 
August 13 to 14
The Fort York National Historic Site 
will play host to the fi rst ever Con-
scious Food Festival, a Canadian col-
laborative event to help promote 
the growing sustainable food move-
ment while introducing Toronto-
nians to food that is local, natural, 
healthy and delicious.

INDrANI NADArAJAh

editorial@mediaplanet.com

 ■ Question: looking to sample 
the best dishes offered this 
summer?

 ■ Answer: toronto offers a 
smorgasbord of delectable 
events for you to dig into.

NOTABLe NOSHeS

 ■ The Sultan’s Tent & Café 
Moroc: Moroccan cuisine, North 
African decor, a stellar feast and 
beautiful belly dancers.

www.thesultanstent.com/ 49 
Front Street East, Torornto, ON 
M5E 1B3 (416) 961-0601.

 ■ O.Noir – Blind Dining: Stimu-
late your senses as you enjoy 
great food and friendly staff in 
complete darkness. 

http://www.onoir.com/  620 
Church St., Toronto , ON , M4Y 
2G2 (416)-922-6647

Czech pilsner
First produced in the 1840s in 
the Czech city of Plzen, this 

lager is smooth and crisp. Pilsners 
typically use the Saaz hop to pro-
duce a strong, slightly spicy or 
fl oral taste and aroma, which is 
one of its unique characteristics. 

Macro lager

 Macro lagers, as the name 
suggests, are mass-produced 

fi zzy lagers like Budweiser. Typ-
ically, these crews are light bodied 
and pale with few hops and thin 
malts, produced with cereals such 
as rice and corn to thin out the 
beer’s body.

Dark ale

 Dark ales, whose style in-
cludes porters and stouts, are 

brewed using dark-roasted barley 
malts. These beers range from 
brown to black in color, with ABVs 
of between 3.75 to 10 percent.

Bock

 A strong German beer, it’s 
stored for extra months to 

produce a brew with a super-ro-
bust character and dark amber or 
brown color. Bocks are very malty, 
with medium hops to 
compliment.

Belgian witbier
This Belgian wheat beer, also 
known as the Belgian white 

beer, tastes like coriander, orange 
peel or other spices. The beer’s dis-
tinct color comes from the yeast in 
suspension. 

Beer may be king, but to 
limit yourself is to miss out 
on one of the great treats of 
the season: 
Pairing BBQ and wine. Here are our 
top three BBQ wines for the season, 
all available right here in Ontario.

Rosé: Finca Alcayata 
Malbec Rosado 2010

If ever there were a wine cus-
tom-made for barbecuing, 

then rosé is it. And no, we’re not talk-
ing about the sweet stu�  here: Put 
down the box of white zin and slow-
ly back away from the liquor-store 
shelf.  Instead, we prefer a classically 
dry, fruit-driven rosé like this one. 
Its bright, juicy fl avors make it per-
fect with most anything you’ll serve 
at a BBQ.

White: Suavia Soave 
Classico 2008

 Soave is one of the great BBQ-
friendly whites, and yet far too 

many people remain unfamiliar 
with it. It’s a shame because a bottle 
like this demonstrates everything 
that’s so right with these delicious 
northern Italian whites: It’s crisp 
and mouthwatering, which makes 
it perfect with potato salad and 
grilled shrimp, but also rich enough 
that it’ll work perfectly with chick-
en and heavier fi sh dishes. Give this 
one a try.

Red: Michael and 
David Phillips Old Vine 
Zinfandel “7 Deadly 
Zins” 2008

Sweet-smoky ribs at a BBQ can 
be a wine-pairing nightmare, 

and make whatever you have in your 
glass taste bitter and harsh. But this 
rich, lush California zinfandel, with 
its deep fruit and spice, will not only 
pair perfectly with ribs, but also bur-
gers, grilled steak, and even bitter-
sweet chocolate cake for dessert.  
This is classic zinfandel, and custom-
made for summertime BBQ’s.

DON’T MiSS!

tAStES OF ONtARiO
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Big taste awaits outside the city
Surrounding Toronto are 
some of the most spectacu-
lar ways to spend a day or a 
weekend getaway! 

Lake Erie North Shore and Pelee 
Island, Prince Edward County and 
Niagara Peninsula make up the 
four primary viticultural areas 
of Ontario, rich in the founding 
traditions of Ontario wine mak-
ing. A tour to one of Ontario’s 
four wine regions offer travel-
lers an opportunity to appreci-
ate the great wine, the fresh food 
and the amazing people who work 
year round to keep Ontario an 
internationally respected wine 
region. 

Unlike the more raucous Ni-
agara Falls, Niagara-on-the-Lake 
revels in understated elegance, 
where snowy white tablecloths 
and shining silver is the norm.

It is also the culinary capital 
of Canada, says Janice Thomson, 
executive director of Niagara-on-
the-Lake Chamber of Commerce. 

 “No town of our size has the 
range of dining options per cap-
ita. Our most creative chefs work 
together under the umbrella of 
Signature Kitchens, in recogni-
tion of their commitment to high 
standards of food preparation, 
presentation and service,” she ex-
plains. 

Inns and spas
The Vintage Hotels, a collection of 
CAA/AAA four-diamond hotels in 
the greater Niagara-on-the-Lake 
region, offer a quiet and romantic 
escape to the urban dwelling To-
rontonian. 

“People come to experience 
Wine Country, the Shaw Festi-
val (in its 50th anniversary sea-
son this year), the history and the 
fine dining,” says spokeswoman 
Dianne Turner. 

The Millcroft Inn & Spa, one of 
Ontario’s most prestigious such 
getaways, is in the Village of Al-
ton-Caledon and offers relaxation, 
unforgettable cuisine and un-

matched serenity. 

Excellent entertainment
The 11th Jackson Triggs Amphithe-
atre Concert Series allows visitors to 
experience top Canadian perform-
ers while savouring Niagara’s wine 
and local fare.  

Apart from the dinner menu, 

which can be pre-ordered, there are 
less expensive options like the $15 
picnic basket sans wine. There are al-
so “small plates” o� ering sandwich, 
soup, salad and cheese and charcu-
terie for $20 and less.

Quality to drink to
Ontario wine sales are increasing by a 
robust 12 percent annually, outstrip-
ping the sales growth of its foreign 
competitors, reports VQA Ontario. 
Rosé wines continue to do “very well”, 
says Julie-Ann McNeilly, merchandis-
ing project coordinator & administra-
tion at the LCBO, while sweet Ontario 
ice wines remain popular.  Meanwhile, 
sales of Ontario craft beers, which are 
matched with foods like chocolate and 
cheese, that have been “on fi re” all year 
round, adds McNeilly.

Visit http://winesofontario.org/ for 
a list of all wineries, route maps and 
itinerary suggestions.

DAMIeN LyNCh

editorial@mediaplanet.com

the top
summer beer 
and wine picks

AsKMeN eDItors

Askmen.com

editorial@mediaplanet.com



A speciAl Advertising feAture by MediAplAnetA speciAl Advertising feAture by MediAplAnet  June 2011  ·  7

GREAT BEER LIVES HERE

GREAT TASTING BY NATURE
Mill Street Original Organic Lager is now also available 

in 473 ml cans at the The Beer Store and LCBO.

pANEL OF ExpERtS

Question 1:
What makes the best 
summer outdoor patio 
beer?

Question 2:
How can beer be 
incorporated into 
summer food recipes? 

Question 3:
Burgers being one of 
the most popular 
summer foods, what 
qualities should 
people look for when 
pairing beer with their 
burgers? 

Joel Manning
Brewmaster,
Mill Street Brewery

Johnathan Lowes
Brewing Specialist, 
Molson Coors 
Canada

Marek Mikunda
Brewmaster,
Steam Whistle 
Brewery

Adding beer to a  recipe can 
enhance particular ingredients, 
help blend the fl avors of the dish, 
or just add that little zing that 
your meal might be lacking.  Re-
place the use of water in any reci-
pe to impart unique fl avors within 
the dish; for example, use a lager-
style beer instead of water in a cold 
soup like gazpacho; or, marinate 
a light meal like halibut.  If you’re 
really trying to impress, make an 
ice cream fl oat by adding scoop of 
vanilla ice cream to a dark porter 
and add drizzle of maple syrup.

Beer is a great substitute for 
any liquid in a recipe whether 
the recipe calls for water, chicken 
stock, fruit juice or wine. Beer will 
add a nice robust fl avour to reci-
pes without overwhelming with 
sweetness when wine or juice 
might. Beer is perfect for marin-
ating anything you’ll barbeque, is 
great to splash on food as you are 
grilling (spritz with beer instead 
of water to keep fl ames down) and 
also o� ers a unique fl avour if you 
soak wood chips in beer before 
smoking. Plus beer keeps the chef 
well satiated while they tend to 
the hot grill.

Beer can be used several ways 
both as an ingredient and as an ac-
companiment.  Dark beer can be 
used as a marinade for red meat 
and pale beer can be used for fi sh.  
Fruity ales and wheat beers can be 
incorporated into vinaigrette for 
summer salads.  Be aware of bit-
terness levels in the beer used in 
cooking since bitterness can often 
get concentrated during cooking.  
When steaming seafood, beer can 
be added to the broth to add com-
plexity and fl avor—Belgian-style 
witbier and mussels is a classic!

Summer to me means barbequ-
ing. A couple of favourites of mine 
are beer can chicken where the 
chicken uses the beer to help keep 
the whole chicken moist while 
slowly cooking over the charcoal. 
Also bbq sticky ribs when making 
up any sauce I always use beer for 
my liquid base.

Nothing resonates summer 
better than a great burger o�  the 
barbeque and a cold beer in your 
hand. A well-chosen beer paired 
with a flavorful burger can re-
juvenate your taste buds and make 
for an extra special summer bur-
ger moment. The beer should com-
plement, not overwhelm the food, 
and encourage the fl avors of the 
food to shine. For example, a burger 
rich with a barbecue sauce should 
be paired with a sweet beer such 
as Rickard`s Dark which contains 
subtle hints of Quebec Maple syr-
up; whereas, a lean burger should 
be paired with a clean, crisp lager.

Pilsners are good for quench-
ing your thirst after savory 
foods and cutting the heat on 
spicy food.  They are also great at 
cleansing your palate after fatty 
foods and getting your mouth 
ready to taste again. So pairing a 
burger with our Pilsner is about 
as good as it gets.

Contrary to what you might 
think, beers with a little more 
fl avour work best matched with 
burgers.  Pale lagers sometimes 
are overpowered by the fl avours 
of the meat, sauce and garnishes 
of a barbequed burger.  Pale Ales 
and traditional European-style 
pilsners work very well since the 
caramel malt on their palates 
combine with the carameliza-
tion of the beef and their higher 
hop rates can shine through and 
compliment sweet spiciness of 
various sauces.

A burger decorated with some 
strong cheese would pair nice with 
a west coast pale ale. Wit or Wheat 
beers with low carbonation would 
be a excellent match to cool down 
the heat from a spicy burger.  

Lager style beer  is excellent for 
sipping on hot, summer days. Its 
clean, crisp, light body and hoppy 
fl avor will satisfy your thirst like 
no other. This style of beer is char-
acterized by its amber-gold color 
with subtle hints of malt, fi ne bit-
terness and fl oral hop aroma.  It is 
fermented cold and aged cold to 
produce a wonderfully fl avorful 
beer, smooth refreshing and very 
versatile with food.

What I look for in a beer  when 
I’m drinking on a summer pat-
io is a cold, crisp beer that will be 
refreshing. I would recommend a 
Pilsner as this beer style o� ers a 
perfect equilibrium: sweet malt-
iness balanced by a clean, crisp 
fi nish and pleasant lingering bit-
terness. Just the right amount of 
hops provides a clean taste and 
provides great drinkability.

Great summer patio beer is re-
freshing and has enough dryness 
to it that it is truly thirst quench-
ing.  Regular or lower strength 
beers are in order so that you don’t 
get dehydrated sitting outside in 
the sun!  Don’t feel like you can on-
ly drink pale lagers on the patio!  
Although lagers are often the go-to 
patio style, unfi ltered wheat beers, 
amber ales and even stouts can be 
very refreshing and the dry, herb-
al hop character of some pale ales 
make them perfect summer qua� -
ers!  Bear in mind the type of food 
that you will be eating with them 
and experiment!

Depending on your tastes 
there are several types of pat-
io beers available to enjoy.  Beers 
made with fruit and botanicals 
are very refreshing: Saisons and 
Wit beers would be excellent ex-
amples.  A pale ale can be very re-
freshing for someone who enjoys 
a little hop/bitterness in their beer, 
but nothing beats a tall cold glass 
of a good German Pils.

Jamie Mistry 
Brewmaster,
Amsterdam Brewing 
Company

Fighting childhood hunger the “ribs” way
Entertainment and food 
aside, this year’s Ribfest has 
a serious purpose—fighting 
youth hunger.
 Hosted by the Rotary Club of Etobi-
coke, Ribfest has turned out to be 
its single biggest fundraiser, en-
couraging Torontonians to shell out 
more than $2 million to help vari-
ous community projects over the 
past 11 years, according to Justin Di 
Ciano, Toronto Ribfest co-chair. Last 

year alone, the festival helped raise 
$250,000. 

The scourge of 
childhood hunger
This year’s theme is eradicating child-
hood hunger in Toronto. Spare change 
donations at the gate will fund vital 
breakfast and lunch programs for To-
ronto students. 

Another benefi ciary will be The To-
ronto Food Initiative—a community-

based collaboration between the PACT 
Urban Peace Program, The Toronto 
District School Board, and Rotary. Pro-
ceeds will help support 100,000 square 
feet of PACT schoolyard gardens, in-
volving over 1,000 students and at-
risk youth. The students will cultivate 
more than 40,000 pounds of fresh or-
ganic vegetables for local food banks.

“Our common goal is to provide an 
integrated approach to ending hun-
ger, including educating youth about 

food security issues and providing 
sustainable food-delivery models 
for those most at need,” explains Di 
Ciano, adding that poor nutrition is 
one of the leading causes of under per-
formance by inner-city students.

Big plans for Ribfest
 More than 150,000 people fl ock to Rib-
fest every year to gawk at the antics 
of BBQ chefs and ambitious plans 
are afoot to raise the festival’s profi le 

over the next three years. However, Di 
Ciano is adamant that Ribfest will not 
become a super-slick event that will 
turn regular folk o� . 

“We will always maintain the char-
acter of the event and it’s always go-
ing to be at Centennial Park. What’s 
better than ribs, beer and fun on 
Canada Day?”

INDrANI NADArAJAh

editorial@mediaplanet.com

the top
summer beer 
and wine picks

http://www.culinarycapitalofcanada.com/
http://www.millstreetbrewery.com/
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2x15 coors light
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2x15 canadian

Just in time for the Canada Day long weekend

2 WAYS TO GET IT!

AVAILABLE AT
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Available at The Beer Store for a limited time. Must be legal drinking age
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