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NOSTALGIC COCKTAILS CREATE A LASTING .
IMPRESSION THAT GOES BEYOND
'HAPPY HOUR.

By Brenda Silva

T: The classics never go out of style, and
e never considered gauche when ordered or
purchased. Such an assertion is true whether
he classic is Shakespeare or Chanel, Bentley
or Botticelli. The same applies to classic cock-
tails, the latest trend in the media, as well as in
some of the finest restaurants and bars around
the world.

As the spirits industry continues to develop new
products and flavors, prime time advertisements
are evidencing a sense of classicism. Reminis
cent of when cocktail hour required suit coats,
current commercials feature an air of sophistic
tion via Hugh Hefner (Stolichnaya vodka), fou
dapper-dressed friends playing cards (Ketel ©
vodka), and “the most interesting man i
world” (Dos Equis beer), who reminds,vxewer?
to “stay thirsty, my friends.”







