


Consultant Heidi Peterson Barrett between
the bins at the Napa Wine Company

valley's most soughrt-after, and therefore

least-available cabernets. Her « lient roster
includes names like Screaming Eagle, Para-
digm, Showket and Jones Family. One of
her newest projects is her own, La Sirena,
which has just released its second vintage ot
cabernet sauvignon, the 1997. All of her

labels fetch high prices, selling out primari-

ly on her reputation as a winemaker, but
Barrett herself is low-key, unfazed by all che
attention directed her way. With wine-
stained jeans and unkemprt hair, she seems
the type most at home in the cellar or out
in the vineyards, rather than in che flashy
auction world where many of her wines
change hands for staggering amounts.
Asked about the instant popularity of
some of her wines, Barrett says, “Limited
quantity is important. If you only make 500
cases or less, it is a bit more special because
there isn’t any of it, and people are always
after things that they like and can't get. |
think it a

can really pick a tew winemakers who are able

so gathers a following when people

to be consistent with their quality. Then they
go, 'Oh, that's from this person, 1t's going to
be good.” They know you're never going to
put your reputation out there on something
that you didn't give your best shot.”

Barrect, like Melka and Egelhott, pr:-i':-ru
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working with small, primarily estate pro-
JECLS, where the 1'1‘3_:]::r:|{1|i'[}' of the wine can
show through. “I like to really show off
what a given piece of ground can do,” she
says, ‘and cry to ler it reach its potential,
whatever that is. That's a lot of fun to me. I
ery to make it in a really balanced, elegant
style. That's the part cthat [ try to bring, burt
the fruit flavors, that’s totally the vineyard.

| just try to enhance them.'

FOCUSING ON SI'T1

Barrett touches on one corollary effect of the
popularity of “celebrity” consulting winemak
ers: an increased attention to site. The bench-
mark for the great Napa Valley cabs used to
be cthe big, reserve blends, such as Beaulieu
Vineyards Georges de Latour Private Reserve,
Robert Mondavi Napa Valley Reserve,
Beringer Private Reserve. Blended from a
number of different vineyards throughout
Napa Valley, these wines give a general pic-
ture of the valley's cabernet. The new wines
from tiny estates have spurred their customers
to see the valley as a parcchwork of smaller
growing areas. Those who follow David
Arthur, a hillside estate above Ruthertord, or
Jones Family, which comes from hillsides up
mear ,|_|_|'-,1-::|IL:,|_ Il”l.l‘:,'r'\r-”]i{ “.|1.I.|f |f|H' .‘*-.'.+]1,| 1II.'.11-

lev can create a number of rlldtml'.‘_; ditterent
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styles of cabernet. These are wines from specif-

ic places, from two and three-acre um-j.'.:rch
thar a visitor can take 1n at a glance, I

“Estate wines are what excite people,

says Melka. “They feel much closer to the
business than when they visit a huge win-
ery. They see a vineyard and aestherically it
is beauciful in their minds, and i1t retlects
the beauty of the wines.”
Egelhoff agrees, adding, “I chink i
allows a consumer to realize thar everything
i5 happening right there, that grapes aren!
being bought, blended in God knows what
manner.” Estates are also a more stabl
business model for the smaller winerie
SINCE "|.'II!'I:_':I.'.:IFI.I. SOUCCES |hl.:IIL‘.'=.' ]Iilthi‘ﬁ. Or COdl
tracts run out i'.l-,_u'”ur” }'I.Iw l':ul.lil[ al !'.'.l'-'
rwo of the brands for whom he makes wing

around ]*llth,m_':i fruit (2480 and Richas

Parcridge), and he knows that purchasmn

fruit every year is a risky business. “Sous

ing fruit at this level is incredibly dithcul

[t's taken knowing people and havig
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deals where they could walk away from m

The price has gone up every year, and @
vear it jumped rwenty-five percent in s
vinevards. It's ridiculous. Your hands &
tied, and all you can do 15 go to the ows

of the brand and say you re gonna pay n



