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WSJ TEST KITCHEN: JUICERS

ON WINE: LETTIE TEAGUE

Just in time for detox season, we
put several juicers to the test with
apples, carrots, watermelons and
even sweet potatoes. In addition
to style and durability, we gave
points to machines with mouths
large enough to fit whole apples
and that produced dry pulp
(a sign‘of juicing efficiency).

be jacked up to tackle mare stubboen
substances, we didn’t entirely see the
point of the LCD screen.

De Longhi Julce Extractor
$200 // shopdelonghi.com

that not only locks nice, but also saves
precious counter space.

MINUS: Despite the suction on its
bottom, it cccasionally crept a few
Iinches across the counter and required a
steady hand to keep it in place.

THE SWEET DEAL

Hamilton Beach Big Mouth
Juice Extractor
$70 // hamiltonbeach.com

"} The Outrage of the Upsell

A FRIEND OF MINE just bought a
new car (teak-brown metallic Audi
A4). And instead of trying to Jack up
the price with additions like auto-
dimming mirrors and low-gravity
tires, the dealer~contrary to all car-
salesmen clichés—made no attempt
at an *upsell.” My friend simply paid
the agreed-upon amount and drove
his car off the lot. I only wish that &
sommelier I met recently at a high-
profile restaurant in San Franeisco
had proved as principled as that
New.kmywduhr

The restaurant, considered one of
the best in the city, has a first-rate
reputation for its wine and food. Af-

approached
and 1 told ber the wine that 1 was con-
sidering. The sommetier—who knew |
was a wine writer—asked if I was fixed
o that particular bottle. I told her that

ple,slusﬂdudpo[mdtoom-—ﬂn
1993 Domaine Jean-Jacques Confu-
ron, Les Vignottes, for $160. It was a
Burgundy from a very good producer,
from a successful year—but it was
also $100 more than my original se-
lection, 1 a bit, 7

something to the effect that 1 “wasa’t
really that special,” but | was taken
aback. I'd chosen a very nice wine and
yet had been made to Jook like a
tightwad in front of my friend. I held
my position and the sommelier left
with an order for Beavjolais and me
with the realization that 1'd been the
almost-victim of a $100 upsell,
When I recounted the story to
friends and a few wine profession-
als, many reported they'd had simi-
lar experiences at equally good res-
taurants. My friend Suzann was
successfully upsold at another fash-
ionable San Francisco spot. After
she and her husband had each had a
glass of wine, the waiter suggested
that they try “something really spe-
clal” (there's that word again). The
waiter didn’t offer further details,
but the special wine turned out to
be $25 a glass—twice as much as
their two previous glasses. *And it
wasi’t even that good,” Suzann said.

Thurgau, the sommelier countered
with an $80 wine, Alnn'smpaum
direct if

ﬂwy.too,mbeenonI}mman
end of an aggressive upsell—I figured
they were granted some sort of pro-

'Wewldmemnﬂkrlmw
were Jooking at some wines in the
$80-10-$100 range, and he kept push-
Ing $180-10-$200 wines,” Mr. Stuckey

Mr. Stuckey said this sort of expe-
rience is often the result of a restau-
rant not focusing enough on the
“craft” of tending to the front of the
house. “We spend so much time fo-
cusing on celebrity chefs and not
enough on service,” he said, It can
also happen when a Isn't
on the floor with his staff. “If the
manager was around they could stop
that sort of behavior,” Mr. Stuckey
said (assuming the management
isn't engineering the upsell).

Aldo Sohm, wine director of Le
Bernardin in New York, is on the floor
& great deal of the time, yet he re-
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The more I thought about my upsell experience and
those of my friends, the more anachronistic such
tactics seemed—a throwback to the bad old days when
sommeliers regularly terrified obsequious diners.

sald. “Clearly the guy didn't care about
us—he just wanted to get the chock av-
erage up.” In the end, Mr. Stuckey took
one of the sommelier's suggestions and
ended up not with something “special,”
but with a disappointing, overpriced

wine that was on its way over the hill.
Mr. Stuckey even sent the sommelier a
mmmmmnmm

the said he

friends aren’t worth that much.”

called getting a call from a customer
who complained that one of the res-
taurant's sommeliers had upsold him
on a wine by $20, Mr. Sohm was ap-
and invited the customer to re-

turn to the restaurant for a bottle of
wine on the house, “When you do
something like that you break the
customer’s trust,” he said,

‘The more I thought about my up-
sell experience and those of my

friends, the more anachronistic such
tactics seemed-—a throwback to the
bad old days when sommellers regu-
larly terrified obsequious diners, tak-
ing advantage of thelr ignorance and
fear, How was it that today’s wine
drinkers, more knowledgeable and
confident than ever before, are still
somehow forced to play along with
an aggressive sommelier? And even
more importantly, is there & way to
outwit such professionals, short of
announcing one's monetary limit out-
right? After all, no one has to say to
a waiter "I'm not spending more than
$25 on a main course” to keep from
being upsold from chicken to steak,
Mr. Stuckey advises pointing out
some wines in your preferred price
range (perhaps out of sight of your
guests) to let the sommelier know
*where you want to be on the wine
list.” If that fails, don't be afraid to ig-
noreé your sommelier's if
you're sthll being nudged toward a

ing a bottle, grab hold of your wal-
let—or better yet, go to a restaurant
where they'll allow you to BYOB. Af-
ter all, you can’t be upsold on a wine
that you bring yourself.

» Read the On Wine blog at
blogs.wsj.com/wine. Email Lettie
at wine@ws).com.

Assembling and

X ing this
little machine is a cinch, too,

MINUS: The Big Mouth was the only
winning juicer made of plastic and not
containing at least some stainless
steel=but a ttle sturdiness was all we
sacrificed for the price.

] OENOFILE: WHEN YOU CAN BYOB The surest way to avaid an agqessive upsel is to bring your own wine, Here are five 1o try,

Oum'n'hliﬁtwhsu.




