
big whisky houses have started marketing whiskies 
without age statements, to give them wiggle room. 

Yet the malt lover should not give up hope. The cav-
alry is riding to the rescue, from the direction you least 
expect it. There is no law, you see, that says malt whis-
ky has to be made in Scotland. It’s not like the copper 
pot still is Area 51 technology, and barley grows all 
over the world—hell, the Scots will even sell you some 
of their peat-smoked malt if you want to make your 
whisky smoky like so much of 
theirs. And indeed, the last 20 
years have seen a boom in malt-
whisky making all around the 
world. Today, single malts are 
being made and marketed ev-
erywhere from Australia and 
New Zealand to Scandinavia, 
Germany, France, and all over 
Europe to Taiwan, India, and 
even the U. S. A. and Canada. 

We’d review a bunch of 
these, but production is still, 
for the most part, small, and 
distribution local. Few exam-
ples indeed even make it to the 
big markets in New York and 
California, let alone elsewhere 
in the country. (Though many 
are available through mail or-
der.) But that will change. Con-
sider this article a BOLO, a “Be 

On the Lookout” alert, because here’s the 
thing: What we’ve tasted of these global malts 
has given us grounds for optimism. Take the 
[2] Mackmyra from Sweden, for example, 
which is bright and clean and fun, or the  
[3] Armorik Classic from Brittany, in France 
(a Celtic region, it must be pointed out), which 
is as dark and leathery and even brandylike 
as the Mackmyra is sunny. Both of these are 
bottled pretty young and are still a bit nippy, 
as is the McCarthy’s single-malt from Clear 
Creek in Portland, Oregon, three years old 
and as smoky as a mesquite fire. But these 
companies are still young, and their whis-
kies can be expected to mellow in time. (In 
the meanwhile, an ice cube works wonders.) 

But there’s more to the story than young 
and experimental whisky. [1] Amrut, from 
India, is made by a company founded in 1948 
that has been experimenting with malts 
since the 1980s. All it takes is one taste of its 
spectacularly Scotchlike Fusion, a blend of 
whiskies made from peated Scottish malt 
and unpeated Indian malt, 
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et’s assume, for the sake of argument, that you’re a 
great appreciator of single-malt Scotch whisky. A 
safe assumption, to be sure, particularly now, when 
spring is still a matter of hope and winter’s chill fin-
gers yet grope and pry. What with its light honey-
sweetness; its subtle hints of apricot and pear, toffee 

and leather and dark chocolate; its incomparable warming prop-
erties, the whisky the Scots distill from malted barley is a lovely 
thing. Pretty much the whole world has come to that opinion, some 
parts long ago and others far more recently. Nothing wrong with 
that. But some of those latecomers have also recently come into a 
whole lot of money. Which means they’re going to be buying more 
and more bottles of good Scotch, and, unfortunately, you’re prob-
ably going to be buying fewer and fewer of them. Fine Scotch is a 
luxury good, and luxury goods follow the money.

We don’t mean to say that China and India and the other boom-
ing economies of Asia will be drinking up all our Scotch. It’s not 
that simple. But Scotland’s distilleries are running at pretty much 
full capacity now, and even though they’re building new ones and 
expanding old ones, Scotch isn’t vodka; you can’t make it over-
night. There’s the small matter of 12 or 18 years’ slumbering in the 
wood as the whisky slowly and gently oxidizes and absorbs lig-
nins and tannins and whatnot. In the meanwhile, you can expect 
to see younger whiskies and higher prices—indeed, many of the 
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nAtions steps up in A huge wAy. whew. 

w
h

at
 dave’s drinkin

g

C o n t i n u e d  

1
2

4

5 6

3

doMAine du 
tAriquet 

Xo BAs-
ArMAgnAC 

($78)
France has two 
great brandy-

making regions, 
Cognac and  

Armagnac. But 
Cognac inherit-
ed all the mar-

keting brains in 
the family, and, 

as a result, 
good sipping-

grade cognac is 
really expen-

sive. Good  
armagnac is  

expensive, too, 
but not ridicu-
lously so: The 

Tariquet XO, a 
spicy, almost 

peppery, leath-
ery, and lean 
(but not too 

lean) spirit that 
lingers in your 
mouth like it 

was waiting for 
a check, costs 

only two thirds 
of what a  

cognac of equiv-
alent quality 

does. 
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