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Future Brands is now Beam Global Spirits and Wine.

Their current portfolio of brands includes: Jim Beam Bourbon, 
Courvoisier Cognac, Sauza Tequila, Laphroaig Single Malt
Scotch, Windsor Canadian, DeKuyper Cordials, Maker's Mark
Bourbon, Vox Vodka, Starbucks Liqueur, Canadian Club
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including Minnesota State Manager Greg Giannini.

*For more on the Minnesota Beam Global team, see page 10.*
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MMBA President’s Message

All of us lead busy lives professionally
and personally. It's often difficult to fit
everything into a schedule unless we
plan ahead. With this in mind I
STRONGLY SUGGEST (That’s for 
you, Dan Bahr!) that you mark your
calendars, with a Sharpie, on January 27,
2009 to attend our ANNUAL MMBA/
MLBA Legislative Day in St.Paul.

This is your opportunity to educate your
legislators on the value of municipal
liquor in your community. It is also the
time to tell them how important the 
revenue you produce is to your commu-
nity and how potentially damaging it
could be if that revenue stream were
reduced or negated! This event has more
positive long-term implications to our 
industry than any other!  Your municipal
voices make a great impact at the
Capitol! Mark down this date! 

Paul and I visited one of our stores
recently that had little interest in 
promoting the community value of their
liquor department. As you may notice by
the photo they're not doing very well. 

Your responsibilities as a municipal
liquor manager only start at operational
issues. Tell your City Council and your
residents what an asset your enterprise
fund is to all members of your 
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community! Don’t let your store end up
like this one! Be a community leader, not
just a beer buyer!

Your purchasing practices should include
checking for low prices on spirits from
all of your distributors. This business
practice should also follow through to
your dram shop insurance. Your local
agent may be your friend or your 
brother-in-law but sending him, or her, 
to the Dominican Republic on your
insurance premium overage should not
be part of your business plan. Tony
Baldwin at Wells Fargo Insurance
Company has consistently saved our
member combination stores money since

forming the MMBA group rate plan.
Rogers has insured through Wells Fargo
since the programs inception.

Give Tony the opportunity to save your
city some money. He can be reached at
952-830-7353. Call me with questions!

Our condolences to Deb Dahlberg from
North Branch whose son was fatally 
injured in a tragic accident. Our thoughts
and prayers are with you! 

Support those who support you! Please
consult your commercial member list at
the rear of this publication when making
your purchasing decisions!

Gary Buysse
President

• Management Articles

• Conference Highlights

• Commercial Membership
Contact Information

• Industry Links

• Magazine Archives

• More!!
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Over 100 beverages
Shamrock Beer Systems
Walk-in Freezers/Coolers
Shamrock Water Filtration
Bulk CO2, other gasses
Service, repair, installation
Ice machine rentals
‘Purefect’ Ace Ice

One call.
If it has anything to do with beverages, ice
or refrigeration, call the Shamrock Group.

With our expert attention to detail, starting
with us will set you up for business succcess.
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©2008 Jacob Leinenkugel Brewing Company, Chippewa Falls, Wisconsin

Visit the Leinie Lodge® at leinie.com.

Brewed with select malted Wheat and Yakima Valley Cluster hops, and just a touch of real
Wisconsin honey, Leinenkugel’s® Honey Weiss is filtered for a nonhazy, light amber body
and clean, drinkable flavor. Garnish it with a lemon wedge and really squeeze in some fun.

Jacobson Rost Ad 5947-21
Draft
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TEST YOUR MARKETING IQ

1. A reasonable way to find out 
what will motivate buyers to 
make a purchase in a particular 
category is to ask how 
important 30 or more different
attributes and benefits are 
when considering a brand, 
product, or service.

True or False

2. Advertising pre-testing is a 
waste of time. You can’t really 
know the effectiveness of an 
ad unless you run the ad in 
the real world.

True or False

3. As many as two-thirds of 
buyers in a category are price 
insensitive - meaning they are 
willing to pay more for a 
product if it meets some other 
important purchase criteria.

True or False

4. Most marketers will earn more
profits from new products in 
the next two to three years 
than from existing ones.

True or False

5. Most contemporary approaches
to market segmentation 
including need state, lifestyle, 
and attitudinal segmentation 
yield useful, pleasing results. 
They are actionable because 
they help find targets which 
are very profitable.

True or False

6. Brand equity and customer 
equity are two almost inter
changeable concepts used by 
marketers to help evaluate 
their brand(s) relative to 
competitors.

True or False

7. Sports and event marketing 
are proven ways to help build 

a brand. That’s why they 
have become an important 
component in many marketing
budgets.

True or False

8. Once you know what motivates
buyers in a category, you 
have all the information you 
need to develop a powerful 
positioning strategy.

True or False

9. In most companies today, 
marketers have measured 
the links between the inputs 
to a marketing plan-budget 
dollars, GRPs, etc. and the 
outputs-awareness, preference,
incremental sales, etc.

True or False

10. Media planners at most 
major advertising agencies 
know little about the relative 
ROI of traditional print, 
television, radio, and out-of-
home advertising.

True or False

11. Product-based positioning 
strategies - those which 
make claims about product 
performance or effectiveness 
- are a thing of the past. 
They are no longer effective 
because there are just too 
many brands and the tangible 
positioning possibilities are 
much more limited.

True or False

12. Most marketing and 
advertising programs are 
measured in terms of their 
profitability, typically on an 
annual basis, if not more 
frequently.

True or False 

13. The most profitable customers 
of a firm are usually the 
biggest buyers in the category -
they are often labeled the 
‘heavy users’ or ‘heavy buyers.’

True or False

14. According to the latest 
research studies, the average 
ROI for consumer advertising 
is negative.

True or False

15. American companies are 
increasingly successful at 
satisfying customers. Across a 
broad range of industries, the 
average grade is ‘B’ or better.

True or False

16. Female marketing executives 
are perceived to take a far 
more deliberative approach to 
making marketing decisions 
than their male counterparts, 
as well as far more focused 
on long-term rather than 
short-term results.

True or False

17. Big companies generally make 
their strategic marketing 
decisions after evaluating 
many different alternatives in 
terms of forecasted profitability.

True or False

18. One-hundred percent customer
satisfaction is an admirable 
business objective.

True or False

19. Thirty to forty percent or 
more of American brands are 
well positioned. They offer 
prospects a clear reason to buy.

True or False



Regardless where you are,
we've got you covered.
Rely on the MIIMA members for 'bottled water' quality ice, 

first-rate service and fast, dependable delivery.

Minnesota Independent Ice Manufacturers Association
MIIMA Members:

Ace Ice Company 
2900 Fifth Avenue South
Minneapolis, MN 55408
612.824.9600
800.862.9273
Contact: Matt King

Carlson’s Lakeshore
Ice Company
602 Ogden Avenue
Superior, WI 54880
888.943.2665 
Contact: Chuck Wessberg

Crystal Springs 
Ice Company 
25503 Russell Road
Pine City, MN 55063
866.629.6267 
Contact: Tom Valvoda

Mid Central Ice 
39072 County Hwy. 49
Perham, MN 56573
218.346.4423
877.346.4423 
Contact: Dave Chase 

Precise Ice Company
608 Parkway Drive
Belgrade, MN 56312
320.254.8018
320.293.0010 (cell) 
Contact: Mike Buckentine

Waterville Ice Company 
14853 E. Benton, Suite 1
Waterville, MN 56096
507.362.8177 
888.362.8177 
Contact: Bernie AkemannMinnesota ice for

Minnesota businesses.

Perham

Belgrade

Waterville

Pine City

Minneapolis

Duluth/SuperiorMID-CENTRAL ICE LLCMID-CENTRAL ICE LLC

Minneapolis
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FIVE SIGNS TO TAKEOFF

By MMBA Conference Presenter 
Tom Shay

Many of the television stores you walk
into are using a video of the movie
“Top Gun” to demonstrate the quality
of their products.  Every stereo 
television with THX or surround sound
uses the movie. The music is exciting,
there is a lot of action, and there is a
plot with a happy ending—if you stay
in the store long enough to see it.

No matter how many times you have
already seen the movie, you always
want to stop for a couple of minutes to
sit and watch. You hope that one of
your favorite parts with the neat action
in the air will be soon in coming.

In any of the scenes where the jet fighter
is sitting on the deck of the aircraft 
carrier, there is a standard sequence of
events that take place between the pilot
and the air boss—the individual stand-
ing on the deck. It is the sequence of
hand gestures used to check with each
other to ensure they are both ready for
the mission ahead.

They must both be ready. This is a
team effort.  There may be only one
pilot and one jet, but if the air boss has
not made sure the aircraft is ready, and
the pilot has acknowledged it, the pilot
will surely lose. True, it is always the
pilot who is played by a Tom Cruise,
and the name of the air boss is never
known; but he is important—just ask
the pilot!

From the movie, the first sign involves
closing both hands into fists with
thumbs pointing out.  The pinkies are
butted against each other.  The air boss
moves his hands apart when he knows
the chocks have been removed. Chocks
are the two large blocks placed around
the tires of the aircraft to prevent it
from moving.  When the chocks have
been removed, the sign is given to the
pilot. 

In a store, we too can have the initial
checkoff that the air boss and pilot
have.  Perhaps this scenario would play
out as you prepare your store for an
upcoming sale circular.

In your store, perhaps the “chocks” are
capital so that inventory is on hand.
The liquor manager is the air boss,
who must make sure the store has on
hand what is necessary for a sale.

There may be those who are responsible
for ordering the merchandise, but it 
is the liquor manager who has the 
ultimate responsibility to see that the
store is ready. The liquor manager
knows the inventory is on hand and
that the chocks are removed.

The second hand sign is raising the
right hand from waist level to above
the head in a twisting motion. With an
aircraft, this sign is given after the air
boss has given the jet a walkabout and
determined that he does not see or hear
anything out of the ordinary.

Perhaps in your store, this is the 
walkabout the manager performs to
determine that the merchandise is on
the shelves, the end caps have been
attractively created, and sale signs are
placed throughout the store.

The third sign is a “thumbs-up” from
the air boss to the pilot and the
“thumbs-up” from the pilot to the 
air boss. This says that through this
important procedure of taking off, 
each person is aware of the other 
person’s presence. 

Perhaps in your store, during a sale 
or even every day, it is the motion of
telling one another that we are there 
to support one another.  The first
thought that came to mind was that
“the customer is No. 1.”  Somehow 
this seems to translate to “the customer
is always right.” We would like to
make that so, but all of us have 
experienced the customer who is 
out of bounds.

If, instead, our employees are No. 1
and are treated as such, then they 
are more likely to treat their own 
customers in the same manner. It is
with this that we give each other a
“thumbs-up.”

The fourth sign is a formal salute
between the air boss and the pilot.  
It is a vote of confidence to say, 
“I know you can do it.” In your store, 
it can be the liquor manager’s giving
this sign to his team to show that he
has confidence in them; and by showing
your confidence in your team members,
you know that they will do all they can
for you.

One of our warmest memories was to
have our former employees tell us how
much we were missed after we sold
our store. We were family to one
another, and a salute of respect and
confidence was given to one another
every day we worked together.

The fifth sign is a gesture involving 
the right arm and hand, with the hand
starting at the left shoulder and then
the hand and arm moving across the
body and pointing to the far right.
It is accompanied by the air boss’s 
getting out of the way. With that, the
jet roars and is soon off the end of the
aircraft carrier and into the air. 

The doors are open, and your team
members await the customers walking
in your door. You are prepared to assist
them as they come to shop your store.

When you have a sale circular for your
store, the two biggest expenses are for
the inventory and the sale circulars and
their distribution. At worst, the cost of
the inventory can be recovered.

But the flyer and its distribution are an
expense with no chance of recovery if
you do not take advantage of it. It does
seem like the five steps to takeoff that,
with their low cost, have the best
chance of bringing your “jet” to a 
successful mission.
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Meet Your Minnesota Beam Global Team
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Barry Zilka 6' 9"
Vice President, North Central Division

"The General"
Favorite Drink: Jim Beam Manhattan

Colleen Herr 5’ 2"
Administrative Assistant, North Central Division

"Keeping it all Together"
Favorite Drink: Cruzan Black Cherry Mojito

Justin Ashton 6’ 2" 
Sr. Business Analyst, Division Sales

"The Voice of Reason"
Favorite Drink: Maker's Mark and Ginger Ale

Leslie Defries 5’ 7"
Sr. Sales Manager, On-Premise
"Making it Hip and Happening"
Favorite Drink: Hornitos Margarita

Will Arend 6' 4" 
Regional Marketing Manager

"The Great Facilitator"
Favorite Drink: Maker’s Mark Manhattan

Joe Snippes 5’ 9"
Sr. Sales Manager, Off Premise

"Setting Standards High"
Favorite Drink: VOX Vodka and Soda with Lime

Ben Young 5’ 11"
Sales Representative, Minnesota
"Showing Them How it's Done"

Favorite Drink: Marker's Mark Old Fashioned

Greg Giannini 6’ 2"
State Manager, Minnesota
"The Man with the Plan"

Favorite Drink: Knob Creek Manhattan Straight 

Mike Krol 5’ 11"
Sales Manager, On Premise
"The Party Starts Here"

Favorite Drink: Maker’s Mark with a Splash of Water

Dominic Giuliani 6’ 4"
Sales Representative, Minnesota
"Making it Bigger and Better"

Favorite Drink: Jim Beam Black and Coke

Adam Lenhart 5’ 11"
Sales Representative, Minnesota
"Creative Cases Coming at You"

Favorite Drink: Canadian Club Sherry Cask on the Rocks
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1. A reasonable way to find out 
what will motivate buyers to 
make a purchase in a particular
category is to ask how important
30 or more different attributes 
and benefits are when 
considering a brand, product, 
or service.

The answer is FALSE. As it turns 
out people will rate the most basic, 
rational, and tangible characteristics 
as the most important - ‘good taste’ 
for a cola, ‘comes in many colors’ 
for a laptop, or ‘helpful to my 
business’ for a consulting firm. 
They will further say something is 
unimportant if they don’t know what 
it is or if it might make them look 
superficial to admit otherwise.

2. Advertising pre-testing is a 
waste of time. You can’t really 
know the effectiveness of an ad
unless you run the ad in the 
real world.

The answer is FALSE. Your gut 
may tell you rough ads bear little 
resemblance to a finished product 
so cannot possibly predict with 
any validity potential advertising 
performance. Yet research shows that
scores for rough ads bear a strong 
correlation to finished ads. And the 
scores for finished ads bear a strong 
correlation to the performance of a 
campaign after it's been launched. 

3. As many as two-thirds of 
buyers in a category are price 
insensitive - meaning they 
are willing to pay more for a 
product if it meets some other 
important purchase criteria.

The answer is TRUE. A sizable 
group in every product and service 
category is relatively price insensitive.
While you can’t necessarily double 
the price, in most cases you can 
increase price by 10 percent or 15 
percent if you can tap into an 
unsolved problem or some other 
motivating factor. Contrary to 
conventional wisdom, you are not 

going to lose your loyal customers-
the people you want. 

4. Most marketers will earn more
profits from new products in 
the next two to three years 
than from existing ones.

The answer is FALSE. While new 
products are certainly an important 
piece of the overall organic growth 
picture, finding and launching an 
entirely new or (as in most cases) 
somewhat new product or service is 
not an inexpensive proposition. It 
typically exceeds by leaps and 
bounds the costs associated with 
maintaining or even increasing 
sales of an existing product. Not 
surprisingly, in most product and 
service categories 90 percent of sales
and profits come from existing 
brands.

5. Most contemporary approaches
to market segmentation 
including need state, lifestyle, 
and attitudinal segmentation 
yield useful, pleasing results. 
They are actionable 
because they help find targets 
which are very profitable.

The answer is FALSE. A recent 
Marakon Associates and Economist 
Intelligence Unit survey of 200 
senior executives of large companies 
reported that, though 59 percent had 
conducted a major market segmentation
exercise within the past two years, 
only 14 percent said they derived any
real value from it. Their biggest 
complaint? Most segmentation 
research does not help them identify 
the target(s) they should go after! 
The segments are not different in 
terms of anything important to 
marketers, not to mention they’re not
easily found—they’re like a ghost in 
media databases.

6. Brand equity and customer 
equity are two almost inter
changeable concepts used by 
marketers to help evaluate 
their brand(s) relative to 
competitors.

The answer is FALSE. Brand equity, 
like IQ, an SAT score, or a 
price/earnings ratio, is a number. 
It is an assessment of the goodwill 
associated with a brand that reflects 
past marketing performance and 
predicts future sales and profit 
potential. Customer equity, on the 
other hand, is the financial value of a
CUSTOMER over, say, a five-year 
period. Brand equity, relationship 
equity, and product equity all drive 
customer equity to varying extents 
depending on the brand. Customer 
equity is eclipsing brand equity as a 
measure of marketing performance 
and decision-making tool.

7. Sports and event marketing 
are proven ways to help build 
a brand. That’s why they 
have become an important 
component in many marketing
budgets.

The answer is FALSE. Spending on 
sponsorships and events has exploed.
As Mike Reisman, principal of 
Velocity Sports & Entertainment put 
it, “Today sponsorships and events 
are the funnel for reallocated marketing
expenditures. With all this spending, 
you’d think companies would have 
in-depth knowledge of the effect of 
sponsorships on sales and brand 
equity. Yet according to the 
IEG/Performance Research 
Sponsorship Decision-Makers 
Survey,”sponsor spending on 
research to determine the impact of 
partnerships lagged behind the lip 
service typically paid to wanting to 
measure ROI.” 

8. Once you know what motivates
buyers in a category, you have 
all the information you need to
develop a powerful positioning
strategy.

The answer is FALSE. You cannot 
predict consumer reaction to 
positioning strategies based only on 
the motivations in the category. 
You also have to know how buyers 
perceive your product and competitive

MARKETING IQ TEST ANSWERS
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products. If, for example, a 
competitor’s brand is already perceived
as superior on a highly motivating 
characteristic, then developing a 
positioning strategy based on it is an 
uphill battle you’re more likely than 
not to lose.

9. In most companies today, 
marketers have measured the 
links between the inputs to a 
marketing plan-budget dollars,
GRPs, etc. and the outputs-
awareness, preference, 
incremental sales, etc.

The answer is FALSE. Few companies
know anything about the relationship
between inputs to the marketing plan
and outputs. Leafing through the 
typical marketing plan, we find the 
pages with the objectives, a heavy 
discussion of strategy, a section 
dealing with tactics and spending, 
and nothing is connected. It looks 
good, it's well written, but virtually 
no one has a clue how the various 
elements interact with each other. 

10. Media planners at most major 
advertising agencies know little 
about the relative ROI of tradi-
tional print, television,radio, 
and out-of-home advertising.

The answer is TRUE. Yes, there is 
great consensus among marketers 
that traditional forms of advertising -
TV in particular - is not working and
plenty of studies that back their 
belief up. Yet ask media planners at 
most major advertising agencies 
about the effectiveness of traditional 
print, television, radio, and out-of-
home advertising, there’s little available
data comparing it for different 
media types. And if there’s little for 
traditional forms of media, you can 
bet there’s even less non-traditional.

11. Product-based positioning 
strategies - those which make 
claims about product perfor-
mance or effectiveness - are a 
thing of the past. They are no 
longer effective because there 
are just too many brands and 
the tangible positioning possi-
bilities are much more limited.

The answer is FALSE. Many 
marketers say tangible positionings 
worked back in the 50s and 60s 

when marketing and advertising 
were new, brands were relatively few,
and positioning possibilities were 
unlimited - this isn't reality today, 
they say. We say you’re right, 
competition is tougher today, but for 
many brands in many categories 
there are still important tangible 
differences you can communicate. 
Moreover, tangible positioning 
strategies on average are stronger - 
work better - than their modern 
intangible counterparts. 

12. Most marketing and advertising
programs are measured in 
terms of their profitability, 
typically on an annual basis, if 
not more frequently.

The answer is FALSE. After years 
of justifiably claiming that it was
hard to near impossible to measure 
marketing effectiveness, today’s new
data sources, technologies, and tools 
have made it possible to link market-
ing investments directly to market 
share, sales, and profits. Still, very 
few companies have systems in 
place to track the performance of 
their marketing programs. Even 
fewer are able to accurately assess 
ROI or identify a financially optimal 
way to allocate the marketing budget.

13. The most profitable customers 
of a firm are usually the 
biggest buyers in the category -
they are often labeled the 
‘heavy users’ or ‘heavy buyers.’

The answer is FALSE. Although 
heavy user/heavy buyers are popular 
groups with ‘gut’ marketers, they are
not great targets to go after. Heavy 
buyers are often price-conscious and 
deal-prone, and therefore not loyal to
any brand. Others are committed to 
the brand they-ve been using and you
can’t tempt them to switch no matter 
the incentive. They're usually more 
heterogeneous than homogenous,
making them an inefficient media 
target. Not to mention every one of 
your competitors is probably chasing
the same group.

14. According to the latest research 
studies, the average ROI for 
consumer advertising is negtive.

The answer is TRUE. We asked 
Marketing Management Analytics 

(MMA), the largest ROI analytics 
firm in the country, to ransack its 
databases to tease out the effects 
of advertising. It discovered that 
advertising for established consumer 
goods returns only 54 cents for 
every dollar invested. Other product 
categories return 87 cents - better, 
but still a losing proposition.

15. American companies are 
increasingly successful at 
satisfying customers. Across a 
broad range of industries, the 
average grade is ‘B’ or better.

The answer is FALSE. According to 
the University of Michigan’s 
American Customer Satisfaction 
Index (ACSI), customer satisfaction 
averages 75 percent. Moreover, the 
publishers of ACSI at the University 
of Michigan’s National Quality 
Research Center note that the rate of 
improvement in satisfaction has 
slowed. 

16. Female marketing executives 
are perceived to take a far 
more deliberative approach to 
making marketing decisions 
than their male counterparts, 
as well as far more focused on 
long-term rather than short-
term results.

The answer is TRUE. According a 
recent Copernicus/Brandweek survey
of 256 marketers (162 men and 94 
women), 85% believed the statement,
‘approaches decision making 
deliberately, examining the available 
data before making any big decision,” 
applies to woman marketing execs 
vs. 74% to men. Eighty-four percent 
said woman marketing execs are far 
more focused on long-term rather 
than short-term results vs. 63% for 
men. While men were perceived to 
be far more in a rush to make 
decisions—77% applies to men vs. 
46% applies to women—men and 
women were about equal in terms of 
relying more heavily on intuition 
and judgment rather than research 
and science in making marketing 
decisions—70% applies to men and 
72% applies to women.

(Continued on page 15)
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Griggs, Cooper & Company 
has been Delivering Customer Service for 126 years!

126 Years of Continuous Service.
489 N. Prior Ave. • St. Paul, MN 55104 • 651-646-7821 • 800-672-0970

1882

We are Proud of Our 98 Full-Service Sales and Management Team Members
that Sell and Service the Largest Inventory of Wines 

and Spirits to Retailers of Minnesota. 

1882 2008Eagle Wine Company
Division

Prior Wine Company
Division

489 Fine Wine Company
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Employee Taining Must 
be “On-Going”
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St. Anthony Village
Celebrates
Anniversary

Throughout 2008, the City of St.
Anthony Village’s municipal
liquor operations, St. Anthony
Village Wine & Spirits, is 
celebrating their 60th anniversary.

For the past 60 years, this oldest
of city departments has continued
to meet the standard as presented
by its original mission statement:

Control the sale of alcohol 
beverages while simultaneously
generating revenue.

Profits from the municipal liquor
stores have provided fire trucks,
public works equipment, building
improvements, and park 
development.

Without profits from the liquor 
operations, the city would have
had to increase taxes to the 
residents to fund these community
reinvestment projects.

While these profits benefit the 
community, controlling the sale 
of alcohol is the most important
reason for the city to be in the
retail off-sale liquor business.

The liquor operations department
works closely with the police 
department for training and 
enforcement of liquor-related laws 
and regulations.

If the skill you are teaching is a 
simple one, some of your sales 
associates will need just one cycle
of “watching” and then “doing” to
master it.  However, you should
expect other sales associates to need
two or three cycles.  Different 
people learn at different rates.  In
fact, different people learn different
things at different rates.

If the skill you are teaching is a 
complex one, such as “suggestion 
selling,” you should expect that all
of your sales associates will need
many cycles of “watching” and then
“doing” to master it.  Suggestion

selling requires an understanding of
the way each item in your store
relates to all of the other items in
your store.  It also requires the 
ability to ask good, open-ended
questions and fully understand each
customer’s needs.

Suggestion selling, however, is just 
one of several hundred skills your
sales associates will need to master
before they can do their jobs well.
This means that staff training
must be an ongoing part of your
business – a steady stream of
“watching” and then “doing”
cycles!

IQ TEST ANSWERS
(Continued)

17. Big companies generally 
make their strategic 
marketing decisions after 
evaluating many different 
alternatives in terms of 
forecasted profitability.

The answer is FALSE. Whether 
you are talking about what buyer 
group to target, which positioning 
to go with, what product to take to 
market, or what advertising 
campaign to run with, marketers at 
America’s biggest firms routinely 
consider one, maybe two options, 
and pick the one they believe most 
likely to succeed. They’re choice is
much more often than not guided 
by personal judgment, experience, 
and competitive activity versus 
measures of potential profitability.

18. One-hundred percent 
customer satisfaction is an 
admirable business objective.

The answer is FALSE. The 
University of Michigan’s American
Customer Satisfaction Index shows
that the average cross-industry 
customer satisfaction score has 
fallen below 75%, basically a “C” 

grade on the ability to satisfy 
customers. While there’s clearly 
room for improvement here, 
profitability rises as satisfaction 
increases only up to a point. After 
that, the cost of delighting the 
customer by delivering ever-
increasing satisfaction rises faster 
than the payoff in profits.

19. Thirty to forty percent or 
more of American brands 
are well positioned. They 
offer prospects a clear reason 
to buy.

The answer is FALSE. Fewer than 
8% of respondents were able to 
associate anything with the five 
leading brands in a wide variety of 
categories—either what they stood 
for or how they were different 
from other brands. There was no 
recognizable positioning. Should 
brand managers be concerned? 
Absolutely! After two decades of 
testing and research into marketing
failures, we’ve established that 
the absence of a clear, definable 
positioning for the brand is one of 
the most frequent reasons for failure.
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Bob & Dan’s Annual Road Trip
By MMBA Vice President Dan Bahr

This is the time of year I look forward
to, visiting stores around the state and
finding out what’s going on in other
communities. I really enjoy being able
to pick Pelican Rapids liquor manager
Bob Leslie’s brain for three days, since
he can't walk away from me. He is
filled with little nuggets of informa-
tion, and is a very good resource.

We left Bemidji about 8:30am heading
for our first stop in Blackduck.  We
found Shawn hard at work with daily
reports etc.

On to Keliher where we found Sherri
and another employee getting ready to
take an inventory to put in the new 
system they just purchased.

On to Baudette where Russ talked 
with us about his remodeling project.
His store looks really nice and very
workable from the checkout area.  We
also met new assistant manager Vicki,
who was on her first day on the job.

Left there for Big Falls.  We had a lot
of windshield time, but I was able to
keep Bob awake and pick his brain. 
We got to Big Falls, but Teckla was
working the later shift that day.  We
left our cards and told the clerk if there
were any questions to give us a call. 

On to Littlefork where Penny informed
us that Michael was up the street at
city hall. So again, we left our cards
and said if there were any questions
please give us a call.

On to Orr.  It was late in the day and

Bob had already left.  So again, we left
our cards and informed the clerk to let
him know we were there and if he had
a questions to please give us a call.

We arrived in Cook around 6:00pm.
Dean informed us Debbie had left for
the day.  However, we did see her in
Duluth the next day at the regional
meeting.

We then traveled to Winton and found
Debbie Maki hard at work behind the
bar.  She enjoys working the evening
shift. We visited for awhile about 
business and left for a cross country
trip through the woods to Silver Bay.
We called Tom to let him know we
were running late, and would call him
at home when we got into town. 

The trip from Ely across Minnesota
Highway # 1 after dark is not 
something I would recommend to 
anyone. There were lots of hair pin
turns, venison, and even a brush wolf
in the road. We arrived in Silver Bay 
at 8:00pm checked into our room and
called Tom. He graciously came back
to town and we met at his new off sale
and bar.  What a great place! I would
recommend everyone to see it. We had
a nice visit, a few beers, and something
to eat before calling it a day.

We left the next morning for Grand
Marais to see Pat. He was at work and
his phone was ringing off the wall.  It
was question and answer time with a
salesman trying to sell him something
over the phone.  Don’t you just love
those types of calls? We talked for
awhile about industry issues, regional
meetings, and the MMBA conference
in May.  He hopes to make the 
conference in the spring.

We left for Duluth and the regional
meeting at the Holiday Inn. We were
running late again, so Bob being 
Bob, pushed the speed limit slightly.
However, we made it in plenty off time
and didn’t miss a thing. Great turn out
from the area.

Total Register Systems
4215 Louisiana Avenue   New Hope, MN 55428

(763) 537-1906 • www.trs-pos.com

Point-of Sale & Inventory Solutions 
for the  On-Sale / Off-Sale 

Municipal Beverage Industry

Systems Include
• ID Verfification
• Credit Card Interfacing
• Sign Painting
• Gift Cards
• Wireless Scanning
• Touch Screen
• Report Wizard
• Video Camera Interfacing

Total Register Systems has 20 years of Experience in Retail Partnerships



We left after the meeting for more
store visits.  Our first stop was Proctor.
We saw Peggy at the meeting, but
wanted to stop and see her new sign.
She was running errands and so we
missed her.  But, we talked with her on
the phone about her sign.  It looks
great and it sure is an attention getter.
In fact, she has had people tell her they
did not know a liquor store was there –
even though they have been in that
location for many, many years.  This is
a clear example of the importance of
proper signage! 

On to Cromwell to see Tomika.  We
saw her at the meeting in Duluth where
she asked if we would be stopping to
see her new beer cooler. We stopped,
but missed Tomika, as she hadn’t
returned from Duluth yet.

On to Barnum.   They also were at the
meeting in Duluth.

Off to Moose Lake. Mark also was at
the meeting in Duluth, but we had to
stop and check out his new off sale 
and bar.  It is another superb job of
remodeling.  If you get a chance, stop
and see for yourself.

We left for Finlayson but missed the
manager. But, we talked with an
employee and some customers.  We
were told they have a political race
going on. But, we all know politics,
religion, and alcohol don’t mix.  So,
they are voting for the town’s best 
dogs for president and vice president.
They had posters all over the place and
were having a good time.

We then left for Hinkley, it was getting
late, so we got a room at the casino for
the night, had a good supper, dropped a
few quarters in the slots (didn’t lose,
but didn’t win much either) and got a
good nights sleep.

Stopped for Breakfast before going over
to visit with Colin at his new store.  It
was another superb remodeling project.
Stop and see it some time. While 
visiting with Colin, there was a big 
fire down the road.  Fire trucks from
three communities carne to put it out.  It
certainly was our excitement for the day. 

We then stopped in Pine City to say hi
to Lara, even though we saw her in
Duluth the day before. 

We visited for a while and left for
Rush City. We wanted to visit with
Carol about her up coming remodel
and the moving of their store to a new
location.  But it was her day off.  We
were sorry we missed her, but we left
our cards and the same message to call
with any questions.

On to Braham where we were told that
Jacque was at horne sick that day.  But,
Nikki was hard at work with a beer
delivery from their Coors distributor.
The store looked great, all decked out
in Halloween theme.  Great job!

Drove down the road to Ogilvie and
was met at the door by Del. She told 
us Judy was next door at city hall if 
we wanted to see her. We had a nice
visit with Del.  She told us they were
in the process of stripping their floors
and redoing them, so there were no
displays at the time. We left our cards
and again said to call if there were any
questions for us or the Association.

On to Milaca. Vicki and her crew 
were hard at work, and  Halloween
decorations were up. Vicki gave us a
tour of her facility. It looks great, with
lots of room in the back room as well

as in the cooler.  Business was up and
Vicki is pleased. 

We thought that the last stop for the
day. But as we neared Nisswa, we 
both agreed we needed to stop and 
see Wayne and Ginny. We caught 
them both at their computers working
feverishly. We had a nice visit and then
left for horne.  It had been a long three
days on the road and got to Bemidji
around 5:00pm.  Bob still had another
140 miles to home, so we said our
good byes and he left.

As I bring this long road report to a
conclusion keep in mind I am not a
writer, but a fellow municipal liquor
store manager dedicated to assisting
MMBA members and growing our
industry.  When I travel the state and
see things not in line with current 
laws I will report them to you.
Specifically, there are still stores 
illegally selling food items and 
clothing apparel on the off sale side 
of the business.  I also pointed out
some changes to strongly consider 
as it relates to shelving and pricing.
What you choose to do with this 
information is up to you.  Again, my
only purpose is to help you succeed.

Respectfully Submitted 
Dan Bahr
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Get 100% Minnesota grown wine for your shelves

with help to merchandise it!

Fieldstone Vineyards is ready to deliver to you quality wine

that is 100% Minnesota grown and made.

Join the dozens of other municipal liquor stores that are 

successfully selling Fieldstone Vineyards wines by calling 

507-249-WINE (9463) or emailing

info@fieldstonevineyards.com today!

Low minimum orders, free delivery and available inventory!

Fieldstone Vineyards • 38577 State Hwy. 68

Morgan, MN • www.fieldstonevineyards.com



Vinocopia
Contact: Marion Dauner
Address: 6636 Cedar Avenue South #300

Minneapolis, MN 55423
Phone: 612-455-4000
Fax: 612-455-4001
Cell: 612-532-0406
E-mail: marion@vinocopia.com
Web: www.vinocopia.com

Wells Fargo Insurance Services
Contact: Tony Baldwin
Address: 4300 MarketPointe Drive, Suite 600

Bloomington MN 55435
Phone: 952- 830-7353
Fax: (952) 830-3048
E-mail: tony_baldwin@acordia.com
Web: www.acordia.com
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Platinum Member Cold Spring Brewing
Contact: Mick Detviler
Address: 962 W. Nebraska Avenue

St. Paul, MN 55117
Phone: 651-489-2376
Fax: 651-489-3127
E-mail: mdetviler@aol.com
Web: www.gluek.com

Crown Imports
Contact: Jim Shikenjanski
Address: 15230 Painters Lane Circle North

West Lakeland, MN 55082
Phone: (651) 998-1300
Fax: (651) 998-1281
Cell: (612) 817-5600 
E-mail: jashikenjanski@bartoninc.com
Web: www.bartoninc.com

Don Sebastiani and Sons
Contact: Bryant Pascoe
Address: 316 Willow Pointe Drive

St. Charles, MO 63304
Phone: (636) 300-3524
E-mail: bpascoe@donandsons.com
Web: www.planeteria.com/sandsons/

E&J Gallo Winery
Contact: Dale E. J. Cochrane
Address: 1999 Shepard Rd

St. Paul, MN 55116
Phone: (715) 386-1481
Fax: (715) 386-1534
Cell: (651) 260-0327
E-mail: dale.cochrane@ejgallo.com
Web: www.ejgallo.com

J.J. Taylor Distributing
Company of Minnesota, Inc.
Contact: Mike Bamonti
Address: 701 Industrial Blvd. NE

Minneapolis, MN 55413
Phone: 651-482-1133
Fax: 651-482-9810
E-mail: mike_bamonti@jjtaylor.com
Web: www.jjtaylorco.com

Pabst Brewing Company
Contact: Mike Brattensborg
Address: 7117 Emerald Lane

Eden Prairie, MN 55346
Phone: (651) 334-8284
Fax: (952) 937-2609
E-mail: mjbratte@pabst.com
Web: www.pabst.com
Additional Contacts:

Bob Ourada, Area Manager, 
Metro, Southern (612) 251-1228
Jeff Van Schoick, Area Manager –
Metro, Northern  (612) 281-1859

Proximo Spirits
Contact: David Budge
Address: 608 Montcalm Place

St. Paul, MN 55116
Phone: (651) 69888-0652 
Cell: (347) 497-2149
Fax: (651-) 699-4295
E-mail: dbudge@proximospirits.com

Retail Data Systems
Contact: Matt Ambuehl
Address: 6566 Edenvale Blvd.

Eden Prairie, MN 55346
Phone: (952) 392-2691
Cell: (612) 805-6683
E-mail: mambuehl@rdspos.ccom

Retail Information Technology
Enterprises
Contact: John Schroeder
Address: 330 S. Hwy 10

St. Cloud, MN 56304
Phone: (320) 230-2282
Fax: (320) 230-1796
E-mail: sales@rite.us
Web: www.rite.us

Reco Store Equipment
Contact: Mike Martino
Address: 1617 - 5th Street South

Hopkins, Mn 55343
Phone: (952) 935-4330 
Fax: (952) 935-6875
E-mail: mike@recoverysy.com
Web: recostoreequipment.com

Total Register Systems
Contact: Brian Anderson
Address: 4215 Louisiana Avenue

New Hope, MN 55428
Phone: (763) 537-1906
Fax: (763) 537-1504
E-mail: banderson@trs-pos.com
Web: www.trs-pos.com

Alcorn Beverage Co., Inc.
Contact: Terry North
Address: 7870 -218th St. West

Lakeville, MN 55044
Phone: (952) 469-5555
Fax: (952) 469-5571
Web: alcorn@alcornbeverage.com

Bellboy Corporation
Contact: Dave Gewolb
Address: 2200 Florida Avenue South

Minneapolis, MN 55426
Phone: (612) 544-8178

Dakota Worldwide
Contact: Len Sage
Address: 8200 So. Humbolt Ave.,Suite 302

Minneapolis, MN 55431
Phone: (952) 835-4505
Fax: (952) 835-4461
E-mail: l.sage@dakotaww.com
Web: www.dakotaww.com

Griggs, Cooper & Company
Contact: Harold R. Rutstein
Address: 489 N. Prior Avenue

St. Paul, MN 55104
Phone: (651) 646-7821
Fax: (651) 646-1497
E-mail: rutstein@griggscooper.com

Johnson Brothers Liquor Company
Contact: Michael Johnson
Address: 1999 Shepard Rd

St. Paul, MN 55116
Phone: (651) 649-5800 / (800) 723-2424
Fax: (651) 649-5894
E-mail: mjohnson@johnsonbrothers.com
Web: www.johnsonbrothers.com

Life Media Inc.
Contact: Mike Juszczak
Address: 7211 Ohms Lane

Edina, MN 55439
Phone: 612-920-5433
Fax: 952-881-7797
E-mail: mike@lifemediainc.com
Web: www.lifemediainc.com

Quality Wine & Spirits
Contact: Tom Morgal
Address: 7900 Chicago Avenue South

Bloomington, MN 55420
Phone: (952) 854-8600
Fax: (952) 851-0501
E-mail: tmorgal@qwsco.com
Web: qwsco.com

Hagen Beverage Distributing
Contact: Mark Hagen
Address: 500 Industrial Lane

Worthington, MN 56187
Phone: (507) 376-5903
Fax: (507) 376-5951
E-mail: hagenm@frontiernet.net

Heck Estates
Contact: Kathy Bilcik Jones
Address: 10135 Parrish Ave NE

Ostego, Mn 55330
Phone: (763) 227-4214
Fax: (763) 355-9585
E-mail: kjones@heckestates.com
Web: heckestates.com

LHB
Contact: Joellyn Gum
Address: 21 West Superior Street #500

Duluth, MN 55802
Phone: 218-727-8446
Fax: 218-727-8456
E-mail: jjoellyn.gum@lhbcorp.com
Web: www.lhbcorp.com

Locher Brothers, Inc.
Contact: Tim “Jonesy” Hukriede
Address: 18098 – 365th Avenue

P.O. Box 35
Green Isle, MN 55338

Phone: (507) 326-5471
Fax: (507) 326-5487
E-mail: jonesy@locherbros.com

Madison Bottling Co.
Contact: Dave Bergerson
Address: RR2 Hwy 40 East

Madison, Minn. 56256
Phone: (320) 598-7573
Fax: (320) 598-3738
E-mail: dbergerson@madisonbottling.com
Web: www.madisonbottling.com

The McComb Group
Contact: Bill Gorton
Address: 222 South Ninth Street, Suite 380

Minneapolis, MN 55402
Phone: (612) 339-7000
Fax: (612) 338-5572
E-mail: bill@mccombgroup.com

Samuel L. Kaplan, P.A.
Contact: Sam Kaplan
Address: 5500 Wells Fargo Center

90 South Seventh Street
Minneapolis, MN 55402-4126

Phone: (612) 375-1138
Fax: (612) 375-1143
E-mail: slk@kskpa.com

Sunny Hill Distributing
Contact: Mike Baron
Address: East Highway 169

P.O. Box 333
Hibbing, MN 55746

Phone: (218) 263-6886
Fax: (218) 263-6111

Thorpe Distributing Company
Contact: Jack Stevenson
Address: P.O. Box 120

Rogers, MN 55374
Phone: 763-463-2000
Fax: 763-463-2001
E-mail: jackstevenson@thorpedistributing.com
Web: www.thorpedistributing.com

Tushie Montgomery Architects
Contact: Gary Tushie
Address: 7645 Lyndale Ave. So.

Suite 100
Minneapolis, MN 55423

Phone: (612) 861-9636
Cell (612) 861-9632
E-mail: garyt@tmiarchitects.com
Web: www.tmiarchitects.com

MMBA Commercial Members Are Available to You! Contact Them!

Arctic Glacier Ice
Contact: Bob Nikolai
Address: 1654 Marthaler Lane

W. St. Paul, MN 55118
Phone: (651) 455-0410
Fax: (651) 455-7799
E-mail: rnikolai@arcticglacierinc.com
Web: www.arcticglacierinc.com

Future Brands
Contact: Joe Snippes
Address: 3601 W. 76th Street

Suite 20
Edina, MN 55435

Phone: (952) 830-1131
Fax: (952) 830-0123
Cell: (612) 817-7532
E-mail: joe.snippes@beamglobal.com
Web: www.jimbeam.com

Minnesota Independant Ice
Manufacturers Association
Contact: Steve Kelly
Address: 2900 5th  Ave. So.

Minneapolis, Mn 55408
Phone: (612) 824-9600
Fax: (612) 824-1974
E-mail: steven@shamrockgroup.net
Web: www.aceice.com

Ste. Michelle Wine Estates
Contact: Randy Dobratz
Address: 16540 Hyland Court

Lakeville, MN 55044
Phone: (952) 891-1560
Fax: (952) 891-1560
E-mail: randy.dobratz

@ste–michelle.com
Voicemail:1-800-423-8396  Ext. 3813
Web: www.ste–michelle.com

Trinchero Family Estates
Contact: Brad Musolf
Address: 1770 Braunwarth Circle

Waconia, MN 55387
Phone: (952) 442-8287
Fax: (952) 442-8582
Cell: (612) 619-9949
E-mail: bmusolf@tfewines.com
Web: www.tfewines.com

W.J. Deutsch & Sons Wine

Merchants
Contact: Joe Mayne
Address: 18998 Baldwin St. NW

Elk River, MN 55330
Phone: 763-241-7675
Fax: 763-241-8842
E-mail: joe.mayne@wjdeutsch.com
Web: wjdeutsch.com

Miller Coors Brewing Company
Contact: Jon Chance
Address: 5805 Zenith Avenue South

Edina, MN 55410
Phone: (952) 920-6862
Fax: (952) 285-6862
E-mail: jonathan.chance@millercoors.com
Web: www.millercoors.com

Anheuser-Busch, Inc.
Contact: David Anglum
Address: 12107 Wellesley Ave.

St. Paul, MN 55105
Phone: (612) 597-1967
Fax: (612) 699-6989
E-mail: David.Anglum@anheuser-busch.com
Web: www.budweiser.com

Bacardi USA
Contact: Jeff Lange
Address: 22546 128th Avenue North

Rogers, MN 55374
Phone: (763) 428-1048
Fax: (763) 428-1048
E-mail: jlange@bacardi.com
Web: www.bacardi.com

Brown-Furman
Contact: Jerry Ronke
Address: 5717 Portland

White Bear Lake, MN 55110
Phone: (651) 491-3411
E-mail: Jerry_Ronke@B-F.com
Web: www.www.brown-forman.com

Supporting Member

Bronze Member

Silver Plus

Gold Member

C & L Distributing
Contact: Russ Goldstein
Address: 1020 Industrial Drive So.

Sauk Rapids, MN 56379
Phone: (320) 251-7375
Fax: (320) 259-7981
E-mail: wsl52215@budtime.com

Fieldstore Vineyards
Contact: Charlie Quast
Address: 38577 State Highway 68

Morgan, MN 
Phone: 507-249-9463
Fax:
Cell:
E-mail: info@fieldstonevinyards.com   
Web: www.fieldstonevineyards.com






