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CANDICE WOODS
DAN BAHR Liquor Hutch
(Vice President) 245 Washington Ave. East
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Bemidji Discount Liquor
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Store: (218) 963-0085 / 7488 34N, Park

Fairmont, MN 56031

BRUCE WAAGE

tore: 507-238-22
Ellendale Liquor Store: 507-238-2269
P.O. Box 155

TEVE GRAUSAM
Ellendale, MN 56026 STEVE GRAUS

(Immediate Past President)
Edina Liquor

6755 York Avenue South
Edina, MN 55435

Store: (612) 928-4556

507-684-9422

LARA SMETANA
Voyageur Bottle Shop
205 - 6th Street

Pine City, MN 55063
320-629-2020




MMBA President’s Message

% Gary Buysse

President

* Retail is a game of inches. Cost
effective purchasing and due
diligence with timely price
increases is a full time job.

Your part time staff wants to
know more about the liquor
business.

Your store is judged by the
cleanliness of the women’s rest
room.

New animal on the label doesn’t
fit the definition of a new product.

Distribution is the goal.
Unfortunately, depletion isn’t
necessarily part of the equation.
Some don’t care if it sells.

You don’t have to give it away to
increase your sales.

New animal labels might be what
your customers want.

You have years of experience and
knowledge at your disposal IF you
make the call. (Dan Bahr)

You can call Lynn Johnson for
any reason regardless of your
annual sales volume. (Substitute
Harold Rutstein or Jack
Goldenberg for Lynn Johnson)

* You may not get the answer you
are looking for if contact any of
them.

¢ Legislative Day is more important
than filling the beer cooler.

* Your City Council wants to know
what it is exactly that you do.
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* You’re the only person who can
tell them.

* Support those who support you.
(See MMBA Commercial
Members list)

* Pre-arranged store surveys are an
overworked sales tool. Impromptu
surveys would benefit all of us.

* If you can’t delegate, you can’t
manage. It’s that simple.

* Doing “What I've Learned” is
sometimes easier than writing an
article.

* The person you trust the most may
be the person you should trust the
least.

* Always lock the safe.

* I'm not doing a “What I've
Learned” for a while.

* [ know that makes many people
happy.

* Contact a Director if you need
help.

* Attend the Spring Conference,
May 17-20, at Arrowwood Resort
in Alexandria. It’s worth the price
of admission.

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

* |D 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
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GOLD AWARD

INNER

AMERICAN LIGHT LAGER

WORLD
BEER Cup’

Gold Award

Miller Lite won the Gold Medal for
American-Style Light Lager at this
year's World Beer Cup. So the next
time you order a beer, choose one
with a taste you can count on
Make the Good Call.
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Lakeville Galaxie Liquors Earns
Design & Construction Recognition

In a ceremony on January 23, the new
Lakeville Galaxie Liquor Store was
named the 2007 Project of the Year by
the Minnesota Construction
Association (MCA).

This prestigious award recognizes

a construction project that made a
substantial contribution to the
community and was completed with a
resourceful blending of construction
techniques.

In presenting the award, the MCA
noted the nuances, such as natural
stone and wood elements, that

were incorporated in order to blend
aesthetically with the surroundings.

In addition, the rain gardens and
porous pavers used in the landscaping
and parking areas were acknowledged
as unique and beautifying ways to
environmentally control storm water
runoff. Also noted were the many
interior energy-saving features including
the use of photo cell and solar tube
lighting, a lighting control system, and
LED light utilization.

The project received the award in the
construction costing less than $10 million
category. This grouping included pro-

jects such as the Saint Anne’s senior
housing project in Minneapolis, Park
Midway Bank in Saint Paul, and
Village Commerce Building in Prior
Lake. Last year’s winner was the
Sports and Health Center of the
University of Minnesota-Duluth.

The Lakeville Galaxie Liquor Store
has already been given another
important recognition for the environ-
mental components of the store. Last
month, the project design received a
community conservation grant of

$40,000 from the Dakota County Soil
and Water Conservation District for the
store design and techniques used to
manage storm water run off and
improve water quality at the adjacent
Valley Lake.

The Lakeville Liquors Galaxie store

is an 11,600 square-foot facility on
County Road 46 at the intersection
with Galaxie Avenue. It was specifically
designed to enhance and protect the
adjacent Valley Lake and surrounding
park and neighborhood areas.

Now Available
Throughout
Minnesota
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‘ Freedom to Breathe vs Freedom

By: Tracie Chamberlin, LMCIT Loss
Control Manager
Jeanette Behr, LMC Research
Attorney

As of October 1, 2007, smoking is
prohibited in virtually all indoor public
places and indoor places of employment
throughout Minnesota. The Freedom to
Breathe (FTB) expansion of the
Minnesota Clean Indoor Air Act
applies to, among many other places,
bars, restaurants and private clubs.
This change has created some ques-
tions for cities with municipal on-sale
liquor stores (where patrons consume
alcohol on the premises) concerned
about customers leaving the facility to
smoke and taking alcohol beverages
with them when they go outside.

Some of the most common questions are:

» Should cities with a municipal on-
sale liquor store allow customers to
go outside with alcohol beverages?

* Should cities make a formal
decision permitting/prohibiting this
practice?

* What liability potentially exists when
customers take their drinks outside?

Unfortunately, these can be very
difficult questions to answer because
neither the FTB language nor state
liquor licensing law provides guidance
on these issues. The League of
Minnesota Cities Insurance Trust
(LMCIT), however, has identified some
key points to consider when

navigating this scenario.

First, the city needs to understand that
this is a decision to be made by the
city council. Regardless of what the
council decides, passing a resolution
documenting the decision will help
protect the city. Careful consideration
of the issues and a record of the
council’s decision show that the council
weighed the social, political, economic
or safety considerations involved.
Such deliberation may protect the city
from lawsuits should an unpredictable
accident occur involving the municipal
on-sale liquor store.

Second, the city should contact their
insurance agent before deciding to
allow this practice. In general, if a
city’s municipal on-sale liquor store is
covered by LMCIT, the premises inside
and immediately outside the physical
location is considered covered. A city
obtaining coverage from another
provider should contact that provider as
there may be costs and paperwork
associated with updating or expanding
the covered premises.

Potential issues associated with crowd
management should not be ignored.
Customers (smokers and nonsmokers
alike) might be inclined to spend
longer periods of time outside when the
weather is warm. If smokers are going
outside with their drinks, there is really
nothing to prevent nonsmokers from
going outside with their drinks

as well. In addition, the potential for
alcohol to be given to a minor may
increase when the area is not carefully
monitored. It will be important for the
city to define where customers may
take drinks when they go outside and
who will be responsible for monitoring
their activities while they are outside.

Other steps cities can take include:

* Designating a “smoking area” with
a fence or some other divider and
prohibiting customers from taking
drinks out of that area.

* Posting signs clearly defining the
“smoking area” and prohibiting
customers from taking drinks out
of that area.

Cities wanting to provide an outdoor
area for smoking and drinking should
refer back to the FTB expansion of the
Minnesota Clean Indoor Air Act. The
language explicitly defines an “indoor
area.” So a city should consult with the
city attorney before developing an
“outdoor area” for smokers.

Bottom line, there is no requirement
that a city with a municipal on-sale
liquor store allow customers to take
drinks outside. This is a decision to
be made by the city council with the

Drink (Outside)

guidance of the city attorney. It is
important to note that customers should
not be permitted to take drinks outside
unless and until the council decides to
allow this practice. If the council
determines that alcohol is not to be
taken outside, municipal on-sale liquor
store employees should be trained on
how to enforce that policy.

There is a wealth of information about
FTB provisions on the Minnesota
Department of Health website at
www.health.state.mn.us. More informa-
tion is also available by calling the
League’s Research Department at
651.281.1200 or by contacting your
city’s loss control field representative.

Tracie Chamberlin is the LMCIT Loss
Control Manager. She can be reached

at tchamberlin@Imc.org or by phone at
800.925.1122 or 651.281.1210.

The League’s Research Attorneys can
be reached by calling 800.925.1122 or
651.281.1200.

Wells Fargo
Insurance
Services
(formerly Acordia)

Has Helped Municipal Liquor
Combination Facilities
Significantly Reduce Their
Dram Shop Premiums.

WELLS

FARGO

Tony Baldwin
952-830-7353
952-563-0528 Fax
612-819-0540 cell
tony_baldwin@wellsfargois.com
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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.
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MID-CENTRAL ICE LLC Duluth/Superlor
Perham

Belgrade

Minneapolis

WATFRVILLE
)y

awZ ICE INC

Waterville

MIIMA

m|nnesoto |ndependen1 |ce manufucTurers

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 Akemann



Lexington Liquor Rocks!

by Elizabeth Aulwes
PressPubs.com

Not to sound like an alcoholic, but,
man, does the Lexington municipal
liquor store rock.

Having lived in or near northeast
Minneapolis for a few years now, I'm
used to Surdyk’s Liquor and Cheese
Shop, which opened in 1934 and is the
“Midwest’s largest liquor store,”
according to its Web site.

If you’ve never been there, I’1l tell you,
I highly recommend it, even if it does
mean you have to drive a half-hour
south to pick up a six-pack.

Surdyk’s is pretty amazing. It has a
great selection of wines from around
the world, with handy little descriptions
of each hanging from the shelves, and
the cheese and snacks you'll find in the
adjacent shop are to die for. They have
more variations and brands of olives
than I knew existed.

So when I stopped into Lexington
Liquors to pick up some brandy for a
baked brie recipe and a bottle of wine
to bring to my sister's holiday party, I
was pleasantly surprised to discover
the great selection and service.

I’1l admit that I decided to come in

because I saw an ad they took out in
this very paper which advertised the
1.5 liter bottles — the big ones — of
Barefoot Cellars wines for seven
bucks. I always assumed it was a stan-
dard neighborhood liquor store offering
cases of beer and the basic types of
vodka, tequila or whatever else the
average person fancies.

I was wrong.

I began wandering through the aisles
of wine stacked as tall as I am (which
isn’t actually saying much, but it’s
impressive for someone who’s only 5'
4.5") and was immediately impressed
to find such a range. I'm no connoisseur,
but the dozen-plus bottles of Spanish
reds I browsed through looked tasty.

As I was roaming, one older male
employee came over to ask if I needed
a hand with anything. Politely, I
declined his help, mostly because my
motor skills hadn’t recovered quite
enough to speak coherently, when he
surprised me even further.

I had picked out a bottle of on-sale
sauvignon blanc that I’d never tried.
He started describing it to me, telling
me it was a great choice because the
grapes used to make the wine that year
were kept at a perfect temperature and
it was aged in specially-made, rare oak

barrels. And, he informed me, it’s
almost always priced much higher than
I was paying for it.

Maybe I'm just gullible, buying into
his sales pitch, but he seemed more
sincere than a salesman.

I appreciated all of the things he told
me; they were useful, interesting tidbits
of information that I later passed on to
my friends and family, pretending I
was the knowledgeable one.

But what I really appreciated was the
service. It’s not always easy to find
employees with a work ethic good
enough to learn their trade so thoroughly.
You certainly can’t find that at the
liquor stores attached to every new
Cub Foods, like the one in Arden Hills.
And, sadly, it’s even hard to come by
at Surdyk’s, because that store is
always so busy that you can’t find an
employee with time enough to help.

I guess, in the end, the lesson I learned
is to support the little guys in business,
because they’ll probably care more
about ensuring your happiness and,
thus, future business.

Unfortunately for me, that means driving
a half-hour north to pick up some wine
for those Saturday nights when I’'m
having my girlfriends over for dinner.

Remember

People Hate
Someone Who
Tries To Sell Them
Something, But
Will Love You If
You Help Them
Buy

Remember

Most People Are
Looking For Something
That Separates Your
Product Or Service
From All the Others.
Find That Creative
Approach, And DARE To
Be Different

Remember

Our World Is Changing
By The Second. If You
Don'’t Change With It
You’ll Be Listed In The
Book, "Who's Through,"
In Your Business
Category.
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Contributions For Local Utilities & Services

Forrest Johnson
Lake County News Chronicle

Folks in Silver Bay will likely be seeing
a new and improved liquor store and
lounge in the coming months. The city
council last week moved ahead on a
plan to get bids for the estimated
$700,000 project, a location which
annually earns the city a good share of
revenue. The hope is that the project
will be open for business on Labor Day
weekend.

Last spring the council approved a
$760,000 upgrade of the city’s water
treatment plant and water system
through town, including a repair of one
of the city water towers. The water
plant lasted 50 years, just about what
engineering folks figure such things
will last when they build them. Nearly
everything in town is 50 years old, just
as old as the town itself.

If there’s one thing I’ve learned over
the years, it’s that infrastructure won’t
last forever, no matter how much
concrete is used in the project.

There will be needed investments at
the Mary MacDonald Center as well.
City officials have looked over a
laundry list of safety and infrastructure
needs at the former elementary school-
-needs that include a new roof, windows,
sprinkler system and heating system, to
name a few.

The point is that Silver Bay is no
longer a new town, even though only
a few generations have made up the
population since the “Newest town in
Minnesota” was built back in the early
to mid-1950s.

I’'m not really sure what other major
upgrades are out there in the future for
residents. Streets and sidewalks. Sewer
lines. City officials and residents will
be discovering that the list of fix-ups
will never end.
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Will Never End

The search for funding to make the
upgrades and improvements will often
rely on property taxes and available
city revenue funds such as those gener-
ated by the liquor store and lounge.

In Two Harbors, where I live, folks say
they can get cheaper liquor in Superior
or Duluth, and I say fine. I figure when
I buy my booze at the “muni” I'm
helping pay for things we need in the
community. The return for paying a lit-
tle more is a healthy revenue fund that
lends out money for a host of city needs.

I’m not encouraging people to go out
and “drink for civic pride,” but the
reality is that a city-owned liquor store
and lounge is one of the few ways,
other than through property taxes and
utilities, that a city can raise revenues
that help keep the system running.
Some grants and legislative bonding
could be found to help defray costs,
but the bottom line is that living in a
community means financing public
services, just like we might finance an
upgrade of our home. When you need
a new roof, you figure out a way to pay
for a new roof.

Those are the costs of sharing a
community and sharing the services
that are needed.

There is always the brass ring of
building up the tax base to help share
in the costs. There will be new housing.
There will be additional jobs and
hopefully new residents as the mining
industry changes to include value-
added products such as iron nuggets.
Some day the lands at the business
park will be sold and turned into jobs
for residents and tax revenue for the
city.

No matter the amount of growth, the
rising costs of services will still be
borne by the taxpayers.

Your taxes won’t go down as the
need for services and infrastructure
improvements go up.

There aren’t any known examples in
the country where an increase in the
tax base has led to a reduction in
taxes. Somehow people believe that
such a miracle will happen, and
someone else will start paying the
bills for infrastructure improvements
and services. Even in places where
there has been phenomenal growth and
a leap in property values, something
that mathematically should equal a
lesser need for local taxes to pay for
the improvements, that never happens.

With growth comes more costs to
support that growth, so taxpayers still
need to keep contributing at a greater
rate. That’s the way things go.

For folks in Silver Bay, there is a
present need to continue upgrading
aging infrastructure, provide recreational
opportunities and create new
infrastructure for housing or at the
business park. Those contributions

will never end. Those are the things
that help make a community.

Assignment

Work at learning
what makes your
patrons feel valued,
respected, and
accepted. Then,
deliver that to them,
and watch your
new-customer count

sodar.




>hare Our Pride.
are the Future.

“Share Our Pride” says it loud and clear. We’ll work with you—and for you.
We’re backing our brands with unprecedented support, so you can sell more and
make more. We’re unveiling unique promotions that bring customers into your
store to buy. We’re developing new business programs to build your bottom line.
Our relationship with you is that important. Now, let’s make it bigger and better.

futurebrands..

the power of the portfolio.

A joint venture between Jim Beam Brands Co. and The Absolut Spirits Company, Incorporated. ©2005 Future Brands LLC, Deerfield, L drink @ smart®




Just Do It - Part Two

Getting Employees to do the things
you want them to do

By 2008 MMBA Conference Presenter
Tom Shay

Last month, we began a discussion on
the occasion of a manager or owner
telling a staff member to “Just do it.”
And while being an owner or manager
may entitle you to give instructions, fol-
lowed by a “just do it”, we have all
found from experience that this simple
instruction rarely provides you with a
job well done.

I mentioned that from my years in busi-
ness that there was a piece of paper that
was taped to the wall next to my desk,
and it outlined each of the 16 sections
of a book by Ferdinand F. Fournies enti-
tled, “Why employees don't do what
they're supposed to do, and what to do
about it.”

I also mentioned that as I had read the
book, all I needed was that small
reminder as I would give assignments to
my team members. I made a point to
always take a quick look at the list to
make sure I was not giving instructions
which had a very good chance of fail-
ing. My suggestion was that you would
take last month’s column and this one,
highlight the points of value to you, and
tape the two columns on the wall next
to your desk. Here are reasons nine
through sixteen as to why employees
don’t do what they are supposed to do,
and what to do about it.

Reason #9: They are rewarded for
not doing it. We covered a similar

situation last month. You pay your

staff members on an hourly basis. There
are staff members that are your star per-
formers, and most of us have had staff
members that have lagged

far behind in the quality of their work.
Not only do you know who these
individuals are, but so does every staff
member. If a staff member does a poor
job, or does not complete the task at all,
as owners and managers we rarely disci-
pline that individual. Something

as simple as a notation, signed by the
staff member and manager, noting the
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problem can help to solve this problem.
By stating that these notations will be
placed in the staff member's employ-
ment file, and discussed at their semi-
annual job review, you may correct the
situation.

Depending on the severity of the
situation, you may want to have a
policy where an employee is placed
on probation or terminated when too
many notations are received in a
certain time frame.

Reason #10: They are punished for

doing what they are supposed to do.
“You should have known .....”, is a

phrase which may have a place in a
manager’s vocabulary. However, it
should be used with great discretion.
Imagine the manager or owner who

has been in this industry for their

entire working life, and the employee
who had previously sold other products,
or worked in a service industry.
Understandably, there should be a world
of difference in the knowledge and
interpretation of the experiences in day
to day work.

Asking a question of how a staff
member saw a situation and what they
were thinking can enlighten the owner
or manager to how the staff member
saw a situation. A staff member who
has been told to build a display, and is
then chastised for failing to wait on a
customer, is going to be even more con-
fused when the next situation occurs.

Reason #11: They anticipate a

negative consequence for doing it.
This reason ties into the last one. Give a

staff member a situation where they are
afraid to act because of their fear of
being chastised, and you are on the road
to developing a staff member who is
learning to just “stay out of the way and
look busy”. Fear of a manager or owner
does not create a positive work place
where staff members can excel.

Reason #12: There is a lack of
negative consequence for poor
performance. This reason is similar

to reason #9; if there is a reward for not
doing it, or a lack of negative

consequence for poor performance, we
are cultivating employees who can best
be described as “slackers”. Combining
the reason from last month, as well as
reasons #9 and #12, the healthy work
environment will have rewards for those
who do the job, and penalties for those
who do the job wrong, poorly, or do not
do the task at all.

Reason #13: There are obstacles
beyond their control. Perhaps before
you left for a meeting today, you gave a
staff member the assignment of building
a display. When you arrive

the next day at work, the display is not
completed. Someone may have called in
sick. The necessary shelving for the dis-
play that you thought was in the store
room, was not there. Maybe, and fortu-
nately for your business, there were just
too many customers to get to it. The
valid reasons for the incomplete assign-
ment could go on and on. The important
point is for the manager or owner to
consider, and validate these situations
when deciding how to

penalize an individual, as well as
providing the necessary insight when
making the next assignment.

Reason #14: Their personal limits

prevent them from performing.
I remember years ago speaking to a

vendor about a problem we were
experiencing with his company with
regard to the shipment of goods. I
explained that there had been several
conversations with his dispatcher,
driver, and warehouse personnel. His
response, while blunt, did have a truth
within it. “We didn't hire them to work
in those areas because they were rocket
scientists.”

Not everyone is management material;
not everyone wants to be. Hopefully, all
of the sales team in your business is not
making the same hourly wage.
Hopefully, the main guideline for a raise
during the semi-annual review is not
longevity. Skill, both natural and
acquired, knowledge, and desire should
be some of the strong considerations for
pay raise and job assignments.



Reason #15: There are personal prob-
lems. Probably all of us have hired an
employee who would fit into the catego-
ry of “professional victim”. It seems
that nearly every day they come to
work, they are experiencing some type
of personal problem or emergency. And
we usually feel better when we have ter-
minated this employee, or they have
moved on to another job.

This reason is to call our attention to the
situation where a staff member is hav-
ing, just as every owner or manager
does, a personal problem that is prevent-
ing the staff member from giving their
full attention to the situation.

It has been the experience of this writer
when such a situation has been detected,
that a conversation on a personal basis
goes a long way. An offer of “I would
be glad to listen or help where I can”
has helped in creating a friendship and
better working relationship between
staff member and owner or manager.

Reason #16: No one can do it.
Consider a manager who has a vision of
how they want something within the
business to look. It may be a display;
sometimes it is needing a report from
computer. This manager was very good
in envisioning what he wanted for the
business, but there were those occasions
where a staff member needed to ask
how to complete the task. A possible
problem was seen by the staff member
even before starting the task. The
manager was unable to clearly answer
the request for directions or additional
information. And with a sound of
frustration in their voice, the manager
would say, “I do not know exactly how.
That is what I pay you to do. Just do it.”

And thus, we complete the two columns
with the same issue we began with. Just
do it was a great slogan by Nike, and it
may have worked well for Mom, but it
does not have a place in your business.

* Today we more often work with
employees instead of their working
for us

 Extra efforts by employers can
produce exceptional results from
employees

* Post a copy of these two articles next
to your desk

“Not My Department”
Costs Stores Dearly

By The Associated Press

According to a recent survey, half
of all shoppers encounter ‘multiple
problems’ on typical visits to stores,
and nothing aggravates customers
like shoddy customer service.

In fact, a salesperson with a bad
attitude, or one who is not around,
drives shoppers away and ultimately
hurts a company’s revenue.

Encountering problems while
shopping is extremely common --
on average half of shoppers polled
encounter multiple problems on any
given shopping trip, said Paula
Courtney, president of The Verde
Group, the Toronto market-research
company that presented the study.

Younger shoppers and women over
age 40 are the most likely to have

problems in stores, the survey found.

Problems at brick-and-mortar stores
can lead to a significant decline in a

customer’s perception of a company,
according to the survey of 2,200
U.S. and Canadian shoppers by The
Verde Group and the University of
Pennsylvania’s Wharton School Jay
H. Baker Retailing Initiative.

While store-based problems such as
parking can present an annoyance,
“the problems that matter most and
degrade loyalty the most are with
salespeople,” said Courtney.

Common issues with salespeople
include having a “that’s not my
department” attitude or not being
around at all, being too aggressive
and being insensitive to long
checkout lines.

On the other hand, if salespeople
seem authentic and knowledgeable
about the products they are selling,
they can create an experience that
consumers will remember and make
it more likely they will return to the
store, Courtney said.

FUN!

Fun & The Bottom Line

Do you want to reduce
absenteeism, promote greater
Jjob satisfaction, boost employee
performance, increase
productivity, and suffer less
downtime? Of course! But,

how?

By encouraging fun. These are
among the bottom-line benefits

of a fun work environment.

1)
2)
3)
4)
5)
6)
7)

8)
9)

10) Fun creates energy.

10 Characteristics

of Fun

Humor alleviates stress and
tension.

Fun improves
communication.

Fun eases conflict.

Laughter can help us survive.
Laughing at yourself is the
highest form of humor.
Laughter has a natural healing
power.

Humor helps lighten the load.
Fun unites people.

Fun breaks up boredom and

fatigue.
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Getting Geared Up For 2008 Ice Sales!!

Why do we care about Ice??

Ice is what we call a “Basket Driver”.
Basket Driver refers to “complimentary”
purchases.... what sells with the ice
transaction. Customers tend to purchase
many other items when they purchase
ice.

Transactions with Ice Purchase =
Increased Customer Dollars!!

The most expensive ice in the store is
“out of stock” ice. What can you sell
them if they came in needing ice, and
you’re out? What is the substitute for
not having ice?

The ice industry has seen a consistent
product shift within the ice category
over the last several years. In the
market place 5 years ago, 55% of the
total pounds of ice sold were in the 51b
bags and 45%were in 20lb bags.
Today, this has changed with 45% of
the pounds of ice sold in the 5Ib bags
and 55% were in 20Ib bags. As the
retailer, look at your profit margins in
51b and 201b bags and increase your
margin on the 201lb bag to adjust for
the product shift since you, the retailer,
currently make a smaller margin on the
201Ib bag.

Independent research from Probe
Research Inc. in Jan 2008 concluded
that the following items are what affect
the buyer’s decision process.

1.) Convenience / Availability

2.) Quality / Purity

3.) Price

In short, since consumers are more
interested in convenience and quality
than price. Should you increase your
retail price?

At Arctic Glacier Premium Ice,
the comment “Ice is Ice”
is just not true

At Arctic Glacier we go to extremes
to ensure an unsurpassed quality of
packaged ice. With the ongoing

concerns regarding drinking water,

we felt it necessary to reaffirm your
confidence in Arctic Glacier
Premium Ice. Arctic Glacier
Premium Ice is a “Food Product” that
is consumed everyday.

Here are specific items you need to
consider when you compare Arctic
Glacier Premium Ice to any other ice.

Arctic  Other
Glacier  Ice
* Independent Weekly
Product Testing
(published reports
available) Yes ?

* Company Recall
Procedure including
Product Date Coding
enabling Yes ?

* Employee Orientation
Program and ongoing
Product and Packaging
training Yes ?

* Micro Particle
Filtration and Ultra
Violet Disinfection
purification process
creating “Bottled Water”
quality ice Yes ?

* Uniform policy for
all packaging
employees strictly
enforced Yes ?

e Stainless Steel/Food
Grade Product Transfer
Equipment Yes ?

e Tamper Resistant
Sealed Packaging
reducing the risk of
contamination Yes ?

* Modern Fleet of
Refrigerated Delivery
Vehicles ensuring
Product quality Yes ?

¢ Accredited PIQCS
Member of
International Packaged
Ice Association Yes ?

» Keep raising industry
standards for quality
and service Yes ?

» Excellent professional
sales/customer service
representatives and
Delivery Personnel Yes ?

¢ Meets or exceeds all Government
Health Regulations  Yes ?

¢ Over 10,000 tons of
daily production at
37 manufacturing
facilities assuring
product availability.
Yes ?

* Same day delivery Yes ?

* Expanding Computerized
Invoicing Technology Yes ?

* $50,000,000 Product
Liability Insurance Yes ?

You owe it to your company and your
customers to deal with a reputable
Packaged Ice Company. At Arctic
Glacier, we understand how important
your business and public image is, and
how vulnerable we all are to those in
various industries who just do not
adhere to the same rules.

wWww.
municipalbev
.com
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Millennials Seek New Tastes &
Pay Premium For Alcohol Beverages

Millennial consumers (21 to 30 year
olds) often seek new tastes and are
willing to pay a premium for alcoholic
beverages, according to a new study by
Progressive Grocer parent The Nielsen
Co.

According to “Millennials and
Beverage Alcohol,” consumers in

the 21 to 30 year old age group have
dramatically changed their alcoholic
beverage preferences over the past
decade. While beer accounted for 59
percent of this group’s alcoholic bever-
age spending; 10 years ago, this num-
ber has shrunk to 47 percent today, as
their wine and spirits purchases have
grown in relatively equal proportions.

“The Millennials are primed to be an
extremely influential group,” said
Richard Hurst, s.v.p. of beverage alcohol
at ACNielsen, a service of The Nielsen
Co. “At the beginning of their careers,
they are discovering the world and have
control over their money and time in
ways their predecessors never did.
They are a sizeable group with many
purchasing years ahead of them, and
understanding what they’re buying,
why they’re buying, where they’re
buying and how they’re buying
represents an enormous opportunity
for today’s manufacturers and retailers.”

Despite the decline over the past 10
years, Millennials still show a preference
for beer. On a dollar basis, the category
represents the majority (47 percent) of
their alcoholic beverage spending,
compared to spirits (27 percent) and
wine (26 percent). On a volume basis,
beer accounts for 83 percent, compared
to 11 percent for wine and 6 percent
for spirits. Among Millennials who
drink different types of alcoholic
beverages, beer is most often cited at
their “favorite,” according to the study.

Millennials also have different drinking
preferences than older generations, and
are much more likely to experiment
with a variety of beer types and fla-
vors. While domestic premium beers
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are still their dominant choice, they are
much more inclined than older con-
sumers to purchase imported beers (28
percent of Millennial beer spending
versus 15 percent for other age groups)
or craft beers (15 percent of Millennial
beer spending versus 6 percent for
other age groups).

Among imported beers, Millennials
tend to look more favorably to
Mexican beer than older generations
do. Mexican beers account for nearly
one half (46 percent) of Millennials’
import purchases compared to 35
percent for older consumers, who
show greater interest in imports from
Holland, Germany, and Canada.

“One might expect that as consumers
grow older and their income levels
rise, they would naturally trade up,”
said Hurst. “In fact, economy beer
purchases are much more common
among older generations. Craft and
import beers have a receptive audience
in Millennials who clearly are open to
new tastes in beer, and are willing to
pay more to try something different.”

Millennials also show a preference for
premium over value when it comes to
spirits, according to the study.
Premium and ultra-premium spirits
rank highest among the group, while
value-priced spirits dominate among
consumers over age 50.

When it comes to wine, Millennials
tend to prefer red (51 percent of vol-
ume) more so than older consumers
(approximately 44 percent). Among
red wines, Cabernet and Pinot Noir
have the most distinct skew towards
Millennials while Chardonnay remains
the most popular white wine across all
ages. Pinot Grigio, Sauvignon Blanc,
and Rieslings account for a higher
share of Millennials’ wine purchases
compared to the over 30 population.

As with the beer category, Millennials
are more open to trying imported
varieties and also contribute more to
sake sales than Gen Xers and Baby
Boomers. While most consumers in
this group consider themselves
novices or only slightly knowledgeable
about wine, approximately one-third
(34 percent) are interested in learning
more, which suggests an “education”
opportunity for retailers.

The study was based on data collected
via a triangulation of Nielsen’s
Homescan consumer panel information
and online survey and fieldwork from
a sample of nearly 900 consumers 21
years old and older who drink beer,
wine, and spirits at least once every
two months.

The full study is available at
www.nielsen.com.

Brandi’s Bar Tricks

After playing a game of pool with your buddy, challenge a
person nearby to attempt this trick.

Take a cue ball. Place a pool stick over both sides of the
table. Place the cue behind the pool stick. Make a bet
that you can get the cue ball under the pool stick without
touching the stick or forcing the ball under.

The trick: Take the cue ball and roll it under the table!!!







MMBA Commercial Members Are Available to You! Contact Them!-

Platinum Member

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: Chris Morton
Address: 3601 W. 76th Street
Suite 20
Edina, MN 55435

Phone: (952) 830-1131

Fax: (952) 830-0123

Cell: (612) 817-7532

E-mail: chris.morton@
sales.futurebrandslic.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

Gold Member

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@coors.com
Web: WWW.COOrs.com

Specialty Wines and Beverages

Contact: Chris Bauerschmidt

Address: 7308 Aspen Lane North #153
Brooklyn Park, MN 55428

Phone: (763) 493-5993
Fax: (763) 493-4571
E-mail: specialtywinesandbeverages

@msn.com

Silver Plus

Anheuser-Busch, Inc.

Contact: David Anglum

Address: 12107 Wellesley Ave.
St. Paul, MN 55105

Phone: (612) 597-1967

Fax: (651) 699-6989

E-mail: David.Anglum@anheuser-busch.com
Web: www.budweiser.com

Bacardi USA

Contact: Greg Aamodt

Address: 6391 Teton Lane
Chanhassen, MN 55317

Phone: (952) 380-1250
E-mail: gaamodt@bacardi.com
Web: www.bacardi.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

Fifth Third Processing
Solutions

Contact: Patti Westling
Address: 708 6th Street South
Princeton, MN 55371

Phone: (763) 389-0690

Cell (612) 308-9800

E-mail: Patricia.Westling@53.com
Web: www.53.com

Gluek Brewing Company

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

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

Margron Skoglund Wine
Imports

Address: 1660 South Hwy. 100, #141
Minneapolis, MN 55416
952-546-0114
952-546-1876

Phone:
Fax:

Micro Matic Dispensing Equip.

Contact: Craig Vasseur

Address: 10726 North Second Street
Machesney Park, IL 61105

Phone: (866) 327-4159
Fax: (815) 968-0363
E-mail: cav@micro-matic.com
Web: www.micro-matic.com

Miller Brewing Company

Contact: Brian Bade

Address: 410 Whitegate Lane
Wayzata, MN 55391-1334

Phone: (952) 937-2906
Fax: (952) 937-2912
E-mail: bade.brian@mbco.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, State Manager,
Metro, Southern (612) 251-1228
Gary Bonlender, NRS Manager,
(651) 334-9565
Jeff Van Schoick, State Manager —
Metro, Northern (612) 281-1859

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
Web: www.trs-pos.com

United Bank Card

Contact: Timothy A. Dunn

Address: 615 Davis Drive #700
Durham, NC 27713

Phone: (800) 963-6928 x 541

Fax: (800) 849-0084

Cell: (502) 419-5062

E-mail: TDunn@UnitedBankCard.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

William Grant and Sons, USA
Contact: David Budge
Address: 608 Montclam Place

St. Paul, MN 55116

Phone: (612) 554-3964

Fax:

E-mail: DBudge @wgrantusa
Web: www.wgrantusa.com

Pig’s Eye Brewmg Company, LLC

Contact: Jeff Crawfor

Address: 10107 Bridgewater Parkway
Woodbury, MN 55129-8587

Phone: (651) 734-1661

Fax: (651) 734-0171

E-mail:  jgcrawford @pigseyebeer.com
Web: www.pigseyebeer.com

Bronze Member

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 Cor?oration
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: |.sage @dakotaww.com
Web: www.dakotaww.com

Griggs, Cooger & 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

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

Vlnoco%a

Contact: ion 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

Supporting Member

C & L Distributin

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

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

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@Ihbcorp.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: (952) 496-3481
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
(218) 263-6886

(218) 263-6111

Phone:
Fax:

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

TSBL Distributin

Contact: Joseph Ingraffia

Address: 12124 Riverwood Drive
Burnsville, MN 55337

Phone: (952) 894-2520 x 14
Fax: (952) 894-2524
E-mail: jingraffia@tjbldist.com
Web: qwsco.com
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93 Points..."
Exceptional”
...Gold Medal™
*Beverage Testing Institute

DISTILLED FIVE TIMES

C(RAFTED'IN
AMERICA

408 ALC. BY VOL. (80 PROOF)

Luxurious, Ultra Premium Vodka... _ﬂ/}
Crafted in America! e w B\

AVAILABLE THROUGH PHILLIPS WINE & SPIRITS «+ OUTSTATE: 800-462-5303 <+ METRO: 651-637-3300 < WWW.OPULENTVODKA.COM




UV,

VODKA

UV i

GR/APE

GRAPE FLAVORED VODK!
30% ALL,/VOL

CELEBRATE

Hosting, celebrating or just mixing to chill, the UV family has you covered.
UV Vodka is distilled four times, activated carbon filtered, and
always unblended for unparalleled smoothness.

UV GRAPE BOMB UV GRAPE APE UV GRAPE HAZE
UV Grape Vodka UV Grape Vodka UV Grape Vodka
energy drink lemon-lime soda cranberry juice

splash of sweet & sour mix lemon-lime soda



