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scotch and water, or even 85 proof tequila.

understands that ice is a food and therefore treats it as such in every step
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For more on ice safety, see page 10.
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MMBA President’s Message |

Tom Agnes
President

The holidays are a very busy time of
year for all of us. But what about after
they are done?

Typically the first quarter of every year
tends to be the slowest in sales. So let’s
consider some of the things we need to
get done during the down time of our
operations.

* Itis a great time to look at
moving items out that are slow
in sales. Run some sort of close
out sale. Dutch auctions or 2 for
I’s are always good programs.
For those of you running
perpetual inventories, (which
should be most of you) once the
item is gone you must delete and
purge out of your system after
records retention says it’s okay.
If you don’t have a database that
can track sales of an individual
item a good system is to go thru
and red dot a category like the
beer cooler on the first of the
month. Put a little red sticker dot
on the item at the front of the
cooler door and if this item is
still there at the end of the month
it needs to go away. Also look at
vendors who you no longer have
in your system as well and delete
them out and all their products.

* While much of your planning
may be done for next year, look
at what you will do for individual
months with sale items. Try to
look over the past year and what
programs worked out well and
which ones failed. Try to identify
what made them successful and
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what made them fail and how
you would change things for
next year.

It’s a good time to do those deep
cleaning tasks you may have
been putting off. Have your ice
vendor come out when stock is
low and de thaw your ice chest.
Clean and organize that junk
drawer we all know we have.
And probably most disgusting of
all, underneath the beer cooler
racking.

Get a good plan in place for the
upcoming year, including
staffing. Plan out any advertising
so when those last minute guys
come along you donit break your
budget. Have an idea of any
budget cuts you may need to
make to help your city in this

time of LGA and unallotment
challenges. With the state
predicting a $1.2 billion dollar
deficit for 2010 & 2011 we will
continually need to look at more
ways to help out and bring more
funds into our cities. Every little
bit we can do helps. And make
sure to promote that you are
helping the city in this fashion.

Many ideas concerning these issues are
addressed at our annual boot camp,
conference, email newsletter, magazine,
regional meetings and more.

Please contact MMBA if you have any
questions and cheer on the Vikings to
continue to heat up our cold winter.

Tom Agnes
BC Liquors
MMBA President

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.

Over 100 beverages
Shamrock Beer Systems

Walk-in Freezers/Coolers —

Shamrock Water Filtration
Bulk CO,, other gasses
Service, repair, installation
Ice machine rentals
‘Purefect’ Ace Ice

SHAMROCK GROUP

The Beverage & Ice Experts




BECOMING
AMERICA’S BEST BEER COMPANY

MillerCoors™ has a powerful portfolio of beers
that will increase your business and grow your bottom line.

WEETEY,
e

MillerCoors-

Growing business the right way by promoting the responsible enjoyment of beer.




Ten Years of Successful Wine Tasting

By Lori Ehde,
Rock County Star Herald

Over the past 10 years, residents in
Luverne and southwest Minnesota
have been learning about wine, one sip
at a time.

The Blue Mound Liquor Store hosted
its first wine tasting in 1999. That
event, staged in the Coffey Haus,
attracted 19 people.

Since then, the annual event has grown
to include more than 130 interested
wine tasters.

Rich DeSchepper and Christy Hess of
the Blue Mound Liquor store hosted a
10’th anniversary wine tasting
Thursday night, Nov. 19, in the Blue
Mound Banquet and Meeting Center in
Luverne.

“I'm so honored we have everyone here
tonight to join us for our 10°th
anniversary,” Hess told the crowd.

She recognized a few charter members,
such as Luverne’s Brenda Johnson,
who now helps with the event, when
needed.

Dave Evenson and Scott Faust of
Johnson Brothers Liquor Company, St.
Paul, have been supplying wine for the
local club since it started.

Faust led a toast to DeSchepper and
Hess for 10 years of successful wine
club organization.

“A toast to you guys for making this
one of the most successful wine clubs

in southern Minnesota,” he said.

Evenson toasted the local wine club
members as well.

“You guys are truly interested in
wine,” he said. “You show up and ask
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Brenda Johnson (left) Christy Hess and
Rich DeSchepper check the guest list
at their recent wine tasting event.

good questions. You truly have an
interest in wine.”

Dr. Paul and Jan Rud are among the
faithful sippers. When asked why he
comes every year, Paul points across
the table at his wife and says,
“Because she drags me along.”

He laughs, though, and admits he
enjoys the night out with friends.

Jan was a bit more specific. “We love
to try new wines, and we’ve learned
so much,” she said. “We didn’t know
anything about wines when we
started coming.”

Now, she said, they’ve narrowed their
favorites to a few white wines and
some Malbecs.

The Ruds, like many other local wine
club members, also come for the
experience and to meet with other wine
club regulars.

“They do it so nicely,” Jan said about
the wine tasting events in Luverne.
“We’ve talked to people in the Twin
Cities about this, and they can’t believe
how big it is.”

Paul said, “It’s amazing to look around
the room tonight and see all the

people."

DeSchepper said wine tasting in
Luverne started after he’d been to a
Minnesota Municipal Beverage
Association Meeting in Montevideo in
1999.

He said a liquor store manager from
Herman had shared that a wine tasting
event there had been good for business.

“When I got back, I said to Christy,
‘I’'m going to send you on a road

trip so you can see what they did
there.” And when she came back, she
organized it, and we hosted our first
wine tasting here,” DeSchepper said.

“She’s done a wonderful job
spearheading this.”

Thursday’s wine selection included
Turning Leaf Riesling, which was on
the list 10 years ago for the first wine
tasting in Luverne.

The wine is served with meat, cheese,
crackers, bread and grapes.

The event wrapped up with a Madria
sangria, a dessert wine that was paired
with fruit tart squares, topped with
fresh fruit and drizzled with chocolate.

Victoria Stearns, Luverne, prepares the
food and desserts for the Blue Mound
Liquor Store’s wine tasting events.

“Wine has become a very large thing in
Luverne,” DeSchepper said following
Thursday’s event. “We’re very happy
with the success we’ve seen."

(MMBA Editor’s Note: Rich sent the
Jfollowing to the MMBA office, “What
has wine clubs done for our wine
sales? In 1999 we were doing $52
thousand dollars worth of wine sales.
This year we will exceed $155
thousand dollars worth of sales.”)
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In Pennsylvania, Re-Thinking the
Government-Run Liquor Store

How one state learned to run its booze bureaucracy like a business — politics permitting

‘By David Raskin | October 2009

Most Pennsylvanians over the age of
40 can remember when buying wine or
liquor in their state meant walking into
one of several hundred state-owned
stores with featureless facades and
institutional fluorescent lights, finding
a product number from a list and then
relaying that number to a window clerk
who would fetch the bottle from a
stock room. It was the alcoholic-beverage
retail equivalent of the post office.

The unpleasantness was intentional.

As the “noble experiment” of
Prohibition came to a close in 1933,
the thinking in Pennsylvania was that
alcohol consumption would be tolerated
but ought not be encouraged. Governor
Gifford Pinchot’s solution, designed
just before repeal took effect, was to
create the Pennsylvania Liquor Control
Board as the state’s sole wholesaler
and retailer of wine and spirits. The
LCB stores would be staffed by
certified civil servants. The board would

regulate all licensing of alcohol-serving
establishments. There would be no
advertising, no window displays and
no Sunday sales. Dozens of states fol-
lowed suit.

Seventy-five years on, Pennsylvania
still runs perhaps the most restrictive of
the 18 remaining state alcohol-control
regimes. While most states got out of
the booze business entirely, or at least
licensed out their retail operations,
privatization never happened in
Pennsylvania and won’t happen anytime
soon. That’s because even with all the
red tape, alcohol sales return nearly
$500 million annually to the state
treasury. It’s also because the clerks’
union, which is dead set against
privatization, is a powerful force.

Recently, however, new leaders at the
LCB have begun responding to the
complaints, jokes and political cartoons
about how difficult Pennsylvania
makes it to buy wine and spirits. The
state stores have begun stocking

OOPS!!!

shelves with better selections. They’re
trying to make the stores themselves
less dreadful, and perhaps even pleasant,
places to shop. The story of their
efforts to turn a public lemon into
limoncello is a study in how even the
most maligned government agency

can be made to cater to citizens. But

it also demonstrates the limits to how
far a retail attitude can go within a
public-sector context. “We try to run it
like a private business,” CEO Joe
Conti told me in the board’s conference
room, its wood-paneled walls garnished
with paintings of martini glasses and a
Cubist rendering of wine and cheese.
“Until we’re told we have to do some-
thing bureaucratically.”

The PLCB’s lurch toward customer-
friendliness began in 2002. That’s
when Governor Mark Schweiker
appointed Jonathan Newman as chair-
man of the three-member board. The
post typically had been a patronage
appointment, a sideline for people who
sometimes knew nothing at all about

In the last issue, we mistakenly mixed up the photos of 2009 MMBA Scholarship winners
Shawna ltzen and Gina Vetsch. Here is how it should have looked

Shawna Itzen
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the alcohol business. Newman, by
contrast, was a lawyer with a passion
for fine wines who had dropped his
legal practice to spend three years on
the board learning the ropes of the
industry. He also understood that an
increasingly demanding drinking pub-
lic had developed a taste for more
sophisticated wines and liquors—and
he wanted to cultivate Pennsylvanians’
palates even further.

Newman’s signature move was to
create a line of Premium Collection
stores, complete with temperature-
controlled rooms, to sell more top-shelf
products. To stock those top shelves,
he created the Chairman’s Selection
program. Newman used Pennsylvania’s
leverage as the second-largest wine
purchaser in the world (only Ontario’s
liquor control board buys more) to
negotiate good deals on underpublicized
vintages. For example, the PLCB was
able to sell the Landmark Damaris
Reserve Chardonnay 2000, a $40
bottle, for $20. These moves earned
Newman Wine Enthusiast magazine’s
Man of the Year title in 2003. But
Newman also wanted to improve the
shopping experience for customers
who buy a less upscale product.

In 2007, Newman abruptly left the
board. Governor Ed Rendell had
recommended the creation of a CEO,
and the other two board members
appointed Conti, a former state senator,
to the job at $150,000-a-year—more
than twice the chairman’s salary.
Newman resigned in protest of what
he saw as the LCB swinging back to
a political mindset, rather than an
entrepreneurial one.

But Conti has surprised many of his
critics. His biggest push has been in
continuing to update the state-store
image. To soften the perception of

the surly liquor clerk, he stepped up
customer-service training for front-line
employees. He signed a $3.7 million
deal with a national marketing firm to
update the interior design and image of
the stores themselves. The effort also is
expected to include a vastly expanded
Web site and online ordering system.

Conti doesn’t quite share Newman’s
enthusiasm for vintage wines. But he’s
tried to build on what Newman created
with the Chairman’s Selection program.
To guide the choice of which wines to
include, the board has assembled a
Wine Advisory Council made up of a
handful of sommeliers and renowned
restaurateurs across the state. And
Conti has uncorked plans to open a
line of boutique stores in swanky
neighborhoods. These shops—to be
collaborations with gourmet grocers—
will specialize in selling wine alongside
cheeses, breads and prepared meats.

“Let’s be honest,” Conti says. “We’re
known as a government commissary
fulfillment organization. We really
want to be known as a specialty
retailer. The success of our stores is
predicated upon it.”

For all the progress the PLCB has
made in recent years, the reality of a
state government running a 619-outlet
retail operation (that’s more stores than
the Cracker Barrel or Toys “R” Us
chains can boast) remains a bit strange.
Real estate decisions are particularly
tricky. On the one hand, the control
system allows Pennsylvania to minimize
the number of liquor outlets in distressed
areas, as well as prohibit sales of
fortified wines. So poor parts of
Philadelphia and Pittsburgh don’t need
to confront the problems associated
with having a liquor store on every
corner. But the system also demands
that the state serve all legal citizens. So
there are stores in sparsely populated
rural areas and stores in high-rent
downtown locations that make only
marginal profits.

The PLCB often can’t resist responding
to local pressure. As P.J. Stapleton, the
current board chairman, explains, there
are situations in town centers where
main streets are decimated by closing
businesses and the state liquor store is
the last retail operation standing. “The
mayor, city council, governor, and
state senator all want us to stay there
because they’re pumping millions of
dollars into these downtowns to preserve
them,” Stapleton says. “The last thing

they want us to do is leave and create
another hole.”

The PLCB also runs into resistance
when it tries branching out into new
retail models. The plan for boutique
stores, for instance, has come under
fire from the Pennsylvania Restaurant
Association. Restaurant owners such
as Jon Myerow, of Philadelphia’s Tria,
a wine, beer and cheese café, don’t
think that state government should

be competing against them. Wine

bars, which have to mark up prices
substantially to survive, fear that cafés
selling wine at state-store prices will
put them out of business. This summer,
the state House passed a bill backed by
the restaurateurs that would partially
stifle the PLCB plan by specifying
that the leased boutiques could not
share an internal passage with the cafés.
The bill is still awaiting Senate debate.

Conti chalks up the restaurant opposition
to NIMBYism. “There’s 25,000
restaurants in the state,” he scoffs.
“We’ve been directed by the board to
investigate eight to 12 locations.”
Still, the episode demonstrates the
idiosyncratic constraints Conti has to
navigate as the CEO of a company
whose shareholders are the taxpayers.
It’s no longer temperance and ambiva-
lence about alcohol that get in the way
of state stores acting like a true retail
enterprise. Rather, it’s politics and

the public scrutiny that follows any
government enterprise that turns a
profit.

Despite all this, the PLCB has been
succeeding by the one measure that
matters most to any business. From
2003 to 2008, revenues grew at an
annualized rate of nearly 7 percent,
outpacing national trends for both
distilled spirits and wine. You might
argue that it would be difficult for
anyone with a monopoly on booze to
fail to turn a profit. And state stores
have a long way to go to shake the
Soviet-era image seared into the
minds of many customers. But just in
the attempts it is making to improve,
Pennsylvania’s booze bureaucracy is
proving to be its own noble experiment.
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Is Your Ice Safe?

“Ice is a food: In every food code in
the U.S. ice is defined as a “food”.
Since ice is defined as a food, the water
that is used to produce ice must come
from a safe source and any company or
entity making ice for distribution to the
public must follow good manufacturing
practices not only for the manufacture
of ice but for the bagging, storage and
distribution of the ice as well. In other
words, actions must be taken at every
step to ensure a safe and sanitary
product that is fit for consumption

and does not pose a health risk. We

at Arctic Glacier not only understand
this, but as members of the IPTA
(International Packaged Ice
Association) we also adhere to strict
guidelines for the manufacture, storage
and distribution of our Packaged Ice

as one of many things we do to ensure
we are producing and delivering a

safe, sanitary “food” product to our
customers.

Ice can make you sick! Most people
don’t realize that it’s possible to get
very ill from contaminated ice. Even
though ice is a “frozen food” it can still
contain harmful bacteria or viruses.
Salmonella, E. coli, and Shigella can
all survive on ice cubes even when the
ice is mixed with a cola drink, scotch
and water, or even 85 proof tequila.
And viruses survive just as well, mean-
ing the whole family of noroviruses,
the leader in foodborne illness, could be
living in contaminated ice.

Is your ice safe? It’s estimated that
over half of the bagged ice sold in the
U.S. is produced by convenience
stores, liquor stores, grocery stores and
other retail locations, and this doesn’t
include all of the ice consumed in
restaurants, convenience stores, motels,
etc. Many of these locations receive
little or no oversight from local health
officials, and even those that are
inspected receive only cursory
inspections. Many of those machines
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By Arctic Glacier Ice

that are inspected have been found to
contain mold and slime build up inside
them which gives bacteria a perfect
place to breed and grow. Couple that
with mishandling of the ice by unin-
formed or uncaring employees and you
have a perfect recipe for contaminated
ice and foodborne illness.

Is your ice machine a lawsuit waiting
to happen? The answer to that
question can be found in the steps you
take to ensure your ice machine is not
a breeding ground for bacteria and also
in the steps your employees take to
avoid contaminating the ice. The
Centers for Disease Control and
Prevention recommends that the type
of ice machines normally found in
retail locations be cleaned and sani-
tized weekly. Here are a few other
steps that need to be taken.

e Just as you would with any other
food, wash your hands prior to
handling ice. This includes a 20
second hand wash with soap and
water after using the restroom,
sneezing or coughing, handling
other foods, doing cleaning
tasks, handling money, or
contaminating hands in any way.

¢ Ice machines must be delimed
and cleaned a few times a year.
Filtering the makeup water for
contaminants is also recommended,
just because the makeup water is
from a potable source doesn’t
mean it can’t be contaminated
(at Arctic Glacier we use
ultraviolet light as our final filter
of the makeup water to kill any
bacteria that may have gotten
past other filters).

e At the ice machine, store large
ice scoops in a sanitary receptacle
on the outside of the machine.
Ice scoops should be made of
metal or plastic and ideally
should be cleaned before each
use after being stored for any
period of time.

e At the dispensing ice bin, clean
and sanitize the ice bin daily and
store the ice scoop on a clean,
dry surface. Shut the cover on
the bin while not in use.

e Ice is a “ready-to-eat” food, so
in addition, food workers should
not handle ice with bare hands,
but must always use a sanitary
ice scoop, tongs, or gloves to
eliminate any contact with bare
hands.

There is another way! Obviously
anyone with an icemaker that is
producing ice for consumption by the
public needs to be following all of
these guidelines plus many others in
order to ensure a safe, clean, sanitary
product and by doing so limiting their
exposure to health department sanctions,
as well as lawsuits, but if you are not
already following all of these steps
there’s an easy way to start. Call Arctic
Glacier Premium Ice at 800-562-1990
and ask us about getting regularly
scheduled deliveries of packaged ice.
We follow all IPTA guidelines and
GMP standards and we also understand
that ice is a food and treat it as such in
every step of its manufacture, storage
and distribution to our customers.
Make a smart business decision today
to get rid of a continuing headache and
virtually eliminate one more possible
lawsuit waiting to happen; surely you
have more profitable things to do than
cleaning, sanitizing and deliming your
ice machine all the time.

Here’s An
idea

Using a headline titled
“As advertised in
(newspaper name)...” create
posters of your print
advertising to place around
your facility.
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WIRTZ BEVERAGE MINNESOTA

Formerly Griggs, Cooper & Company

Now Available...
Online Ordering at
www.ordering.wirtzbev.com
or

Visit Our Website at

www.wirtzbeveragegroup.com

We are Proud of Our 102 Full-Service Sales and Management Team Members

that Sell and Service the Largest Inventory of Wines and Spirits
to Retailers of Minnesota.

127 Years of Continuous Service.

Eagle Wine Team Prior Wine Team
Northstar Team

489 N. Prior Ave. ¢ St. Paul, MIN 55104 ¢ 651-646-7821 * 800-672-0970




Congratulations 2009 MMBA Food Drive Winners!!

Two Harbors

Jon Chance from Miller Coors, a sponsor of the event; Carole Carlson
from the Salvation Army; Brian Hachey from the MMBA,; Vicki Wick,
Two harbors liquor store manager; Anne Davies, liquor store employee;
and, seated, Lori Carlson, a liquor store employee.

Miltona

Jon Chance, Miller Coors; Ron Domschot, (I to r) Bob Leslie, MMBA Director; Mark Johnson,
Alexandria Food Shelf; Mark Larson, Miltona Liquor manager Miltona Liquor manager, Tanya Olson,
and Bob Leslie, MMBA Director Parkers Prairie Food Shelf, Jon Chance, MillerCoors

Members Raised 20.5 Tons of Fo@
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Passport Cards
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An MMBA member recently asked if "Passport Cards" are considered "Passports”
and therefore an acceptable form of identification for purchasing alcohol in Minnesota.

According to Alcohol & Gambling Enforcement, the answer is "Yes."

I'm the One

Total Register Systems

plains no matter what kind of service | get. ..
4215 Louisiana Avenue New Hope, MN 55428

| guess | just don't think it's worth wasting my
energy confronting bad service.

I'm the one who goes info a restaurant and (763) 537'1 906 - WWW.’[rS-pOS.Com

sits for 30 minutes until | get waited on.
The waiter is rude and impatient while I'm

(e eT: [ Point-of Sale & Inventory Solutions
my order it's 25 minutes later and it's wrong.

But I don't complain as | pay my bill. for the On-SaIe / Off-SaIe

I'm the one who goes to a store to buy some- Mun|c|pal Beverage |ndustry

thing, but | never throw my weight around.
If I get a snooty salesperson who rolls his/her

eyes because | want to lpok at sel{eral tﬁings Sv Ste m S I n C I u d e

before | make up my mind, I'm still polite as
can be.

I'm the one who bought a toaster which ¢ |D Verfification
burned out in two weeks. . .
e Credit Card Interfacing

| hated taking it back, but | knew it was under

warranty. . —
°
All the time they were telling me it was my S I g n Pal ntl ng
fault. .
e Gift Car
At that point, | couldn't think of anything to do G C a d S
but leave.

* Wireless Scanning

It wasn't worth getting into a yelling match

over a toaster. ° TOUCh Screen

| smiled and said, "Thank you. Goodbye." )

I'm the one who wouldn't dream of making a * Rep0|’t W|Zard

scene in public as I've seen others do at . .
times. * Video Camera Interfacing

But I'll tell you what else | am

I'm the one wh back.. . N . .
171 {16 0ne WO NEVer comes bac Total Register Systems has 20 years of Experience in Retail Partnerships

(Writer: Anonymous)

MUNICIPAL LIQUOR STORE 14



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.

MID-C.EI.‘ITRAL |C'E LLC Dulu th/SuperiOr
Perham

Belgrade

Minneapolis

ATERVLL

a2 ICE INC

Waterville

MIIMA

m|nnesoto |ndependent |ce manufocTurers

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
860.629.6267
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



When the Customer is Flat Out Wrong

By Joanna L. Krotz

Worn out trying to please an impossible
client? Blame it on Harry Gordon
Selfridge.

In 1906, Selfridge purchased a site in
London, upon which he built the
famous store that bears his name and
thrives today. Selfridges opened doors
in 1909, when women were beginning
to enjoy the fruits of emancipation by
wandering unescorted around the city
of London.

A canny marketer, Selfridge promoted
the radical notion of shopping for
pleasure rather than necessity. His
fashion-forward shop adopted the
slogan now heard round the globe:
“The customer is always right.”

That century-old wisdom flourishes
today, even while businesses run on
real-time sales forecasts, preferred-
customer databases, time-management
applications and activity-based costing
software — all of which can calculate
to the penny how much each transaction
costs you.

Is every customer always right? Oh
yeah. Except when they cross a line
that you need to draw.

Drawing the line
In any season, jettisoning customers is

a last resort and a tough call.

“There’s an insane obsession with
customer service,” says Alan Weiss at
Summit Consulting, near Providence,
Rhode Island. “If businesses stopped
focusing only on layoffs and customer
service and took a tight, disciplined
look, they'd improve performance and
profits.”

Weiss sees three categories of customers
who often deserve a walk:
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1.) The no-brainers: customers who
expect the illegal or unethical.

“If anyone asks you for a receipt in
excess of what he paid, say ‘Adios.”

2.) More trouble than they're worth:
“Casinos throw out card counters
because they make casino operations
dysfunctional.”

3.) Toxic customers: someone you just
don’t like. “Not for prejudice or bias,
but someone who forces you into your
own worst behavior.”

Here’s how a range of businesses
called it quits with customers:

No excuses

Café in the Park is tucked into a corner
of the building that houses the Museum
of Photographic Arts in San Diego’s
Balboa Park. Owner Susan Gilbert says,
“I teach a strong customer service ethic.”

One day, remembers Gilbert, a woman

customer “was first verbally abusive
and then began to reach over the
counter.” The café is only accessible
from a hallway; there's no exit or street
entrance. So Sara, the manager, had no
escape. As Sara politely attempted to
calm the customer, she became
enraged. “She reached across and
tugged at Sara’s hair to such a degree
that she lifted Sara off the ground,”
Gilbert says. At that point, another
employee called a guard and the scuffle
died down, “leaving Sara shaken and
in need of chiropractic adjustments,”
says Gilbert.

Bottom line? Café in the Park has new
rules. The staff gets to exercise judgment
and refuse service.

“Management shouldn't force employees
to take abuse,” says John Connor,
president of Quality Assessment
Mystery Shoppers, an Austin, Texas-
based firm that performs incognito
customer service evaluations for

: Zeldstone

Vi eya r's.

i

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 « P.O. Box 133
Redwood Falls, MN 56283 « www.fieldstonevineyards.com




businesses. Such encounters can’t just
be chalked up to human nature. It’s
also a lesson to management.

Consistently creating unreasonable
expectations for customers and
demands on employees will leave

staff frustrated and open to abusive
complaints. That goes for lawyers or
waiters. The advice is twofold: When a
customer is irate or upset, says Connor,
“Empathize with him. Allow your staff
to say, 'I'm not a punching bag. 'm
trying to help and you're being abusive.””

On the other hand, don't set unreasonable
service policies. Give employees the
authority to make the call with customers.

Firing the customer
Laura Michaud at The Michaud Group,

a Chicago-area consultant, urges owners
to create customer snapshots. “Pull
apart expenses and find out how
promptly they pay, how much customers
are costing in support services,
complaints, favors or returns, training
or special compensation,” she says.
“Invest in the things that bring you
customers and loyalty. When the
investment turns into costs so high that
it eats revenues, let go.”

Michaud, formerly vice president of
sales and marketing for Beltone
Electronics, a medical device
manufacturer, learned from experience
that quantifying customer relations is
the smart route to growth. At Beltone,
Michaud says, one Florida hearing aid
retailer slipped into financial trouble
and had scant cash flow.

“Their receivables went way up,” she
says. “It was a sizable customer so we
tried to help them stay alive.” For
instance, Beltone's regional manager
lent a hand by visiting the shop to
introduce products, to run seminars
and to try to gain more market share.
Increasingly untrained, employees
were causing customer complaints for
the manufacturer, yet the supplier kept
helping. “We tried everything we
could for a year,” Michaud says. “We
suggested changes, and helped draft a
strategic plan.”

Eventually, Beltone exercised its
contract’s 30-day exit clause. “Six
months later, the retailer went
bankrupt,” Michaud says.

So take care when you extend credit to
a customer who might turn round.
Generally, says Michaud, if the
customer is costing 10% more than his
revenue, move on. But they may be
bringing in more revenue.

Consider:

¢ Does the customer refer other
business? How much?

¢ Does the customer confer
prestige or contacts that offer
you opportunities?

* Are you planning to expand into
an area or niche that will boost
revenues from that customer?

Second-guessing syndrome

Most service firms have met the type:
the client who hires your expertise only
to keep questioning it. Motivational
speaker Jim Cathcart, author of
“Relationship Selling: The Key to
Getting and Keeping Customers,” tells
of an industrial manufacturer who
hired him to address its sales
convention. Typically, Cathcart says,
he researches 10 to 28 hours to tailor
speeches to client industries and needs.

Soon after the assignment, the client
turned nervous, requesting several

phone conferences to preview the
speech, a written copy and time to
edit and approve it, among other
requirements.

“I give 60 speeches a year and I’ve
never written down a speech word for
word in advance,” says Cathcart, who
became bemused as well as exasperated.
After trying to assuage the client’s
nerves to no avail, Cathcart backed off.
“I said, ‘If you need such reassurance
that I'll do a good job, I'm not your

999

guy.

He suggested raising the fee to
compensate for the extra work or
referring the client to another speaker.
At once, like magic, says Cathcart, the
process reversed and objections
dropped away.

“You often need to teach people how to
buy from you,” he says. “The client
deserves the benefit of the doubt.
Where the transaction is everything,
relationships don't matter. Yet it’s the
relationship that's the valuable asset.”

However counterintuitive it may seem,
firing customers can actually boost
profits. Pruning your client base of
low-margin, high-demand and time-
consuming customers lets sales and
service staff totally focus on customers
who matter — loyal, repeat buyers,
worthy new customers and lucrative
acquisition.

Mark Your Calendar

2010 MMBA Boot Camp,

Fehruary 22 - 24, 2010 Breezy Point

2010 MMBA / MLBA Legislative Day

March 1, 2010

2010 MMBA Conference

May 15-18, 2010 Arrowwood Resort




MMBA Commercial Members Are Available to

You! Contact Them!

Platinum M er

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

Beam Global Spirits & Wine
Contact: Leslie Defries
Address: 3601 W. 76th Street
Suite 20
Edina, MN 55435
Phone: (952) 830-1131
Fax: (952) 830-0123
Cell: (612) 850-7342
E-mail: leslie.defries@beamglobal.com
Web: www.beamglobal.com

MillerCoors Brewing Company
Contact: Jon Chance
Address: 5805 Zenith Avenue South
Edina, MN 55410
Phone: (952) 920-6862
Fax: (952) 285-6862
E-mail: jon.chance @millercoors.com
Web: www.millercoors.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: Terri Uitermarkt

Minnesota District Manager
Address: 1454 Heywood Ave.

Apple Valley, MN 55124
Phone: (952) 432-2661
Fax: (952) 432-2661
Cell: (612) 281-4271
E-mail: tuitermarkt@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

Silver Plus

American Beverage Marketers

Contact: Warren Westcoat

Address: 6900 College Blvd. Suite 440
Overland Park, KS 66211

Phone: (913) 451-8311

Fax: (913) 451-8655

Cell: (816) 665-5521
E-mail:  westcoat@abmcocktails.com
Web: www.abmcoctails,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-Forman

Contact: Jerry Ronke

Address: 5717 Portland

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

Phone:
E-mail:
Web:
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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 ImEorts

Contact: Noah Mason

Address: 14709 Hillshire Lane
Burnsville,, MN 55306

Phone: (952) 898-5576

Fax: (952) 898-4083

Cell: (612) 850-4988
E-mail: noah.mason@ crownimportslic.com
Web: www.crownimportslic.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: Chris Weese

Address: 730 North 4th Street #105
Minneapolis, MN 55401

Cell: (763) 656-8763

Web: www.ejgallo.com

Domaine Napa Wine Co./

A Division of Bronco Wine Co.
Contact: Bob Nicols

Phone: (952) 469-1633

Fax: (952) 469-2656

Cell: (612) 221-8936

Webl:
http://www.classicwinesofcalifornia.com/doma
inenapawinecompany.html

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

J.J. Taylor Distributing

Compan¥ of Minnesofa, 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

Life Media, Inc.

Contact: Mike Juszczak

Address: 2928 Dean Parkway, Suite 51
Minneapolis, MN 55416

Phone: 612-920-5433

Fax: 952-881-7797

E-mail: mike @lifemediainc.com

Web: www.lifemediainc.com

Pernod Ricard USA
Contact: Chris Morton
Address: 4202 Harriet Ave
Minneapolis,, MN 55409
Phone: 612-822-2408
Mobile: 952-303-1685
Fax: 612-822-2415
E-mail:  chris.morton@permod-ricard-usa.com
Web: www.pernod-ricard-usa.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

Retail Data Systems
Contact: Paul Stelmachers
Address: 6566 Edenvale Blvd.

Eden Prairie, MN 55346
Phone: (952) 934-4002
Fax: (952) 934-4830
E-mail: pstelmaachers @rdspos.com
Web: www.rdspos.com

Retail Information Technology
Enterprises

Contact: Rick Feuling
Address: 1001 2nd Street South, Suite 100
Sartell MN 56377

Phone: (320) 230-2282
Cell: (320) 761-6423
Fax: (320) 230-1796
E-mail: rick@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

U.S. Bank Government Banking

Contact: Jennifer Vucinovich
Address: 101 East Fifth Street
St. Paul, MN 55101
Phone: (651) 466-8750
Fax: (651) 466-8910
E-mail:  jennifer.vucinovich@usbank.com
Web: www.usbank.com

VInOCOﬁIa

Contact: Marion Dauner

Address: 6636 Cedar Avenue South #300
Minneapolis, MN 5542

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

Supporting Member

C & L Distributing

Contact: Tim Koltes

Address: 1020 Industrial Drive So.
Sauk Rapids, MN 56379

Phone: (320) 251-7375

Fax: (320) 259-7981

E-mail: tkoltes@budtime.com

Carlos Creek Winery

Contact: Tamara Bredeson

Address: 6693 County Road 34 NW
Alexaandria,, MN 56308

Phone: (320) 846-5443

Fax: (320) 846-7191

E-mail: tami@carloscreek winery.com

Web: www.carloscreekwinery.com

CNH

Contact: Wayne Hilbert

Address: 21 West Supenor Street #500
Duluth, MN 5

Phone: (952) 431 4433
E-mail:  whilbert@cnharch.com
Web: www.cnharch.com

Grand Pere Wines Inc.

Contact: Brian Daunheimer

Address: 2222 Elm Street NE
Minneapolis, MN 55414

Phone: (612) 929-3163 x 40

Fax: (612) 605-7132

E-mail: brian@grandperewines.com

Web: www.grandperewines.com

Fieldstore Vineyards

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

Silver Member

Arctic Ice, Inc.

Contact: Chad Friedrichs

Address: 1090 South Victory Drive
Mankato, MN 56001

Phone: (507) 345-8078 « (507) 327-4389

Fax: (507) 388-4387

E-mail:  f.chadw@gmail.com

Pig’s Eye Brewing 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

Bellboy Cor?oration
Contact: Dave Gewolb
Address: 2200 Florida Avenue South

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

Dahlheimer Beverage

Contact: Nick Dahlheimer
Address: 3360 Chelsea Raod West
PO Box 336
Monticello, MN 55362
Phone: (763) 295-3347
Fax: (763) 295-4947
E-mail: nick@dahlh.com

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

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@qgwsco.com

Web: qwsco.com

Wirtz Beverage Group

Contact: Kevin Ryan

Address: 489 N. Prior Avenue
St. Paul, MN 55104

Phone: (651) 646-7821

Fax: (651) 646-1497

Web: www.wirtzbeveragegroup.com/
minnesota.asp

Contact: Charlie Quast
Address: P.O. Box 133
Redwood Falls, MN 56283

Phone: 507-249-9463
E-mail: info@fieldstonevinyards.com
Web: www.fieldstonevineyards.com

Hagen Beverage Distributing
Contact: Mark Hagen
Address: 500 Industrial Lane
7300 West 147th Street #504
Apple Valley, MN 55124
Phone: (507) 376-5903
Fax: (507) 376-5951
E-mail: hagenm@frontiernet.net

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@Ilocherbros.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

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

Stan Morgan & Associates
Contact: Skip Troyak

Address: 35 Water Street
Excelsior, MN 55331

Phone: (952) 474-5451

Cell (952) 474-8253

E-mail: sales@stanmorganassoc.com
Web: www.stanmorganassoc.com

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



EXPERTS TELL US
THAT OUR ECONOMY

IS ON THE ROCKS.

WE SAY MAKE =&
'T ADOUBLE. B

Available through Phillips Wine and Spirits Outstate: 800-462-5303 Metro: 651-631-3333
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VODKA

CELEBRATE

COLORFUL, FUN AND DELICIOUS - UV Vodka combines luxury quality, progressive design
and extraordinary value. UV Flavored Vodkas are distilled four times and naturally
flavored with some of the finest ingredients sourced from around the world.
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San Francisco World Spirits Competition 2005 - 2006 - 2007 - 2008



