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WIRTZ BEVERAGE MINNESOTA

Providing Service and Brands to its customers since 1882 with the
largest selection of Fine Wines, Distilled Spirits and Beer in Minnesota

Statewide Wine & Spirits (651) 646-7821 or 1-800-672-0970

Metro Area Beer (651) 646-6063

www.wirtzbeveragegroup.com - 489 North Prior Ave. - St. Paul, MN 55104
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ON THE COVER

MMBA is constantly stressing the importance of becoming politically
involved. Candidates need to hear your voice because, for example,
Sunday Sales proponents have geared up to make their voices heard.

The Minnesota Beer Activists have started a pro-Sunday Sales petition.
They have also printed T-shirts and signs using the logo on the cover.
More can be found at their website www. mnbeeractivists.com

As in the Wine in Grocery debate, in the end it is all about legislative
votes! It is not about perceived public opinion.

Throughout this issue will be items previously distributed by MMBA
describing the negative impact of Sunday Sales. These items can be used
to educate your legislator as they are encouraged to defeat this initiative.

Make your voice heard!
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MMBA President’s Message

Lara Smetana
President

The holidays are coming and like most
of you, I have been attending the ven-
dors’ shows and buying those items |
think will be “hot” in my store over the
holidays. We have been sprucing up the
store, making room, and getting rid of
old product. It is time to get your sales
people to get all the credits and tasting
bottles taken care of. You do not want
to carry those over from one year to the
next.

It is also time to scrutinize your budget;
“Are you going to hit those projected
sales?” Or even more important

“Are you going to achieve the profits?”
Typically the last quarter is one of the
most profitable. What can you do to
maximize the bottom line?

The possibilities are endless: Have a
wine club event... get involved with a
community celebration... invite your
business community into your store to
do their holiday shopping... find a way
to be the place everyone wants to shop.

If your store is like mine, our sales
increase over the last two months and

I may need to add some seasonal staff
for the holidays. I have found that there
are college students who are home from
Thanksgiving to the first of the year
who would like some extra income and
have something to do. These students
can fill a gap you may have; a perfect
situation for them and the business. I
also have students who work for me
just in the summer months. [ am unable
to have the additional staff year round
because of the fluctuation in my sales
so this is a very cost conscious way to
conduct business.

It is also time to complete your annual
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employee reviews. Do you have a
formal review process? Each year |
complete a review for each employee.
My city uses a standard form for all
employees. I give them a copy and

ask them to evaluate themselves and
come up with a goal or two for them to
achieve in the upcoming year. This is

a chance for a one on one conversation
with each of your employees. You may
work with someone every day and until
you sit down with them in this formal
setting you may not know how they
feel about their job or what they aspire
to become within your organization.
We discuss their goals and decide on
two or three that will benefit the
employee and the business. As the
manager you need to be honest as
well. No one is perfect, and it is good
to talk about the things that need to be
improved upon.

I know I look forward to sitting down
with my supervisor at review time.

[ am able to express my thoughts

and ideas and I can set goals that are
consistent with where the city wants
the store to go in the coming year. |
can tell when there has been time and
thought put into my review by my
supervisor so I make sure I do the same
for my employees. The success of the

store depends on all of us being on the
same page and working towards the
common goals. Fulltime and part-time
employees are equally important in this
process.

It is also time to review the groups you
belong to. I am a board member of the
Chamber of Commerce and the MMBA.
To me these two associations are vital
to the success of the liquor operations.
The Chamber is my connection to

the local business community and the
network it provides. More importantly,
I am involved with the MMBA. The
MMBA has provided many services to
me and my operations over the past
years. I have become more confident
in my position and the knowledge I
have gained is incredible. Paul and the
other members of the board are always
willing to help each store be a success
story. I have learned each one of us
needs to be involved in the political
process. Ultimately our existence
depends on it.

So what I am really trying to say is that
now is a time for reflection and evalu-
ation. We are all busy doing the day to
day “stuff” but make sure you take the
time to do those things that will affect
our business in the future.

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 success.

Over 100 beverages
Shamrock Beer Systems
Walk-in Freezers/Coolers
Shamrock Water Filteration
Bulk CO, other gasses
Service, repair, installation
Ice machine rentals
"Perfect’ Ace Ice

" SHAMROCK GROUP

\

I'he Beverage & lce Experts
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Certified Sustainable
Wine Of Chile

Sustainability is adirection
not a destination.

Being sustainable involves: Being environmentold
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Carmen, part of the group of Chilean vineyards that
has the greatest number of certified hectares, obtains
the Certified Sustainable Wine of Chile seal.

Imported by Trinchero Family Estates

PLEASE ENJOY RESPONSIBLY n Carmen Wines | www.carmen.com | ©2012 Trinchero Vineyards, St. Helena, CA




Don’t Count Sunday Liquor

By Growth and Justice, February 5, 2011

The latest debate over Sunday liquor
sales in Minnesota has featured claims
that Minnesota is somehow missing out
on $10 million in tax revenues.

Puhlease.

I’ve debunked parts of this claim via
twitter and comments sections, but
thought it worth a post because this
shows how interest groups can use data
to mislead the public and policy makers.
I wrote about this when it came up last
session and won’t repeat myself here.

Let’s focus on this commentary by the
Distilled Spirits Council published in
the Strib with the subhead: “The Sunday
ban on liquor sales costs state an esti-
mated $10 million.” The author says:

Colorado, the most recent state to
enact Sunday sales, even saw its 2008
alcohol excise tax revenue collection
increase by 6 percent despite the toll of
the recession.

Well, not quite. Colorado’s 2008 alcohol
tax revenue, according to the state’s
annual report, only increased by 1.5
percent over 2007. But since Sunday
sales took effect July 1, 2008, perhaps
the author meant the 2009 fiscal year
ending July, 2009. A Denver news
report says:

Colorado State Treasury’s data shows
that liquor, beer and wine tax revenues
increased by $2,056,858 in the 12
months following July 1, 2008, when
the bill allowing Sunday liquor sales
went into effect.

Now, there may be various reasons why
Colorado saw a bump in 2009, but why
should we suppose the growth in FY
2009 was due to Sunday sales? Especially
when Minnesota'’s alcohol tax revenues
increased almost $3 million between

Tax Revenue Yet

FY 2008 and 09 [PDF], without benefit
of adding Sunday sales?

Another claim made in the piece:

A national analysis of states that al-
lowed Sunday sales between 2002 and
2005 (12 states) showed that in 2006
each state saw an average 5 to 7 per-
cent increase in tax revenues.

I have no doubt that’s true, since

during the same period, Sunday-

deprived Colorado saw a 10.3 percent gain
and Minnesota saw a 3.3 percent gain.

In other words, revenue from alcohol
sales slides around from year to year,
and depending on the period you select,
you can make the numbers dance your
dance.

But the most troubling thing to me is
the takeaway the Strib opinion piece is
allowed to leave. Even by the Distilled
Spirit Council’s own estimate, only
about half of Colorado’s $2 million
gain in one year could be attributed to
higher liquor store sales. (Two percent
of the 6 percent gain was the national
average gain and about 75 percent of
the alcohol taxes collected come from
package liquor stores, according to the
Council,)

Allowing for Minnesota’s higher alcohol
tax rate overall (it takes in roughly
double what Colorado does), how

do we get to $10 million more in tax
revenue with Sunday sales?

We don’t.

And if you think the difference is
coming from recaptured sales lost to
Wisconsin, please comment here so [
can debunk that one, too.

— Charlie Quimby

Cross-posted from Across the Great
Divide

Footnotes:
Count Sales Taxes. Too?

Since beer and liquor excise taxes are
based on volume, not retail price, this
revenue doesn’t grow with inflation or
consumption of higher-priced beverages.
So Minnesota also has a 2.5 percent
gross receipts tax on alcohol to account
for sales growth. Some counties and
cities also levy a liquor tax at retail.
Excise tax amounts vary by product.

Only these alcohol-related tax revenues
are reported by the state in the numbers
above, so let’s be generous and include
the other retail sales taxes applied to
alcohol sales in our attempt to justify
the $10 million tax figure.

Just as an example, the excise tax on a
6-pack of strong beer is 8.4¢. The total
sales tax on a $7.99 6-pack purchased
in a Hennepin County suburb this week
was 78¢ for a total of 86.4¢.

Counting a/l the state and local taxes
applied to the sale, it would take more
than 11.5 million additional 6-packs
sold to produce $10 million in new tax
revenue. Liquor excise taxes are much
higher and would account for a portion of
the increase, so obviously we wouldn’t
have to drink that much more beer.

But you get the idea. The a state that
saw its liquor consumption drop by

8.1 percent in 2009 would have to

see millions of additional sales with
dollars that would otherwise be spent
on non-taxable items in order to produce
significant new tax revenues.

The Wisconsin Dash

Since it’s unlikely Minnesotans will
drink that much more if they are given
one more off-sale day a week, another
drink that much more if they are given
theory is that these increased tax
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one more off-sale day a week, another
theory is that these increased tax
dollars will come from Minnesota
residents currently buying on Sunday
in an adjoining state.

Most of these theoretical sales would
have to come from Wisconsin, where
the biggest tax differential between
states exists — and where Minnesota
has a sizeable population within a
20-minute drive to a Wisconsin border
town. This is not the case in Colorado,
but might be in Connecticut, where
the same battle is ongoing, with the
Distilled Spirits Council running ads
that claim ending the ban will generate
$8 million in new revenue per year.

The Distilled Spirits Council champions
Sunday sales laws nationally, not the
local retail sellers, and is the primary
purveyor of the increased taxes story.
The industry’s own fact sheet shows
that liquor sales in Colorado were

flat from calendar year 2008 to 2009,
when the state went from half a year
of Sundays to a full year.

No wonder the predicted numbers
aren’t showing up — the Council is
looking for ways to boost its sales.

Growth & Justice is a progressive think
tank committed to making Minnesota's
economy simultaneously more prosper-
ous and fair. We believe that at a time
of deep partisan division, Minnesotans
can unite around one goal: a strong
and growing state economy that provides
a decent standard of living for all.

For Those Who Want Minnesota

This picture was recently on
Twitter with the heading,
“Wisconsin supermarkets are
GREAT!”

Here are some responses:

e That makes me miss my hometown,
Sheboygan, WI.

e They sell the hard stuff in the
grocery store in Washington State,
now, t0o.

e That’s one way to get ‘em to nap!

Sunday Sales is NOT
About a Day Off

When media outlets report on the

Sunday Sales proposal, many of the sto-
ries focus on a “We don’t want to work on
Sunday / It is our only day off” message.

Sunday Sales is not about working hours.
It is about spreading six days of sales over
seven days of expenses. Alcohol is not a
destination purchase. People don’t get up
and say “let’s go alcohol shopping.” It is
an impulse purchase that in the vast
majority of locations doesn’t pay the day’s
bills. All of the Minnesota cars buying

in Wisconsin on Sunday are coming from
multiple locations to one store.
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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

e Credit Card Interfacing

e Sign Painting

e Gift Cards

» Wireless Scanning

* Touch Screen

* Report Wizard

* Video Camera Interfacing

Total Register Systems has 20 years of Experience in Retail Partnerships




“Lottery is part of the entertainment
business — having lottery makes us
competitive with other businesses in this
industry. Selling at on and off sale allows
people to either sit and play while they’re in
your establishment or customers can purchase
lottery tickets to take home with them to play.
We see lottery sales increase with groups of
people coming in when the jackpots are high.

Selling lottery products complements pull-tab
sales because both products appeal to the
same audience.

Based on my experience, | suggest all
municipal liquor stores consider adding lottery
to their product offering.”

— Pat Meier, Manager
Holdingford Municipal Liquor Store
Holdingford

“Our customers like buying lottery
tickets at our establishment. They enjoy
the fun of it. We have several customers who buy
their lotto tickets daily, and it's exciting

when the Powerball® jackpot gets big!”

— Judy Jenison, Manager
Tower Bar & Lounge
Ogilvie

For information on how you can become a
lottery retailer, call Lottery State Sales Manager
Amy Jaeger at 651.635.8233.

LOTTERY BB

GOOD FOR YOUR BUSINESS



The Financial Gost of Sunday Sales

The following is from Edina city
manager Scott Neal, originally posted on

his blog.

There's an annual discussion going

on right now at the State Legislature
around the question of whether the good
citizens of Minnesota should be allowed
to purchase beer, liqguor and wine on
Sundays. The State Legislature sets the
rules for such important life choices as
this, so it’s only natural that they study
the issue carefully, hear from all sides
on the matter and then make a rational
decision that's good for all concerned,
right? Right.

Now I'll be the first to admit that upon
moving to Minnesota in 1996 that it
struck me as a little odd that I could

not buy beer, liquor or wine on a Sun-
day. I had moved here from lowa where
you could buy beer (OK, yes, it was 3.2
beer), liquor and wine in aisle 10 at any
Hy-Vee grocery store on

Sunday or any other day of the week.

When I first moved here I thought it was
odd that cities with municipal liquor
stores would partner with private liqguor
stores to fight efforts to allow Sunday
sales. Why? Why wouldnt we want
our stores to be able to sell on Sundays?
Sure, employees aren t going to like it
but isn t one of our key objectives in

the liquor business to make money, and
wouldn t we make more money if we
could be open on Sundays and sell more
product?

This is the third municipal liquor city
that I've managed in Minnesota. I'm
not a brilliant business mind, but I know
a thing or two about the liquor busi-
ness, so let's take a look at the numbers
in Edina to see if the Sunday sales idea
makes any sense for us.

City staff project our 2011 total sales

at our three municipal retail stores to

be $13,367,072. We project our total
2011 operating expenses at $12,338,481.
That means our projected operating
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income for 2011 will be just over one
million dollars at $1,028,591.

In 2011, our stores will be open 307
days. We will be closed on 58 days.

52 of those 58 days are Sundays.

6 of those 58 days are holidays. In
examining the hypothetical impact of the
proposed legislation, I will assume that
we would be open 359 days and closed 6
days in 2011.

Our 2011 projected sales per day is
343,540. Our 2011 projected operating
costs per day are $40,190. If you do
the math, the difference between these
two numbers multiplied by the number
of days we will be open in 2011 (307)
will equal our projected net operating
income for 2011: $1,028,591.

If the Legislature changes the law on
Sunday sales, it will be difficult for us
not to be open on Sundays, so I will as-
sume in this hypothetical that our stores
would be open for 52 additional days

in 2011. If we further assume that our
projected 2011 daily operating costs of
340,190 would not be materially differ-
ent on Sundays, we would add 52 more
days of operating costs at 340,190/day
to our annual operating cost totals. This
would increase our projected annual op-
erating costs in 2011 by $2,089,729 from
812,338,481 to $14,428,210; an increase
0f 16.9%.

On the revenue side, if we were open

on Sundays and wanted to keep our
projected net operating income the same
($1,028,591), we would need total gross
sales of at least 815,456,801, which is
an amount equal to the sum of our pro-
Jected Sunday sales scenario operating
expenses of $14,428,210 + $1,028,591.
This gross sales goal would require an
increase in our sales of $2,089,729; and
increase of 15.6%.

So, if we want to stay exactly where we
are right now, fiscally, in the Sunday
sales scenario we would need to hold
down the increase in our projected

operating expenses to 16.9% or less and
increase our projected gross sales by at
least 15.6%. Is that possible? Maybe,
but the challenge is steep.

In 2010 our total customer count for our
three store operation was 506,410. Our
total sales were $12,862,719. Average
sales per customer then were $25.39.
For the sake of this example, if we hold
our average sales per customer steady at
$25.39, it would take an annual increase
0f 102,365 in our 2011 customer count, an
increase of 20%, in order to create the
815,456,801 we need to generate our
projected 31,028,591 net annual operat-
ing income. If we work the equation the
other way, keeping the customer count
steady at 506,410, we would need a 20%
increase in our average sales/customer,
from $25.39/customer to $30.52/cus-
tomer) in order to gross $15,456,801 in
order to net $1,028,591.

Getting back to my previous question: Is
it possible to maintain our current level
of net operating income in

Sunday sales scenario? Short answer:

I doubt it. The likelihood that we will
experience an increase in our annual
operating costs under this scenario of
something in the neighborhood of 16.9%
is high. The likelihood that we will ex-
perience an increase in our annual gross
sales under this scenario of something
in the neighborhood of 15.6% is, in my
view, low. I do not doubt that we will
experience an increase in gross sales,
but I do not see any really evidence that
would support an increase of close to
15.6%.

Those are the numbers I'm looking at. If
I owned a liquor store in Stillwater, Win-
ona or Moorhead, I am sure that I'd see
this situation differently. But I don't. My
interpretation of the numbers is that the
Sunday sales scenario is not good for the
bottom line of the City s municipal liquor
operation. I could be missing something
here, but in the end, here’s how I boil it
down: good for consumers, but bad for
business. What do you think?
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Metro Municipal Liquor Stores Doing Well

By Mary Jane Smetanka, Star Tribune

When the economy hurts, a little craft
beer helps.

That seems to be the attitude among
patrons of municipal liquor stores in the
Twin Cities, several of which are seeing
sales increase at a faster-than-normal
pace this year.

By the end of August, Edina’s liquor
stores had surpassed sales as of the
same time last year, even though its
busiest store was closed six weeks

for remodeling. Lakeville, which has
the state’s biggest municipal liquor
operation, has seen sales increase about
6 percent so far this year. Richfield’s
sales are up about 8 percent, and
Brooklyn Center is seeing a rebound in
sales as stores continue to recover after
three flat years during the recession.

Managers said savvier marketing of
monthly specials and a craze for craft
beers are driving sales.

“People are realizing that they still
need to socialize, but they might not be
going out and being as lavish as they
used to be,” said Brenda Visnovec,
Lakeville’s liquor operations director.
“They’re socializing at home with
family and friends ...”

Craft beers have become a hobby, much
like wine has been, she said. “People
are drinking less by volume, but they’re
buying something more expensive.”

City liquor managers are cautious about
forecasting a record year, saying that
much depends on the coming holiday
season, traditionally the busiest time
for municipal liquor stores. Everything
from bad weather to how many Fridays

there are in a month can skew month-
to-month sales.

Trends point to a good year

But so far this year, customers who
are watching for value, buying in bulk
and willing to spend more for what’s
perceived as a quality product are
pushing sales past the usual 3 percent
to 4 percent annual gain.

“The trend in August was very, very
good ... [but] I don’t want to be too
giddy,” said Steve Grausam, Edina’s
liquor operations director.

Edina’s busiest liquor store, near
Southdale, last year became the first
municipal liquor store in Minnesota to
do more than $6 million in business,
Grausam said. The store was closed
for six weeks while the layout was
changed to increase visibility and
improve traffic flow, and a tasting area
and display case were added.

By the end of August, the city’s liquor
operation had recouped what it had
lost during the store’s closure and still
outstripped last year’s gross sales by
$11,000.

“Edina is a little bit different,” Grausam
said. “Younger communities may have
residents who are more cash-strapped.
We’re lucky that we maybe haven’t had
as many financial difficulties.”

Will travel for good beer

In Lakeville, craft beer sales is the
trend that grabs Visnovec’s attention.
The store has a Brew Club whose mem-
bers receive advance notice of specials.
They are passionate about craft beer,
she said.

“It’s incredible,” she said. “We put
out a blog saying we received Voodoo

maple bacon-flavored beer, and we sold
ten cases within an hour. ... The bottles

retailed at around $15 each, and people
were buying the limit.”

Brew Club customers come from as far
away as Plymouth, Visnovec said.

“People are not real brand-loyal; they
want the latest and greatest,” she said.
“They like to feel like they’re special,
and they’re willing to travel for that.”

In Richfield, too, craft beers “are huge,”
said Bill Fillmore, municipal liquor op-
erations manager. But people are buying
nice wines, too.

Richfield’s most successful store is at
66th and Cedar Avenue, right along
Hwy. 77 near the Mall of America.
Richfield municipal liquor advertises
in the hotels near the mall, and it’s paid
off, Fillmore said.

“It’s been a particularly good year,”
he said. “We’ve had a lot of people from
out of town, a lot of out-of-state travelers.”

People have been price-sensitive for
years, Fillmore said, but a warm spring
spurred sales of “white goods” like gin,
vodka and rum, and those are still going
strong. Customers are willing to pay

a higher price for something like craft
beers.

“People perceive that the economy has
gotten a bit better, or they finally got
jobs,” he said.

Tight margins

Brooklyn Center residents are stilllook-
ing for good deals, said Tom Agnes, the
liquor operations manager. He’s hoping
for a 3 percent increase by the end of the
year.

Continued on Next Page
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“It’s not like the good old days, when it
was a steady 5 percent a year,” he said.
“You’ve got to work harder for what
you get.”

While 45 percent of the product sold in
Edina is wine, in Brooklyn Center beer
makes up almost half of sales. That
market is split between premium and
cheap beers. But flavored vodka also

is popular and people are crazy for a
monthly Minnesota craft beer special,

said Agnes.

“I think when it comes to liquor, it’s
like groceries, they’re going to buy it,”
he said. “But we used to go through a
case of Dom Perignon [$169 a bottle]
in a year. Now we go through half a
case a year.”

In the end, what matters to cities is not
so much sales volume as the profit they
can spend on parks, fire engines and

other city needs. Liquor store managers
said they’re braced for price increases
on wine, beer and spirits, all linked to
poor grape and grain crops. They are
hoping those price increases don’t hit
before the holiday season.

“That’s still our goal,” said Grausam.
“Each and every year we want to make
more money.”

Sunday Sales Could Lead to the Elimination of

3.2 Beer and Ultimately Wine in Grocery

Surrounded by a cadre of gas station
managers and owners, primarily
representing 7-Elevens and Loaf ‘N
Jugs, Parker stood in front of 66,000
dramatically stacked signed petitions
during a press conference in the Old
Supreme Court Chambers hearing
room at the state Capitol on Tuesday.
The petitions, collected at 7-Eleven
and Loaf ‘N Jug stores statewide, ask
the Legislature to allow gas stations
and grocery stores to sell full-strength
beer.

Until last year (2008), Colorado law
prohibited liquor stores, which sell
full-strength beer, from remaining
open on Sundays. That had given an
opening to convenience store owners,

3.2 beer, permitting them a monopoly
on liquor sales one day each week.

However, as soon as the Legislature
passed a partial repeal of the state’s
Blue Laws in 2008 allowing liquor
stores to stay open and sell full-
strength beer on Sundays, Parker
says convenience stores such as his
lost 75 to 80 percent of their Sunday
beer sales. The storeowners say beer
sales make up 6 percent of their total
revenue.

Parker said now that 3.2 beer is obso-

to compete.”

who are able to sell only lower strength

lete, “The loss of sales has hurt us, and
today we are only asking for the ability

Parker could be in luck. If state Sen.
Jennifer Viega, D-Denver, and Rep.
Buffie McFadyen, D-Pueblo West,

are successful, a bill they are moving
through the Legislature this year would
allow the sale of full-strength beer at
convenience stores.

“I certainly recognize that, with the
passage of Sunday sales (last year),
there has been a detrimental impact on
you, on your sales and to the grocery
stores who are now selling an obsolete
product,” Viega said to the room of
storeowners. “Consumers want easy
access (to products), and this allows
for that.”

Not everyone is behind the change.
Owners of liquor stores and craft brew
eries said allowing convenience and
grocery stores to sell full-strength beer
is paramount to putting another nail in
their industry’s coffin. Although liquor
store and brewery owners say the sim-
ple convenience of not having to make
a special trip to a liquor store to buy
full-strength beer seven days a week

is of concern, they also expressed the
fear that grocery stores will undercut
the price of their liquor products as
part of a rewards program for frequent
shoppers.

Currently, King Soopers and Safeway
discount gasoline to reward customers
who reach a spending threshold.

“This legislation is not about conve-

nience and fair competition, it’s about
jobs, jobs, jobs,” said Jeanne McEvoy,
executive director for the Colorado
Licensed Beverage Association.

McEvoy said similar legislation in oth-
er states has had a devastating effect on
liquor store owners, and she said South
Dakota offers an example of how

such a policy can destroy businesses
and reduce employment opportunities
statewide.

In South Dakota, 48 liquor stores were
in business before similar legislation
was passed. Within 10 years of the leg-
islation’s passage, only three remained.
She estimates that 700 liquor stores

in Colorado would close within three
years should the proposed law pass.

“If the state of Colorado has a problem
with Sunday sales, then fix Sunday
sales,” McEvoy said. “But robbing
Peter to pay Paul is never good
policy.”

However, the bill, which was intro-
duced this week, may not have such
a dire consequences for owners of
Colorado’s liquor stores, supporters
said.

Five states, including Colorado, still
sell 3.2 percent beer while 36 states
allow beer and wine sales in grocery
stores, McFayden said, adding that
those 36 states have found ways to
make it work.
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BECOMING
AMERICA’S BEST BEER COMPANY

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

LHETT R

y

@ MillerCoors-

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



Two Studies Show How Sunday Sales Negatively

Impacted Public Safety in New Mexico

Two studies show how Sunday Sales
negatively impacted public safety in
New Mexico.

The original study concludes...

Our results strongly suggest that
increasing alcohol availability on
Sunday was associated with increases
in alcohol-related motor vehicle crashes
and fatalities. Legalizing Sunday pack-
age alcohol sales may increase state
tax revenues, but at the same time it
exacts a significant price that is paid
by crash victims and their loved ones,
health care providers. insurers, and
law enforcement and judicial systems.
State legislators should consider these

consequences when deciding policy
that is intended to serve the public
well-being.

Legalized Sunday Packaged Alcohol
Sales and Alcohol-Related Traffic
Crashes and Crash Fatalities in New
Mexico, Garnett P. McMillan, PhD and
Sandra Lapham, MD, MPH, American
Journal of Public Health, November
2006, Vol. 96, No. 11

The follow-up study concludes...

Our previous work has shown a
significant impact of increased ARC
risks when the ban on Sunday packaged
alcohol sales is repealed. The current

No Beef Sticks in Off-Sale

5 or 6 in a package, bulk etc.

this answers your question.

Signed,
Michael T. McManus

The MMBA has learned a snack vendor is going around the state
to off-sales saying it is OK to sell beef sticks as long as they are

According to Alcohol and Gambling Enforcement....

In answer to your inquiry, I am not aware of any change to
Minnesota Alcoholic Beverage Statute to allow food items into
exclusive off-sale liquor stores under the provisions of Minnesota
Statute 3404.412 subdivision 14.

Our agency has had no formal contact with any industry
members or members of the food industry related to allowing
meat sticks into exclusive off-sale liquor stores.

If the topic had been reviewed, we certainly would not make any
distinction related to the size of the product packaging. [ hope

Alcohol Enforcement Administrator
Minnesota Department of Public Safety
Alcohol & Gambling Enforcement Division

Remember, we sell alcohol and grocers sell food!
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study shows that this impact varies
considerably across counties in New
Mexico. Furthermore, the negative
impact of legalized Sunday packaged
alcohol sales appear to have been
mitigated in counties with large com-
munities that quickly held an election to
re-institute a ban on Sunday packaged
alcohol sales.

Geographic Variability in Alcohol-Re-
lated Crashes in Reponse to Legalized
Sunday Packaged Alcohol Sales in New
Mexico, Garnett P. McMillan, Timothy
E. Hanson, Sacndra C. Lapham, Ac-
cident Analysis & Prevention, Vol 39,
2007, PP 252-257

Invest in
Your Staff

According to MMBA
Conference Presenter Tom
Shay, as an average, for every
$65 that a retail business

will spend to advertise to
customers, they spend only
$1 to train their employees.

The problem is that we have
done nothing to distinguish
ourselves from our
competition; not in the eyes of
our customers and not in

the eyes of our employees.
Any merchant that will spend
one hour every other week
with his employees will do
more to increase his sales and
profits, than he could
accomplish with any
advertising.




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.

/’\-\_ﬂ.‘“\..q
& v Carlaaies A'm Tee
MID-CENTRAL ICE LLC Duluth/superior
Perham
CRYSTAL SPRINGS]
Pine City

Belgrade

Minneapolis

ATERVILL

#Z ICE INC

Waterville

MIIMA

mmnesoto mdependem |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 55003
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



MMBA Commercial Members Are Available to You! Contact Them!

Platinum Member

Anheuser-Busch, Inc.

Contact: Marques Simmons

Address: 10252 Grand Isle Place
Woodbury MN 55129

Cell: (443) 797-5868

E-mail: marques.simmons
@anheuserbusch.com

Web: www.budweiser.com

Beam Global S%mts & 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: 248 Cygnet Pl
Orono MN 55356

Phone: 612-718-6862

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

National Alcohol Beverage
Control Association

Contact: Jim Sgueo

Address: 4401 Ford Avenue #700
Alexandria, VA 22302-1473

Phone: 703-578-4200

Fax: 703-820-3551

E-mail: jim.sgueo@nabca.org

Web: www.nabca.org

Ste. Michelle Wine Estates

Contact: Randy Dobratz

Address: 16540 Hyland Court
Lakeville, MN 55044

Phone: (952) 250-9837

Fax: (952) 891-1560

E-m: randy.dobratz@smwe.com
Web: www.smwe.com

Trinchero Fa y Estates
Contact: Terri Uitermarkt

Minnesota District Manager

Address: 17800 Firebird Court
Farmington, MN 55024

Phone: (952) 432-2661

Fax: (952) 432-2661

Cell: (612) 281-4271

E-mail: tuitermarkt@tfewines.com

Web: www.tfewines.com

old Member

Arctic Glacier Ice

Contact: Jon Stelley
Address: 1654 Marthaler Lane
W. St. Paul, MN 55118
Phone: (651) 455-0410 ext. 213 - office
Fax: (651) 455-7799
Mobile: (507) 421-4893
E-mail: jstelley@arcticglacierinc.com
Web: www.arcticglacierinc.com
Pabst Brewm% Company
Contact: Jeff Van Schoick,
Address: 5552 Queen Ave
Minneapolis, MN 55410
Phone: (612) 281-1859
E-mail: ivanscho@pabst.com
Web: www.pabst.com

Silver Plus

American Beverage Marketers

Contact: Jim McGreevy
Address: 23 N. Staffire Dr.
Schaumburg, IL 60194
Phone: (847) 490-4368
Fax: 847) 490-4368
Cell: (224) 456-2393
E-mail: jmcgreevy @abmcocktails.com
Web: www.abmcoctails,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
E&J Gallo Winery
Contact: Casey laccino
Mobile: (630) 432-5132
Office: 612-354-7522
Email: Casey.laccino@ejgallo.com

J.J. Taylor Distributing
Company of Minnesota, Inc.

Contact: Mike Bamonti
Address: 701 Industrial Blvd. NE
Mlnneapolls MN 55413
Phone: (651)482-1133
Fax: (651) 482-9810
E-mail: mike_bamonti@jjtaylor.com
Web: www.jjtaylorco.com
Johnson Brothers Liquor Company
Contact: Michael Johnson
Address: 1999 Shepard Rd
St. Paul, MN 551
Phone: (651) 649-5800 / (800) 723-2424
Fax: (651) 649-5894
E-mail: mjohnson@johnsonbrothers.com

Web: www.johnsonbrothers.com

Life Media, Inc.

Contact: Mike Juszczak

Address: 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

Ma!estlc Fine Wines

Contact: Erin Minnihan

Cell: 651.214.6187

E-mail: erin.minnihan@majesticfinewines.

com

Web: www.majesticfinewines.com

Mike’s Hard Lemonade

Contact: Noah Mason

Phone: (952) 898-5576

cell: (612) 850-4988

Fax: (952) 898-4083

E-mail: nmason@mikeshardlemonade.com

Web: www.mikeshard.com

North Country Business

Products

Contact: Ross Linnum

Cell: 218-349-8330

E-mail: linnumr@ncbpinc.com

Web: www.ncbpinc.com

Pernod Ricard USA

Contact: Will Arend

Address: 16280 Grinnell Avenue
Lakeville MN 55044

Phone: (612) 802-6774

E-mail: will.arend@pernod-ricard-usa.com

Web: www.pernod-ricard-usa.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
Southern Wine and Spirits
Contact: Chris Morton
Address: 701 Industrial Blvd. NE, Suite B
Minneapolis, MN 55413
Phone: (612) 217-5197
Fax: (612) 217-5196
E-mail: cmorton@southernwine.com
Stan Morgan & Associates
Contact: Skip Troyak
Address: P.O. Box 149
Excelsior, MN. 55331
Phone: (952) 474-5451
Cell: (612) 860-6612
Toll Free 1-800-826-1982
Fax 952-474-8253
E-mail: sales@stanmorganassoc.com
Web: www.stanmorganassoc.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: Wwww.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
Vinocopia
Contac Marion Dauner
Address: 6636 Cedar Avenue South #300
Minneapolis, MN 55423
Phone: (612) 455-4000
Fax: (612) 455-4001
Cell: (612) 532-0406
E-mail: marion@vinocopia.com
Web: www.vinocopia.com
Wells Fargo Insurance Services
Contact: Tony Baldwin
Address: 4300 MarketPointe Drive, Suite 600
Bloomington MN 55435
Phone: (952) 830-7353
Fax: (952) 830-3048
E-mail: tony_baldwin@acordia.com
Web: www.acordia.com
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
wijdeutsch.com

Silver mber

Arctic Ice, Inc.
Contact: Chad Friedrichs
Address: 1090 South \/lctory Drive
Mankato, MN 5
Phone: (507) 345 8078 (507) 327-4389
Fax: (507) 38
E-mail: f. chadw@gmall com
Cr¥stal Serlnqs Ice
Contact: om Valvoda
Address: 25503 Russell Road
Ine City, MN 55063
Phone: (866) 629-6267
E-mail: crystalsprings @live.com

Bronze Member

Bellboy Corporation

Contact: Dave Gewolb

Address: 2200 Florida Avenue South
Minneapolis, MN 55426

Phone: (612) 544-8178

Bernick’s

Contact: Gary Barby

Address: PO Box 7008
St. Cloud, MN 56302

Phone: (320) 252-6441

Fax: (320) 656-2121

E-mail: gbarby@bernicks.com

Web: www.bernicks.com

Dahlheimer Beverage

Contact: Nick Dahlheimer

Address: 3360 Chelsea Road 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

Plg’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

Summit Brewin

Contact: Mark Stutrud

Address: 910 Montreal Circle
St. Paul MN 55102

Phone: (651) 265-7800

Fax: (651) 265-7801

E-mail: mstrudrud @ summitbrewing.com

The Wine Comﬁany

Contact: Chris McDonnell

Address: 425 Minnehaha Avenue West
St. Paul, MN 55103

Phone: (651) 487-1212

E-mail: chris@thewinecompany.net

Web: www.thewinecompany.net

Supporting Member

2 Gingers Whiskey

Contact: Liam Scott

Address: 23 SE 4th Street #217
Minneapolis, MN 55414

Phone: (612) 545-5555

Fax: (612) 353-6014

E-mall liam@2gingerswhiskey.com

www.2gingerswhiskey.com

C & L Distributing

Contact: Joe Dick
Address: 1020 Industrial Drive So.
Sauk Rapids, MN 56379
Phone (320) 251-7375
(320) 259-7981
E-mall JDick@CandLDistributing.com
Cannon River Winer
Contact: John Maloney
Address: 421 Mill Street West
Cannon Falls, MN 55009
Phone: (507) 263-7400
Fax: (507) 263-8400
E-mail: john@cannonriverwinery.com
Web: www.cannonriverwinery.com
ard Care tems, Inc.
Address: 2100 East Main Avenue
Suite No. 1

West Fargo, ND 58078
(701) 388-0610
vtwin45@gmail.com
www.fundsaccessinc.com

Carlos Creek Winery

Contact: Tamara Bredeson
Address: 6693 County Road 34 NW
Alexandria,, MN 56308
Phone: (320) 846-5443
Fax: (320) 846-7191
E-mail: tami@carloscreek winery.com
Web: www.carloscreekwinery.com
Cold Spring Brewin
Contact: ike Feldhege
Address: 219 Red River Ave N
Cold Spring MN 56320
Phone: (320) 266-5714
E-mail: mfeldhege @coldspringbrewingco.com
CNH Architects
Contact: Wayne Hilbert
Address: 7300 West 147th Street #504
Apple Valley, MN 55124
Phone: (952) 431-4433
E-mail: whilbert@cnharch.com
Web: www.cnharch.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/
Fieldstone Vineyards
Contact: Charlie Quast
Address: P.O. Box 133
Redwood Falls, MN 56283
Phone: (507) 627-9463
E-mail: info@fieldstonevinyards.com
Web: www.fieldstonevineyards.com

Forest Edge Winer

Contact: Paul Shuster
Address: 35295 State 64
Laporte MN 56461
Phone: (218) 224-3535
Fax: (218) 224-3502
E-mail: shusters@paulbunyan.net
Web: www.forestedgewinery.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
Hi?en 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
High Five Beverages
Contact: Donovan Sienko
Address: 1970 - 112th Circle
Blaine, MN 55449
Phone: 612-247-9975
Fax: 763-785-0138
E-mail: ds@drinkhighfive.com
Web: www.drinkhighfive.com
Locher Brothers, Inc.
Contact: Tim “Jonesy” Hukriede
Address: 18098 — 365th Avenue
.0. Box 35
Green Isle, MN 55338
Phone: (507) 326-5471
Fax: (507) 326-5487
E-mail: jonesy@locherbros.com
Madison Bottling Co.
Contact: Dave Bergerson
Address: RR2 Hwy 40 East
Madison, Minn. 56256
Phone: (320) 598-7573
Fax: (320) 598-3738
E-mail: dbergerson@madisonbottling.com
Web: www.madisonbottling.com
Minnesota State Lottery
Contact: Amy Jaeger
Address: 2645 Long Lake Road
Roseville, MN 55113
Phone: (651) 635-8233
Fax: (651) 297-7497
E-mail: amyj@mnlottery.com
Web: www.mnlottery.com
Quality Refrigeration
Contact: Ken Fricke
Address: 6237 Penn Avenue South
Richfield, MN 55423
Phone: (612) 247-5802
Fax: (612) 861-7366
E-mail: ken@qualityrefrig.com
Web: www.qualityrefrig.com
Reco Store Equipment
Contact: Peter Gelhar
Address: 1617 5th Street S.
Hopkins MN 55009
Phone: (952) 935-4330 Ext. 21
Fax: (935) 935-6875
E-mail: peterg@recoverysys.com
Web: www.recostoreequipment.com

Www.recoverysy.com

Ringdahl Architects

Contact: Richard Hardine
Address: 510 - 22nd Avenue East # 102
Alexandria, MN 56308
Phone: (320) 766-1797
Web: www.ringdahlarchitects.com
Sunny Hill Distributin
Contact: Mike Baron
Address: East Highway 169
P.O. Box 333
Hibbing, MN 55746
Phone: (218) 263-6886
Fax: (218) 263-6111
The R & D Agency
Contact: Don Dunn
Address: 14480 Ewing Avenue S.,
Suite 101
Minneapolis, MN 55306
Phone: (952) 882-8000 + 800-944-8004
Fax: (952) 882-8004
E-mail: ddunn@rdagency.com
Web: rdagency.com
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

TKO Wines, Inc.

Contact: Tom Olson

Address: 7600 W. 27th Street, B-10
St. Louis Park, MN 55426

Phone: (612) 670-5736

Cell: (952) 681-7901

E-mail: tkobusiness @gmail.com

Z Wines USA

Contact: Roy Goslin

Address: 17620 35th Avenue North
Plymouth, MN 55447

Phone: (763) 745-0620

E-mail: roy@zwinesusa.com

Web: www.zwinesusa.com



RICACHA B

— 9%um HORCHATA Bigueur —

CONSUMERS ARE LOOKING
FOR FLAVORED DRINKS,
AND SWEET PROFILES ARE
LEADING THE WAY.

THE HORCHATA CREAM LIQUEUR CATEGORY
IS EXPLODING IN THE U.S.!

NEW'

RICACHA OFFERS CONSUMERS A FABULOUS
TASTING PRODUCT THAT IS LIGHTER IN
TASTE SO THEY DON'T FEEL AS FULL AND CAN
CONSUME MORE IF THEY DESIRE.

‘ » OUR PACKAGING IS BOTH UPSCALE AND
ATTRACTIVE/EYE APPEALING TO THE BASE

/ CONSUMER TARGET, WOMEN.

~HORCHATA-
Cream Liquewr ~

| Luxury @
CREAM

WITH CREAM & NATURAL JTENT ‘L
CINNAMON FLAVORS

BARBADOS RUM

AVAILABLE LOCALLY THROUGH
JOHNSON BROTHERS
1-800-723-2424

OR

651-649-5860

/;'l' ,
A\ )’

Please drink responsibly. ©Crosby Lake Spirits Company, Princeton, MN



vol. [ 103 proof]. Produced and bottled by Phillips Products Comparwy, Princeton, MN USA.

ol. [BO proof) and UY 103 Yadka, 51.5% alc./

30% alc./val, [B0 proof], UV Vodka, 40% alc./v

ed Vodkas,

LW Flanar

WISH GRANTED

NOW IN CHOCOLATE AND WHIPPED CREAM!
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CAKE

WHITE cake pLavoren VODKA
30% ALC./VDL.

uyv

CHOCOLATE

CAKE

CHOCOLATE CAKE FLAVORED VODKA

30% ALC./VOL.

WHIPPED

WHIPPED cream pLAvORED VOOKA
30% ALC./VOL



