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ON THE COVER
Your editor knows the cover photo was included in the last issue.  However, 
it is such an important commentary on alcohol attitudes and regulations, he 
felt it needed emphasis.

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

Here are some responses:

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

• They sell the hard stuff in the grocery store in Washington State, now, too.

• That’s one way to get ‘em to nap!



MUNICIPAL LIQUOR STORE 4

Lara Smetana
President

MMBA President’s Message

As we prepare for the upcoming year I 
would like to remind you of two very 
useful events MMBA hosts.

In February, we will have “Boot 
Camp”” at Breezy Point. When Boot 
Camp first started it was primarily 
meant for the new managers. It was set 
up to help with the understanding of 
the operations of the municipal liquor 
business.

I was a very green liquor manager 
when I attended my first Boot Camp. 
I completed all the exercises before I 
went and was prepared to soak it all 
in. I believe my understanding of the 
financials helped me to better understand 
the discussion in the groups.

I know some managers come with the 
information, but someone else has filled 
it all out for them. In those situations 
I suggest when you get the paperwork 
from whoever filled it out, have them 
go through it with you. In addition, 
if you have questions once you get to 
Boot Camp, please ask.

I have been attending for the past 9 
years and each year I leave having 
learned something new.

We also have added a group discussion 
for City Administrators. We are seeing 
more Council members, Mayors, finance 
directors and City Administrator’s 
attending.

This year there will be a wine club 
style dinner and we will again have 
the small group discussions and large 
group sessions.

given is about new product lines, 
marketing, and business philosophies.

During the entertainment events 
there is time for networking with the 
vendors and other city managers and 
administration. The conference focuses 
on current issues in our industry and 
the legislature.

In addition to the Vendor Showcase 
additions, we are planning several new 
aspects to the 2013 conference.

Whether you are a seasoned manager 
or someone just starting out in the 
business, both the Conference and Boot 
Camp are designed to give you the 
resources and information to improve 
your business.

I encourage you and your administration 
to attend.

Boot Camp is a more intimate style of 
learning, with lots of interaction within 
the group. Discussions can be centered 
on more store specific questions. It is 
a great way to network with managers 
from stores of similar size and clientele.

The annual spring conference is held 
in May at Arrowwood Resort in 
Alexandria. The Conference has a 
vendor showcase, speakers and 
entertainment events.

The Vendor Showcase is designed to 
show you the latest technology in POS 
systems, new products, vendors’ for 
new store and floor designs. The 2013 
Showcase will include an expanded list 
of vendors and a Sunday Brunch.

The sessions are not as interactively 
intense as Boot Camp. The information 
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Shamrock Beer Systems
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Shamrock Water Filtration

Bulk CO2, other gasses

Service, Repair, installation

Ice machine rentals

“Perfect” Ace Ice

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

With our expert attention to detail, starting 
with us will set you up for business success.
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At Napa Cellars, we’re putting a modern spin on classic Napa wines, combining Napa’s legendary 

terroir with contemporary sensibilities to create delicious wines that possess all of the character 

you’ve come to expect from Napa, but with an attitude and price that we think you’ll find rather 

refreshing. In doing so, we’re redefining what Napa wine can be. Cheers!
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12 Steps to Improve Your Sales & Profits

By  Bob Nelson 
President of POWER Retailing

The purpose of any business is to 
bring in customers. If your cash 
registers don’t ring, something is 
wrong and you had better find out
 what is wrong fast. Because in today’s 
competitive world... getting results is 
what counts. 

1. Know Yourself.  Your basic roles are 
in marketing, finance, administration, 
and the responsibility of personnel. To 
get the best results, it is rare for one 
person to play all these roles equally 
well. You must know which parts you 
can handle yourself and which parts 
you’re going to need help with.
 
2. Plan Ahead.  Many stores are run 
by well-intended people but who don’t 
have all the information they need to 
do their job. This includes a clear idea 
of market segment, target markets, 
customer service, product selection, 
marketing mix, promotional activi-
ties and pricing tactics. If you want to 
succeed you need a well thought out 
business plan that helps you make the 
right decisions.

3. Know The Industry. You can gain 
the greatest competitive edge if you 
have an intimate knowledge of your 
business. To thrive and prosper, you 
must be committed to learn and have 
the desire and energy to accomplish 
your goals. These are five main reasons 
why most businesses fail: 

 • Lack of Industry Knowledge 
 • Lack of Vision 
 • Poor Market Strategy 
 • Failure to Establish Goals 
 • Inadequate Capitalization

4. Understand Your Customer. 
Make it your business to give your 
customers what they want, and they 
will do business and buy from you. 
The products and services you provide 

should reflect your customers needs and 
wants. Think in your customers’ terms; 
buy, show, sell, and say things that 
interest them, not just what interests 
you. Remember, it is the customer that 
determines whether or not you succeed.
 
5. Keep Good Financial Records. If 
you don’t know where your money is 
going, it will soon be gone. The “game 
of business” is played with computers 
-- and the score is evaluated in dollars 
and cents. Good financial records are 
like the instruments on an airplane, 
they keep you posted of your height, 
direction, and speed. Without them 
you’re flying blind with no controls to 
guide you to your destination.
 
6. Manage Your Cash. It doesn’t 
matter how unique and wonderful your 
store is, your business can’t survive 
without cash flow. Money coming in 
your store is the vital component that 
keeps your business financially healthy. 
If you budget wisely and know the 
interval of your monthly income and 
expenses, you won’t have to worry 
about running out of money.
 
7. Use Sound Management Practices. 
You have to make decisions, offer 
customer service, manage time and re-
sources, and know how to merchandise 
and run the business better than anyone 
working for you. Give your employees 
the opportunity for growth, treat them 
fairly, pay them what they’re worth, 
and they will help make your business 
successful.
 
8. Develop A Distinctive Image. Your 
image is important and is a function of 
your marketing efforts and materials. 
Customers create their perceptions of 
your business from your name, web site 
appearance, store location, products, 
prices, visual merchandising, signs, 
displays, business cards, newsletters, 
advertising material, customer service 
and anything else that relates to your 
business.

 
9. Control Your Inventory. All retail 
stores need to manage inventory. It is 
your money sitting on a shelf and 
represents a large portion of your 
business investment. The retailer who 
merely watches the store’s shelves can’t 
maintain a proper balance between 
the right amount of merchandise and 
probable customer demand. Without 
adequate control, slow-moving 
inventory becomes dated and very costly.

10. Buy and Price For Profit. To 
understand retailing, one must start 
with the concept that the price of your 
merchandise is nothing more than 
a temporary estimate of what the 
customer is willing to spend. In 
devising your overall pricing strategy, 
a practical approach can be based on 
the function of supply and demand. 
To be more competitive, join buying 
groups and seek out manufacturer 
discounts that allow you to purchase 
merchandise below wholesale prices. 
By offering better values, you’ll be 
able to attract more customers, and 
offer more opportunities to shop at 
your store.

11. Learn From The Pros. In today’s 
explosive markets, making the right 
moves is absolutely essential; there is 
little room for error. Without knowing 
how to navigate through these fast-
moving times, it can be a tricky and 
even a self-destructive experience. 
Because of the emotional and some-
times difficult decisions that must be 
made, the crucial difference is having 
fresh ideas with an impartial business 
position.

12. Ask For Help When You Need 
It. Remember, getting results is what 
counts! Don’t be too proud to ask for 
help, we all need help sometimes. It is 
important to recognize that what you 
don’t know can end up costing you 
money, hurt the odds of success, and 
greatly reduce the chance of achieving 
your business goals.forward.
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May I Produce Spirits for Personal or Family Use?
From: Alcohol and Tobacco Tax and 
Trade Bureau 
 
The short answer? Not without paying 
federal excise tax and filing federal 
paperwork.
 
Unlike wine and beer, federal law does 
not permit the production of distilled 
spirits for personal or family use. In 
order to produce distilled spirits for 
beverage use or industrial purposes, 
you must first qualify with TTB under 
the requirements of the Internal 
Revenue Code of 1986, and under 
the Federal Alcohol Administration 

Act in the event you are producing or 
bottling distilled spirits for a beverage 
use.

Some of these requirements are:

• Paying special tax
• Filing an extensive application
• Filing a bond
• Providing adequate equipment to  
 measure spirits 
• Providing suitable tanks and 
 pipelines
• Providing a separate building (other  
 than a dwelling) 

• Maintaining detailed records, and 
 filing reports

All of the requirements are listed in 
27 CFR Part 19. There are significant 
civil sanctions and criminal penal-
ties for the unlawful production of 
distilled spirits.
 
In addition, you should check with 
your state alcohol regulator to deter-
mine the applicable state law require-
ments. A federal qualification to pro-
duce distilled spirits does not exempt 
you from complying with state law 
requirements.

Understanding the Profit & Loss Statement

By MMBA Conference presenter  
Tom Shay

While there are many types of financial 
statements, the profit and loss statement 
is what most business owners choose to 
watch most closely.

The profit and loss statement tells 
the story of what has happened in the 
business during the accounting period 
whether it is a month or year. As 
compared to other financial statements, 
the profit and loss statement is much 
easier to read and understand.

Let’s look at a profit and loss statement 
as it would be created for a single 
month and see what we can learn. 
The first part of the statement contains 
the revenue, or sales of the business. 
It may be stated in one line, or can be 
broken down according to how the 
sales occurred – cash, bankcard, or 
‘house’ charge account.

The second line of information is 
probably the most confusing aspect 
– ‘cost of goods sold’. What is commonly 
thought to be a number equal to the 
amount of inventory purchased is not 

the case. It is what the name implies; 
it is the cost of goods sold and not the 
cost of goods purchased.

It is a mathematical calculation that 
begins with the amount of inventory, 
at cost, on the first day of the month. 
Added to that amount is the cost of the 
inventory purchased, at cost, during the 
month, and then subtracting the amount 
of inventory on hand, at cost, on the 
last day of the month. The resulting 
answer is the ‘cost of goods sold’ and is 
stated as a dollar amount.

The third line of information is the 
gross profit. It is calculated by 
subtracting the cost of goods sold 
from the revenue. The gross profit is 
stated in dollars and cents. With many 
profit and loss statements to the right 
of this dollar amount is the same 
information stated as a percentage and 
is referred to as the gross margin.

The next section of the statement is the 
one most people are familiar with. It is 
the operating expenses. Things such as 
rent, payroll, utilities, advertising and 
all of the other expenses associated with 
operating the business are listed here.
 

In listing the expenses, they can be 
arranged in any sequence. Traditionally, 
expenses that are related are grouped 
together. As an example, the telephone, 
water, gas and electric bills would 
be sequentially listed as they are all 
occupancy costs. They would be shown 
on the profit and loss statement next 
to other occupancy expenses such as 
rent or mortgage payment and property 
taxes.

The proper sequence is that which 
helps the owner to best understand the 
profit and loss statement and to make 
the appropriate decisions about the 
business. All of the expenses are added 
together for a summation of ‘total 
operating expenses’ that is then sub-
tracted from the gross profit amount.
 
There is one item that does not appear 
as an expense. Even though checks 
are written for inventory through the 
month, inventory is not an expense. 
The inventory that is paid for during 
the month is a part of the cost of goods 
sold calculation that we have previously 
explained.

As with the gross profit and gross 
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margin, each of the operating expenses 
is likely to be stated as a percentage as 
well as in a dollar amount. When stated 
as a percentage, that operating expense 
percentage is referencing the revenue. 
As an example, if the dollar amount of 
rent is also 8%, this indicates that 8% 
of each dollar of revenue goes toward 
paying the rent.

These percentages are important to 
monitor as there exists industry 
guidelines to help an owner measure 
the success of their business. Continuing 
our rent example, if guidelines show to 
this owner that rent should be 
approximately 5%, we can see that 
the rent is too high with regards to 
the revenue. There exists several 
possibilities for solutions; negotiating 
for a lower rent, increasing revenue, 
or finding other expenses that can be 
lower than industry standards so that 
operating expenses as a whole will be 
in line.

As we subtract the operating expenses 
from the revenue, the resulting number 
is the net profit for the month for the 
business. And again, the net profit 
is stated as a dollar amount and as a 
percentage.

The purpose of the profit and loss 
statement is not to just eat up your 
time and give an accountant something 
to do. Instead it is meant to be a tool 
that you can and should utilize as an 
integral part of your management 
decision process. And as we 
mentioned in a previous column, your 
profit and loss statement is the starting 
point for your creating a budget and a 
projectionary cashflow chart.

Without it, you are just hoping that 
what you have done in the past will 
continue to work or that the mistakes 
you have made will not repeat 
themselves. And as the title of a book 
suggests, “Hope is not a strategy.”

Editor’s Note:  One difference between 
the private and municipal liquor 
sector is the role of depreciation.

According to the Internal Revenue 

Service, “Depreciation is an income 
tax deduction that allows a taxpayer 
to recover the cost or other basis of 
certain property. It is an annual 
allowance for the wear and tear, 
deterioration, or obsolescence of the 
property.

Most types of tangible property 
(except, land), such as buildings, 
machinery, vehicles, furniture, and 
equipment are depreciable.”

Cities / municipal liquor operations 
do not pay taxes, yet depreciation 
is routinely listed as an operating 
expense that directly impacts 
net-income amounts.

This is important since the success of 
municipal liquor operations is based 
on net-income numbers.
  

In fact, according to state statute, “In 
any city in which the report of the 
operations of a municipal liquor store 
has shown a net loss prior to interfund 
transfer in any two of three consecu-
tive years, the city council shall, not 
more than 45 days prior to the end of 
the fiscal year following the three-year 
period, hold a public hearing on the 
question of whether the city shall 
continue to operate a municipal liquor 
store.”

Consequently, because of depreciation 
a city may show negative net-income 
(and have to have a public hearing) 
even though there is an increase in the 
amount of money in the bank.  These 
increases are usually shown in a 
“Retained Earnings” or similar line 
item in a different financial statement 
and rarely shown in an profit and loss 
statement footnote.

Total Register Systems
4215 Louisiana Avenue   New Hope, MN 55428

(763) 537-1906 • www.trs-pos.com

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

Municipal Beverage Industry

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

Total Register Systems has 20 years of Experience in Retail Partnerships
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Upcoming MMBA Events

Good News for Perham Taxpayers
By East Otter Tail Focus
 
Landmark Liquors is having a good 
year, and that’s good news for Perham 
taxpayers.
 
Sales at the municipal liquor store are 
up 12.5 percent from this time last 
year, putting the store on track to have 
its second-best year ever. That means 
more money in the city coffers, going 
toward projects that would otherwise be 
dipping deeper into taxpayer’s pockets.
 
“We had great summer traffic again,” 
said manager Bob Dreger in an 
interview last week. “It shows that 
people are responding to things that 
are going on here and that it’s a good 
place to shop.”
 
Dreger and the liquor store staff have 
been making efforts over the last year 
to improve the shopping experience 
and attract and retain more customers. 
A store remodel in January has helped 
“make things flow better,” he said, and 
customers are now noticing products 
that they used to just walk right by.

 
Already this year, $30,000 in liquor 
store revenues has been dedicated to 
a community project - the new grand-
stands at Tuffy Stadium.
 
Liquor store revenues are used to 
support a variety of community events 
and projects. They also fund the 
Perham Area Community Center to 
keep membership rates as low as 
possible, and go into the city’s general 
fund to help keep property taxes down.
 
Last year, a total of $172,000 was chan-
neled from Landmark Liquor’s rev-
enues back into the community. Of that 
amount, more than $134,000 would 
have otherwise come from increased 
tax levies. Without the liquor store, 
the city’s tax levy would have gone 
up 11 percent in 2012 (instead, the 
levy is preliminarily set at a 1 percent 
increase).
 
“You can come in here and get what 
you need, and help the community,” 
said Dreger. 

 
A billboard that went up along 
Highway 10 last spring has also 
“been a big plus,” he said, as it’s been 
bringing in new customers. Store sales 
and other incentives, along with good 
customer service and a wide selection 
of products, keep those customers 
coming back. 
 
Not to mention the sheer size of the 
store, adds Dreger - with its wide, 
open aisles and “more cooler doors” 
than most other liquor stores for miles 
around. The store has also held some 
successful open house and tasting 
events, and has just created a new face-
book page.
 
But the real secret to the liquor store’s 
success, Dreger said, is the people - 
both the staff and the customers.
 
“The people we have here are just 
solid,” he said of his staff. “They’re 
great people and they care about the 
products we sell. And then if you have 
a community that supports you, it all 
just comes together.”

Legislative Day
January 28, 2013

11:00 am - 1:00 pm
Lunch and legislative briefing 

at the Kelly Inn 

1:00 pm - 4:00 pm – Legislative Visits 

 4:00 pm - 6:00 pm – Reception
 at the Kelly Inn

Boot Camp
February 19 & 20, 2013

The Boot Camp will cover the”basics”of 
municipal liquor

 operations (pricing, inventory 
control, merchandising, promotion etc.) 

and includes new topics and a new 
How to Conduct a 

Wine Event tasting dinner.
All participants will leave with 12 specific 

items to improve facility operations!!!
Go to www.municipalbev.com for more information
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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

®

THE EARTH FRIENDLY WINERY™
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15 Things Every Retailer Must Train Employees

By Bob Phibbs, The Retail Doctor
 
• When you see a customer, stop what 
you are doing, look up so you can meet 
their eyes and then approach them in 
a non-threatening way with a greeting 
like, “Good morning” or “Good after-
noon.” If a customer is at the register 
waiting, take the initiative to see if you 
can ring them up.
 
• Listen to the customer to find out 
why, on this day, they came in to 
your store. Your time will go by more 
quickly, when you see every interaction 
as different.
 
• Say “we” not “them” or “they.” 
Otherwise you sound like an outsider. 
You are a part of our success. We will 
not survive in business without you.
 
• Be on time. There will be traffic. 
There will be parking off-site and 
having to wait for a shuttle. There’s 
still no excuse for being late for a shift.
 
• Turn your phone to vibrate and put 
it away while on the floor. We’re not 
paying you to look in the palm of your 
hand, so use your phone on your time.
 
• Customers can be rude, angry and 
unreasonable. Don’t share your stories 
of how awful they were with other 
employees - and especially not to our 
customers. The people are crazy busy; 
keep your own attitude above the fray.
 
• We all have stress, family and 
personal concerns. We will all get along 
much better if there is no additional 
drama brought onto the sales floor. 
When you walk in the door, leave your 
problems at the door.
 
• Patrol the floor. If you see it, step 
over it or kick it -  pick it up and 
dispose of it. That goes for anything 
from a ripped price tag to a used 
diaper- yes, we get those now and then.

 
• It’s great to have friends, but please 
don’t have them visit you while you are 
working; you’re working.
 
• Since we spend a lot of time on 
scheduling, a manager has to approve 
any “switching” of days, times or 
breaks.
 
• We take theft seriously and will 
investigate and prosecute accordingly. 
We also conduct random checks of the 
trash.
 
• Just because you may not be able to 

afford some of our more expensive 
items, doesn’t mean our customers 
can’t. Your goal is to help us sell that 
merchandise.
 
• You are an important part of our 
business. We can’t do it without you.
 
• It’s never a sin to wear a grin. 
Remember to keep a sense of humor.
 
• If you don’t know the answer to a 
question posed by a customer, tell them 
you don’t know and that you’ll find 
someone who does.

MMBA / Coors Light Food Drive 
Generates 39.7 Tons of Food!

The recent MMBA / Coors Light 
Food Drive generated 39.7 tons of 
food for local member food shelves!!!

This is up from 11.5 tons generated 
in 2008, 20.5 tons in 2009, 28 tons in 
2010 and 34 tons last year!!

Congratulations to everyone who 
participated!! Your contributions, 
large and small, are helping an impor-
tant need in all of our communities.

The overall winners of this year’s 
contest are:

Miltona (Under $1 million in annual 
sales) & Hackensack (Over $1 million 
in annual sales)!!!

The food shelves in these communities 

will be receiving a $1,000 donation 
courtesy of MillerCoors and MMBA.

Each of the food shelves in these 
communities, chosen through a 
random drawing of all participants 
(not including the overall winners) 
by random.org will receive a $100 
donation:

Baudette Downtown
Brooklyn Center #2
Darwin
Fairmont
Hawley
Northfield
Pickle Factory (Nisswa)
Rogers
St. James
Stacy Off Sale

We should never change our minds 
about where we are going, but always 

be curious about different ways to get there.
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 2. The customer believes your 
offering is unique or rare.  In general, 
this means that you have established 
that your firm is the only viable source 
for what the customer actually needs to 
solve the problem.

 3. The customer considers you an 
authority.  You have revealed some-
thing about your specific background 
or experience that leads the customer 
to consider you uniquely knowledge-
able about the issues involved.

 4. Buying will bolster this customer’s 
self-image.  The customer has made 
specific statements that define himself 
or herself as the type of person who 
needs and buys what you’re offering.

 5. The customer knows peers 
who’ve bought from you.  Customers 
are deeply swayed by “social pressure” 
which you generally create by provid-
ing examples and references that match 
the profile of the current customer.
 
6.  The customer likes you personally.  
During your conversations, you’ve un-
covered similarities between yourself 
and the customer, and have communi-
cated in words and deeds that you truly 
respect that customer.
 
SCORING: For this checklist, the 
scoring is cumulative.  If most of items 
on the list are “true” you’re likely to 
get a “YES!” If only a couple of the 
items are “true” then, it’s iffy.  If all 
of them are “false,” the chances that 
you’ll get a “YES!” are slim indeed.

Reasons Customers Will Buy Other Than Price
By Geoffrey James , Inc.com, based 
upon a conversation with Dr. Robert B. 
Cialdini, an expert on the psychology 
of influence.

1. You have already helped this 
customer.  For example, you have 
provided a unique industry perspect-
tive during your discussions or have 
brought your customer a referral for a 
potential customer for the customer’s 
business.
 
 (Editor’s Note: The MMBA office 
was told the director of a local food 
shelf said he is going to be making 
purchases at a member’s facility more 
often, instead of the privately owned 
liquor store he lives next to, because 
of the member’s participation in the 
MMBA Food Drive.)

Ethical Considerations Between Council & Staff

These materials were prepared for 
the Santa Clara University Markkula 
Center for Applied Ethics program in 
Government Ethics by Senior Fellow 
Judy Nadler and Communications 
Director Miriam Schulman. The Center 
provides training in local government 
ethics for public officials. 

What is the relationship between 
elected officials and staff?

City councilmembers, county supervisors, 
and other elected officials represent the 
citizens. Staff-such as traffic engineers, 
waste management specialists, 
budget directors, IT professionals 
and others-are the experts who make 
government run. Elected officials are 
responsible for setting the priorities 
for the municipality or other district; 
staff have the know-how to make those 
priorities into realities.

The fact that the professional staff, 

unlike many elected officials, are not 
subject to term limits means that they 
have an institutional history, which 
is very beneficial in developing the 
concrete plans to put policy decisions 
into practice. They also often have 
advanced degrees in management, 
engineering, finance, and other 
technical areas, a knowledge base they 
can bring to bear in devising solutions 
to local problems.

In many municipalities, city 
councilmembers are elected by wards 
or districts. Once invested in office, 
they are supposed to serve the entire 
city, but often they feel a special 
responsibility to the constituents who 
elected them. By contrast, staff are 
mandated to serve the needs of the 
municipality as a whole.

In a council-manager form of 
government, staff report to the city 
manager. In a strong mayor system, 

staff answers to the mayor. In either 
case, when council makes policy 
decisions, it is the role of the manager 
or mayor to see that they are carried 
out by the staff. City council has no 
role in staff personnel issues; they 
hire and fire only the city attorney 
and city manager. As the Institute for 
Local Self Government explains in 
Everyday Ethics for Local Officials, 
“The manager [holds] staff accountable 
on the council’s behalf for implementing 
the council’s policies and directives. 
The entire council, in turn, holds the 
manager accountable for staff’s overall 
performance.”

What do these relationships have to 
do with ethics?

Many of the ethical issues that come 
up between elected officials and staff 
are best seen through the lens of virtue 

Continued on Page 16
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ethics, especially the virtue of respect. 
Elected officials need to show respect 
for the expertise of staff and avoid 
undercutting their efforts by ignoring 
the evidence-based solutions they 
propose. Conversely, staff need to 
respect the political give and take 
inherent in democratic government 
and the negotiation that is bound to be 
part of any council decision.

These relationships also raise ethical 
issues when elected officials try to 
circumvent established procedures and 
priorities to gain an advantage for their 
friends, family, or constituents. Going 
over the head of the city manager to 
pressure a staff member for special 
consideration is actually illegal. As 
an example, here is a section from 
the code of the city of Sunnyvale, 
California, about what is called 
“councilmanic interference”:

Neither the City Council nor any 
member shall give orders to any 
subordinates of the City Manager, 
either publicly or privately.

Typically, elected officials may make 
inquiries or exchange information, but 
they cannot issue directives. 

What ethical dilemmas arise between 
elected officials and staff?

Many newly elected officials have 
an imperfect understanding of the 
division of labor between council 
and staff; they may act as though 
staff work for them as individuals and 
should be responsive to their individual 
priorities and the needs of their specific 
constituents. If a councilmember ran on 
a platform of clean streets, for example, 
he or she may believe that the proper 
course of action once elected is to 
meet directly with the sanitation 
director and encourage prompt action. 
But the councilmember must work 
through the democratic process with 
other councilmembers to make clean 
streets a priority across the city. That 
priority would then be conveyed to the 

city manager, to whom the sanitation 
director reports. 

Another set of ethical dilemmas arises 
when council sets priorities but then 
ignores them. In a public meeting the 
council may agree on the top five goals 
for the year-like renovate central park, 
draw up plans for a teen center, etc.-but 
during course of the year, individual 
councilmembers come up with separate 
projects and introduce them without 
regard to what the majority of the 
council decided. This puts a lot of 
pressure on city staff, when they have 
been given their marching orders on the 
top priorities, and they are now being 
diverted from accomplishing them.

Sometimes elected officials have their 
own staffs, and may ask their own 
transportation or sanitation expert to 
study a problem and make proposals. 
When the elected officials either on 
their own or though council or mayoral 
staff conduct their own research, they 
are not only duplicating the work 
of the technical staff and therefore 
wasting time and money, but they are 
also undercutting the authority and 
marginalizing the recommendations of 
the professional staff, who work for the 
entire city and not for any individual 
elected official.

It is also demoralizing to staff when 
they come up with a clear, technical 
report with an evidence-based 
proposal, which is then thrown out the 
window because there are 100 people 
in the audience or 100 names on a 
petition asking for something else. 
Traffic calming is a common area 
of contention, where, for example 
residents of a senior citizens housing 
complex may be agitating for a 
stoplight so that they can cross the 
street safely. But city staff may have 
evidence that a stoplight at that 
intersection will create more problems 
than it solves. 

John Nalbandian, who has studied 
public administration as a professor at 
University of Kansas and also served 
as a city commissioner, points out, 
however, that such problems do not 
necessarily have a right answer. “From 
the engineer’s perspective,” he writes, 
“ I suspect that there is a right answer 
to the problem, and the engineer might 
ask, ‘Will the council have the political 
courage to accept it?’ But, as an elected 
official, I do not see the right answer. I 
see a very complicated set of forces and 
a problem infused with choices about 
values symbolized by a decision about 
a traffic light.”

ETHICAL CONSIDERATIONS
From Page 16
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Quick Tip

Most staff in stores 
will greet customers 
with, “Is that all?”

Train your staff 
to respond with 
more personal 

statements such as, 
“Did we help you 

find everything you 
needed today?”

Here’s an 
Idea

Have a contest that ties into 
the weather and 
related events:

When will it snow next?

When is the last night of 
freezing weather?

When will we get the first 
inch of rain?

When will it . . .?



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

first-rate service and fast, dependable delivery.

Minnesota Independent Ice Manufacturers Association
MIIMA Members:

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

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

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

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

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

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

Minnesota businesses.

Perham

Belgrade

Waterville

Pine City

Minneapolis

Duluth/SuperiorMID-CENTRAL ICE LLCMID-CENTRAL ICE LLC



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: l.sage@dakotaww.com
Web: www.dakotaww.com

Summit Brewing
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 Company
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

2 Gingers Whiskey
Contact: Liam Scott
Address: 23 SE 4th Street #217
 Minneapolis, MN 55414
Phone: (612) 545-5555
Fax: (612) 353-6014
E-mail: liam@2gingerswhiskey.com
Web: www.2gingerswhiskey.com

C & L Distributing
Contact: Joe Dick
Address: 1020 Industrial Drive So.
 Sauk Rapids, MN 56379
Phone: (320) 251-7375
Fax: (320) 259-7981
E-mail: JDick@CandLDistributing.com

Cannon River Winery
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

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 Brewing
Contact: Mike 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 Winery
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

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

Platinum Member
MMBA Commercial Members Are Available to You! Contact Them!

Supporting Member

Silver Member

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

Majestic 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
çell: (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

Palm Bay International 
Contact: Dominic M. Giuliani
Address: (612) 850-4988
Phone: 763-607-2556
E-mail: dgiuliani@palmbay.com
Web: www.palmbay.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: 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

Vinocopia
Contact: Marion Dauner
Address: 6636 Cedar Avenue South #300
 Minneapolis, MN 55423
Phone: (612) 455-4000
Fax: (612) 455-4001
Cell: (612) 532-0406
E-mail: marion@vinocopia.com
Web: www.vinocopia.com

Wells Fargo Insurance Services
Contact: Tony Baldwin
Address: 4300 MarketPointe Drive, Suite 600
 Bloomington MN 55435
Phone: (952) 830-7353
Fax: (952) 830-3048
E-mail: tony_baldwin@acordia.com
Web: www.acordia.com

Wirtz Beverage Group
Address: 489 N. Prior Avenue
 St. Paul, MN 55104
Phone: (651) 646-7821
Fax: (651) 646-1497
Web: www.wirtzbeveragegroup.com/
 minnesota.asp
 

Crystal Springs Ice
Contact: Tom Valvoda
Address: 25503 Russell Road
 Ine City, MN 55063
Phone: (866) 629-6267
E-mail:  crystalsprings@live.com

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 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: 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-mail: randy.dobratz@smwe.com
Web: www.smwe.com

Trinchero Family 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

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 Brewing 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

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 Iaccino
Mobile: (630) 432-5132
Office:  612-354-7522
Email:  Casey.Iaccino@ejgallo.com

J.J. Taylor Distributing 
Company of Minnesota, Inc.
Contact: Mike Bamonti
Address: 701 Industrial Blvd. NE
 Minneapolis, MN 55413
Phone: (651)482-1133
Fax: (651) 482-9810
E-mail: mike_bamonti@jjtaylor.com
Web: www.jjtaylorco.com

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

Gold Member

Locher Brothers, Inc.
Contact: Tim “Jonesy” Hukriede
Address: 18098 – 365th Avenue
 P.O. Box 35
 Green Isle, MN 55338
Phone: (507) 326-5471
Fax: (507) 326-5487
E-mail: jonesy@locherbros.com

Madison Bottling Co.
Contact: Dave Bergerson
Address: RR2 Hwy 40 East
 Madison, Minn. 56256
Phone: (320) 598-7573
Fax: (320) 598-3738
E-mail: dbergerson@madisonbottling.com
Web: www.madisonbottling.com

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 Distributing
Contact:  Mike Baron
Address: East Highway 169
 P.O. Box 333
 Hibbing, MN 55746
Phone: (218) 263-6886
Fax: (218) 263-6111

Thorpe Distributing Company
Contact: Jack Stevenson
Address: P.O. Box 120
 Rogers, MN 55374
Phone: 763-463-2000
Fax: 763-463-2001
E-mail:   jackstevenson@thorpedistributing.com
Web: www.thorpedistributing.com

Tushie Montgomery Architects
Contact: Gary Tushie
Address: 7645 Lyndale Ave. So., Suite 100
 Minneapolis, MN 55423
Phone: (612) 861-9636
Cell: (612) 861-9632
E-mail: garyt@tmiarchitects.com
Web: www.tmiarchitects.com

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

Bronze Member

Silver Plus






