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ON THE COVER
In the 2012 Minnesota Legislative Session the following was added to the list 
of items allowed to be sold by an exclusive liquor store (off sale):
 
340A.412 Subd. 14 (14) clothing marked with the specific name, brand, or 
identifying logo of the exclusive liquor store, and bearing no other name, brand, 
or identifying logo.
 
Your executive director believes the spirit of the law has been violated by 
including quotes and phrases on the clothing and selling items such as baby bibs, 
(pictured on the cover) men’s boxers and women’s hot shorts. 
 
However, he agrees with Alcohol and Gambling Enforcement that, in short, based 
on the plain language of the statute, these items would not appear to be violation. 
 
This is another example of how a simple legislative change can lead to 
unexpected results.
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Lara Smetana
President

MMBA President’s Message

SPACE……sales floor, storage, cooler. 
Do you have enough? Maybe you 
have too much? What can you do to 
maximize the space you have for your 
business?

I am sure we all can relate to the space 
issue. I have a store that is long and 
skinny and we are busting at the seams. 
An expansion would fix our need for 
space but that is not an option at this 
time so I need to deal with what I have 
and make it work to the best of my 
ability. As managers we are expected 
to work within the space we are given 
and make decisions that will positively 
affect our profit margins. 

In the most recent years we have seen 
an increase in wine and liquor sales. 
Because of that trend, it is important for 
me to stay on top of what we have for a 
selection. It is important to know what 
your top sellers are and get rid of the 
“dogs”. 

Really think about the new products 
that are flooding the market and make 
the choices that best fit your market. 
What sells somewhere else may not 
sell in your store. You need to balance 
the space you dedicate to those products 
that are the staples and those that are new.

I was recently in a store that was 
very small. It is located in a northern 
community that sees tourist as well as 
the local customer. The manager chose 
to bring in a variety of new, unheard of 
products, display them on the floor and 
sell them at a discounted price to attract 
an impulse or add on sale. The thought 
is to persuade the customer to purchase 

tables and only nine of them are filled.” 

The thought behind that is you want a 
balance. It is important to look busy or 
in our case, look like you have a good 
selection to offer. You could have the 
largest, most beautiful store around, but 
if you have empty shelves or 
open spaces the customer may 
assume you don’t have a good s
election or competitive pricing. They 
may be intimidated by the space and 
be uncomfortable shopping there. 

You must also look at how your space 
impacts your employees. Is it easy to 
see and help your customers? Are the 
displays too big, cases in the storage 
area stacked too high? Do you have 
enough on staff to work the floor and 
take care of the stocking needs? It is 
important to walk your store and look 
around as a customer would as well 
as an employee. Things you can ask 
yourself while touring your own store: 
Does the flow of the products make 
sense? Is it easy to find what I am 
looking for? Is it safe for both my 
customers and my staff? Is my store 
clean and organize? Or cluttered and 
messy? Would I want to shop here 
again?

So, I leave you with this. Take a look at 
the space that you have and think about 
how you can make the best of what you 
have. Keep in mind the customers, your 
employees, your product selection, and 
making a positive impact on the bottom 
line. It is a fine balance, but with some 
strategic planning you can make any 
space work. 

something more than what they came 
in to buy because it looks like a really 
good deal; while at the same time 
making sure to carry the staple beers 
for her “local” customers. 

When I make purchasing decisions, I 
purchase bulk quantities of the staple 
products so that we may reap the 
benefits of the free goods or discounted 
price. I do not always run a feature or 
lower the price. The ability to sell the 
free goods at full value adds dollars to 
the bottom line. When bringing in new 
products, I ask for the smallest deal or 
just do case one. 

There are two reasons why I do that: 
first, I do not want to get stuck with a 
bunch of something that may not sell 
and second I may not have the floor 
space for a display or the storage space 
to house it in the back room. 

With a smaller store, making sure it 
is clean and easy to shop is very 
important. Do not use your sales floor 
for storage. It is not pleasing to the 
customer when you have stacks of stuff 
everywhere. It also is confusing to the 
customer when you use the bottom 
shelf on your sales floor for overstock 
bottles. 

If you are fortunate to have a large 
store with lots of sales floor, storage 
and cooler space, make sure you are 
maximizing that as well.

Have you ever heard the saying 
“A restaurant with ten tables and 
nine of them have customers is more 
inviting than a restaurant with twenty 

When we explain what we’re trying to 
achieve instead of just making demands or 
delegating tasks, others are more likely to 
contribute ideas.



Ad Name:  Golden Country

Item #: PMG20089209

Order #: 224477  

Trim: 8.5 x11
Bleed: 8.75 x 11.25
Live: 8 x 10.5

Closing Date:   11.19.10
QC: RR

Pub: MMBA Newsletter 



©
20

12
 F

o
li

e 
à

 D
eu

x
 W

in
er

y,
 O

a
k

vi
ll

e,
 C

A
 

A  Love  Affair  with  Sonoma

At Folie à Deux, we think it is okay to be a little crazy about wine. 
After all, our name means “a passion shared by two.” Our flagship 
wines are crafted from some of Sonoma County’s finest appellations 
including Russian River Valley, Alexander Valley and Dry Creek Valley.

FolieaDeux.comFor more information, please contact your Trinchero Family Estates sales representative.
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Lonsdale Liquor Has a Great 2012 
By KAITLYN WALSH, 
Lonsdale Area New-Review

Lonsdale Liquor recently fulfilled the 
city’s hope that its profits could help 
carry the financial burden on taxpayers.

The city’s park fund recently received 
$10,000 of the municipal liquor store’s 
profits after its most profitable year yet, 
according to store manager Lynette 
Moe.

“We started slow and struggled up until 
about two years ago,” Moe said. “2012 
is the best year we’ve had. The more I 
can contribute, the less taxes are.”

In addition, the city-owned and
-managed store doubled its monthly 
payment to the sewer fund, from which 
the city borrowed $710,000 in order to 
build and open the store in 2007.
The Lonsdale City Council approved 
the transfers and changes to the store’s 
contributions at its Jan. 10 meeting.

With the store’s payment of $10,800 
that the council unanimously voted 
to approve — upping the total 
contributed to the fund in 2012 to 
$100,000 — the total balance due is 
$400,000. It’s expected to be paid off 
in about 10 and a half years with the 
increase of the monthly transfer to the 
sewer fund from $1,600 per month to 
$3,200 per month.

When that debt is paid, all of the 
store’s profits can help fund future city 
projects and store improvements, if 
needed, Moe said Tuesday.

Any money the store contributes 
would alleviate some of the burden on 
taxpayers, Moe said.

A lot of small details can influence 
profits, said Council Member Joe 
Daleiden, who serves on the liquor 
store committee that made recommen-
dations to the council on the recent 

changes and contributions.

“You still have to remain positive on 
your numbers in order to do this,” 
Daleiden said. “The people in our town 
love our parks and trails system and 
we’ve been sticking a lot of money into 
it.”

The committee — that includes Moe, 
Council Member Kevin Kodada and 
assistant manager Carolyn Korba 
— looked at switching credit card 
companies to one with cheaper credit 
and debit card use charges to save a 
potential minimum of $5,000, Daleiden 
said.

“Thanks to everybody that’s buying,” 
Daleiden said. “Know that the money 
you’re spending for something you 
want like this goes back to your 

community.”

And knowing Lonsdale and what its 
residents want, while keeping customer 
service at its best, affect how the store 
does, Moe said.

Moe said she has gotten a handle on 
which products to carry and how much, 
which has improved turnover.

“We’re ordering it, and then selling it 
out,” Moe said. “There’s a flow.”

The store offers special discounts, 
including deals for seniors on 
Wednesdays and when customers buy 
in bulk, which Moe said helps the store 
compete with out-of-town competitors.

“I’m hoping this year will be just as 
good as 2012,” she said.

Over 100 beverages

Shamrock Beer Systems

Walk-in Freezers/Coolers

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 
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On-Sale Container Size
The MMBA received the following 
note from a member combination 
facility:
 
I thought there was a limitation that 
you could only use 750 ml and liter 
bottles in the on sale.  A salesman 
stated that you can use a 1.75 be-
hind the bar?  Do you know what the 
rule is on this?  Just wondering as I 
have a certain type of Gin remaining 
that isn’t moving in the off sale that 
I thought we could use for bar pour 

in the on sale, but we only have 1.75 
bottles of it.

According to Minnesota 
Administrative Rules:
 
7515.0560 ON-SALE DEALERS.
 
Subpart 1. Containers; minimum 
quantities; minimum proof of dis-
tilled spirits.
 
No on-sale dealer shall purchase 
or possess distilled spirits in 

containers less than one-fifth gallon 
or its metric equivalent. Containers 
of less than one-fifth of a gallon, or 
its metric equivalent, shall be subject 
to confiscation, provided miniatures 
containing not more than two ounces, 
or their metric equivalent, may be 
purchased for dispensing devices, 
the use of which has been specifically 
approved by the commissioner. In 
addition, no on-sale dealer shall 
purchase distilled spirits other than 
cordials, liqueurs, or specialty items 
which are less than 80 proof.

Community Voices: The Fall & Rise of 
Savage’s Liquor Stores 

 BY JOE JULIUS Savage Pacer
 
Question: What does the city of Savage 
have that our neighbors in Prior Lake, 
Burnsville and Shakopee don’t? (No, 
it’s not the sports dome, that’s fodder 
for another time).
 
Give Up? Savage is one of the few 
cities south of the river that owns and 
operates its own liquor stores. That’s 
right, no “off sale” liquor can be sold 
within Savage city limits unless it’s 
sold by the city.
 
But why, you may ask. How did we get 
there?
 
A history lesson: After Prohibition was 
repealed, numerous cities, and some 
states, deemed that they could better 
“control” the drinking of their citizens 
if liquor could only be sold though gov-
ernment-owned outlets. A side benefit 
was the profits the government would 
receive from the sales.
 
Fast forward to 2013. Over the years 
many cities decided that they could 
no longer efficiently operate their own 

liquor stores. They decided they would 
be better off receiving the tax revenue 
from privately owned operations or 
when the city was incorporated, they 
simply chose not to get into the liquor 
business.
 
Savage was one of the cities that 
decided to stay in the liquor business, 
and own and operate its own stores. 
It appeared to be a wise decision by 
the city fathers (and mothers). Profits 
from the liquor operations were a boon 
to a rapidly growing community. The 
McColl Pond Environmental Learning 
Center and Savage Library were two 
projects funded, in part, by liquor store 
profits.

Things were joyous for the city until we 
began to be surrounded by the regional 
and national liquor stores that opened 
in our sister cities. Profits plunged 
80 percent. The stores had a bloated 
expense structure and were heavy 
with non-current inventory. I, for one, 
advocated for closure and sale of the 
stores. Hey, I reasoned, some money is 
better than none.
 

Then a funny thing happened. The city 
administration and council decided to 
aggressively address the problem of 
declining sales and profits. They 
commissioned studies, did surveys, 
cut expenses and hired a new, savvy 
liquor store manager. The result was an 
immediate return to profitability and 
the transfer of approximately $175,000 
to the city’s general fund. Hey, I for one 
applaud any action that will reduce my 
taxes!
 
So, job well done Ms. Mayor, Barry 
and City Council! We should all be 
excited to see the new remodeling and 
signing of the MarketPlace store this 
year. We’re not out of the woods yet, 
but the positive steps taken, I believe, 
will assure success. I know my wife 
is planning on buying all her wine at 
the Savage liquor stores. That should 
increase business dramatically.
 
Joe Julius is one of several people 
in the Savage community who write 
for Community Voices - a column 
appearing weekly in the opinion and 
commentary section of the Savage 
Pacer newspaper.
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Dennis E. Brown
Atenga, Inc. 

In  nearly  every  industry  there  are  
companies  offering  higher  quality,  
premium  products  and services. These 
offerings may be characterized by 
better performance characteristics, 
high-fashion design, quality compo-
nents, better fit and finish, advanced 
technology, superior logistics and 
support policies, longer life, superior 
warranties, or other value drivers that 
define the character of the company, 
the products and their conception of 
how to serve their marketplace. These 
companies face standard or substandard 
competitors who charge lower prices 
and who may cut production corners 
or offer inferior business processes 
and services. The premium vendors 
usually face costs higher than those of 
the standards, and they attempt to win 
business at the higher prices they need 
in order to turn a profit. The customer 
base is therefore in turmoil, constantly 
forced to make a decision between 
superior products and services against 
those which may not be as good, but 
offer lower prices.

As America – and the rest of the world 
– emerges from the worst economic 
downturn since the Great Depression, 
many of these premium companies are 
facing new levels of pressure on their 
pricing. They face customers struggling 
with their own survival, forced into an 
“every dollar counts” mentality and 
more resistant than ever before to 
paying premium prices.

There are companies that offer superior 
products and services, and also have 
the lowest costs. Companies such 
as Proctor & Gamble, Microsoft, 
Wal-Mart, Intel, Apple, John Deere, 
and 3M corporations spring readily to 
mind. It is interesting to note that 
these companies rarely dominate their 

markets with lower prices. Wal-Mart 
may be the exception to this observa-
tion. Instead, most of these companies 
charge higher prices and retain the 
premium as profits. But most companies 
are not so fortunate. Most companies 
that offer premium products and services 
also face higher costs, which makes 
their ability to profit dependent on their 
being able to monetize their differences 
and charge prices higher than their 
competitors’. These companies are the 
subject of this paper.

The ability to consistently win premium 
prices in a competitive market is not an 
isolated event. It is, instead, the result 
of a succession of processes, each of 
which must be executed well in order 
to succeed. These steps are:

 • Market characterization

 • Differentiation

 • Market definition

 • Product definition

 • Market segmentation

 • Value clarification

 • Optimized Pricing strategy

 • Value-oriented sales resources,  
  processes and execution

1.  Market characterization
The first step is to recognize the 
nature of the marketplace you are in. 
Many executives make the mistake 
of characterizing price resistance and 
price competition as evidence their 
market has become commoditized. 
This has the effect of excusing poor 
price performance, but it draws 
attention away from the steps that need 
to be taken in order to win premium 
prices. If one defines a commoditized 

market as one where buying decisions 
are made primarily on price and 
availability, our experience is that very 
few markets operate in this fashion. 
With few exceptions, buyers are willing 
to pay “more” for quality that generates 
value for them. Usually, when a market 
appears commoditized, other factors 
are at work. If a marketplace is truly 
commoditized, there are usually niches, 
segments really, that are willing to pay 
higher prices for specific attributes, 
features and services.  Even in the most 
commoditized of markets, there are still 
successful premium vendors who have 
been able to provide these additional 
attributes and charge for them.

2.  Differentiation
Pricing power arises from differentia-
tion. The ability to set and hold price is
the beneficial result of having identified 
what buyers are willing to pay for, and 
providing it. This simple truth often 
gets lost in the fog of business activity, 
and executives search in vain for a 
magic bullet, a price that will “make” 
people buy. There is no substitute for 
the hard work of discovering what 
customers are willing to pay for, 
messaging it relentlessly, delivering it 
consistently and earning the right to 
charge premium prices.

If the first source of difficulty is the fog 
around buyer motivations, the second is 
the fact that these purchase drivers are 
not   immutable over time. As refer-
enced in the first paragraph, yesterday’s 
effective differentiators may be duds 
today. A consistent process for 
monitoring buyer value drivers will 
pay enormous dividends in terms of 
keeping your company “on top” of the 
market.

3.  Market definition
Companies often start out (or launch 
a product line) with a definition of the 
marketplace they serve. But as time 

Better Pricing, Higher Sales

(Continued on page 13)



“big and complex” and “enjoyable”
are no longer mutually exclusive.

We make our bourbon carefully. Please enjoy it that Way. 
Maker’s 46® Bourbon Wh isky, 47% Alc./Vol. ©2012 Maker’s Mark Distillery, Inc. Loretto, KY



©2013 COORS BREWING COMPANY, GOLDEN, COLORADO

Thank You
MN Municipals for your 
efforts in helping to make 
Coors Light Minnesota’s 
#1 growing beer brand 
in 2012*.

• Distribution of all key packages? MN Liquor stores average more than 11 Coors Light SKU’s*

• Displays in priority positions?

• Frequent ad rotations to attract new customers?

• Cooler positioning that takes advantage of the demand?

Discuss all of these options and many more with your local Coors Wholesaler.

*Based Nielsen MPLS Liquor Beer Brand Report 2012

ARE YOU TAKING FULL ADVANTAGE OF 
COORS LIGHT’S GROWTH IN YOUR STORE?
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marketplace they serve. But as time 
goes on the boundary of the definition 
becomes less and less clear, and some 
find themselves in the situation of 
selling to “everybody.” In practice, 
selling to “everybody” promotes a 
culture of giving way on price to 
win unprofitable business, and price 
discipline disappears in a whirlpool of 
falling margins and declining profits. 
It is an ironclad rule that a policy of 
selling to “everybody” results in down-
ward pressure on prices, and it is nearly 
always better to define your market 
carefully and work relentlessly to serve 
it better than anyone else.

4.  Product definition
Often only the largest of companies 
can afford the luxury of a professional 
product management function. This 
does not mean, however, that the 
function is not essential. Someone 
needs to rationalize the offering, 
organize it into categories that 
communicate its value to the market-
place, and align the prices with buyers’ 
willingness to pay. A company with a 
large number of clients, each of whom 
buys only a little bit, is evidencing 
defective product management 
functionality. The products should 
promote one another and speak to the 
marketplace a consistent message of 
value. A well-managed product port-
folio is not outside the reach of most 
companies. At a minimum,  companies  
need  a  formal  framework  for  
organizing  and  managing  the  product 
portfolio, harmonizing the messaging 
and bridging the gap between 
engineering, production and marketing 
to improve price realization. The result 
is often a new vocabulary, a new 
level of communication between the 
departments, and concrete action plans 
to improve price performance for 
existing products. Very often, the “low 
hanging fruit” in the orchard of product 
definition lies in the identification of 
ancillary business processes and costs 
that your company can impact. Often 
you can, with simple changes in your 
business practices, reduce your 

customers’ costs in a meaningful way 
at little cost to your own organization, 
enabling delivery of greater value than 
your competitors’ and justifying 
premium prices.

5.  Market segmentation
We said in section 3 that selling to 
“everybody” results in downward 
pressure on prices. In practice this  
observation  drives  an  imperative  to  
segment  your  markets.  Identify  the  
discriminators (Location? Gender? 
Age? Size of company? Industry? 
Title of the respondent? Role in the 
Value chain?) that enable meaningful 
identification of buyers willing to 
(1) appreciate the differentiators that 
characterize your company and your 
offerings; and (2) pay higher prices for 
them. Segmentation is conceptually 
straightforward; capture discriminator 
information about each customer and 
each prospect, and then align it with 
profit generation and price realization. 
Usually 20% of the customers generate 
80% of the revenues, but this ratio may 
not hold in terms of profits. A little 
analytical work will uncover your 
ratios and the aforementioned alignment 
of will show where to focus your time 
and energy.

6.  Optimized pricing strategy
A sales strategy aims to optimize 
revenues. A pricing strategy aims to 
optimize profits. It informs the sales 
strategy, as it gives guidance in terms 
of what market segments to pursue, 
and how to manage discounts. But the 
pricing strategy tells you what prices 
to charge in what circumstances. 
Obviously, the strategy will depend on 
the go-to-market vehicle.

If you go to market through retail chan-
nels, the entire value proposition must 
be conveyed through some kind of 
advertising, and/or by the package as it 
sits on the shelf.   Secondary activities 
like training  the  retail  salespeople  
(if  there  are  any),  optimizing  the  
website,  managing  lists  of consumers 
and engaging with them and the like 
will help, but the heavy lifting will 
be carried by the advertising and the 
package.

BETTER PRICING,  
HIGHER SALES

If you go to market with your own 
sales force, you will have much deeper 
conversations with far fewer individuals. 
Success comes to the sales force that 
can target individuals likely to pay for 
what you’re offering, as well as clarify 
for them why your products and servic-
es are worth what you want to charge. 
The pricing strategy involves good-
better-best price levels, price imaging, 
bundles, service options, unbundles, 
and pricing structures that vary the final 
price based on the value drivers of the 
marketplace.

7.  Value oriented sales resources and 
processes
In many cases, executives frustrated 
by their seeming inability to win 
premium prices find that the culprit 
can be found in their sales processes. 
It can be suboptimal sales resources, 
sales management and direction, sales 
processes, or sales behavior.  Here is a 
sample of sales resource and process 
errors we have uncovered and repaired:
‣ Prospecting fails to target optimum 
market segments, bringing in customers 
who exert downward pricing pressure, 
rather than those most likely to pay for 
your specific differentiators.

 • Qualification fails to weed out 
  customers unwilling to pay for 
  the specific elements of value your  
  company delivers.

 • Salespeople “pitch” without   
  adequate understanding of 
  prospects’ circumstances, needs,  
  wants, value drivers, purchase 
  drivers and price drivers.

 • Salespeople find it easier to sell  
  their managers on offering dis 
  counts than to sell customers on  
  paying premium prices.

 • Management urges salespeople to  
  “sell high” in the organization,  
  but fails to provide messaging or  
  other resources tailored to C-level  
  concerns.

 • Management fails to provide or  
  capture meaningful contact 

(Continued on Next Page)
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  information from the broad range  
  of the marketplace, relying instead  
  on individuals’ limited efforts.

 • Management fails to sufficiently  
  engage its marketplace

 • Management fails to support   
  value selling, allowing sales to rely  
  on price and discounts to drive  
  business

 • Management fails to structure  
  prices to support salespeople’s  
  price negotiations
 
There are two sad facts in these 
scenarios. First is that few companies 
engage in an organized fashion with 

the issue of winning premium pricing. 
Instead, management spends most of 
their time dealing with urgent emer-
gencies and internal issues, leaving 
little time to organize an effort to win 
pricing. The result is that most companies 
fail several of these steps, and failing 
even one of them will cause problems 
winning premium pricing. The second 
sad fact is the extent to which even 
small changes in price performance 
drive serious changes in profitability. 
While it is well known that the average 
American company will see about 11% 
change in profits for every 1% change 
in price performance, few companies 
even bother to calculate how much 
they are gaining or losing as they make 
decisions about pricing.

8.  Conclusion
In today’s economy, the pressures on 
your prices have never been as severe. 

But too many companies end up 
competing on their prices instead of 
on their strengths. Their willingness to 
offer lower prices or higher discounts 
to win a deal initiates and perpetuates 
a culture of price competition, eroding 
margins, and ultimately leads to the 
erroneous perception that their market 
is commoditized.

Work hard to seem 
infallible 

and others 
will work 

to find your flaws. 
Admit your 

shortcomings and 
others will work 
to help you be 

BETTER PRICING,  
HIGHER SALES

Tax on Free Liquor
An MMBA Member Asked:

 If a liquor store owner wants to give  
 a customer a free bottle of wine,   
 is the sales tax calculated on the   
 wholesale cost or another amount?
 If it is the selling price, can’t that  
 number be manipulated?

 According to the Minnesota
 Department of Revenue:

 If a liquor store owner gives away  
 a bottle of liquor, then the liquor 
 store owner owes use tax on their  
 cost of the liquor.  The liquor store  
 owner would owe the 6.875% state  
 general use tax rate, plus the 2.5% 
 liquor gross receipts use tax rate 
 and any applicable local use taxes.   
 The use tax would be reported 
 when they file their sales and use 
 tax return.



Dedicated to 
Sales and Service

Southern Wine & Spirits of America, Inc. is the nation’s  
largest wine and spirits distributor, with current operations  
in 35 states. On a national basis, Southern Wine & Spirits  

of America, Inc employs more than 11,000 team members.  
We are an equal opportunity employer.
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Best Beer Company and Best 
Brewmaster respectively at the Festival.

Second – We great promotional tools 
available to tie in with national 
marketing but even more importantly 
we can customize our programs locally 
to what is important for our market. 
We have done this consistently in the 
past (example: PBRbor Day) and need 
to hear back from MMBA members as 
to ideas for your stores.

Third- As you know brands are built 
in the on premise so we will concen-
trating on getting more distribution 
and promotions in this area in addition 
to expanding into more venues such as 
Target Center (Timberwolves), St. Paul 

Saints (can’t wait for the Lowertown 
Stadium in 2014-2015), North Star 
Roller Girls at the Mpls. Convention 
Center (check their website and if you 
are in town during a bout date give 
me a call for tickets) and more in the 
works.

Again thanks to all the MMBA 
members who have supported PBR 
over the year and we have just 
scratched the surface of what is 
possible. See you at the Spring 
Conference.

Jeff Van Schoick
Pabst Brewing Co.
MN Area Sales Manager
612-760-2313

Minnesota Pabst Update 
Pabst Blue Ribbon had another great 
year in Minnesota with sales being 
+7%. That is the 7th Consquetive year 
that PBR has grown in our great state. 
Thanks for all your support and we are 
looking to move PBR to even great 
heights in 2013. 

Nationally the brand grew double 
digits in 42 states and I know we will 
move back into that category this year. 
How can we do that?

First we have great beer. PBR again 
won the Gold Medal for Best Ameri-
can Lager Style Beer at the Great 
American Beer Festival in Denver this 
past Fall. Plus the Pabst Brewing 
Company and our Brewmaster, Greg 
Duehs (a St. Paul boy) were named 

10 Types of Merchandise to Put on Clearance 

By Bob Phibbs, the Retail 
Doctor
 
Shopworn: Items that visibly 
show dirt, dust, yellowed 
packaging or items that have 
faded in the sun or are just 
plain OLD.
 
Seasonal: Items that were 
only appropriate for the 
holiday and didn’t sell aren’t 
worth storing for next year.
 
Loners: If you only have one 
left, clear it out. It will only 
get lost among your newer 
SKUs.

 Demos: Items you used 
to display, demonstrate, or 
feature in a display that are or 
have been out of their pack-
aging.
 
Out of Fashion: Trends that 
came and went often don’t 
come back for a long time.
 
Duplicates: Multiple lines of 
the same type of merchandise 
leave you overbought. Elimi-
nate the slow movers.
 
Vendor You No Longer 
Buy From: You won’t be 

reordering, and that money 
can be reinvested in your 
better sellers.
 
Lower 20%: Always cull 
your lower 20% of SKUs 
in each of your various 
categories.
 
Too Specific: Don’t hold on 
to old accessories for an item 
that was once popular.
 
Overbought: Mistakes 
happen. Items you have 
just too much of should be 
brought into line with sales.



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



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

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

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

Supporting Member

Silver MemberJohnson Brothers Liquor Company
Contact: Michael Johnson
Address: 1999 Shepard Rd
 St. Paul, MN 55116
Phone: (651) 649-5800 / (800) 723-2424
Fax: (651) 649-5894
E-mail: mjohnson@johnsonbrothers.com
Web: www.johnsonbrothers.com

Life Media, Inc.
Contact: Mike Juszczak
Address: 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
Contact: Brad Redenius
Address: 489 N. Prior Avenue
 St. Paul, MN 55104
Phone: (651) 646-7821
E-mail: Brad.Redenius@wirtzbev.com
Fax: (651) 646-1497
Web: www.wirtzbeveragegroup.com/
 minnesota.asp
 

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) 760-2313
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

Gold Member

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
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

Stantec
Contact: Paul Bilotta
Address: 2335 Highway 36 West
 St. Paul, MN 55113 
Phone: (651) 967-4572
Fax: (651) 636-1311
E-mail: paul.bilotta@stantec.com 
Web: www.stantec.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






