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SINCE 1969

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.



MUNICIPAL
LIQUOR
STORE

Volume 72, Number 1, 2013

Official publication of the Minnesota
Municipal Beverage Association. Published
six times annually: September/October,
November/December, January/February,
March/April, May/June, July/August. For
advertising and editorial inquiry conact
Paul Kaspszak, Editor, Box 32966, Fridley,
MN 55432. Phone 763-572-0222 or
866-938-3925. Advertising rates available
upon request. Change of address: List both old
and new address.

DIRECTORS

LARA SMETANA
(President)

Voyageur Bottle Shop
205 - Main Street South
Pine City, MN 55063
320-629-2020

MICHAEL FRIESEN
(Vice President)
Hawley Liquor

P.O. Box 69

Hawley, MN 56549
218-483-4747

BRIAN HACHEY
(Sec./Treas.)

Stacy Wine & Spirits
30962 Fenway Avenue
Suite 700

Stacy, MN 55079
651-462-2727

NANCY DRUMSTA
Delano Wines & Spirits
P.O. Box 108

Delano, MN 55328
763-972-0578

CATHY PLETTA
Kasson Liquor

30 West Main Street
Kasson, MN 55944
507-634-7618

SHELLY L. DILLON
City of Callaway

PO Box 116
Callaway, MN 56521

218-375-4691

STEVE GRAUSAM
Edina Liquor

6755 York Ave. South
Edina, MN 55435
952-903-5732

ON THE COVER

The 2013 MMBA Annual Conference will be held on Sunday, May 19 — Tuesday,
May 21, at Arrowwood Resort, in Alexandria, Minnesota. There will also be
pre-conference activities on Saturday night, May 18.

Is the conference a good investment? Here is a note from an MMBA Member who
attended a past conference:

1 just wanted to let you know I talked to the U.S. Bank representative at the MMBA
Conference about credit card processing. After seeing my statement she thought
they could save me at least 3200 a month.

1 switched over from the processor that my local bank was using and saved about
$280 the first month.

This just shows what valuable information you can pick up at the annual conferences.

A registration form can be found in this issue. More information can be found at
www.municipalbev.com.
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MMBA President’s Message

Lara Smetana
President

The end of my term as MMBA
president is drawing near. As I sit and
think of what I have learned and what
I will do next fills me with excitement
and anticipation.

Six years ago when I was first elected
to the board, I was very naive as to

all the ins and outs of the municipal
business. [ wanted to serve the members
to give back, as the board members at
that time had helped me. I didn’t know
“names in the business” and really
lived in the little box that surrounded
my store.

I remember my third or fourth board
meeting and the president at the time
telling me that if I don’t start speak-

ing up I might as well just leave. “We
need people on the board who have an
opinion or something to give, “ he said.
At that point I discovered my voice
and that it didn’t matter who I know or
don’t know in the business, but what

I had to contribute could make a
difference. From then on I made the
commitment to serve out the rest of

my time on the board in any way I could.

It has been learning and growing
experience for me. | have met many
great managers and city officials.
Networking with them has opened
my eyes to things I hadn’t thought

of before. I have visited many stores
throughout the state from the tiny on/
off sale to the large metro stores.

I also have been able to experience
working in the on-sale environment.
That was eye opening. I don’t know
how to mix drinks so they only let me
clean tables and cut pizzas!
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In return, I have had other managers
come and visit me at my store. I have
had the opportunity to share what

I have learned and show them my
best practices. One of the best things
we are able to do as municipal
operations is share what we know.

I have worked in the private sector
retail before and when you find success;
that is something that becomes top
secret and kept close to your vest.

We want to share our successes! Every
time a municipal liquor store goes out
of business, a community and its tax
payers suffer the consequences.

I have become more involved in the
legislature. The decisions they make

at the Capitol affect how we run our
businesses. I remember I was so
nervous the first time [ went to
Legislative Day I had another manager
go with me to my appointments. Now,
I visit my legislators and have gone
with others to visit theirs.

I have learned to be more transparent.
Working for a city and its tax payers is
different. We have different rules we
need to follow. Instead of one “boss”,
we have many -- and they are not afraid
to give their opinion. It is important to
get involved in your community. They
need to know why you are here and
what you are doing for them. Be open
and let them know what you are doing

and why!

Again, as I said in my controversial
“As I See IT” article a couple years
ago, my city officials have hired me

to do a job. I need to give 110% to my
city. I know I am accountable to run the
liquor operation as tight as I can. The
profits that my store generates are vital
to the city and its taxpayers. This is not
meant to be a cush job.

I would like to compliment all of you
who are running great operations and
giving back to your communities. Your
commitment is valuable. Those of you
who are not where you would like to
be, I challenge you to get involved!
Attend the Boot Camp and Conference;
call me or your board of directors.

Get out of your stores and go visit a
store you admire, ask questions. The
Conference is coming up in May; the
last meeting of the event is round table
discussions. Start there. This is a great
way to get involved and start networking
with your peers. For those who have
been around a long time, we need you
there to share your successes with those
who are new or struggling.

It has been an honor serving on the
Board of Directors for the MMBA.

I will continue to be involved. I may
just stop in your store someday to say
HI!

Duluth New Tribune Editorial: HuUh?

The article began:

already had weren t a few too many.

border communities.

purchase more alcohol?

Huh?

Recently, the Duluth News Tribune published an editorial in favor of Sunday Sales.

Run out of beer on a Sunday and what do some Duluthians do? They jump into their cars
and motor across a bridge to a liquor store in Superior for more, hoping the few they 've

That potentially tragic scenario is an unfortunate rveality that plays out more regularly
than many of us would care to think about, and not only in Duluth, but in all Minnesota

So people who have had too much to drink should go to a liquor store closer to home to




& 25T4GE COLD ACTIVA'

2= coLD © -
t sso—

*- . SUPER COLD" Wi .

Thank You

MN Municipals for your
efforts in helping to make
Coors Light Minnesota’s

#1 growing beer brand
in 2012*%,

ARE YOU TAKING FULL ADVANTAGE OF
COORS LIGHT'S GROWTH IN YOUR STORE?

* 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
ROCKIESH GREAT RESPONSIBILITY.

©2013 COORS BREWING COMPANY, GOLDEN, COLORADO
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RECIPE CONTEST

INGREDIENTS:
SWEET CORN-BASIL CHEESE
6 ounces sharp white Cheddar cheese
1 cup sweet corn kernels, from about 3 ears
V2 cup thinly sliced fresh basil leaves
2 cup mayonnaise

BREAD AND BUTTER FRICKLES
1 cup vegetable oil
12 long sandwich-cut (stacker) bread and butter pickles
1 cup all-purpose flour
2 eggs
Y2 cup milk
Y2 cup cornmeal
Y2 cup panko (Japanese-style bread crumbs)
%4 teaspoon kosher salt, divided

PATTIES
2 pounds ground chuck
Y2 cup finely sliced green onions

2 teaspoons kosher salt

1 teaspoon freshly ground black pepper
Vegetable oil, for brushing on the grill rack

6 King’s Hawaiian Sweet Sandwich Rolls
6 slices (Va-inch-thick) heirloom tomato

Y4 teaspoon kosher salt

6 leaves red-leaf lettuce

TASTE THE $100,000 BURGER!

2011 WINNING RECIPE: SCREEN PORCH BURGER

INSTRUCTIONS:

To make the cheese spread, shred the
Cheddar on a box grater. Combine the cheese,
corn, basil, and mayonnaise in a medium bowl
and stir to blend. Set aside until ready to serve.
Heat a gas grill to high. To make the frickles,
heat a large cast-iron skillet on the grill for at
least 5 minutes. Carefully add the oil to the
hot pan and heat to 350°F. While the pan is
heating, lay out the pickle slices in a single
layer on a kitchen towel. Blot with a second kitchen towel. Arrange 3 small bowls
into a breading station: place the flour in the first, beat the eggs and milk together

in the second, and mix the cornmeal and panko in the third. Season the contents of
each bowl with ¥ teaspoon of the salt and mix to combine. Bread the dried-off pickle
slices by turning in the flour, then dipping in the egg mixture, and finally coating with
the panko-cornmeal mixture. Fry the breaded pickles in batches, turning once, until
golden brown and crisp, about 90 seconds per side. Drain on a rack set over a paper-
towel-lined sheet pan.

Reduce the heat to medium-high.

To make the patties, combine all of the ingredients in a bowl and mix gently.

Divide into 6 equal portions and form into%-inch-thick patties to fit the rolls. Brush
the grill rack with vegetable oil. Place the patties on the rack, cover, and cook,
turning once, until done to preference, about 3 minutes per side for medium-rare.
After turning the patties, arrange the rolls, cut side down, around the edges of the
grill to toast.

To assemble the burgers, place a patty on each of the roll bottoms. Top each patty
with 2 crisscrossed frickles, a tomato slice, and a lettuce leaf. Spread the top

half of each roll with a scant ¥ cup of the cheese mixture and close the burgers.
Enjoy on the screen porch, listening to the soothing sounds of a summer

evening, accompanied by a glass of Sutter Home Cabernet Sauvignon.

Makes 6 burgers.

Suggested Wine Pairing: Cabernet Sauvignon




Thoughts From BDLive!

Your humble executive director was
a panelist at the third annual BDLive!
conference recently held in Dallas, TX.

Off-premise managers from across the
country gathered to learn from industry
experts, share insights with each other,
and become more knowledgeable and
efficient beverage alcohol retailers.

Among the most interesting and
practical pieces of advice were:

“You want to be the go-to store in
your area. There are 50 stores within
five miles of my store, at least three of
which are warehouse stores. So I started
going to my competitors’ locations and
talking to the customers there. And I
started making adjustments based on
those comments.”

-Paul Santelle, Owner of Garden
State Discount Liquors and President
of the New Jersey Liquor Store
Alliance

“I can tweet from my car that we have
a new release of something and by the
time I get to the store, we’re sold out of
it. Twitter can move the revenue needle,
whereas Facebook is best to increase
brand awareness.”

-Brian Rosen, COO of Evolution
Wines & Spirits

“If you’ve been in this business for 25
years like I have, the biggest adjust-
ment you’ll need to make is learning
social media.”

-Paul Kaspszak, Executive Director
of the Minnesota Municipal Beverage
Association

“You want to capture the customers’
information so you can communicate
with them one-on-one. Whether it’s
a text number, email address, or
Facebook page, get that information.
But don’t talk to them too much or
you’ll lose them. Talk to them about
once a week.”

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 Filtration
Bulk CO2, other gasses
Service, Repair, installation

Ice machine rentals

“Perfect” Ace Ice

- |
SHAMROCK GROUP

-Jim Dean, Owner of Hazel’s
Beverage World

“In 2007, four flavors made up 70
percent of the flavored vodka market,
which were 14 percent of total vodka.
Now there are dozens of flavors, and
they make up 21 percent of sales. And
flavored whiskies now make up five
percent of the whiskey market.”

-Laura Welsh, Client Director at
Nielsen

“The beers that are growing the fast-
est are the highest-priced, craft and
superpremium. Craft has gained 2.2
share points in the off-premise in the
past year.”

“There are now more breweries (more
than 2,200) than there were before
Prohibition, and a new brewery opens
every day.”

-Harry Schumacher, Editor and
Publisher of Beer Business Daily

“Beer companies prefer advertising
on television, and tend to target the
Hispanic market. Of all beverage
alcohol advertisers in 2011/2012,
Patron was the number-one spender,
followed by Bacardi and Smirnoff.”

-Adam Rogers, Senior Analyst at the
Beverage Information Group

“Until you understand why people
steal, you can’t stop it. You can have
all the technology in the world and it
won’t matter.”

“Ten percent of people will never steal,
and ten percent will steal as much as
possible. Most people, 80 percent of
the population, may steal if the right
opportunity presents itself. Your job is
to take away that opportunity.”

-William Alford, President of
International Lighthouse Group
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Credit

Card Surcharges

The following is courtesy of the
Minnesota Restaurant Association and
is from their recent newsletter:

Credit Card Surcharges

We have had a number of calls from
members about media coverage on
surcharges on credit card purchases
and about offering a discount for cash.

A provision of a recent court-approved
settlement of a class action lawsuit
against Visa and MasterCard struck a
provision of the merchant agreement
that prohibited surcharges for the use
of a credit card.

Effective on January 27, 2013, a
merchant may charge up to the cost
of processing the payment as a sur-
charge unless prohibited by state law.
Minnesota does not prohibit surcharges.
We expect significant consumer
objections to surcharges for using a
credit card and do not expect this
practice to be common. This does not
apply to debit cards or to cards from
brands other than Visa or MasterCard.

A provision of the Dodd Frank
Financial Service Regulation Act of
2010, called the “Durbin Amendment,”
included two provisions that allow new
options for merchants. Some businesses
have had policies like these in the past
but they are now clearly permitted by
law:

1. Merchants can impose a 310
minimum on credit card
transactions (this number can be
adjusted by the federal government
as it sees fit). Previously, Visa and
MasterCard banned this practice
in their merchant agreements.

2.Merchants are allowed to give
discounts at the register to those
who pay with cash or debit cards.
Previously, Visa and MasterCard
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banned this practice in their
merchant agreements.

Lynn Dederich, Regional Manager -
U.S. Bank Payment Solutions (Elavon),

Government & Institutional Sales adds:

I ran this by our compliance group,
here is what they provided. And if it
was not apparent from the verbiage,
surcharging can be done on credit
cards .. but not on debit / check card
transactions.

Yes, merchants can set a minimum
transaction amount. MasterCard and
Visa have similar requirements, below:

MasterCard:

A Merchant may set a minimum
Transaction amount to accept a Card
that provides access to a credit
account, under the following
conditions:

1. the minimum Transaction amount
does not differentiate between Issuers;
and

2. the minimum Transaction amount
does not differentiate between
MasterCard and another acceptance

brand; and

3. the minimum Transaction amount
does not exceed USD 10 (or any higher
amount established by the Federal
Reserve by regulation).

Visa:

The minimum Transaction amount must
not be greater than US 810 and must
not be discriminatory between Issuers
or between Visa and another payment
network.

Merchants are allowed to offer a
discount, rebate, free product/service or
other incentive/benefit if the customer
pays with cash, check or PIN debit.
Additionally, if a customer first presents
a Visa or MasterCard, the merchant
can now steer or encourage the
customer to pay with different card type
and offer discounts/rebates/incentives
to do so.

Retailer / Supplier Relationship

Principal Areas of Retailer Concern:

Production to Deals

Recently, your humble editor was a seminar participant at the National Alcohol
Beverage Control Association Legal Symposium in Alexandria, Virginia.

At one of the seminars, a panel member who represented several retailers
identified the four top priorities his clients expected from their suppliers:

 Supplier Responsibility for Product Quality

 Supplier Responsibility for Accurate Data about Product, from Pricing to

» Supplier Responsibility to Promote Products

 Supplier Responsibility to Manage Inventory Availability




Controlling Bar Food Costs

There is a lot more to controlling food
cost in the bar area that one would
assume.

Controlling food cost must be an
all-out team effort. All managers as
well as team members play a key role
to ensure your guests receive only the
best produced products that are
prepared the right way.

Here are 5 key deliverables and proce-
dures to ensure bar food cost controls

are top of mind while enhancing quality
at the same time.

1. Order It Well

* You must place accountability on
who is responsible for costs and
who orders your inventory

Pars should be set to align with
sales mix (adjust with sales
fluctuation)

Fresh cut produce is critical so in
sure high level of comfort with
vendor

By George Barton

* When possible, teach this process
to new managers and key team
members

2. Receive It Well

* Request to receive product
early AM or off times and not
during lunch or dinner rush

¢ Review against P.O. (purchase
order) to ensure you’re not out of
stock

* Make changes on “out of stock”

and adjustment prices on the spot.

Do not wait.

e Management orders product so
management should receive and
have staff store product quickly
(use scales when appropriate)

3. Make it Well (To the recipe)

* Whether slicing oranges and limes

or making the soup of the day,
recipes must be followed (don’t
assume)

* When prepping, follow

Austin Daily Herald

Sunday liquor sales.

buy any liquor.

Sunday Sales Editorial

1t shows up on the legislative agenda every couple of years, but there never
seems to be much support for the idea of expanding Minnesota liquor store
operating hours to include Sundays.

As in the past, this year's version of the bill should be allowed to quietly
fade away because for a variety of reasons Minnesota does not need

There has never been any solid indication that opening liquor stores on
Sunday would create an appreciable benefit for Minnesotans (or anyone
else). There are some reasons that it is a bad idea.

For one thing, anyone who can 't get himself or herself organized to stop
by the liquor store prior to Sunday probably has less need than most to

production levels set by
management. Levels should be
monitored continuously

* Ensure team members are working
in a safe and clean environment (no
bare hands contact)

* Education on use of equipment,
especially sharp knives, will save
you $$

* Build shelf life and sensitivity
guide for all products and code
containers Juices / Ice Cream /
Puree’s / Syrups / Sour Mix / All
Fresh Produce

4. Don’t Let It Die on the Bar Top

* Line check bar food consumables
is as important as line check in
your kitchen

* Management should have proper
timetable to support tasting and
line checks

¢ Rotation of products is critical.
First in, first out and include this in
line check

* Ensure staff does not eat bar
garnishes (blue cheese stuffed
olives are not free)

* Use par system (Place fresh
product out for the shift only, then
restock)

5. Sell It Well (First Time Every Time)

* Cover your products cost in the
price you charge the customer

* Guests “eat with their eyes” so
make your garnishes look
impressive

* Insure finished product is delivered
to guest the way you invented it

So in review, food cost makes up the
largest portion of your gross profit.
With strong team accountability, follow
up and the practice of bar food cost
controls, you can ensure that costs

are in line and positively impacting
margins in your business.

MUNICIPAL LIQUOR STORE 9



The Importance of Internal Gontrols

Internal controls are designed to protect
a local government unit from loss or
misuse of its assets. Sound internal
controls help ensure that transactions
are properly authorized and the
information contained in financial
reports is reliable.

This Statement of Position will
provide public officials and employees
with practical answers to some of the
questions most frequently asked about
internal controls.

What is the purpose of internal controls?

An internal control is a process through
which an entity attempts to minimize
the likelihood of accounting-related
errors, irregularities, and illegal acts.
Internal Controls help safeguard
funds, provide efficient and effective
management of assets, and permit
accurate financial accounting. Internal
controls cannot eliminate all errors
and irregularities, but they can alert
management to potential problems.

How much will this cost?

The cost of internal controls should
not exceed the expected benefit. When
adopting policies and procedures on
internal controls, it is important to
maintain a balance between what is
needed to ensure public confidence
and to maintain the integrity of the
financial systems with the cost of
providing the control in terms of
money, time, and efficiency. Many
simple and cost-effective internal
control procedures are available.

Does someone need to review every
transaction?

No. It is not practical or profitable to
attempt to independently review every
transaction. Instead, management
should be alert to “red flags™ that could
indicate potential problems. Looking
into “red flags” will not only detect
irregularities, it will prevent them from
occurring in the first place because an
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From the Minnesota State Auditor

environment of accountability will have
been established.

What are some “red flags”?

When an alert is raised, follow-up is
critical. Too often we see “red flags”
continue unabated long after they were
first detected and reported. Here are
some examples that would merit further
review:

* Any unusual discrepancy between
actual performance and anticipated
results (for example, a major
budget overrun in “supplies” or an
unexplained decline in user fees);

* Receipts not matching deposits;

 Disbursements to unknown and/or
unapproved vendors;

* One signature on checks or
presigned blank checks;

* Gaps in receipt or check numbers;

* Late reports; or Disregard for
internal control policies and
procedures.

What types of control policies and
procedures should be implemented?

The control policies should be adequate
to ensure that:
* All transactions are properly
authorized;
* Incompatible duties are segregated;
* Accounting records and
documentation are properly
designed and maintained,;
» Access to both assets and records
is controlled; and
» Accounting data are periodically
compared with the underlying
items they represent.

Extra care needs to be taken where cash
transactions are involved (for example,
liquor stores, park and recreation
programs, athletic departments or petty
cash funds).

What does it mean to segregate
incompatible duties?

Simply put, no employee should be in
a position to commit an irregularity and

then conceal it.

An example taken from everyday life is
a movie theater where one person sells
tickets and another person collects the
tickets. This helps prevent the person
selling the tickets from: (1) collecting
the price of the ticket, but allowing
entry without a ticket (allowing the
ticket seller to pocket the ticket
payment without being detected);

or (2) allowing entrance without the
purchase of a ticket.

Duties can be segregated by department
or by individual. Examples of incom-
patible duties that should be performed
by separate individuals are:

-Receipting collections, posting collec-
tions to registers, and making bank
deposits;

+ Signing checks and reconciling the
bank accounts;

* Receipting collections and posting
collections to the accounts
receivable records;

* Approving receivable write-offs/
write-downs and posting
adjustments to the accounts
receivable records, adjusting
accounting codes, and reviewing
the monthly detailed report of
receipts and disbursements for
accuracy.

What if we are too small to be able to
segregate duties?

If it is not practical to segregate duties,
management should be aware of the
lack of segregation and implement
oversight procedures to ensure that
employees are following other internal
control policies and procedures. In
addition, management may want to
implement other controls.

For example, a mandatory vacation
policy or periodic rotation of duties
among employees would allow
management to observe if there is any
noticeable change (for example,

(Continued on page 13)



A WHISKEY BOTH
OLD FASHIONED
AND COSMOPOLITAN.

INTRODUCING JACOB’S GHOST™
WHITE WHISKEY. DRINK IT ANY i
DAMN WAY YOU PLEASE. :
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B acob’s Ghost™ Whiskey, 40% Alc./Vol. ©2013 James B. Beam Distilling Co., Clermont, KY



BELGIANSTYLE WHEAT ALE -
\ BREVED WITH SPICES
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RESPONSIBILITY MATTERS® © 2010 Michelob Brewing Co., Shock Top® Belgian-Style Wheat Ale, St. Louis, MO




INTERNAL CONTROLS

a marked increase in cash receipts)
while another person is performing the
duties. These alternative controls also
help lessen potential disruptions caused
by employee turnover.

Do some statutes require internal
control procedures?

Yes. For example, the statutory
requirement that more than one person
must sign a check is designed to ensure

a deliberate decision about who to pay,
how much to pay, and when to pay bills.
Pre-signing checks and signature stamps
defeat those controls. Statutory
requirements should be incorporated in the
internal control policies and procedures.

What sort of accounting
documentation is needed?

Accounting records need to be complete.
Key documents (for example, invoices,
receipts, checks) should be sequentially
numbered. Voided documents should
be retained. Record retention schedules
should be followed. Employee timesheets
should be reviewed and countersigned
by a supervisor or other third-party.

How do we “compare accounting
data with the items represented”?

Bank statements should be routinely
reconciled with the cash balances
recorded in the general ledger. Check
amounts should be compared with the
claims approved, as recorded in the
minutes. Any differences should be
reconciled and documented.

An annual inventory of fixed assets will
ensure that all recorded items are still
in custody. Similar checks can be made
of other accounts (for example, petty
cash counts).

Explanations of discrepancies should
be corroborated by supporting
documentation and evidence.

Do we have to write down our
procedures?

Proper documentation of control
procedures is essential. Written policies
and procedures outline the specific
authority and responsibility of individual

employees, providing for accountability.
Written polices serve as a reference
and training tool for new employees
and ensure that procedures remain in
place despite employee turnover. To be
effective, an accounting policies and
procedures manual must be complete,
up-to-date, and readily available to all
employees who need it.

Who is responsible for internal
controls?

The governing body (county boards,
city councils, town boards and
school boards) and management are
responsible for establishing and
maintaining internal controls.

The governing body sets the tone,
communicates the importance of
internal controls, reviews and approves
internal control policies and procedures,
and provides funding to implement the
controls.

The governing body must ensure
that internal controls remain a top

management priority.

Management is responsible for
evaluating the effectiveness of internal
controls on an ongoing basis. Even the
best-designed internal controls cannot
be effective without the active
involvement of management.

Management can develop a favor-
able control environment by setting

a positive tone, communicating to all
employees the importance of internal
controls, and taking appropriate action
against staff who are not complying
with approved internal control policies
and procedures.

Management should also encourage
staff to communicate situations not
addressed by the policies and proce-
dures, so the policies and procedures
may be adopted as necessary.

Finally, management should try to
make employees feel comfortable when
reporting potential wrongdoing or
violations of policies and procedures.

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

MUNICIPAL LIQUOR STORE 13



What You Gan & Gannot Gontrol

I am writing this article on the eve of

the first day of spring and the weather
gods say it will be the coldest first day
of spring since 1965.

There are many things in our lives that
we have control over but weather is not
one of them. If you’re from Minnesota
the only way to control the weather is
to move or at least get away from it for
a week or two by heading someplace
warmer.

As I sit and relate this to work I realize
that there are many more things that [
have control over vs not having control
and it’s how I handle/manage both of
these issues that define me as a manager.

Here are some things in my control at
work:

* Proper outdoor signage- If customers
can’t find me, how can I expect the op-
eration to generate revenue for the city?

* Clean and well maintained store- If
my store is dirty and tired looking, why

would anyone want to shop there?

* Consistent and competitive pricing-

By MMBA Director Steve Grausam

Make sure you have a strategy. If you
don’t your customers will be confused
and will look to shop elsewhere.

* A well trained staff- [ want to give
our customers a reason to come back,
not just because we’re convenient.

* Do our customers know where our
profits go? - Letting customers know
that our profits benefits our community
is a strong reason for people to
continue shopping with us.

* Connecting with customers- Using
Facebook and Twitter are free. Do

I have a website? Do I advertise?

Am I involved in the community and
community events?

* Is the liquor operation profitable?-
Do I need to raise prices? Is my
inventory too high? Do I have too many
full time staff? Do I need to adjust hours
of operation? Am I using my POS
system to help me do my job better?

Here are some things out of my control
at work:

* Part-time staff showing up for

2011 Municipal Liquor Report Released

Here are the highlights:

over the amount generated in 2010.

The 2011 Analysis of Minnesota Municipal Liquor Store Operations has
been released by the Minnesota State Auditor.

* The combined net profit of all municipal liqguor operations totaled $23.4
million in 2011. This represents an increase of $1.7 million, or 8.0 percent,

* Over the past five years, net profits have increased 4.4 percent.

* During 2011, Minnesota s municipal liquor operations reported a 16th
consecutive year of record sales totaling $317.2 million. Total sales
generated in 2011 increased by $3.8 million, or 1.2 percent, over 2010.

* During 2011, Minnesota s municipal liquor stores transferred $20.1
million of their profits to other city funds. This represents an increase of
20.8 percent over the total net transfers made in 2010.

MUNICIPAL LIQUOR STORE 14

work- [ hope every day that I have a
full staff for the stores. What’s in my
control is how I handle the situation if
someone doesn’t show up.

* Vendor consolidation- Totally out
of my control. What I can control is
how I choose to work with vendors and
adapting to the changes that lie ahead
and letting vendors know if there is
something I don’t like.

* Price increases- I wish products
didn’t go up in price, but I can make sure
that I’'m not losing money if they do.

e Customer Theft- I cannot control
if people want to steal, but I can limit
their opportunities by having a well
laid out store and having a staff that is
attentive to our customers when they
are in our store.

* Internal theft- Again, if an employee
wants to steal, they will, but I can have
policies and procedures in place to limit
the opportunities and if it happens, how
I handle it is in my control.

* Happiness- Oh how I wish I could
make people happy. I have control
over my own happiness but not others.
I believe being positive and cheerful
goes a long way in setting the tone and
that I can control.

* WEATHER- Almost forgot. Floods,
tornados, blizzards, cold and heat

to name a few. If I could control the
weather [ wouldn’t be writing this
article right now and it would be 70
and sunny and I’d be fishing. When it
comes to weather we just deal with it.

Bottom Line, the things I can control
is where I need to focus a good amount
of my energy to make our operations
successful and continuing to shorten
the list of things out of my control.

I hope you all have great success this
year. Happy spring whenever it decides
to show up!



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

[l

www.wirtzbeveragegroup.com - 489 North Prior Ave. - St. Paul, MN 55104
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MN Municipal Beverage Association Annual Conference

May 19-21, 2013
(With Special May 18 Pre-Conference Event)

Arrowwood Resort — Alexandria, Minnesota

Please Complete and Send to MMBA

Business Name

Mr./Mrs./Ms.

Street

City St Zip

Day Phone ( )

E-Mail

Arrive/Depart Dates:  /  to/  #Nights

Special Requests: (i.e. Room accessibility, dietary, etc.)
Explain:

MAKE CHECK PAYABLE, AND SEND TO:

Minnesota Municipal Beverage Association
PO Box 32966
Minneapolis, MN 55432
763-572-0222
866-938-3925
763-572-8163 (fax)

Special Pre-Conference Saturday (May 18)
Gourmet Southwestern Style Wine Tasting Dinner
featuring
Trinchero Family Estates Portfolio

$50.00 Per Person

GROUP PACKAGE (Includes NEW Sunday Brunch)

Deluxe Standard Room
$429 ($529 non MMBA / MLBA Member)
Single occupancy/per person/entire stay*
$329 (3429 non MMBA / MLBA Member)
Double occupancy/per person/entire stay

Package Includes: Conference Registration, accommodations
for 2 nights, brunch & dinner on Sunday, breakfast, lunch &
dinner on Monday, breakfast on Tuesday, non-motorized
recreation, tax and service charge.

(* Note: Spouses stay free with participant’s paid single
package. However, meals must be purchased.)

PRE-CONFERENCE ROOM: SATURDAY, MAY 18

$110.00 (including tax) Single / Double Occupancy
(Cost is per ROOM, not per-person)

ROOMMATES: IF YOU ARE SHARING A ROOM EACH
PERSON MUST COMPLETE A
SEPARATE RESERVATION FORM

List name of the roommate you’ve selected:

If you are selecting roommates, reservation forms must be
mailed together.

CONFERENCE COMMUTER (NO LODGING)
REGISTRATION ONLY:

_ $75 Member & $175 Non-MMBA / MLBA Member
COMMUTER (NO LODGING) / SPOUSE MEALS:
______Sunday Brunch ($17.00)

_____ Sunday Dinner ($39.00)

_____Monday Breakfast ($15.00)

______Monday Lunch ($16.00)

__ Monday Dinner ($39.00)

Tuesday Breakfast ($15.00)

TOTAL ENCLOSED: §

MUNICIPAL LIQUOR STORE 16




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.

EA

FEi=
T
Lani] ﬁ'{)l.;:éﬂhmq e
- Eantusi) Arbostoe
MID-CENTRAL ICE LLC Duluth/Superior
Perham

Belgrade

Minneapolis

ATERVIL[

#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%irits & 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

Gold Me

Arctic Glacier Ice

Contact: Jon Stelley

Address: 1654 Marthaler Lane

W. St. Paul, MN 55118

(651) 455-0410 ext. 213 - office
(651) 455-7799

(507) 421-4893
jstelley@arcticglacierinc.com

Web: www.arcticglacierinc.com
Pabst Brewin mpan
Contact: Jeff Van Schoick,
Address: 5552 Queen Ave

Minneapolis, MN 55410
Phone: (612) 760-2313
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

Diageo

Diageo Guinness USA

Contact: Mike Oelrich

Office: (952) 892-1856

Cell: (612) 384-8882

Fax: (952) 435-7216

E-mail: Michael.oelrich@diageo.com

Web: www.guinness.com

Diageo Spirits and Wine

Contact: Chris Gotziaman

Cell: (612) 353-7918

Fax: (612) 824-4670

E-mail: chris.gotziaman@diageo.com
Web: www.diageo.com

E&J Gallo Winery
Contact: Casey laccino

: (630) 432-5132
612-354-7522
Casey.laccino@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 Compan

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: Allison Quam
Address: 4026 Vincent Ave N,
Minneapolis, MN 55412
Cell: 612.619.1848
E-mail: allison.quam@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 Busines:
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

Paustis Wine Compan

Contact: Cody Olson

Address: 17300 Medina Rd. Suite 100
Plymouth, MN 55447

Phone: 763-550-9545

E-mail: colson@paustiswine.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

cmorton@southernwine.com

Stan Morgan & Associates

E-mail:

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

(763) 537-1504
banderson@trs-pos.com
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

(651) 466-8910
jennifer.vucinovich@usbank.com
Web: www.usbank.com

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 Dnve Suite 600
Bloomington MN 5!

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

Silver Member

Cr¥stal Sgrinqs Ice
Contact: om Valvoda

Address: 25503 Russell Road

Ine City, MN 55063
Phone: (866) 629-6267
E-mail: crystalsprings@live.com

B ze M

Bellboy Corporation

er

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

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 Com%any
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

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-mail: liam@2gingerswhiskey.com

Web: www.2gingerswhiskey.com

C & L Distributin

Contact: Joe Dicl

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 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 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
m?a& nﬁ'ﬂcagT

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@Ilocherbros.com

Madison Bottling Co.

Contact: Dave Bergerson

Address: RR2 Hwy 40 East
Madison, Minn. 56256

Phone: (320) 598-7573

Fax: (320) 598-3738

E-mail: dbergerson@madisonbottiing.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



from G & J Geeenall’s and one of the only female master
pistillers in the world, joanna moore.

PREMIUM
LONDON DBY GIN

91

EOINTS Best Gin
EXCELLENT  (/WINEENTHUSIAST ~ SOLo MenAL

HIGHLY RECOMMENDED APRE 2013

66 A dclicate and
floral gin enriched
with honeysuckle,

chamomille and

pomelo. 99

available locally through
Johnson Brothers
1-800-723-2424 Or
651-649-5860
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