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ON THE COVER
The most important assets any business has are their employees. 

In retail, employees being an asset is doubly true because they 
not only stock the merchandise but also have to sell it.

Your retail success is directly linked to their attitudes, behaviors 
and abilities.

Beginning on page 8, take a look at nightmare employees to 
discover what might be keeping your facility from increasing 
sales.
.
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Brenda Visnovec
President

MMBA President’s Message

Knowing your customer’s and their 
wants and needs is essential to the 
success of your municipal liquor 
operation. While new items are the 
lifeblood of the industry, something 
that is selling at one location may not 
do well at another.

And you may ask, how do I know this?

Well, Lakeville currently has three 
locations, with the longest distance 
between the three locations being four 
miles. Yet each store has its own 
personality, customer base, and 
product selection. In other words, 
every municipal liquor operation is 
unique and as a manager, you can direct 
the progression of your store. But, if 
you don’t provide what the customer 
is looking for, there are just too many 
retail options out there.

What is the formula to success

 •  Well, just as in building your
   house you need to start with a
   good foundation. This means  
   bringing those items that are the  
   key players in the market place.
   All locations should carry the  
   top ten players in the market for
   wine, spirits, beer and craft beers.

 •  Then you install the mechancal
   aspects, from nice displays,
   proper POS, to good knowledg-
   able customer service.

 •  At that point, this is when you
   begin to accessorize your 
   operation, to make it appealing to  
			  your	specific	customer	base.

is still important to have some eclectic 
items of choice for those special 
occasions.

Our newest store was built to be a 
destination location, but it is also on 
a high volume artery through the city, 
bridging several communities together. 
These customers, we will label as the 
“diverse yuppies” are not loyal to the 
store because of the community value, 
and they are very diverse in their 
selection likings. 

The needs of these customers require 
us to carry an extensive selection of 
craft beers and boutique style wines. 
These customers are also more 
demanding, wanting more time and 
hands on service. 

So as you are evaluating your products, 
make sure you understand your 
customer base, build a strong 
foundation and then take it from there. 

Keep things fresh and keep trying new 
product. But equally important, keep 
moving that bottom 10% of your slow 
sellers out of your system.

Good Luck!

As an example, all of our locations 
have the foundation and mechanicals in 
place.From that point we adapt to the 
needs and desires of the customer. 

Our one location directly off the free-
way is more your high pace volume 
customer. We will call them the “quick 
pacers”. 

These customers are on their way 
home, ad have a lot of options in 
their commute to and from work. They 
want quick in, quick out service and 
they aren’t very eager to spend a lot of 
time shopping. So placing high volume, 
high	profit	margin	items	in	bulk	is	
specifically	important	at	this	location.

Our store downtown is a more senior 
and community based location. We call 
these the “loyal turtles” 

This is the location where it is very 
important to make the customers feel 
welcomed, the need to feel like they are 
at home. They appreciate what the store 
does for the community and their world 
moves at a much slower pace. These 
people are also the rebaters and the 
value brand buyers. They like the base 
products and seek the sale items, but it 

2014 MMBA Boot Camp
February 17 - 19, 2014
Breezy Point Resort 

2014 MMBA Annual Conference
May 17 - 20, 2014

Arrowwood Resort 
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Beer Storage Myths
Reviewed.com

Beer is the third-most consumed drink 
in the world, after water and tea. People 
learn about what is best for their beer 
and here are some beer storage myths 
and the facts behind the myths.

if cold beer gets warm, cooling it 
again will make it stale

Not True...beer experiences substantial 
fluctuations	in	temperature	during	
shipping. Of course; you want to keep 
the temperature shifts to a minimum; 
but the notion that it can only be 
refrigerated once is a myth

sunlight skunks beer

This is true. UV light breaks up acids in 
the hop plant creating a ”skunky” odor. 
This can happen in the storage or the 
actual fermentation process. This is not 
a threat with wine, cider, or mash liquor 
as none of these contain hops.

The color of the bottle affects the 
beer’s shelf life

Yes and no...it’s not the color of the 
bottle so much as it’s translucence that 
affects beer’s long-term quality. Clear 
and	green	bottles	allow	significantly	
more UV light than brown bottles. This 
leads to skunking as mentioned above.

Beer must be shipped, stored, and 
aged cold

Wrong...in fact certain kinds of beer- 
mainly unpasteurized, bottle-condi-
tioned craft beer can be aged in cellars, 
just like wine. Most experts agree the 
anywhere in the 40-70 degree range is 
fine	for	dry	storage.

Putting beer in the freezer is an easy 
way to “quick chiil” it

True...but be careful. Anyone who has 

ever put a brew in the freezer to chill 
and then forgot about it knows what 
will happen....beer will explode when 
frozen.

Beer should be stored upright

True. There are a few reasons that beer 
should not be placed on its side and 
this applies to both corked and capped 
bottles. First, the yeast- that magical little 
organism that eats sugar and poops out 
alcohol and carbon dioxide (the process 
of fermentation). Yeast is critical to 
beer, but the sediment it leaves behind 
has	a	way	of	corrupting	flavor;	so	you	
want it to settle on the bottom. Second, 
the upright storage limits the amount 
of the beer that is directly exposed to 
air (the neck of a bottle is narrower 
that the barrel). This slows the process 
of oxidation and prolongs the life of 
the	beer.	And	finally,	upright	storage	is	
especially important for corked beers. 
When a beer is stored on its side, the 

cork- by virtue of being in contact with 
the beer- will gradually push its way 
out of the bottle.

Bottles are better that cans

Wrong! It really does depend on 
personal taste; but canned beer has 
gotten a bad rap in recent decades 
because it is often associated with 
“cheap” beer. However, more craft 
brewers are canning their brew, 
saying that in blind taste tests....
canned is preferred three out of four 
times.

The credit for this wealth of informa-
tion must go to my Assistant Manager; 
Dale Ronning.

Good article that he found online!!

Nancy Drumsta
Delano Wine and Spirits

Total Register Systems
4215 Louisiana Avenue   New Hope, MN 55428

(763) 537-1906 • www.trs-pos.com

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

Municipal Beverage Industry

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

Total Register Systems has 20 years of Experience in Retail Partnerships
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By Bob Phibbs, The Retail Doctor

The most important assets any business 
has are their employees.

In retail, employees being an asset is 
doubly true because they not only stock 
the merchandise but also have to sell it.

Your retail success is directly linked to 
their attitudes, behaviors and abilities. 
Sometimes you discover you’ve got 
an nightmare employee. You know, the 
Bitter Betty employee who looks like 
they sucked on a lemon. They pour 
water on a customer’s passion for a 
product causing the customer to leave 
empty-handed.

And worse, sometimes, they can be 
your senior employees who should 
know better.

Take a look at the following nightmare 
employees to discover what might 
be keeping your retail store from 
increasing sales. My thanks to my 
Retail Doctor Facebook fans who 
helped me come up with this list.

The 15 nightmare employees

1. The Know-it-all. No matter how 
you tell this employee how you want 
something done, they always say that 
they already do it that way… but they 
continue to keep doing it wrong.

2. The negative nancy. Nothing is 
going right. No one is doing anything 
well. Everything is  someone else’s 
fault. They suck the exuberance out of 
living.

3. The child. This employee is 
constantly making a list of what they 
are going to do, but they never get 
it done – unless you continually nag 
them. They always leave messes for 
others to clean up, and they are out 

the door at 5:00 regardless of whether 
they’ve	finished	or	not…	usually	not.

4. The Zombie. These are the ones 
who think if their body shows up,
that’s enough; that their job is to just 
be present for their shift. No effort, no 
engagement, no self-directed activity. 
They are bored from the moment they 
clock in.

5. The Thief. Obviously, these  are the 
ones who steal your  merchandise.

6. The discounter. These are the ones 
who	find	a	way	to	offer	unauthorized	
discounts to customers to make sales. 
They’ll say they had to price-match, or 
they ‘ll hide evidence of having used 
discount codes for customers who did 
not qualify for those discounts. They 
then compound their crime by bragging 
about their numbers, claiming they
were generated because the 
customers like their service better.

7. The Lawyer. This demon does only 
what is in their job description instead 

of understanding that they have to go 
with	the	flow.

8. The Busybody. They love to know 
everyone’s business. And they gossip 
everyone’s business to everyone… 
about their employers, other employees 
and customers.

9. The arguer. They never like the way 
you do a task, a display or a sale. They 
want to do it their way. They’ll argue 
to your face that you’re wrong. They’ll 
argue just to be right.

10. The Phantom. These ones are 
always texting or taking personal calls 
while they ignore all of your customers.

11. The corpse. These are the ones 
with that deer-in-the-headlights 
expression when you ask them  to do 
something. They look at you and smile 
without a nod or indication they heard 
you. They just stand there. They’d 
rather be dead than be your employee.

Fifteen Nightmare Employees & What to Do

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 
with us will set you up for business success.

n
n
n
n
n
n
n
n
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12. The soulless Plodder. 
They take forever to clean, stack, 
organize or price something. Their goal 
is to stretch out a job for as long as they 
can, showing just enough progress to 
say they are getting it done.

13. The despot. When the boss is 
away, they do everything except what 
they are supposed to be doing; in their 
eyes they have free reign.

They take long breaks, don’t greet 
customers or do the rest of their job. 
When they do deal with customers, 
they are short and rude and given 
enough freedom, close up early.

14. The ninja. They are the ones who 
hide	behind	the	rack,	find	things	to	do	
in the stockroom to keep them off the 
floor,	or	disappear	as	soon	as	someone	
enters their section. They would rather 
be stacking pants, re-pricing or clean-
ing. They don’t like to talk to anyone… 
especially your customers.

15. The distractor. These employees 
spend all their time preventing other 
employees from working. No one gets 
anything	done…	and	that’s	fine	with	
them.

WHaT To do

You can hire better next time by:

 •  Asking better questions about their  
   self-direction.

  •  Listening for their propensity to   
   talk about others, rather than
   themselves.

  • Looking for these types of   
   behaviors in their mannerisms,   
			   eye	contact	and	voice	inflection.

If you decide to keep them… train the 
hell out of them.

Show them what you want, role-play 
the situations that get them in trouble 
and let them know that you expect 
better.

   their way to avoid the job of   
   selling, give them retail sales   
   training, set performance metrics   
   and coach them. If there is no   
   improvement within a few days,   
   realize it’s not a skill issue, it’s a   
   will issue.

  • Take away perks like having   
   coffee at the counter, chairs   
   behind the counters, anything 
   that encourages creating a   
   cozy clique of employees.

Remember to give them a chance to 
change.

Give them no more than a week before 
you have another discussion about 
their progress and include a written 
employee review. If training the hell 
out of them hasn’t worked, make 
yourself	happy	and	fire	them.

You aren’t doing anyone any favors 
by letting them cross over to the dark 
side when they step over your business’ 
threshold.

That’s because, in business, you can’t 
afford to compromise your success.

Have a frank discussion about their 
behaviors and how you are feeling 
about their work.

  Highlights of these discussions   
  can include:

  • Giving more black and white   
   examples and less grey for them to  
   abuse during your retail sales 
   training.

  • Reminding them to curtail gossip   
   from the start, saying you don’t   
			   like	it	on	your	sales	floor.

  •  Making sure they know their jobs   
			   are	broad-based	and	not	specific.

  • Letting them know arguing is   
   never appropriate, and that if  you   
   hear it, it is grounds for immediate  
   dismissal.

  You can also manage the crew 
  better by:  

  • Not being afraid to have corrective   
   conversations with employees.   
   You’re their boss, not their pal.  

  • If an employee is going out of   

At the recent MMBA Regional 
Meeting in Thief River Falls, 
product pricing techniques were 
discussed and the following 
example presented:
 
Wholesale Cost = $10.00
 
40% Mark-up = $14.00
 
Retail Selling Price Using  
Odd-Pricing	Modification	=	
$13.99 
 
If the wholesale price increased 

How Much Should I Charge 
After a Price Increase

$1.00, what should be the retail 
selling price -- $14.99 or 
something different?
 
The correct answer is $15.49. 
 
A common mistake is to only 
add the $1.00 to the selling price 
without adding a mark-up to the 
increase:
 
Wholesale Cost = $11.00
40% Mark-up = $15.40
Retail Selling Price Using Odd-
Pricing	Modification	=	$15.49
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By DMSRetail

determine how much time you spend 
on various activities – Make a list of 
all of the things you routinely take care 
of during a normal day/week/month 
and assign a number of minutes or 
hours to each one. This exercise will 
draw your attention to things that are 
taking up too much of your valuable 
time. Awareness of this will assist you 
in determining which activities can 
be stopped altogether, delegated or 
combined with other activities to save 
time.

Figure out how your personal speed 
measures up - People who get a lot 
done are moving fast most of the time. 
It’s	difficult,	in	fact,	to	get	them	to	slow	
down. Try walking through a mall with 
a high achieving go getter of a District 
Manager and you’ll probably be out of 
breath in no time!

Work with To do Lists – Daily or 
weekly, a ‘to do’ list must be created. 
It must include only those things that 
you have deemed to be priorities based 
on your top success factors. Others 
may	inadvertently	influence	your	‘to	
do’ list unless you are very careful. Just 
remember whose ‘to do’ list it is.

Why is it important to use a to do list?

We can’t necessarily keep everything in 
our memory and, even if we could, why
waste the brain space when you can 
jot it down on paper? Seeing the list of 
things written down on paper helps you 
to prioritize. Any possible duplication 
of effort can be seen at a glance. You 
get the satisfaction of striking things 
off the list as they are accomplished.

appointments – Make a plan for your 
day, week or month as if you are creating
appointments. That is to say, if you 
plan to do something at 9:30 a.m., and 
have scheduled that activity as a 45 
minute appointment, then do it in the 
45 minutes you have scheduled it for. 
Appointments should have a start and 
finish	time	and	cannot	be	left	open	
ended.

reduce time allotments – Any 
activity, task, project or meeting can 
easily expand to use up all of the time 
allotted to it. For this reason, schedule 
on the short side. Things tend to be 
handled	more	efficiently	and	effectively	
when a tighter time frame is in place.

organize – In retail, you must be 
highly organized. You need a system 
for reducing clutter (of your space and 
your mind) and for easy retrieval of 
documents and information. If your life 
is full of clutter, your brain is confused 
and is probably actually preventing you 
from getting things done.

(Continued on page 13)

14 Step Time Management Process for Success

There was debate a while back 
about the value of Farmington’s city 
government staying in the liquor 
business.  
 
The city’s two stores were struggling 
to	turn	a	decent	profit,	and	at	least	a	
few city council members wanted to 
close their doors and open the local 
liquor market to private businesses.
 
Things look a little bit different these 
days. According to the city’s liquor 
store	manager,	profits	at	the	stores	
are up about $88,000 so far this year. 
The stores have attracted more than 
800 new customers.
 
That’s good news, but the better 
news	is	what	those	profits	have	al-
lowed the city to do.
 

Liquor	store	profits	have	long	been	
used to support the city’s parks and 
recreation operations. Amenities like 
the municipal pool and Schmitz-
Maki Arena don’t necessarily make 
money for the city. Healthy liquor 
store sales help support them, as well 
as other projects.
 
But	the	benefits	of	the	city-run	liquor	
store go beyond that. At Monday’s 
city council meeting, liquor store 
manager Blair Peterson presented a 
$400 check to the local VFW post.  
 
Afterward, he donated $10,000 to the 
veterans’ memorial currently under 
construction in Rambling River Park.
 
There have been other donations, 
too. And there likely will be more 
ahead.

Farmington Editorial

If	you	find	that	you’re	moving	a	little	
on the slow side, you just need to put 
a bit more energy into everything you 
do. Move a little faster each day. This 
applies to getting things done as well 
as some of your decision making.

Define Goals – Goals will include, but 
are not limited to, top success fac-
tors. In any case, they need to be well 
defined	so	that	you	can	clearly	see	what	
kind of time allotment and resources 
will be needed to reach them.

Prioritize- Any activity or task that 
will not move you closer to your 
achievement in your top success factors 
is not worthy of investment of your 
time. Keep a log of what you are doing 
with your time for a couple of weeks 
and then review it to make sure that all 
of your time has, in fact, been spent on 
top success factors.



Jim Beam® Maple, Kentucky Straight Bourbon Whiskey Infused With Natural Flavors, 35% Alc./Vol. ©2013 James B. Beam Distilling Co., Clermont, 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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to. If someone asks you to take on a 
project or task that will not necessarily 
advance your cause – or contribute to 
your top success factors – then you 
need	to	say	“no”.	If	you	find	there	is	no	
alternative but to accept the project or 
task, then you need to look for items 
on your to do list that can be moved to 
another time slot or ‘appointment time’ 
or delegated.

Remain	flexible	and	reschedule	
often – You will need to allow for the 
unexpected. The idea of planning your 
work and working your plan is a very 
good one, but sometimes you will just 
have	to	be	flexible.	So,	when	the	need	
arises, be prepared to reschedule.

Allow yourself some scheduled 
unproductive time - It doesn’t sound 
right but it’s important.  This is what 
will keep you  going. We can’t have 
every minute of every day pinned 
down – sometimes we have to just 
enjoy ….whatever.

don’t let what you can’t do stop you 
from doing what you can do - 
Sometimes it’s impossible to embark on 
a big project. Maybe you have limited 
resources; maybe the expected outcome 
is still a bit uncertain. For whatever 

Make a point of regularly clearing 
out junk that you don’t need or use 
anymore. Stuff at home and work 
should be thrown out if it is not useful 
to you. You should actually schedule 
this ‘clutter removal’ appointment once 
a month or even as often as once a 
week.

delegate – Presumably you have 
competent people working for you so 
you should be able to delegate according 
to their particular strengths and 
availability. Even if you need to break a 
larger project down into smaller, more 
manageable pieces it will help you and 
it will help in development your people.

You’ll need to consider these things 
when deciding what to delegate:

–  Is it a repetitive task?

–  If a bad decision is made 
regarding this issue – what is the 
impact? Is it easily reversed? Will it 
negatively affect others? Will it be 
expensive, for the company, to correct 
or reverse?

Say “no” – Although it is not always 
possible, you need to know how to 
determine what you should say “no” 

reason, you just know you can’t get the 
big project done. You can, however, 
start on small parts of that big project 
– the parts that you are able to get done 
and that will be useful when it comes 
time to get the big project underway. 
In fact, if you work at it that way you 
might	just	find	that	the	big	project	has	
suddenly taken care of itself.

sleep early, wake up early and take 
good care of your health - The early 
bird gets the worm! In our case, the 
early riser gets more done while they 
are still energetic. It’s a great feeling 
to know that some people are just 
lounging around – still in their beds 
– while you have already accomplished 
half of your to do list.

As far as your health goes, we don’t 
profess to know enough about the hu-
man body and it’s nutritional require-
ments to provide advice on that topic. 
Suffice	to	say	you	must	take	good	care	
of your health if you want to operate at 
the top of your game and make the 
best use of all of your waking hours. 
Eat a healthy diet, get some exercise, 
schedule your regular medical 
check-ups and generally….. be kind to 
yourself.

All the Success!

True or False: 
White Wine Goes with Fish, 
Red Wine Goes with Meat

As guidelines go, this one isn’t bad, but it’s a guideline, not a rule. Anyone who 
slavishly adheres to this generalization deserves the boredom of eating 

and drinking exactly the same thing every day!

Even if you’re a perfectionist who’s always looking for the ideal food and wine 
combination,	you’ll	find	yourself	wandering	from	this	guideline.	The	best	wine	for	a	

grilled salmon steak is probably red — like a Pinot Noir — and not white at all. Veal and 
pork do equally well with red or white wines, depending on how the dish is prepared. 

And what can be better with hot dogs on the grill than a cold glass of rosé?
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The following was printed in the 
Politics in Minnesota newsletter.  You 
can add MMBA each time MLBA is 
indicated.

It is reproduced here to let you know 
the Sunday Sales fight continues.

Remember, there is no “powerful liquor 
lobby.”  It is YOUR involvement that 
stops this initiative.  You and our other 
allies are also voters and constituents.  

by Briana Bierschbach,
Politics in Minnesota

Jason Alvey says he’s tired of mincing 
his words when it comes to the powerful 
lobbying forces that have protected a 
decades-old ban on Sunday alcohol 
sales in Minnesota.

The native Australian, who owns the 
Four Firkins craft beer store in St. Louis 
Park, is a rarity among liquor store 
owners: He wants to see the ban lifted. 
He’s the face of a growing movement 
of mostly metro-area and border 
community beer store owners and 
brewers who call themselves the 
Minnesota Beer Activists and want 
to reframe the perennial issue at the 
Capitol as a question of what the public 
wants rather than what liquor store 
owners want. He cites a poll from Pub-
lic Policy Polling in May of this year 
that puts approval ratings for Sunday 
alcohol sales at 62 percent, with bipar-
tisan support.

“Customers overwhelmingly want this, 
and the number one rule of retail is 
listen to your customers,” Alvey said. 
“Some of these liquor store owners 
— it’s a very old boys’ club. A lot of 
these owners are in their eighties. We 
are talking about silver-haired old men 
who haven’t stepped a foot in their 
retail stores for years. They are so out 
of touch with their customers, it’s a 
joke, and these are the guys who are 

overwhelmingly the majority.”

Most of the liquor store owners in the 
state are members of the Minnsota 
Licensed Beverage Association 
(MLBA), a powerful lobbying force at 
the Capitol. Opponents argue Sunday 
sales would cost Mom and Pop liquor 
shops by forcing them to be open seven 
days a week while simply stretching 
out the same revenue they’d make in 
six days. They win most of their battles 
in St. Paul — Minnesota is one of 
just 12 states that still restrict Sunday 
liquor sales, and most of the state’s core 
regulations governing the industry date 
back to the end of prohibition.

“It’s the pig that just won’t die,” MLBA 
executive director Frank Ball said of 
Sunday liquor sales, trying to recall 
an exact quote from Republican Rep. 
Greg Davids. A folksy former police 
chief and sheriff from rural Minnesota, 
Ball is practiced in talking about the 
issue. He’s been doing it some form or 
another for much of his life.

“I think we have a really good lobbying 
effort representing not only the interests 
of liquor stores, but also in talking 
about issues with selling a controlled 
substance to our public. There’s a high 
cost of that, in insurance and in health 
care, and when we talk to the Legisla-
ture, they buy into that,” Ball added. 
“The craft beer people are coming in 
and saying, ‘Why do we need all these 
regulations?’ It’s not tires, batteries, et 
cetera. It’s booze we are talking about, 
and legislators listen.”

But Sunday liquor sales supporters are 
teeing up the issue for the 2014 session 
anyway, and they say there are reasons 
to feel encouraged about its chances. 
“The folks who support Sunday sales 
are starting sooner, [and] they seem 
to be gaining a little more momentum 
than they have in past interims,” said 
Joe Atkins, chair of the House Com-
merce Committee and last year’s author 

of the House omnibus liquor bill. 
“They are more organized than they’ve 
ever been before.”

Political obstacles 

The sale of liquor on Sunday is a 
complex issue politically. It unites 
libertarian, free-market Republicans 
with the far left in support of removing 
the ban, while the religious right and 
moderate, business-friendly Democrats 
typically join hands to defeat attempts 
to change the law.

The MLBA understands the dynamics, 
and regularly enlists its nearly 2,000 
members across the state to make 
phone calls and meet with their 
legislators. The group spends big on 
lobbying and pumps some money into 
elections — their campaign spending is 
hard to track, because members tend to 
donate individually to candidates — but 
MLBA’s real power is in its sheer size 
and scope.

“I don’t think there’s another industry 
that captures the hearts of more people 
than the liquor industry,” Ball said. 
“We have 87 counties, and in those 
counties and they have Mom and Pop 
stores and they vote and they are 
politically active. It’s a powerful group 
of	people,	because	they	influence	a	lot	
of candidates.”

It also doesn’t hurt that the MLBA has 
powerful allies. Each year the group 
joins forces with the Teamsters Joint 
Council 32 union and liquor industry 
lobbyists. Then there’s DFL bundler 
and attorney Sam Kaplan, who has 
served as counsel for the liquor industry. 
“He’s been a big hitter,” said Bernie 
Hesse, political director at UFCW 
Local 1189, who tried to get wine 
sold in grocery stores. “He has been a 
kingmaker, and the DFL caucuses have 
always respected his views.”

(Continued on page 17)

Sunday Sales Fight Continues 



Embrace the myth
In 1731, in accordance with  

the Regulations relating  
to His Majesty’s Service at 
Sea, British sailors were  

given a daily ration of rum.  
Coincidentally, mermaid 

sightings in the Caribbean rose 
significantly around this time. 

Sailors believed mermaids 
 rescued shipwrecked sailors 
and brought them to Sugar 

Island. Many great ships have 
been lost at sea forever,  

chasing mermaids and looking 
for the mythical island...

SugarIslandRum.com

Enjoy Responsibly. ©2013 Sugar Island Rum Co., St. Helena, CA



Dedicated to Sales and Service
Southern Wine & Spirits of America, Inc. is the
Nation’s largest wine & spirits distributor with
current operations in 35 states. On a national
Scale, Southern Wine & Spirits of America

employs more than 11,000 team members along 
with 224 Minnesota based team members.
We are an Equal Opportunity Employer.

Photos © Angela L’Esperance 2013
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A wife was still in a foul mood 
the morning after the party. 

She told her husband crossly: 
“You certainly made a fool of yourself last night. 

I just hope nobody realized you were sober. “

The	combined	influence	of	these	forces	
was easy to see last session. While 
the issue managed to get a hearing in 
both the House and Senate commerce 
committees	in	the	same	year	—	a	first	
— opposition from the MLBA kept 
it from landing in the omnibus liquor 
bills. It didn’t help that lawmakers 
were also debating a possible 
7-cent-per-drink tax hike on alcohol.

Senators held off on pushing the 
issue after an informational committee 
hearing, but DFL Rep. Tina Liebling 
brought Sunday liquor sales as an 
amendment to the omnibus bill on the 
House	floor.	When	it	came	time	to	vote,	
legislators shot Sunday sales down on 
a 106-21 vote. Another amendment to 
allow liquor stores to choose which six 
days of the week they want to be open, 
offered by DFL Rep. Phyllis Kahn, also 
went	down	in	flames	on	a	122-5	vote.	
That’s even worse than the proposal’s 
fate in 2012, when legislators rejected 
Sunday	liquor	sales	on	the	floor	by	a	
97-25 vote.

“The power and might of this lobbying 
organization on this issue is just 
massive,” said GOP Rep. Steve 
Drazkowski, who supports Sunday 
liquor sales. “It’s going to be hard to 
beat them until the issue itself gains 
enough importance of the minds of 
the public.”

Building public pressure

Most Sunday sales supporters agree 
with Drazkowski— polling data, absent 
real public pressure, has gotten them 
nowhere.

“Believe it or not, I don’t get all 
worked up about polls. My sense is 
that you’ve got folks who get asked a 
question over the phone about would 
you support it, and they say yes, but 
the next question isn’t asked, which is 
how strongly do you support it?” said 
Atkins, who added that he plans to 
wait for hearings to take a position on 
Sunday liquor sales. “You’ve got the 
same question posed to mayors, and 
city council members and Mom and 
Pop liquor store owners, and they often 

say no, and you ask them how they feel 
about it, and they start jumping up and 
down.”

Duluth DFL Sen. Roger Reinert, 
who serves a border community 
abutting Wisconsin, which allows 
Sunday sales, says he’s hoping for 
public mobilization in the interim.  
“People who hang around the Capitol 
know that things don’t move as quickly 
as you may want them to, but we will 
be using the interim to mobilize the 60 
percent [that support this],” he said. 
“Opponents	have	benefited	from	the	
lack of organization around supporters, 
but that won’t always be the case.”

Efforts are in progress. Reinert 
says some liquor stores may start 
advertising in support of Sunday liquor 
sales, and members of the Minnesota 
Beer Activists are already meeting with 
legislators. A documentary about the 
issue is also in the works. Ben Jenkins, 
a spokesman for the Distilled Spirits 
Council, said his group is “exploring 
ways” to get the message out that 

“Sunday sales is a great way to gener-
ate revenue without raising taxes.” 
That could include newspaper ads, he 
said.

For his part, Alvey is encouraged about 
the chances to repeal the longstanding 
ban. Democrats who control the 
Senate included the issue in their 
annual State Fair poll questionnaire, 
which is usually an issue teaser for 
the upcoming legislative session. 
Supporters also hope to take advantage 
of a light legislative agenda next year 
and push the issues as a winner for 
lawmakers at the 2014 ballot box.

The key, still, is public pressure, he 
said. “Legislators tell me all the time, 
I hear from the MLBA and their liquor 
store owners every single day about 
how they don’t want this repealed, 
but they never hear from constituents,” 
he said. “We need to get their phones 
ringing off the hook. We need them to 
say, ‘What the hell are you doing? You 
need to stop listening to the lobbyists. 
You need to listen to us, the voters.’”

		
ABV & Proof 

 By law, the labels on containers of distilled spirits and wine   
 must show either alcohol by volume (ABV) or proof.  
 
 •  Percent ABV = percent alcohol by volume, which is the   
     percentage of the liquid that is pure alcohol 

 •  Proof = two times ABV
    So 40 percent ABV = 80 proof.



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@wellsfargo.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
 

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

American Income Life
Contact: Laura Wilson
Address: 411 Main Street, Suite 303
 St. Paul, MN 55102
Phone: (952) 994-7717
Fax: (651) 222-3296
E-mail: lmwilson@ailife.com
Web: www.ailife.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

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

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

Supporting Member

Silver Member

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: Brandon Colpitts
Phone: (612) 840-4272
Address:  626 19th Ave NE
 Minneapolis, MN 55418
Email:  Brandon.Colpitts@ejgallo.com

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

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

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
çell: (612) 850-4988
Fax: (952) 898-4083
E-mail: nmason@mikeshardlemonade.com
Web: www.mikeshard.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 Company
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
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

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: Justin Ashton
Address: 3601 W. 76th Street Suite 20
 Edina, MN 55435
Phone: (952) .830.1131
Fax: (952) 830-0123
Cell: (612) 961-147
E-mail: justin.ashton@beamglobal.com
Web: www.beamglobal.com

Deli Express
Contact: Nic Boyer
Address: 16101 W 78th Street
 Eden Prairie, MN 55344
Phone: 1-866-787-8862
E-mail: nboyer@deliexpress.com
Web: deliexpress.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

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

Diageo
Diageo Guinness USA
Contact: Matt Larson
Address:  3653 Lincoln St NE
 Minneapolis, MN 55418
Office: (612)760-5289
Fax: (952) 435-7216
E-mail: matt.larson@diageo.com
Web: www.guinness.com

Gold Member

Don Sebastiani and Sons
Contact: Bryant Pascoe
Address: 316 Willow Pointe Drive
 St. Charles, MO 63304 
Phone: (636) 300-3524 
E-mail: bpascoe@donandsons.com
Web: www.planeteria.com/sandsons/

E-3 Lighting, LLC
Contact: Bob Thompson
Address: 107775 Crow Hassan Park Road
 Hanover, MN 55341 
Phone: (763) 498-9148
Fax: (763) 498-7613 
E-mail: bob@e3lightingllc.com
Web: www.e3lightingllc.com

Forestedge 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: PO Box 156
 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

Zabinski Business Services, Inc.
Contact: Paul D. Zabinski
Address: P.O. Box 15
 Annadale, MN 55302
Phone: (320) 286-1494
E-mail: zbsonsite@yahoo.com
Web: www..zbsonline.biz

Bronze Member

Silver Plus






