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ON THE COVER
In order to provide industry / community recognition and an example for others to 
emulate, MMBA presented awards to members at the recent Regional Meetings.

Information on these award winners can be found in this issue.

In addition, Edina Liquor manager Steve Grausam was recently presented a Friend 
of the Industry award by the Minnesota Licensed Beverage Association (MLBA). 

Steve was recognized for his work on Total Wine & More’s entry into the 
Minnesota market.

Pictured on the cover are (l to r) MMBA executive director Paul Kaspszak, Steve 
Grausam, MLBA vice president Jennifer Schoenzeit and MLBA executive 
director Frank Ball.
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Brenda Visnovec
President

MMBA President’s Message

Fostering Creativity in the Workplace

After telling people that I’ve worked for 
the City of Lakeville, and all within the 
Liquor Operation, for nearly 32 years, the 
question is always inevitably…… When 
do you get to retire?

Well let me start by clarifying that when 
one is qualified by PERA and when one is 
ready to enter that stage of their life, are 
two different answers. But my response is 
not a fiscal answer but rather an expecta-
tion of myself, and that is; I am planning 
on retiring when this job is no longer fun, 
and when I am no longer able to come up 
with creative ways to improve our
business.

Does this mean as a manager I come up 
with all of the marketing concepts in the 
store? Heck no!! I have no copyright on 
the creativity within our operation, nor 
would I want it.

But it does mean that we, as managers, 
must create an environment where 
employees are fostered, encouraged and 
challenged to come up with refreshing 
and inviting concepts and
ideas.

How do we go about that?

  1. Create an environment that allows   
   people to think outside the box.   
   They need to feel the freedom to   
   express new ideas and a stage or   
   avenue to do so. These can include   
   staff meetings or contests for 
   creative thinking.
 
  2. As managers, we are taught that   
   as a leader it is our role to do the   
   majority of the talking. But in 
   a collaborative atmosphere, 

   sales and collect all of those items   
   we are discontinuing and place   
   them in a barrel. If the customer
   spends $100.00 in the store, they can  
   choose any item out of the barrel 
   for a dollar. Items range from $5.00  
   to $20.00. They pay you a dollar for  
   the item, so in reality they are receiv 
   ing a discount of 4 to 19% on a 
   hundred dollar sale, depending on   
   the item they select. This works   
   very well on increasing incremental   
   sales when customers are at the 
   $75-$90 price range.

  •  We have also adapted MMBA Fund  
   raisers in order to have them better 
   suit the needs of our city. While we   
   would have loved to participate with 
   an animal shelter for the MMBA   
   Animal Fundraiser, the city just 
   doesn’t have one within city limits.   
   Rather than missing out on this   
   opportunity tpromote our operation, 
   we adapted the fundraiser to be   
   called Kash for K-9’s, with all 
   proceeds being placed in a fund to   
   pay for a new canine officer when   
   the need arises.

These are just a handful of examples, as 
we try to include a creative promotion 
every month in order to remain fresh.

Remember….. All promotions and cre-
ative concepts are not perfect. You have 
to attempt to foresee all obstacles, but it’s 
inevitable you will still hit a few bumps 
along the way. You keep creative 
concepts that have worked, tweak others, 
and throw some bombs out the window,
which we have had our share.

In closing, while working on this article, 
I was looking for antonyms to “creative.” 
They included inept, unproductive, 
uninspired, fruitless and old.”

When I am the opposite of creative, that 
is the day I know I need to retire!

Hopefully it won’t happen for a while 
yet!

   it sometimes means we need to   
   listen more than speak. And if we 
   are going to provide input, do it 
   in the form of a question and
   allow staff to come up with the 
   details. This not only teaches 
   them to think outside the box, 
   but to problem solve and look 
   at projects from different angles.

  3. Be playful when fostering 
   new ideas. It creates an environ  
   ment that encourages risk
   taking, and no one is ever wrong 
   if everyone is laughing.

  4. Give them credit when credit is due.  
   Recognize their abilities and reward  
   them for a job well done!

Here are just a few examples of what has 
worked for us:

  • For the Food Drive, we created a   
   Food Drive Challenge video 
   similar to the ALS Ice
   Challenge that we posted on Face  
   book. While we used our cable 
   department to complete, it 
   does not need to be that elaborate.   
   This could have easily been 
   captured with a smartphone.

  •  Sprit Beads: We take Mardi Gras   
   beads and small rubber bands to   
   hook three or four 50 ml bottles 
   in a necklace format, which 
   increases sales and provides 
   customers great little gift giving   
   ideas.

  •  Progressive Sales: Where the 
   discount increases based off 
   the number of items the
   customer purchases. We conduct   
   two Progressive Wine Sales where   
   if they buy two or three bottles   
   they receive 15% off, four or 
   five, they receive 20% and 6 or   
   more they receive 25% off. 
   (Make sure you review your 
   pricing before this sale so the 
   discounts aren’t too deep)

  •  Bonus Barrel Savings: This is a 
   promotion in which we review our   
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As sales increased and space and safety 
became an issue our city council approved 
a plan to set aside all profits after 
transfers into a building fund. By 2012 
we had set aside over $850,000.00 and 
the plans were drawn to be a replica of 
our City Hall, tying together these city 
buildings.  

Our old store was 3200 sq. ft. and it 
was decided to set a goal to double the 
size for the new building.  

We actually did a land swap with an 
owner of a lot 1 block north of the 
previous site.  This new property had 
an old disreputable looking building 
with asbestos and mold, so it was up to 
the land owner to first properly remove 
the building and all mold and asbestos, 
leaving the lot ready to build.  They 
took over our old building remodeling 
it for the use of two local businesses.

The new floor plan was decided with 
the best possible use of square footage 
and marketability of products.  

The floor is polished cement and is very 
durable, beautiful, and easy to clean.  

The cooler was expanded with an 
additional 5 doors, with enough space 
inside to hold a weeks’ worth of 
product.  Having all this product 
already in the cooler saves us time 
compared to the hours spent loading 
our old cooler.  

We also have a small 3 door cooler 
located in the Wine area with chilled 
wine and mixes.  This small cooler 
can one day easily be transformed into 
a beer cave if space for craft beer is 
needed.

The shelving was chosen for its sophis-
ticated beauty and larger than our old 
store increasing space for 2 to 3 times 
more product on the shelf saving us 
hours of stock time. 

The counter area was designed to be 
beautiful and add productivity by 
adding a third register which doubles as 
work station for office work, inventory, 
label printing and many other tasks as 
well.  This was a valuable time saving 
solution.

Our back alley and garage door 
entrance for deliveries was our smartest 
idea compared to our old store where 

the product was down stacked in our 
parking lot.  Deliveries are now brought 
in on pallets and received in a more 
secure environment. 

Many changes were made to update our 
technology to see us into future.  Liquor 
store staff has expressed their satisfac-
tion in these changes and it shows in 
their work.

2014 MMBA Best Business Development
WINNER: Litchfield

The need for increased  staff 
product knowledge was a continu-
ing topic at the MMBA Regional 
Meetings.
 
As a result, BEAM SUNTORY is 
offering access to their online 
based training program they use to 
educate their internal teams, local 
distributors and other accounts 
across the US.  
 
It is called CONNECT and is the 
first and only trade engagement 
portal offering product education, 
resources, news, recipes, education 
and more!
 
A main component of the program 
are Category 101 Courses that 
focus on the basics of each spirits 
category (IE - What makes Bourbon 
a Bourbon, How is Vodka 

Distilled, History of 
Categories, etc.).  
 
Here is a list of the 101 Courses:
 
Bourbon 
Canadian Whisky 
Cognac 
Craft Whiskey
Distilled Spirits
Irish Whisky
MIXXIT Training
Rum Scotch
Skinnygirl Wine 
Tequila
Vodka
 
If you would like to participate in 
this exciting new opportunity, con-
tact Colleen at BEAM 
SUNTORY:

Colleen.Herr@beamsuntory.com

On-Line Product Training



Dear MMBA,

For the past five years the Dawson 
Liquor store has held a Wine Tasting 
event with all the proceeds going 
towards a local non-profit organization. 

Last year the J M Foundation was 
honored to be chosen as the fundraising 
organization. 

We had a staff of 8 Working With 
Graney’s committee of 4. 

Together we put together a great event, 
We raised $5,000! 

This money was used to help create an 
Oncology Suite in our hospital. 

Johnson Memorial Health Services is 
the only facility in our county to offer 
chemotherapy infusion services. 

Our community really looks forward 
to this event; it provides them with an 
enjoyable opportunity to support our 
local non-profits. 

We are very lucky to have Garney be so 
invested in our community.

Kristyn Wicht
CommunityRelations/Developement
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2014 MMBA Community Involvement
WINNER: Dawson

(l – r) Committee Members: Nichole Swenson,  Marilee Jager, 
Garney Jager, Justin Jager

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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©2014 Ménage à Trois Winery, St. Helena, CA

HAVE YOU TRIED IT?



In February of 2013, Edina Liquor 
management team made the strategic 
decision that we needed to develop 
our brand and focus on our customer 
service.  We wanted to make sure that 
our customers had not only positive 
associations with our brand but also 
that we had a competitively distinct 
position in their hearts and minds.  
To begin the process, we worked 
with Delaney Consulting to develop 
a customer survey.  

The survey was designed to: 

•  Gauge the customer satisfaction level 

•  Understand  awareness around profits  
  going back to the community

From the survey, we concluded that 
there was definitely an opportunity to 
improve on our customer satisfaction 
ratings and to build our brand.    

We hired an advertising agency, Hot 
Dish, to work with us to develop a 
competitive brand strategy and brand 
identity elements that would commu-
nicate our attributes and align with the 
image we wanted to convey.  
New way-finding signs, shelf tags and 
display tags improved the customer 
experience by making it easier to 
navigate the stores.  Consistency in 
signage through all three stores also 
reinforced our brand.  
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Our competitive position, “Where 
Profits Get Poured Back into the 
Community,” became even more 
important when we realized in May 
2013 that Total Wine was planning to 
enter the market.  

The results of the secret shopper 
portion of the survey demonstrated that 
we needed to develop customer service 
standards, engage more with our cus-
tomers, and clean up the look 
of the stores. 

As result, we worked with Flora 
Delaney from Delany Consulting and 
Jim Langemo from Langemo Consulting  
to develop our customer service train-
ing guide.  Jim worked with the Edina 
Liquor management staff in developing 
the criteria for the GUEST Model.  

The guide was designed to retrain 
all staff and to be used as a tool for 
any new hires. Two three-hour group 
trainings were conducted for full-time 
staff to better understand the training 
manual and GUEST model.  

Each full-time employee spent a 
minimum of three hours worked 
one-on-one with Jim. Each store’s 
management staff, in -turn, trained 
and coached their part-time staff.  

Staff members learned about how they 
would be accountable for customer 
service and how to deliver on the best 
customer experience.  Specifically, 

not making assumption about what a 
customer can afford and to keep their 
periscopes up, meaning, to be on the 
look-out for customers entering the 
store and lingering in the aisles rather 
than focused on tasks at hand.  

In addition, employees are observed by 
one of the supervisors or managers and 
given specific feedback on a regular 
basis.  A GUEST observation form is 
completed by the coach and is a 
valuable tool in aiding the customer 
service coaching process.    

Has this made a difference?  Indeed.  

One year later we repeated the mystery 
shopper exercise.   The results were 
significant in that this time around 
100 % o f o ur customers had been 
told “ Thank You.”    

We also made significant improvement 
on our goal of greeting customers 
within 10 seconds of them entering the 
store. 

Plus, the staff members have learned 
the proper way to upsell by using 
suggestive selling.

Are we perfect?  Not yet.  

Our next goal to achieve with thanking 
our customers is to thank them more 
specifically for support the community 
with their purchases. 

Putting a focus on improving our 
brand image and our customer service 
with strategic planning, training, and 
coaching has already moved the 
success indicators in the direction we 
desire. 

In addition, seeing this customer-focused 
behavior modeled by co-workers 
encourages new employees to follow 
suit.

2014 Commitment to Staff Development
WINNER: Edina



I n t r o d u c i n g

Crafting the Spirits that Stir  the World

A s  t h e  w o r l d ’ s  t h i r d  l a r g e s t  p r e m i u m  s p i r i t s  c o m p a n y ,

w e  l o o k  f o r w a r d  t o  a  f u t u r e  o f  e x c i t i n g  g r o w t h  w i t h  y o u ,

o u r  v a l u e d  t r a d e  p a r t n e r s .

©2014 Beam Suntory Inc., Deerfield, IL USA. All trademarks are the property of their respective owners.
Jim Beam® Kentucky Straight Bourbon Whiskey, 40% Alc./Vol. ©2014 James B. Beam Distilling Co., Clermont, KY.

www.BeamSuntory.com facebook.com/BeamSuntory linkedin.com/BeamSuntory ©BeamSuntory



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

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

Metro Area Beer (651) 646-6063

www.wirtzbeveragegroup.com · 489 North Prior Ave. · St. Paul, MN 55104

®

THE EARTH FRIENDLY WINERY™

Providing service and national brands to our customers with the 
largest selection of Fine Wines, Distilled Spirits and Beer in Minnesota. 

Now selling the following beers state-wide

Wine, Spirits and Beer: (651) 646-7821  (651) 646-6063  1-800-672-0970

www.wirtzbev.com  ·  489 North Prior Ave.  ·  St. Paul, MN 55104

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

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

Metro Area Beer (651) 646-6063

www.wirtzbeveragegroup.com · 489 North Prior Ave. · St. Paul, MN 55104

®

THE EARTH FRIENDLY WINERY™

VODKA OF FINLAND
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By Joe Cecere 

It turns out that what was true 
100 years ago in retail is still true 
today. Don’t believe it? Check out 
Masterpiece Classic’s Mr. Selfridge,  

Across eight episodes chronicling 
the life and growth of Selfridge’s 
department store on Oxford Street 
in London, any retailer worth their 
salt will see the parallels to today’s 
challenges for retailers and e-tailers 
alike. It’s all about experience, 
experience, experience — the customer’s 
and the employee’s.

A customer experience innovator from 
the get-go, Harry Gordon Selfridge 
spearheaded a retail revolution by 
anticipating shopper needs and desires 
before they could even tell him that’s 
what they wanted. 

Applying his formative years of experi-
ence working his way up the ladder 
at Marshall Field’s in Chicago before 
striking out on his own in London, 
Selfridge’s inventions included the first 
widespread use of customer delighters 
like the semi-annual sale, a bargain 
basement and the now-ubiquitous 
phrases, “The Customer Is Always 
Right” and “Only 10 shopping days 
until Christmas!”
 
Selfridge knew how to appeal to his 
target demographic — women. Before 
Selfridge’s debuted the first in-store 
restaurant, the only place women could 
grab a nice cuppa in the afternoon 
was a local hotel. No other business 
provided women’s powder rooms!

The revolution continued, as Selfridge 
truly democratized the shopping 
experience for all. His competitors’ 
stores were specific to social classes, 
a hierarchy strictly enforced in 20th 
century British society. Selfridge broke 
down barriers by welcoming customers 

from every walk of life, inventing the 
radical concept of “just browsing.”
Selfridge further harnessed the power 
of a differentiated customer experience 
by leveraging public relations and 
special events. 

When the early aviator Louis Blériot 
became the first to fly his plane over 
water, Selfridge seized the day and 
put the plane on display in his store. It 
drew more than 150,000 people over 
four days, inspiring what the brand 
itself calls “the theater of retail.”

But perhaps the real genius of this 
legendary commercial giant lay not 
in early advertising, marketing and 
PR acts, but with one of the biggest 
overlooked marketing assets not only 
then but also today: store employees. 
Selfridge enabled his customer 
revolution by turning employee 
relations on its head. 

Prior to Selfridges, other store’s 
employees were treated no better than 
domestic servants. Working 12+ hour 
days, workers lived in sparse dorms 
on-site. 

Selfridge righted some of the 
immediate wrongs (allowing employees 
to live at home with higher salaries), 
while implementing a groundbreaking 
internal culture of customer service. 
Through his daily walks of the sales 
floor, all employees learned what 
Selfridges stood for and how the 
brand was changing the marketplace. 

At Selfridges, they would simply “treat 
the customer right.” Mr. Selfridge 
would reinforce the “what” and the 
“why” of the brand experience with 
every employee daily, while empower-
ing his people to determine the “how.”

Today, while Selfridges department 
store continues to flourish despite having 
struggled through two world wars, a 

great depression, the eventual demise 
of its noble namesake and the sale of 
his enterprise, we are in the midst of 
another retail revolution of online and 
mobile e-tailing. 

Marketers, strategists and merchants 
looking for innovative retail strategy 
can put down the business books, break 
out the popcorn, and enjoy retail 101 
lessons while indulging in PBS’ hit 
show.

The lessons they’ll see?

First, invest in the customer experience. 

What shopping experiences are cur-
rently accepted as “just the way things 
are,” but could be more convenient or 
delightful for a customer? Don’t just 
listen to what customers tell you they 
want; think 5-10 years further, then 
make it a reality. 

Seamless experiences and omni-channel 
consistency are a base expectation of 
today’s retail experience. To differenti-
ate, you must meet those expectations 
and fly well beyond to earn ongoing 
customer attention and love.

And importantly, don’t leave your 
employees out of the game.
 
Listen to Mr. Selfridge! Employees 
are your best marketing asset — your 
brand’s first line of defense in a world 
full of shopping options.
 
Communicate your brand’s purpose 
and strategy early and often, driving a 
thriving internal culture of allegiance to 
the end goal. Enlist and empower your 
employees to become your chief brand 
ambassadors, just as Mr. Selfridge did. 
Your bottom line will thank you for it.

Retail Lessons for Today, Learned
from PBS’ Mr. Selfridge
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By David Devere , Duluth News
Tribune

I’m sure you’ve noticed the little 
shelftalkers at the liquor store.
These are the little tags that hang under
the bottles on the shelves, and they say
something like, “Rated 93 by Wine
Spectator” or “Rated 91 by Robert
Parker” - or something to that effect.
These are very effective tools in
marketing a wine.

I mean who wants to buy a wine rated
72? Everyone wants to buy a wine
rated 93. Have you ever wondered how
they come up with these points?

They use the five S’s or some slight
variation. Here’s how it generally 
works.

To evaluate a wine in an impartial way,
this means tasting something you’re
completely open to without prejudice,
it is best to employ the five S’s: see,
swirl, sniff, sip and savor.

These form the procedure for scoring
aroma, acidity, balance, complexity and
finish.

see: The first thing you should do is
look at the wine - hopefully, against a
white backdrop in full light.

A romantic candlelight dinner isn’t
really bright enough to evaluate a wine,
which should be brilliant. It should
make you want to look at it again and
again. It should have nice clarity of
color specific to the varietal and style
and shouldn’t have anything float-
ing in it and it shouldn’t be cloudy. A 
wine isn’t scored for “See” unless it’s 
faulted, which often results in a failing 
grade.

swirl: This isn’t a category you score, 
it’s a simple technique.

To do this, you need to have a good-
sized wine glass, no more than 1/3 full,
otherwise, your swirl will turn to spill.
The reason you swirl is to introduce
oxygen into the wine, which helps it
release its aromas.

Remember, it has been sealed up inside
a bottle possibly for years, and it needs
some swirling action to help it relax.
Until you get the hang of swirling a
wine glass, I suggest placing the glass
on a table then making small circles
while holding the glass at the bottom of
the stem. This will allow you to swirl
without spilling.

Spilling is not one of the five S’s.

sniff: This is a very important step in
evaluating wine because 80 percent of
tasting is actually smelling.

All that swirling released the fine
aromas of the wine, but you should still
breathe deeply and take your time to try
to discern the aromas.

It’s not uncommon to have aromas
such as grapefruit, apple and peach
- to green pepper, honey and butter
- to leather, cedar and pipe tobacco in
a wine. So, take your time. If the wine
smells great or exhibits multiple 
aromas, it should get a top score.

sip: This isn’t a gulp, it’s a sip. But
don’t swallow too quickly.

Roll the wine around in your mouth,
some say chew it. Your mouth is
98 degrees, and this will release heat-
sensitive aromatic compounds and
hopefully you’ll get new sensations.
Sip includes three score-able categories: 
acidity, balance and complexity.

Acidity is important because a wine
needs it to balance out the inherent
sugars. Balance is the play between
sugar, acid, alcohol and in reds, tannins.

None of these should be overly
prominent. Complexity is the sensa-
tion of interwoven flavors that make 
you want to take another taste. These 
three form the major basis of the wine’s 
score.

savor: This can also be known as
finish. A wine sip should leave you
with a pleasurable taste in your mouth.
It shouldn’t taste like metal or cheap
perfume, and it shouldn’t leave any
lingering negative flavors in your
mouth. If it ends well, it’ll get a good
score.

By giving each one of these items in
the five S’s a score of one to 10 for
aroma, acidity, balance, complexity and
finish, you should get a number from
5-50.

Add 50 to your number, and you’ve
got a score from 55-100. That’s how
the famous wine critic Robert Parker
does it and Wine Spectator Magazine
follows something akin to this.

Now, that you know what they’re
looking for, try it yourself. 

What Do Wine Ratings Mean?

Upcoming Events

2015 MMBA 
Boot Camp 

 
February 17 & 18

Breezy Point Resort

2015 MMBA
 Annual Conference

May 16 -19
Arrowwood Resort



Ad Name:  Great American Lager

Item #: PBW20089098

Order #: 224476 

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

Closing Date:   11.19.10
QC: RR

Pub: MMBA Newsletter 
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By Retail Customer Experience.com

Facing fierce competition and high 
operating expenses, today/‘s retailers 
must develop new strategies for 
attracting consumers and building 
brand recognition.

Many are realizing the power of 
in-store merchandising and interactive 
kiosks to enhance customer loyalty 
and create a compelling consumer 
experience. Like silent salespeople, 
these visual merchandising techniques 
can foster brand awareness, impart 

product knowledge and inspire 
consumer interaction.

“In store merchandising, kiosks and 
displays are appealing and can be real 
attention-getters when a consumer is 
looking for a specific product,” said 
Joe Hoiiey, Vice President of Business 
Development for Frank Mayer and 
Associates, Inc. “The right display can 
easily focus the consumer’s attention 
on a single product category. That’s 
hard to do in today’s competitive 
marketplace, but if you create the right 
in-store experience it can be a slam 
dunk.”

Given the three-second window of 
opportunity displays and kiosks have 
to compete for consumers’ attention, 
many retailers are recognizing the 
importance of creating a personalized 
experience for consumers the moment 
they walk through the door, By cater-
ing to shoppers’ varying preferences 
and personalities, retailers can increase 
profit margins, enhance customer loyal-
ty, build brand awareness and level the 
playing field with online competitors.

Here are five steps to display project 
success.

1. evaluate the effectiveness of 
current in-store displays

Retailers who rely on the same old 
in—store merchandising and POS 
displays risk falling into a rut. Today, 
sweeping changes in merchandising 
tools and technologies are under way. 
Staid stands gradually are being 
replaced with tablet PC displays, 
self-service kiosks and digital signage. 
Failure to keep up with these changes 
can result in lost sales, customer 
attrition and a tarnished brand.

That is why it is essential retailers 
carefully assess the effectiveness of 

their current in-store displays. Are the 
displays customizable? Do they offer 
personalization? Are they delivering an 
effective return on investment? 

Only by posing these questions, and 
measuring the performance of existing 
merchandising and POS strategies, 
can retailers continue to keep shoppers 
engaged in today’s highly competitive 
marketplace.

2. research new display options: 
PoP displays, merchandising 
displays, digital signage, interactive 
kiosks

Like it or not, the rise of mobile 
and online commerce is presenting 
brick-and-mortar retailers with their 
fair share of challenges. Yet shoppers 
continue to seek out retail stores that 
have a diversified product assortment 
and offer a superior customer 
experience.

In fact, according to a recent Retail 
industry Solutions Cognizant survey, 
four out of five purchases still are made 
in a physical store. The trick, however, 
is making sure that store is yours and 
not your competitors’.

To do so, retailers must research 
carefully today’s growing assortment 
of display options. POP displays, store 
fixtures, digital signage and interactive 
kiosks are solutions that otter differing 
advantages.

Many of these choices provide a win-
dow into other sales channels, such as 
the lnternet and social media, allowing 
shoppers to access outside resources 
while in-store.

3. Learn from success stories

Nothing speaks louder about the 
effectiveness of in-store merchandising 

Five Steps to Personalizing the In-Store
Customer Experience

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 Suntory
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@beamsuntory.com
Web: www.beamsuntory.com

Oven Baked Eats
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

Shamrock Group
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
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and display solutions than success 
stories like Mizuno.  

The sporting goods manufacturer 
turned to Frank Mayer and Associates, 
Inc. to finda unique way to display its 
wide assortment of sporting goods. 
The result: innovative, two-sided 
displays featuring modular components 
that merchandise multiple products 
and updatable graphic panels to 
accommodate a variety of golf wedges, 
baseball bats and running shoes.

For Mizuno, the modular rack not 
only showcased the retailers products 
in an interactive fashion, but also 
“unified the Mizuno brand across all of 
our divisions,” Cole said. “The solution 
was universally designed to accom-
modate any Mizuno product to ensure 
consistency of look and feel across all 
sports.” 

4. ask questions of potential display 
providers

Behind every groundbreaking display 
solution is a transparent consultative 
partnership between a display provider 
and a retailer. While many retailers 
know what they want, they have a hard 
time defining what they need. 

Asking a provider these questions can 
help clarity goals and lead to the best 
retail merchandising provider possible.

1. With the primary objectives of my 
project in mind, how can you help?

2. What look and feel can you create 
for the display?

(Review options, materials and 
installation requirements.)

3. What strategic decisions can you 
help me make in terms of where 
the unit will be placed, including 
environmental considerations and 
in-store traffic patterns?

4. How many units will be deployed 
and how quickly can you deploy them?

5. What size requirements can you 
recommend? 

(Enlist a provider who is willing to 
measure the necessary footprint and 
varying parameters.)

6. How long will the display be in the 
field? 

(Quality of materials differs among 
providers, so choose carefully.)

7. What products and how many 
of each will be displayed or 
merchandised? 

(Sample a provider’s offerings and how 
they can support varying weight and 
size requirements.) 

8. What are the packing and ship-
ping requirements?

(Some providers may insist on quick 
rollouts. While others encourage 
warehousing and shipping over a 
period of time.)

9. What are the installation and sup-
port requirements of the units‘? 

(Inquire whether installation assistance 
will be required and at what cost.)

5. implement and evaluate a new 
display strategy

There’s no such thing as simply 
flipping a switch when it comes to 
establishing a successful merchandising 
or display program. Rather, the first 
step often involves creating a timeline 
that maps out the process of selecting 
a solution through implementing a 
full-fledged deployment.

“A timeline is critical to success,” 
Holley said. “At first, a retailer might 
be concerned with store operations or 
marketing. But the reality is there are 
still set store dates that you have to hit. 
With a lot of big retailers, that’s a huge 
challenge. Setting a realistic timeline 
for installation and deployment can 
establish a solid foundation for a 
project.”

Once a timeline is established, retail-
ers need to decide between a test phase 
or a full roil out and whether a display 
will be set up in one run or in split 
production runs.

Thoughts on Pricing
Determining the proper price for a product 
is often more than just multiplying cost by 
a percentage.  

Sure, MMBA has some basic mark-up 
guidelines, but there are many factors in 
determining which items should be sold at 
what price and when.

Pricing can be set to maximize profitabil-
ity for each unit sold or from the market 
overall. 

It can be used to defend an existing market 
from new entrants, to increase market share 
within a market or to enter a new market.

Businesses may benefit from lowering or 
raising prices, depending on the needs and 
behaviors of customers and clients in the 
particular market. 

While discussing this topic at a recent 
MMBA board meeting, a director discussed 
a recent promotion utilizing a concept seen 
at many convenience stores --- whereby the 
discount was offered with the purchase of 

two identical items, but the cost of a single 
item was more than half the promotional 
price.

So, a customer could buy two bottles of 
water for $2.00, but if they only bought one 
bottle, it would cost $1.39.

This concept is different than a large Twin 
Cities grocery chain, where two products 
are priced at a discount, but if only one is 
purchased, the price is half the promotional 
price. 

So, a customer could buy two packages of 
cheese for $4.00, but if they only bought 
one package, it would cost $2.00.

One approach is not necessarily better than 
the other.  

However, it is this type of thought process 
and consideration that is leading your 
humble executive director to do an exten-
sive pricing seminar at the 2015 Annual 
Conference.



MMBA Commercial Members Are Available to You! Contact Them!

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

Quality Stainless, Inc
Contact: Tony Roisen
Address: 9522 Cambridge St
 Minneapolis, MN 55426
Phone: (952) 746-1780
Fax: (952) 746-1784
E-mail:  troisen@qualitystainless.com
Web:  www.qualitystainless.com

Bellboy Corporation
Contact: Dave Gewolb
Address: 2220 Florida Ave S
 Minneapolis, MN 55426
Phone: (952) 544-8178
Toll Free: (800) 819-2355

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

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

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

Gold Member

Supporting Member

Silver Member
Life Media, Inc.
Contact: Mike Juszczak
Address: 2928 Dean Parkway, Suite 51
 Minneapolis, MN 55416
Phone: (612) 920-5433
Fax: (952) 881-7797
E-mail: mike@lifemediainc.com
Web: www.lifemediainc.com

Majestic Fine Wines
Contact: Jim Clark 
Address: 4026 Vincent Ave N,
 Minneapolis, MN 55412
Cell: (612) 669-1910
E-mail: jim.clark@jfwmail.com
Web:	 www.majesticfinewines.com

Midwest Hospitality Solutions 
Contact: Dave Putz
Address: (612) 232-9280
Toll Free: (866) 904-6527 
E-mail: www.midwesthospitalitysolutions.net

Mike’s Hard Lemonade
Contact: Brady Blaska
Cell: (651) 280-7160
E-mail: bblaska@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

Wells Fargo Insurance Services
Contact: Tony Baldwin
Address: 4300 MarketPointe Drive, Suite 600
 Bloomington MN 55435
Phone: (612) 819-0540
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

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
 

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:  jvanschoick@pabst.com
Web:  www.pabst.com

Arvig
Contact: Lori Hammer
Address: 150 Second Street SW
 Perham, MN 56573
Toll Free: (877) 242-1351
Fax: (218) 346-5397
Cell: (218) 770-5978
E-mail: lori.hammer@arvig.com
Web: www.arvig.com

Bacardi USA
Contact: Jeff Lange
Address: 6531 106th Ave North
 Brooklyn Park, MN 55445
Phone: (763) 428-1048
Fax: (763) 428-1048
Cell: (763) 234-8181
E-mail: jlange@bacardi.com
Web: www.bacardi.com

BIG WOOD BREWERY
Contact: Jay Moor
Address: 222 - 4th Street
 White Bear, MN 55110
Phone: (612) 850-2980
E-mail jay@bigwoodbrewery.com 
Web: bigwoodbrewery.com

BNG Technologies
Contact: Geoff Zibell
Address: 1405 Prairie Parkway, Ste C
 West Fargo, ND 58078
Phone: (701) 205.3019 ext 8012
Fax: (888) 444.8475
Toll Free: (888) 444.8471
E-mail: geo.z@bngtechnologiesllc.com

Dailey Data & Associates
Contact: Mary Dailey
Address:  701 Decatur Ave. N
  Golden Valley, MN 55427
Mobile: (612) 275-9900
Fax: (763) 253-0481
Web: http://daileydata.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

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:  426 Morgan Avenue South
 Minneapolis, MN 55405
Email:  Brandon.Colpitts@ejgallo.com

Fetzer Vineyards
Contact: Mark F. Goldberry
Cell: (414) 614-7058
E-mail: mark.goldberry@fetzer.com
Web: http://www@fetzer.com

Heartland Payment Systems
Contact: Karen Lamb
Cell: (763) 607-0286
Fax: (763) 592-7911
E-mail: karen.lamb@e-hps.com

Higher Standards
Contact: Troy Kochevar
Address: 2801 East Cliff road
 Burnsville, MN 55337
Phone: (612) 701-6156
Fax: (952) 736-1701
E-mail: troy_kochevar@hotmail.com
Web: www.higherstandards.net

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

Silver Plus Bronze Member

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: Steve King
Address: P.O. Box 120
 Rogers, MN 55374
Phone: 763-463-2000
Fax: 763-463-2001
E-mail:   steveking@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

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






