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ON THE COVER
One of the toughest parts of security planning is overcoming the 
“It Can’t Happen to Me” attitude.

Here is a recent note from an MMBA member…

Late last year, we had an attempted break in on our front door.

The lock was drilled out and there had been an attempt to crow bar 
the door frame open.

I didn’t expect the same people would come back 4 days later and 
succeed by coming through our patio door.

See page 8 for the rest of the story.
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Brenda Visnovec
President

MMBA President’s Message

Welcome 2015! Here is to hoping that 
each of you had a happy and prosper-
ous holiday season!

Over the past four months we all know 
the market has changed! In the last 
issue, we discussed how all of you can 
compete with Total Wine & More. Now 
many of you may believe that 
being three or four hours away from the 
Metro provides you some protection 
from this new behemoth in the industry,
but that couldn’t be further from the 
truth.

Total Wine & More entered the Market 
in September. By December, the small 
town of Twin Valley, which is on the 
North Dakota border and more than a 
four hour’s drive from the Metro area 
had received requests for a Total 
“proprietary” product called Veil Vodka.

Thinking forward…. How will those 
requests multiply once Metro area 
customer’s start traveling north for the 
tourist season!

Is this bad news for the outstate munici-
pal operations? ABSOLUTELY NOT!

This is OPPORTUNITY KNOCKING!!

These products are not exclusive to 
Total Wine & More. In the State of
Minnesota, any product carried by a 
wholesaler for one retailer must be 
available to all. Any one of our
operations could have demanded to 
carry Two Buck Chuck or even 
Costco’s Kirkland brands. The
difference is those retailers did not call 
out municipal operations informing 
them that they were going to put them 

  who are supporting your needs, and   
  hold those who aren’t accountable.

Now for the advantages in carrying 
Total Wine proprietary items:

 1. These items are extremely profitable  
   as Total Wine has some wines   
   marked up more than 400% with 
   the majority of these proprietary   
   labels marked up around 140-150%  
   range.

 2.  These items have clean packages   
   and are excellent juice within the   
   bottle.

 3.  We have heard from several bright  
   retailers from the north jumping 
   on board with the understanding 
   they can appeal to the tourist 
   industry. They are out to 
   demonstrate they have selection 
   and pricing that will compete 
   with the biggest of retailers. The 
   weekend visitor can shop their   
   stores and be serviced rather than 
   hauling product with them.

 4.  Best reason I can provide though,   
   is they sell! Not only for Lakeville, 
   but for others that have taken the   
   charge including those outside of   
   the metro area.

If you need the list of “Total Proprietary 
Items” please do not hesitate to contact 
Paul or myself.

Good luck and here’s to hoping you 
make lots of money during the sum-
mer tourist season (since we know the 
Snowmobile Gods were not good to 
you this winter)!

out of business, nor did they overinflate 
the retail prices of these products while 
selling other items at or below cost!

In Lakeville, we have brought in 40 dif-
ferent wines that are “Total Proprietary 
Labels”. We selected a wide range to 
include all different price points as well 
as all different categories.

Page 6 has a list of our ten largest 
wine categories and the top ten 
sellers over the past two months. The 
wine italicized and in bold are the 
“Total Proprietary” wines, those with 
the double asterisks are the most 
profitable item within the category. As 
you can see these wines are more than 
viable! They are excellent quality, have 
appealing labels, and are extremely 
profitable and successful!

Are there any downsides to selling this 
product? Some, but they are minor in 
comparison to the rewards!

 • Orders typically require a month   
  lead time in order to get the products  
  in stock. But once you learn how they  
  sell, it is easy to forecast the sales to  
  ensure these items remain in stock.

 • Items must be submitted to Gary   
  Stokvis at Johnson Brothers directly  
  and can not be submitted by your
  regular sales reps. You can contact   
  Gary by email at 
  gstokvis@johnsonbrothers.com

 • Finally, your sales reps will be upset!  
  But I look at it this way, we carry 
  2080 different wines. At this time,
  we carry 40 wines that are “Total   
  Proprietary”. That is less than 2% of  
  all the wine products we carry. Yes,   
  we have some upset sales representa- 
  tives, but as responsible operators, 
  we need to remember, our job to 
  perform and make the best decisions  
  for our city, not what is always the   
  easiest, nor should our judgment be   
  swayed based on friendships.
  Remember to reward those sales reps  



REFRESHMENT
EXPRESS.
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  1.   Always be on time
 
  2.   Never steal.

  3.   Come to work happy & stay happy 
    at work.

  4.   Surface all issues/problems with  
    the appropriate person or 
    management. DO NOT bicker or 
    whine about others.

  5.   Be flexible in your start and finish  
    times.

Simple Code of Conduct
  6.   Hard work and enthusiastic 
    attitudes will be rewarded.

  7.   Treat our guests like “guests”.

  8.   Nothing is too much trouble   
    for our guests.

  9.   Always keep busy. When there is  
    nothing else to do - clean.

  10.  Always help a co-worker in   
    need.

Domestic Cabernets - 166 

Carnivor Cabernet               
Coppola Diamond Cabernet      
Louis Martini Sonoma Cabernet                 
Bridgman Cabernet         
Beringer California                        
Chat. Ste Michelle Indian Wells    
Josh Cabernet        
BV Coastal Cabernet   
Carson Ridge Cabernet  ** 

Domestic Merlots - 90 

Coppola Diamond Merlot       
Bridgman Merlot  **        
Beringer California Merlot                  
Ste Michelle Indian Wells Merlot       
Barefoot Merlot      
Josh Merlot                                     
Crane Lake Merlot                             
14 Hands Merlot                            
Blackstone Merlot                         
Cupcake Merlot 

Domestic Pinot Noirs - 101 

Mark West Pinot Noir        
Coppola Diamond Pinot Noir                 
La Crema Pinot Noir        
Cloud Break Pinot Noir Reserve  
Rodney Strong R. River Pinot Noir   
Mirassou Pinot Noir                 
Mondavi Private Selection    
Carmel Road Pinot Noir    
Votre Sante Pinot Noir      
Sonoma Cuvee Pinot Noir ** 

Domestic Zinfandels- 47  

Mondavi Private Selection            
Ravenswood Vintners                         
Bogle Zinfandel                      
Sobon Cougar Hill Zinfandel            
Gnarly Head Zinfandel                      
Oak Ridge Lodi Zinfandel  **                 
Decoy Zinfandel                                  
Coppola Diamond Zinfandel            
Seven Deadly Zins                                 
Cline Ancient Vines Zinfandel 

Italian Imports - 108 

Cupcake Pinot Grigio    
Ecco Domani Pinot Grigio    
Santa Margherita Pinot Grigio    
Piazzini Chianti Classico  **     
Gabbiano Pinot Grigio       
Gabbiano Chianti DOCG        
Atoria Pinot Grigio                           
DaVinci Pinot Grigio        
DaVinic Chianti Classico     
Ecco Domani Moscato   

New Zealand Imports - 29 

Cupcake Sauvignon Blanc     
Kim Crawford Sauvignon Blanc    
Nobilo Sauvignon Blanc     
Grey Rock Sauvignon Blanc         
Grey Rock Reserve Sauv. Blanc **   
Kono Sauvignon Blanc                  
Oyster Sauvignon Blanc                
Monkey Bay Sauvignon Blanc      
Sileni Sauvignon Blanc              
Whitehaven Sauvignon Blanc    

South American Imports - 116 

Piatelli Malbec      
Gascon Malbec         
New Age White      
Trapiche Oak Cask Malbec           
Flichman Malbec Tupongato **        
Punto Final Malbec                         
Alamos Malbec          
Oko Malbec             
Santa Julia Malbec      
La Joya Reserve Syrah 

Domestic Other Reds - 164 

Apothic Red      
Menage a Trois Midnight     
Coppola Diamond Claret                   
14 Hands Hot to Trot Red      
Menage a Trois Red                                
Bogle Petite Sirah   
Red Theory Red Blend      
Hi Jinx Red Blend **   
Columbia Crest H3 Red Blend      
Coppola Diamond Red 

Sales are reflective from Dec. 1, 2014 through Jan. 31, 2015                                                                                             
Items italicized are Total Wine “proprietary labels”                                                                                               

Items with double asterisks is the wine with the highest gross profit percentage within sub-category 



However, an informal pricing check 
would suggest the Fergus Falls stores 
offer competitive pricing.  
 
If they were not, more residents would 
buy their alcohol elsewhere. In addition, 
the two locations and large selection, 
thanks to the city’s investment in the 
west side liquor store, seem to meet the 
demands of consumers.
 
A municipal liquor store system may not 
work for every community.  
 
But it works for Fergus Falls, and at this 
point, should stay that way.
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Fergus Falls Daily Journal Editorial 
Without it, the Fergus Falls City Council 
would have had to reduce city services or 
raise property taxes to make up the gap.
 
•  Not allowing private entities to sell 
liquor also ensures the profits stay in 
Fergus Falls. While private liquor stores 
might have local ownership, it’s certainly 
not a guarantee.  
 
It may well be that profits generated from 
private liquor stores may be shipped out 
of Fergus Falls.
 
•  It’s possible that competition would be 
beneficial to consumers in the form of 
lower prices, more variety and 
additional locations.  
 

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

                  

         Over 30 years retail experience

(763) 253-0481    www.DaileyData.com

Would you like to Increase sales and profitability?

Our team at Dailey Data and Associates is dedicated to helping our clients succeed with the

nation’s number one specialty retail solution. Below are just a few of the benefits you will

enjoy with NCR CounterPoint:

 Full Inventory Management System

 Purchasing with Purchasing Advice and Forecasting

 Mobile Lookup and POS Solution via the CPMobile App

 Fully Integrated eCommerce Solution (NCR Retail Online)

 In-System Gift Card Management (also supports third party SVC 

processing)

 Flexible Customer Loyalty Program

 Integrated E-Mail Marketing System (NCR Customer Connect)

 Sales Alerts Sent to Your Mobile Device (NCR Smart Alerts)

 Secure and Encrypted Card Payment Solution (NCR SecurePay)

 PCI-DSS Compliant Software and Hardware

 World Class Computer Hardware and Peripherals

Call us today for a free demo or contact us at info@daileydata.com.

Dailey Data and Associates 763-253-0481.

As it typically does, the Fergus Falls 
Municipal Liquor Store was among the 
top 10 municipal liquor stores in 
Minnesota in terms of revenues, and 
second among cities outside the Twin Cit-
ies metro area.
 
While some may prefer allowing 
private liquor stores rather than two 
city-operated stores, the facts seem to sug-
gest keeping the system as it is makes the 
most sense.
 
•  The municipal liquor store will 
 contribute $500,000 to the city’s 
 general fund for 2015.  
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It Can’t Happen Here 
Late last year, we had an attempted 
break in on our front door.  
 
The lock was drilled out and there had 
been an attempt to crow bar the door 
frame open.  
 
I didn’t expect the same people would 
come back 4 days later and succeed by 
coming through our patio door.  
 
I received a phone call from our 
security company at 3:16am on Friday, 
November 21st that the alarm was 
going off and wondering if they should 
dispatch out law enforcement.  
 
I instantly replied yes and got out of 
bed to head into town to meet our local 
law enforcement to assess the situation.
 
Upon arrival at the Liquor Store the 
police officer said he had checked the 
front and back door and said they were 
secure.
 
As I looked into the front door, I 
noticed glass all over and asked if he 
had checked our patio door because it 
appeared it was broken out.  
 
We entered the building so he could 
search the inside.  
 
I immediately went to the office and 
noticed the door was broken down and 
the safe was gone.  
 
After our remodel, bolting the safe to 
the floor was always something that 
was on my “To Do List” but other 
things got moved ahead on the list 
and as it got moved farther and farther 
down the list I never really gave it 
much thought.
 
5 years ago we were robbed and our 
entire safe was cleaned out because my 
bartender had forgotten to lock the safe 
before she left for the night.  
 

•  Panic Button.  
 
We have a panic button installed for the 
safety of our bartenders when they are 
here and something would occur.  
 
It immediately dispatches out law 
enforcement to come.
 
•  BoLT YoUr saFe To THe 
FLoor.
 
Our new safe is now bolted to the floor 
and make sure it is reinforced securely.
 
•   Do not keep a large amount of cash 
in the safe at closing.  
 
We do a money drop to the bank every 
night.  
 
All that is left in the safe at closing is 
the rolls of extra change.  
 
All checks, currency and credit card 
receipts go to the bank.  
 
This time we only lost $216 worth of 
change which is still a big deal, but it 
could have been a lot worse.  
 
Our local law enforcement is supposed 
to come and escort the closing bartend-
er to the bank each night but sometimes 
that is not always possible if they are 
out on another call.
 
•   Talk with your staff and tell them 
if they witness anything suspicious to 
let management know and document 
it.  
 
The people who broke in were in the 
week before and gave my bartender a 
bad feeling.  
 
After she described them we were able 
to go back to that day on our security 
cameras and match the description of 
the vehicle and driver.

 (Continued on page 10)

It was not an inside job, just careless on 
the bartender’s part to not double check 
to make sure the safe was locked before 
leaving for the night.  
 
The person broke in was never found 
and got away with about $3000.  
 
After that incident our closing 
procedures were changed.
 
Here are some things to help protect 
you from a break-in/robbery:
 
•  install cameras inside and around 
the perimeter outside of your 
building. 

We were fortunate enough to have a 
good camera system that we were able 
to download footage. 

The 2 men who entered the building 
were completely covered from head to 
toe, but we were able to get a vehicle 
description and a clear view of the 
driver from our cameras in the back of 
the building. 

The driver of the vehicle sat with the 
dome light on so we were able to get a 
shot of his face.

•  Have an alarm system that does 
not run through your phone line.  
 
When our alarm is armed and a code 
is not punched in upon entering the 
building the alarm goes off.  
 
Alarms that run through your phone 
line to dispatch out the security 
company are not as effective as alarms 
that run through cell service.  
 
People who want to break in, more than 
likely have investigated your place and 
know where your phone line is to cut it 
before entering the building.
 



Luscious
 Silky

Smooth

- Introducing Sutter Home Red Blend - 

©2014 Sutter Home Winery Inc., St. Helena, CA

SutterHome.com

Proudly sold and distributed by Phillip’s Wine and Spirits.
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It Can’t Happen Here
(Continued)

•  The people who robbed 
us were in and out of the building in
2 minutes and 30 seconds, there was no 
way they were going to be caught

By the time law enforcement was dis-
patched from the security company the 
3 people were already gone and out of 
town.  
 
However, by having a camera & alarm 
system we were able to get footage for 
our law enforcement for an investigation.

•  If a robbery ever happens to you, 
make sure not to disclose any informa-
tion that could potentially ruin the 
investigation.  
 
When I get asked by customers if 
there have been any leads in the 
investigation, I reply “I can’t talk 
about it”.  
 
Of course customers will make their own 
assumptions anyway, but I do not want to 
interfere with the investigation by telling 
them the things I do know.
 
•  Please don’t have the “It can’t 
happen here” attitude.  
 
You never know if a break-in or 
robbery is going to happen.  
 
Now is the time to evaluate your 
procedures so it doesn’t happen to you.
 
I didn’t think it would happen here twice 
in 5 years either but I am 
really glad we changed our closing pro-
cedures because it could have been a lot 
worse this time around.
 
Cheers!

Karissa Kurth
Buffalo Lake Liquor 

2/23/2015 Fwd: Re: Logo - SiteMail - Msg

http://webmail.qwestoffice.net/sitemail/reademail.php?id=10585&folder=Inbox&print=1 1/1

From:   Paul Kaspszak <kaspszak@visi.com>      Sent:  Sun 22/02/15 16:37 

To:   cr graphics <crgraphics@qwestoffice.net> Priority:  Normal 

Subject:  Fwd: Re: Logo

For Page 10.....

On Feb 22, 2015, at 3:39 PM, Paul Kaspszak <kaspszak@visi.com> wrote:

Hi,

Can you send me a b/w SMART logo?

Thanks,
Paul

********** This e-mail may contain information that is privileged, confidential or otherwise protected from disclosure. If you are not the intended recipient or
otherwise have received this message in error, you are not authorized to read, print, retain, copy or disseminate this message or any part of it. If you are not
the intended recipient or otherwise have received this message in error, please notify us immediately by e-mail, discard any paper copies and delete all electronic
files of the message. ********** 

  From: Paul Kaspszak <kaspszak@visi.com> - Fwd: Re: Logo

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

Minnesota’s current alcohol regulations are smart, 
balanced, and supported by many citizens and our local 
small businesses. 

Get Involved at www.mnSMART.org



CELEBRATING GROWTH
IN GOOD COMPANY 

Cheers to You, Our Trade Partners, Who Help Us Build 
Award-Winning Growth Brands Year After Year

Established 
Growth

Rising Star
Established 

Growth

Established 
Growth Fast Track Rising Star

©2015 Beam Suntory Inc., Deerfield, IL USA.
All trademarks are the property of their respective owners.



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 Marie Johnson, Perham Focus
 
Everyone, raise your glasses in a 
toast to Landmark Liquors. Perham’s 
burgeoning municipal liquor store had 
another record-setting year in 2014, and 
that means more money saved for local 
taxpayers.
 
For the first time in history, the store 
surpassed the $3 million mark in annual 
sales volume, raking in $3,063,790 - an 
increase of $128,135, or 4.4 percent, 
over 2013.
 
Almost 3,100 additional customers 
came through the doors last year, and 
customers spent an average of 42 cents 
more on purchases than they did the 
year before.  

Sales of beer, wine and liquor all 
increased. The store’s net income 
went up, while operating expenses 
stayed the same.
 
In short, as store manager Bob Dreger 
said, “2014 was a very good year for 
Landmark Liquors.”
 
The store has been consistently 
growing in recent years, with a sales 
increase of 28 percent over the past 
four years alone.
 
City Manager Kelcey Klemm said the 
rising profits show city leaders were 
right to relocate the liquor store in 
2008, moving it from the lower level 
of City Hall to a larger building of its 
own on a site that’s easily visible from 
Highway 10.
 
The decision to move the store “was 
controversial at the time,” said Klemm. 
“But the then-city council and city 
manager made a good decision to 
relocate. It’s proven itself. It’s paid off.”
 
Revenues from the liquor store help 
fund the city’s day-to-day operations 

as well as special capital projects, and 
are also used to support events and 
organizations such as the Perham Area 
Community Center, the East Otter Tail 
County Fair and the city’s two 
museums.
 
The more money the liquor store 
makes, the more can be used for these 
purposes, and thus taxpayers are relied 
on less.
 
Klemm said $40,000 of last year’s 
liquor store revenues went into the 
city’s general fund, helping to keep 
the tax levy down, while another large 
chunk has been designated to help pay 
the city’s share of repairs to the library.     
 
(The city expects to pay $257,000 this 
year to rid the library of mold, while a 
state grant will pay another $257,000.)
 
The overall impact on taxpayers is 
worth noting.   
   
If there were no liquor store revenues 
to factor into the city budget, according 
to Perham Finance Officer Patti Stokke, 
the city’s tax levy would have been 11 
percent higher in 2014.
 
Stokke said the store’s contribution to 
the general fund has long been a part of 
Perham’s annual budget.     
 
The amount reserved for the general 
fund hasn’t changed in recent years, 
so excess or unexpected revenues 
are available to put toward other 
needed projects, such as the library 
renovations.
 
“’Our profits get poured back into our 
community,’ is the slogan on our sign,” 
said Dreger.     
 
“It’s important to keep your dollars at 
home. I think people are realizing what 
an impact we have on the community.”
 

Dreger said Landmark Liquors’ growth 
is fueled by Perham community 
members.    
   
Though summer shoppers and some 
out-of-towners boost the store’s bottom 
line, it’s the year-round local customers 
who provide a “stable base” for the 
store, he said, “and that’s what makes 
us successful.”
 
He also credits the store’s competitive 
everyday prices, as well as sales, 
discounts, promotional items and 
friendly customer service from his 
staff.     
 
Customers who stop in from out of 
town, he said, “really like the small 
town, friendly atmosphere... We get so 
many compliments from people on the 
beautiful building and store, and the 
variety that we have.”
 
To help keep the store growing into 
the future, Dreger said there are plans 
to upgrade point-of-sale technology so 
credit cards with smart chips can be 
processed.   
   
There will also be more craft beers put 
on display in the main aisle, along with 
some new wines.
 
“There will always be something 
different here, to keep it fresh and 
exciting,” Dreger said. 

Raise Your Glasses to Landmark Liquors 
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   others, and 90 percent show ethics   
   and integrity in their work.
 •  But there are missed opportunities,   
   too. Job references report that 
   almost a third of job candidates for 
   customer service and sales roles   
   have room for improvement when   
   it comes to their ability to 
   encourage customers to upgrade or 
   buy new products or services.   
   More than one in four could work  
   on their ability to give customers 
	 	 	 specific recommendations about   
   company products and services, 
   based on information they learn 
   about the customer.

   Bixler said, “Employers will be well  
   served by seeking out candidates 
   who have shown that they can use   

   creativity and strategic thinking to   
   create smart solutions to customer  
   problems.”

The bottom line

“Whether in-store, on the phone or 
online, retailers may not be completely 
satisfying customers and could be 
leaving sales on the table if they don’t 
make the right hiring decisions this year,” 
said Bixler.

He added that smart, strategic 
companies can set themselves apart 
and boost their bottom lines by hiring 
customer service and sales representa-
tives who have demonstrated that they 
are great listeners and able to engage 
thoughtfully with customers.

What to Look for When Hiring

Service Animals
The topic of service animals in restaurants is back in the news because 
of a Wisconsin woman who brought a baby kangaroo into a McDonald’s 
and claimed it was a service animal because it gave her emotional 
support.  
 
The only animals recognized by the U.S. Department of Justice as 
service animals are dogs and miniature horses.  
 
This is the official definition under the Americans with Disabilities Act:
 
Service animals are defined as dogs that are individually trained to do 
work or perform tasks for people with disabilities.  
 
Examples of such work or tasks include guiding people who are 
blind, alerting people who are deaf, pulling a wheelchair, alerting and 
protecting a person who is having a seizure, reminding a person with 
mental illness to take prescribed medications, calming a person with 
Post Traumatic Stress Disorder (PTSD) during an anxiety attack, or 
performing other duties.  
 
Service animals are working animals, not pets.  
 
The work or task a dog has been trained to provide must be directly 
related to the person’s disability.  
 
Dogs whose sole function is to provide comfort or emotional support do 
not qualify as service animals under the ADA.

By Dana Manciagli , Mpls / St. Paul 
Business Journal

The holiday season may be over, but 
retailers still need to be savvy recruiters 
as 2015 kicks off. One estimate says that 
retail hiring should be up 24 percent in 
the first quarter of this year.

With consumer confidence and spending 
ramping up, retailers will be looking for 
fresh talent to fill out their ranks as they 
try to reduce turnover — especially as 
seasonal workers depart.

During this transition, they’ll face a pe-
rennial challenge: Making sure they hire 
the right people for the jobs. Knowing the 
specific traits to look for when building 
sales teams can make or break retailers’ 
bottom lines.

Why it matters

It turns out that hiring sales staff with 
good customer service skills can be a 
great way to boost business. A recent 
study by American Express found that 
more than two-thirds of retail customers 
say they are willing to spend more money 
— 14 percent more, on average — at a 
company they believe provides excellent 
customer service.

What are the top traits that companies 
should be looking for when hiring for 
these roles? SkillSurvey, a company of-
fering sophisticated software that gener-
ates insights about job candidates based 
on reference feedback, recently released 
new statistics on retail workers based 
on feedback from almost 17,000 refer-
ences on about 4,500 job candidates. Ray 
Bixler, CEO of SkillSurvey, puts these 
insights into context:

 •  Customer service and sales job   
   candidates are generally strong   
   when it comes to people skills. 
   Almost all of them (95 percent) 
   are rated highly when it comes   
   to treating people with fairness   
   and respect. Similarly, 93 percent 
   are honest when dealing with 
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care about and what problems keep 
them up at night.

Too many animations

Animations are fun for the person 
programming the presentation, but 
they usually add nothing. Keep things 
simple. The fewer bells and whistles 
your presentation has, the less likely 
things are to go wrong.

Too much text

In order to create an emotional 
response in your audience, use 
full-screen pictures. Use text for hard facts.

disorganized presentation

When developing a presentation, most 
people open up PowerPoint and start 
writing. That’s a bad idea. Instead, first 
use sticky notes to storyboard your 
presentation. It will save you lots of 
time and will help you organize your 
presentation. Plus, having limited space 
on a sticky note will help you maintain 
the three-second rule.

no rehearsal

A grave mistake that speakers and 
presenters make is neglecting to 
practice enough. Practice by yourself 
in front of a mirror; then practice in 
front of a colleague or friend. Practice 

more than you think you should. The 
more times you’ve rehearsed, the more 
smoothly your presentation will go.

Last-minute changes

It’s tempting to make adjustments right 
up until you walk on stage, but doing 
so opens you up to mistakes. Lock 
down your presentation a day or two 
beforehand; then, don’t change a thing.

Technical difficulties

Most of us know the pain of waiting for 
a presenter to figure out how to make 
the projector work, or worse, listening 
to a presentation without slides because 
he couldn’t make it work. Be prepared 
to connect your equipment to anything; 
a few dollars spent up front to buy 
all the right connectors will save you 
embarrassment and headaches. Know 
beforehand the kind of projector, the 
size of the screen and the layout of the 
room so you’re prepared for anything.

Eliminating these 10 common mistakes 
will set you head and shoulders above 
your unprepared peers, whether you’re 
presenting to your peers in a small 
conference room or giving a TED talk 
to an international audience.

Editor’s Note: Segments of this 
article were taken directly from a 
LinkedIn.com article by Bernard Marr.

10 Presentation Mistakes to Avoid

Get Involved at www.mnSMART.org
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  From: Paul Kaspszak <kaspszak@visi.com> - Fwd: Re: Logo

For some, public speaking is an 
opportunity to shine; for others, it’s 
a nightmare.

Wherever you fall on that spectrum, 
understanding these 10 common 
presentation mistakes—and knowing 
how to fix them before they happen—can 
mean the difference between a presen-
tation that’s a career maker or a career 
breaker.

Too much content

According to presentation expert Paul 
Vorreiter of ReflectiveSpark.com, a 
company aimed at improving 
presentations and public speakers, your 
audience should need no more than 
three seconds to read and understand 
each slide. If they’re busy reading the 
slide, they’re not paying attention to 
what you’re saying.

Too many bullet points

Bullet points don’t tell a story, and a 
slide with 10 bullet points violates the 
three-second rule. Instead, break up 
that one overloaded slide into 10 slides 
with one idea each.

Relying on facts and figures instead 
of a story

A crucial mistake is failing to tell a 
compelling story. Instead of telling 
your audience that revenue is up 300 
percent, detail how the revenue was 
increased or what the company is doing 
with the profits.

Making it all about you

The audience isn’t there to try to 
decipher the tiny text on your boring 
slides. Make the presentation about 
them. Turn it into an event, something 
they will want to talk about with others. 
Know who your audience is, what they 





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: Jeffrey VanSomeren 
Address: 4026 Vincent Ave N,
 Minneapolis, MN 55412
Cell: (612) 612-807-6170
E-mail: Jeffrey.VanSomeren@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






