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WIRTZ BEVERAGE g .
MINNESOTA

Innovative brands, creative promotions,
and the best in class craft selection of
spirits, beers and wines - we stand
committed to serving and partnering with
our customers and those they serve.

Wirtz Beverage Minnesota continues to
strive to be the best in market. Our loyal
customers and dedicated employees
have adapted to an ever changing market
with the same tough mindedness of those
who built our industry.

Wirtz Beverage Minnesota is a true
partner and will continue to press forward
with technologies to improve on our
business partner’s expectations and
service. We continue to be committed to
all Minnesota communities and look
—forward to-an-excellent future together—- ==

489 North Prior Avenue « St. Paul, MN 55104 . 651-646-7821

www.wirtzbev.com/minnesota ¥ @WirtzBevMn fWirtzBeverageMinnesota
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MMBA President’s Message

Brenda Visnovec
President

I’ve been employed by the City of
Lakeville for more than 32 years. Yes
some may consider me a dinosaur, but
the only way I will lose my value to
this operation, or shall we say become
extinct, is if [ fail to keep my openness
to change. After all, evolution is a part
of life whether you like it or not.

When I first became employed with the
city, there were no discussions outside
of city hall about how the liquor stores
benefitted the community, nor were
they any interactions with fellow
business members or civic organiza-
tions. The entire premise of participating
in the annual community celebration
was precipitated on ensuring the liquor
store ran a special in the local newspa-
per and we didn’t run out of ice for that
weekend.

Well times have changed.... Working
outside of our brick and mortar walls
has become a full-time job in and of
itself.

Last year Lakeville Liquors helped
raise nearly $100,000 in proceeds and
donations collected in the stores and
throughout community fundraising
events. Some of these are very simple
events, with all tools and mechanisms
provided by MMBA including the
Coat, Food, Military and Animal
Fundraisers. Others take a lot more
creativity, evolution and hard work.

Some of our favorite events include:

1. Kash For K-9’s. This is actually
through the MMBA animal fund
raiser, but as Lakeville didn’t
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have an animal shelter in the city,
we determined all proceeds
would go towards a new police
service dog. Last year we raised
over $6,000 from this fundraiser.
This year we are anticipating
proceeds to reach $10,000. This
was simply done by distributing
baseball card pictures of the service
dogs currently in action, and
asking customers to leave their
change at the registers. Timing
could not have been better as one
of our canine officers has come
down with health issues and his
ability to continue serving is
unknown. In just two years, the
Liquor Department will have
raised all the funds necessary to
purchase the next canine officer
in Lakeville.

2. Fish Bites at the MN Zoo. At this
event the zoo brings in 10-12
chefs all serving sustainable
fresh water or seafood dishes.

We match it up with sustainable
wines. This event hosts about
200 people with all proceeds
benefitting the zoo. It is great
public relations score for our
operation.

3. Another event that began through
the coordinating efforts of the
Liquor Department is our annual
on-line auction.

This auction event serves two purposes:

*  We hire an on-line auction
company to sell city assets that
have exceeded their usefulness
in the city.

* We have a day in which residents
can drop off and donate items of
value, with all items sold through
the on-line auction with proceeds
targeting a specific program or

event. The past few years it has
been the Heritage Center which is
a venue for our Seniors, local
Beyond the Yellow Ribbon
group, and our historical society.
Over the past four years this
auction has raised over

$50,000 for this facility.

People have been extremely
generous donating art, tools
furniture and more! In addition,
all dealer loaders received in the
Liquor Stores are also sold
through this auction and again
all proceeds going towards the
same program or facility.

In all total last year, we participated in
14 civic or community events through-
out the city. This is inaddition to our
four wine club tastings, two craft beer
tastings and four wine academy events.
But this is the evolution of our business
and Lakeville is not the only operation
participating in such events.

In Alexandria, staff have coordinated
an Art Crawl as well as races involv-
ing wine filled glasses on trays for the
annual release of the Nouveau wines.
In Fifty lakes, they have held frozen
T-Shirt contests and coming soon they
recently held their Kentucky Derby
celebration with stick horse races and
prizes for the most fashionable hats.

The list of operations working outside
of their business walls and getting
involved in their communities could go
on and on, but the point is..... Is your
operation evolving as it should, or are
you a dinosaur?

Please, if you have promotions or
ideas that are working well in your
community, please let us know!
Feeding our members ideas only
makes us stronger as an organization!
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THIS |S GOLDEN COU NTRY.
R A TASTE THAT' S SURPRISINGLY sMOOTH

CoLD-FILTERED FO
SHING. LIKE DRAFT BEER IN A BOTTLE.

AND VERY REFRE
MicHELOB GOLDEN DRAFT LIGHT. You’'RE GOLDEN.
RESPONSIBILITY MA‘I’I’ERS‘“
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Running a Successful Bar

By: foodservicewarehouse.com

The following tips offer a few funda-
mental suggestions for those looking to

run an efficient, profitable bar business:

Be responsible

Running a bar operation is a risky busi-
ness, not only because of the nature of
the business but due to the potentially
dangerous product.

Alcohol affects all people differently,
and all bar staff should be aware of

how to serve it responsibly, as well as
how to cut someone off when needed.

Take time to learn the local laws and
licensing requirements as well to keep
your operation legally sound.

Caring for customers, following the
law and being responsible with product
are important, not only for your
reputation but for your customers’
health and safety.

Train your staff

A well-trained staff is essential to your
business.

Bartenders who know their craft inside
and out will be more likely to help your
bar stand out above the rest.

Beyond training them to be skilled
behind the bar, your bartending staff
must be personable, friendly and
generally able to converse with
customers.

Use a POS system

Few contemporary bar businesses can
run successfully without an electronic
point of sale (POS) system.

Busy nights with lots of people require
a system to help organize orders and
account for transactions.

A POS system is ideal for keeping track
of transactions as well as analyzing sales.
Create a signature drink

Creating a signature drink is important
to developing a unique vibe and identity
for your bar.

Putting your own spin on your drink
menu gives customers a special reason
to visit your bar instead of the one
down the street.

Organize the back bar

Unless your bartenders’ work space is
well organized, bartenders will be bump-
ing into each other and wasting time
running back and forth to fulfill orders.

Organize your back bar area so that the
major drink-making stations are in the
same areas.

For instance, group your beer taps
together so that a bartender filling an
order of beer will not have to run from
one end of the bar to another to pour
two different brews.

Market your drink specials

Marketing can be as simple as
word-of-mouth, or you may have a
strong, financially-backed campaign to
reach more people in the area.

Even a well-constructed happy hour
menu and a few table tents can provide
some good marketing for your bar.

Run a clean operation

Many bars claim to want to achieve the
atmosphere and vibe of a neighborhood
dive bar, but dive bar and dirty bar are
not necessarily the same thing.

Customers notice things like dirty
restrooms and a sticky bar top, which

would turn anyone off.

Make it a priority with your staff to

keep the place clean so your customers
feel comfortable.

Keep an eve on pour levels

One of the quickest ways to lose
inventory in the bar is inaccurate
pouring.

When bartenders pour improper
amounts, not only does it affect the
inventory you have on hand, but the
customer receives an inconsistent
product from day to day or from
bartender to bartender.

Train thoroughly, test frequently and
use jiggers or measuring pourers for
less experienced bartenders.

Keep bar equipment in working
order

When your bar equipment is not work-
ing correctly, chances are that your
entire operation is thrown off track.

Be sure that you maintain and

update your beer draft system,
dishwashing set-up, back bar coolers
and ice machine in order to keep your
business running smoothly.

Change the drink menu periodically

This is generally true of most
restaurants, but offering a variety is
especially important for a bar.

Try switching up the draft beer you
provide every few months, and bring in
new wines from different wineries to
offer your guests something new.

You may even offer a new cocktail
with the seasons, offering your staff
a chance to be creative and mix
something new.

Changing your menu, or at least parts
of it, keeps customers interested and
gives you the opportunity to do away
with items that are not selling.
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So, You Think You Need a New Store?

By Richard Hardine
Infinity Development

It’s no big deal? Everybody already
knows it’s too cramped in your current
facility. Your aisles are too narrow;
you don’t have enough shelf or storage
space. The building is just too old, the
lighting is bad and you’re always
having plumbing and electrical
problems.

All you have to do, then, is convince
the city council and get a contractor
to do a major remodel,or build a new
facility. BUT, where do you start this
process, and just what all is involved?
The answers can be found in a simple
three-step process: 1) Plan, 2) Plan,
and 3) Plan.

1) Plan all the things that have to
be done before you start the
construction process.

2) Plan all the things that have to be
done during the construction
process.

3) Plan all the things that have to be
done after the construction
process.

1. PRE-CONSTRUCTION PLAN
This is the most important stage of the
whole project. It’s this stage that can
provide you with the proper direction
with which to proceed.

It should start with the “Pre-design
Phase.” This is where you’ll identify
your goals and objectives, gather
information, determine strategies,
develop a project schedule, and
determine real estate options.

Next, the Before Construction Plan
will address the elements of the
“Schematic Design Phase.” This
consists of site analysis and selec-

tion, site master planning, and design
team formation.Here you will address
workplace design standards, adjacency
studies, stacking diagrams, blocking
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diagrams, schematic space planning, a
preliminary budget, the identification
of areaswhere consultants will be needed,
and the identification of potential
consultants.

Then, you should move on to the
“Design Development Phase.” Here is
where you’ll present your final space
planning, furniture and equipment
layout, a technical plan review, the
selection of finishes and materials,
furniture selections, development of
the architectural plan, and a statement
of probable costs.

Now it’s time for the “Construction
Documentation Phase.” In this
section of your plan, you’ll prepare
the architectural drawings and
specifications, coordinate engineering
services, address fire protection and
acoustical needs, identify existing
usable equipment, coordinate with
communication consultants, and
prepare furniture specifications.

And, finally, before you start the
construction stage of your plan, you
should include the “Bid/Negotiation
Phase.” It’s at this point that you’re
concerned with setting up a pre-bid
conference, issuing addenda, obtaining
bids or negotiation proposals, assisting
in the preparation of the contracts, and
finally awarding the contracts.

2. CONSTRUCTION STAGE
Now, at last, it’s time to move into the
Construction Stage. Actually, this is a
single-phase stage, the “Construction
Administration Phase.” This is where
all the physical work gets done. It’s
here that you must plan on how
you’ll address the interpretation of
construction documents; conduct
construction site visits; review and
approve shop drawings; review and
approve finish and material proposals;
approve certificates of payment;
coordinate the final walk-through with
contractors, consultants and other ap-

proving bodies; prepare punch lists;
and expedite furnishings.

3.POST-CONSTRUCTION
STAGE

Now it’s time to plan on what has to be
done after the constrution is complete.
This is done in two phases. First is the
“Move-In Phase.” There you’ll conduct
the final inspection; approve final
payments; coordinate equipment
warranties and maintenance
manuals; coordinate the moving
of owner-furnished items; and
coordinate the delivery of furniture,
fixtures and equipment.

And lastly, comes the planning for
the “Post-Occupancy Phase.” This is
where you address conducting

an end-user survey, a human
resource survey, an executive
management survey, a customer
survey, addressing any needed
additions or renovations.

Easy, isn’t it? Well, not very. There
aren’t many owners or managers who
are capable of preparing a plan of this
magnitude, much less being able to
carry it out. That’s why I suggest you
get help with all the parts of the plan
with which you don’t feel comfort-
able. In some cases, that’s everything,
and in others it’s only a few sections.
Most good consultants and developers
will conduct an initial interview and
discussion with you at no charge. Do
it! It could save you not only a bucket
of money, but also save you a great
deal of time, problems, and worse yet,
potential embarrassment.

Real knowledge
is to know

the extent of

one’s ignorance.




Olivia Liquor Makes Huge
Revenue Swing

Olivia Liquor made a huge revenue
swing in 12 months, (2013-2014),
following years of financial challenges.

City Administrator Dan Coughlin
offers the following takeaways from

the experience:

To thine self be true. You have to be
able to honestly assess the shortcom-
ings and weaknesses of your organi-
zation and then be willing to make

the necessary changes to chart a new
course; even when local politics makes
that an uncomfortable proposition.

Those changes might include ceasing
parts of your operation, personnel
changes, investing in updates, etc.

All which can be scary, politically
controversial actions - but might be
a necessity if one wants to have your
store thrive instead of just survive.

Be willing to try new things knowing

full well that you will fail in some
attempts. Don’t box your manager

into a play-it-safe mindset by expecting
everything that is tried will succeed.

Good communication between the
manager, administration and elected
officials is the best salve for minor
bumps and bruises along the way.

Take the time to find the best
employees you can - then treat them
well, pay them well and then get out
of their way and let them be the
professionals you hired them to be.

Never stop learning. Continuing
education, seminars, networking

opportunities and professional support
systems are all key to keeping your
finger on the pulse of the industry and
learning from the wisdom of others.

The MMBA Board & Staff are an
amazing resource for local managers
administrators or elected officials. We
truly would not have found ourselves
where we are right now if it weren’t for
a handful of MMBA members donating
their time to work with us on options to
take a struggling enterprise and turn it
around.

They are only an email or phone call
away - so avail yourselves of their
assistance and then heed their advice.

They know what they are talking about!

And finally. on a personal note... Our

MCR Counterpoint is a complete
retall management solution

new manager Nanette Serbus is truly
an outstanding business professional
who, along with her staff, has made this
turnaround possible.

Without a key leader such as Nanette
helping guide our store in a new
direction, all the plans and programs
in the world wouldn’t have brought us
the kind of success we now enjoy.

(And to think she was with us for a
decade and a half as a part-time clerk &
bartender before she was given the
opportunity to bring her true talents to
the forefront in the organization!)

[ C i =5 )

Dailey Data
& Associates

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
Pprocessing)

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)
e PCI-DSS Compliant Software and Hardware
e 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.
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Joint Purchases of Spirits & Wine Are Legal

With many of the smaller stores trying
to stay viable for our cities and com-
peting against the bigger box stores or
even the competition down the road,
now is the time to look at your purchas-
ing power and smarter buying options
from your vendors.

I recently teamed up with another
municipal liquor store and have started
to group purchase alcohol.

Together we are doing the 25 case buys
on the “staple” items we know we will
go through: Captain, Bacardi, Mac,
Windsor, etc...

It is perfectly legal to do so, despite
what some of your salespeople will tell

you.

See MN State Statute 340A.312 :

340A4.312 JOINT PURCHASES;
VOLUME PRICES.

Subdivision 1.Joint purchases.

The joint purchase by two or more
licensed retailers of up to 300, 1.75
liter or smaller, bottles of distilled
spirits or wine for resale to the public
is lawful.

Subd. 2.Volume prices.

A variable volume price offered by a
wholesaler to a licensed retailer on
sales of distilled spirits or wine may not
be for a quantity of more than 25 cases.

Getting the salesmen on board was the
biggest challenge.

It requires a little more paperwork on
your salesman’s side and some are not
willing to work with you on it.

We had one salesman that was not as
willing to work with us, so I made

a phone call to the Single Point of
Contact from the MMBA magazine to
discuss the issue we were having and it
was resolved.

Your salesmen should be appreciative
for whatever business you are giving
them, big or small.

When we place an order we decide how
we are going to separate out the 25 case
deal.

To make it easier and less confusing for
us and our salesmen, one of us puts the
entire order in.

Our group purchases are invoiced
separately with the 25 case pricing and
delivered to each location.

By group purchasing with another
facility it helps you be more competi-
tive in pricing, increases your Gross
Profit, and generates more money for
your city.

Cheers!

Karissa Kurth
Buffalo Lake

2015 MMBA Boot Camp Reflections

Another very successful MMBA Boot
Camp was held earlier this year..

Here are some random event takeaways:

* Your humble executive director
continuously talked about the
“The Age of Aquarius.”

After the darkness of Total Wine &
More’s arrival in Minnesota, a new
enlightenment has emerged

impacting all areas and tiers of the alco-
hol beverage industry.

In other words, the competitive world has
changed and there is an entirely new way
of succeeding in today’s marketplace.

This applies to licensees,
wholesalers and suppliers.

* The Boot Camp theme continues to be
“Urgency & Confidence.”

The time to act and make necessary
changes to an operation do not need to be
delayed --- especially since confidence
was gained the changes will be successful.

* Unfortunately, as in any retail business,
crime and robberies sometimes occur.

There is a strong need to prepare em-
ployees for the various possibilities and
support them after an occurrence.

* A good place to find part time
employees is other area municipal liquor
operations, who are cutting staff hours
due to the federal health care program.

* Liquor mangers should meet with new
council members and provide them
with an operational overview.

The knowledge will help them better
understand issues and respond to con-
stituent questions.

* Profitable and effective wine events
can be held in large cities and small
towns.

* Great customer service experiences
are remembered for years.

Let me know if you have questions on
the above topics or any other matter.

Paul Kaspszak
Executive Director
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“Simply the best Maker's Mark ever.”
— Spirit ]ourna], December 2014

Straight from the barrel to the bottle at 108 to 114 proof,
Maker’s Mark® Cask Strength retains the signature
front-of-the-palate flavors of Maker’s Mark® — while
amping up the oak, caramel, vanilla and spice to create
a remarkable new bourbon.

Uncut, unfiltered, unparalleled.

Though it’s bottled at a higher proof than either Maker’s Mark®
or Maker’s 46® Maker’s Mark® Cask Strength has a lower
proof than most cask-strength whiskies. To us, a higher proof
can overwhelm a bourbon with a heavy alcohol taste. And at
Maker’s Mark, we’ve always been about creating whiskies
that taste “yummy.”

Tasting Notes

PROOF:  108-114
AROMA:  Big oak, vanilla and smoky charcoal

TASTE:  Richer, more robust flavors of spice,
vanilla and smoke

FINISH:  Longer finish on front of tongue
with no roughness or bitterness

Maker's Mark.

l‘F!’xS-K. ‘STR.ENG'IH

RM.-HT bcmnam mm

£v Maker’s Mark-

CASK STRENGTH

KENTUCKY STRAIGHT BOURBON WHISKY

WE MAKE OUR BOURBON CAREFULLY. PLEASE ENJOY IT THAT WAY.
Maker’s Mark® Cask Strength Bourbon Whisky, 54-57% Alc./Vol. ©2015 Maker’s Mark Distillery, Inc. Loretto, KY makersmark.com



2015 Minnesota Omnibus Liquor Bill

By MMBA Lobbyist Sarah Psick

The 2015 omnibus liquor bill has been
signed by the Governor

Following are the provisions included in
the bill:

Article 1: Recodification of Minnesota
Statutes Chapter 340A. This is a techni-
cal “re-writing” of the liquor laws, no
changes to the current law.

Article 2, Sections 1 & 5: Microdistill-
ery off-sale license. This section
provides that a microdistillery may be
issued an off-sale license from a

local government.

Microdistillery off-sale is limited to one
375 milliliter bottler per customer per day
of product manufactured on-site.

Off-sale hours must comply with hours
for liquor stores and no brand may be
sold unless it is also available for
distribution by wholesalers.

Article 2, Sections 2 & 3 Growler Sales.
Allows for the sale of growlers on
Sundays at small breweries and brewpubs.

Article 2, Sections 4, 8, 9. 10, 11. and 12
Special Licenses. These sections provide
for special licenses to be issued to (1) the
Norway House in the city of Minneapolis,
(2) a golf course in the city of Becker, (3)
the Lester Park golf course in the city of
Duluth, (4) the Inver Wood golf course in
Inver Grove Heights, (5) the Municipal
Athletic Complex in the city of St. Cloud,
and (6) a wedding and event center in the
city of Brooklyn Park.

Each of these sections requires approval
of the local governing body before going
into effect.

Becker, Duluth, Inver Grove Heights
and St. Cloud are now cities with mu-
nicipal liquor operations!

Article 2, Section 6 Proof of Age. This
section provides that a valid instructional
permit issued to a person of legal age to
purchase alcohol and including a
photograph and the date of birth of the
person is a valid form of identification for
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the purchase or consumption of alcohol.
This section is effective July 1, 2015.

Article 2, Section 7 “Bloody Mar
bill”. This section moves the hours for
on-sale of liquor up to 8:00 a.m. on
Sundays, from the current law of 10:00
a.m. on Sunday.

Article 2, Section 13 Powdered Alcohol.
This section prohibits the manufacture,
distribution, importation, or sale of
powdered alcohol until June 1, 2016.

The director of the Division of Alcohol
and Gambling Enforcement must prepare
testimony for the commerce committees
about whether current laws could be
adequately enforced with regard to
powdered alcohol.

The commissioner of health must also
prepare testimony to address whether
there is a potential for greater abuse of
and addiction to powdered alcohol
relative to malt liquor, wine and distilled
spirits.

This testimony must be prepared by
December 7, 2015.

Article 2, Section 14 State Fair Beer
Sales. This section allows brewpubs

to sell beer at the Minnesota State Fair

at one location, the Minnesota Craft
Brewers Build exhibit, during the duration
of the annual Fair.

Not Included

Provisions/bills which were not included
in the omnibus tax bill include the
issuance of multiple licenses, wine
transfers between stores, urban wineries,
abolishment of 3.2% beer, abolishment of
municipal liquor stores, and changes to
the cash beer laws.

Sunday Sales:

More than sixteen bills were introduced
in the House and Senate this year to allow
the liquor stores to be open on Sundays.
We worked with a coalition — Minnesota
Licensed Beverage Association,

Minnesota Municipal Beverage
Association, Minnesota Beer Wholesalers
Association and the Minnesota Teamsters,
to meet with legislators and staff, hired
experts to organize a grass roots effort to
generate local opposition to a change in
law, and generate letters to the editor and
guest columns.

After the policy committee deadline,
the House Commerce committee held
an informational hearing on the bills to
allow Sunday sales.

Several liquor store owners testified
against the bills and were present in the
audience, along with the Edina city
manager, and the Teamsters.

Testifying in support of the of the
proposals were some liquor stores, the
Minnesota Beer Activists, the Minnesota
Liberty Caucus, DISCUS, and a member
of the public.

No votes were taken in the committee
and the Senate did not hold a hearing on
the bills.

As the omnibus liquor bills were debated
in the House and Senate, amendments
were offered on each Floor to allow
Sunday sales; each amendment was
defeated. Senate: Amendment offered by
Senator Susan Kent (DFL, Woodbury)

to allow sales of liquor on Sunday, but
prohibit delivery of products on Sunday
— defeated 28-35.

House: Two amendments were offered in
the House. The first was offered by
Representative Jenifer Loon (Republican,
Eden Prairie), to allow municipalities
(cities) to authorize Sunday sales, also
prohibits the delivery of liquor on Sunday
and prohibits liquor stores from accepting
deliveries on Sundays.

The amendment was defeated by a vote
of 57-75.

The second amendment was offered
by Representative Steve Drazkowski
(Republican, Mazeppa) to allow
municipalities (cities) to authorize
Sunday Sales, but did not include a
prohibition on deliveries.

The amendment was defeated, 48-84



$9.00 Bloody Mary a Hit in Nevis!

It is a topic that comes up often for
those of us who have an on sale and
was discussed this year at Boot Camp.

1t is the question everyone fears to
change....

Drink prices!
First off, let me ask this question?

How many people including yourself,
walk into an establishment and ask how
much they want their drink to cost?

Hardly no one - and the ones who do
are not there to make you profits.

There is a reason you often see menus
that do not list prices on their wines,
beers or liquors at your favorite restau-
rants or drinking establishments.

It is because the people are there for
the idea of being out, the atmosphere
of your establishment and the fun and
enjoyment they want to experience.

At our on sale, I took an idea I had
experienced during a girls weekend.

It has become a famous drink that puts
us on the map to newcomers because
they heard from a friend that you have
to stop and have their “Special Bloody

L3

Mary”.

What makes it special is not only
what’s in it, but the story behind it.

We had stopped at a small bar in
northern Minnesota waiting for another
friend to meet up with us and the owner
sat down and ordered a Bloody Mary.

We chatted amongst ourselves and
since we were all bartenders we
watched as the bartender mixed her this
awful concoction.

My friend said he must really not like
his boss,...did you see what he just put
in that!

Well he heard us and so did she and so
he had us all try it.

It was the Best Bloody Mary we had all
ever had!

I learned the recipe and started to make
them at my bar.

It took a few try’s with the friends as
guinea pigs, but I mastered the spe-
cialty!

It started as those friends ordering it
when they would come in.

Others became curious, so they had to
have one and it grew from there!

We now have people come in who have
never even stopped in Nevis along their
way, because they have to try what they
heard someone else rave about!

The bottom line is we charge $7.00 for
our house Bloody Mary and $9.00 for a

“special” Bloody Mary.

We sell roughly 10 special ones to the
regular!

People don’t care what it costs, they
will pay because that’s what they want!

They care about the excitement of
something new.

I don’t think it is fair to overcharge and
you have to base your prices on costs
and overhead, but just because the
competition is cheaper, doesn’t make
them better!

Don’t be afraid to charge what you
need to be charging.

The few who complain will be back
tomorrow and will pay the price.

Lisa Kamrowski
Nevis Liquor

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 Verification

Credit Card Interfacing
Sign Painting

Gift Crads

Wireless Scanning

Touch Screen

Report Wizard

Video Camera Interfacing

Total Register Systems has 20 years of Experience in Retail Partnerships
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Municipal Marijuana Store Opens

From: Bloomberg

North Bonneville, Washington, has
become the first US town to open its
own recreational marijuana store, in an
experiment that could serve as a model
for cash-strapped cities looking for ways
to generate revenue.

The city of almost 1,000 on the Oregon
border opened Cannabis Corner on
Saturday to a line of about 30 people.

Officials estimate the store will produce
about $3.5 million in revenue in the first
year, some of which will be steered to
police and public-health expenses.

“This city has a hard time paying its

in Washington

Platinum Member

Anheuser-Busch, Inc.

Contact: Michael Maxwell

Cell: (816)806-2305

E-mail: michael. maxwell@anheuser-busch.com
Web: www.budweiser.com

Beam Suntor¥
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
MillerCoors Brewing Company
Contact: Jon Chance
Address: 248 Cygnet PI

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
17800 Firebird Court
Farmington, MN 55024

Address:

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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bills and so this, if it turns out to be a
good operation, will be a financial boon
to our community,” said Steven Hasson,
the city administrator.

“If we’re successful, other cities here in
Washington and around the country will
look at it as a possible option.”

North Bonneville, about 56km east of
Portland, Oregon, opened the store three
years after residents in Washington and
Colorado voted to legalize recreational
marijuana use. Oregon and Alaska
followed last year.

The city, nestled in a gorge surrounded
by evergreen-lined cliffs, had a budget
of $1.2m last year and ran a shortfall
ranging from $30,000 to $60,000,
Hasson said.

Profits

The city used about $280,000 in private
loans to renovate and stock the store
without dipping into taxpayer dollars,
said Tim Dudley, the president and
chairman of the five-member North
Bonneville Public Development
Authority, created by the city to run

the business.

Initial profits would go towards
repaying the loans, with an estimated
$100 000 in revenue steered to the city
in its first year and double that in the
second year, he said.

Statewide, recreational marijuana stores
generated $108m in marijuana sales and
$27m in taxes since they began
operating in July, according to data from
the Washington State Liquor Control
Board, which regulates the industry.

North Bonneville was the only city in
Washington to apply for an application
to run its own store, according to board
spokesman Mikhail Carpenter.

The liquor board had issued 124
other licenses for privately run stores in
Washington, he said.

The store, housed in a renovated
concrete company maintenance shop,
had 11 employees who qualify for state
retirement benefits, Dudley said.

About 60 percent of customers were
locals and the rest tourists, Dudley said.

If all goes as planned, marijuana-derived
funds would pay for animal control

and turning on street lights that were
dimmed for budget reasons, said Hasson,
the city administrator.

Bob Bianchi, a North Bonneville city
council member, said he opposed the
store because it would encourage drug
use.

The five-member city council agreed,
on a 3-1 vote, to create the Public
Development Authority, with Bianchi
on vacation and Mike Hamilton voting
against it.

“I don’t believe we need another
habitual drug added to society,”
Bianchi said.

“We already have alcohol, tobacco,
cigarettes.”

Mayor Don Stevens backed the store
and was met with applause when he
became the first to buy marijuana there
on Saturday.

The publicly run store was not subject
to federal income taxes and Washington
was an income tax-free state, allowing
the store to charge less for marijuana,
Hasson said.
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BEVERAGE. ICE. SERVICE & MORE. SELLING SOLUTIONS SINCE 1945.

With just one call to the Shamrock Group, we'll assist you with a variety
of products and services you need. With our expert Attention to Detail,
starting — and remaining — with us sets you up for business success.

4 MinneMixer. The ‘Local’ mixer for making great-tasting specialty
gl drinks. Available in:

e Strawberry e Raspberry ® Mango * Pina Colada
® Bloody Mary e Margarita e Peach * Sweet & Sour
e Lime Juice e Triple Sec e Grenadine

Northwoods Polished Water Dispensing System. Need filtered water?
We have your solution. Perfect water. No water waste.

» Cold water capacity: 32gal/hr

* Dispenses Ambient, Chilled and Sparkling Water

® 25in Hx 12in W x 32in D

Ace Ice. 5lb and 18lb packs. As a member of the MIIMA, we can ensure
you have your ice needs covered, regardless of your location in Minnesota.
Also available:

e Custom ice sculptures

e Special Events products/services
* Dry ice

e 10lb and 300Ib blocks Contact Steven Kelly

steven@shamrockgroup.net

Sunburst Cleaning System.
The most efficient solution
available today.

e Janitorial products

e Solutions for counter tops,
windows and floors

* \Washing chemicals for beer-
clean glassware and dishes
e Full line/service on ADS glass
and dish washers

Partner with us! We welcome new product distributors. Call Steven.

v Minnesota Independent Ice
MIIMA Manufacturers Association

BAI"| Minnesota Municipal Beverage Association
= §=| Member since 2002

— \
SHAMROCK GROUP

‘ BEVERAGE+*ICE*SERVICE & MORE

Selling solutions since 1945

shamrockgroup.net
800.862.9273 » 612.824.0745



Credit Cards with a “Chip”

From: creditcards.com

Q: Do I need to accept credit cards
with a “chip” at my stores?

I've been told there will be a deadline
to do this. My equipment only accepts
the magnetic swipe cards and I don't
see many “chip” cards.

A: Great question-there’s a lot of con-
fusion about this.

There’s a big shift in the payment space
in the works called EMV (Europay/
MasterCard/Visa), and it will be soon

firmly hitting home.

Commonly known as chip and pin
cards, the chip refers to the integrated
circuit built into the card, and the pin is
familiar ability to input a pin number to
secure the transaction.

All merchants in the U.S. will have to
be very familiar with the impact of chip
and pin or face consequences.

Visa, for instance, has imposed a dead-
line of Oct. 1, 2015 (except for fuel-
selling merchants, who have until Oct.
1,2017).

After that, the liability for point-of-sale
fraud at terminals that do not support
EMYV will shift from Visa to the party
that doesn’t enable chip technology to
be used -- that could be the merchant,
the acquirer/processor if it hasn’t
offered an EM V-capable solution to
merchants, or the issuer if it has not
issued

EMV-capable cards to its cardholders.

MasterCard, American Express and
Discover all share those 2015 and 2017
deadlines, but each has its own specific
rules on liability shift.

Say “Bubbles” Without a Smile

Every year at the MMBA Boot Camp
I learn something new to bring back
to my store.

I’m also reminded that some manag-
ers and city officials have not been
given, or more importantly have not
asked, for the tools to succeed.

The ability to share ideas with other
store managers throughout the state
is an incredible resource that we must
utilize.

I recently purchased some (well 5000)
50ml bottle piggyback hang tags for
creating added value to products we
are featuring in our store.

One item is Casamigo’s tequila.

The programming for 50ml’s allows
us to create additional value on our
750’s by offering a 50ml of another
type of Casamigo’s as an added value.

We will also be creating added value
on Veil vodka 1.75L by hanging a
50ml of the Veil Citrus.

When I received the piggyback tags

from American Retail Supply there
was a book included - Out Nordstrom
- Nordstrom by Keith Lee.

The book outlines 59 secrets to creat-
ing a better customer service environ-
ment.

He stated #58 and #59 were not
included in his first edition because he
“didn’t want the book filled with obvi-
ous no brainer information”

Can you guess what obvious no
brainer rules are??

#58 - Greet Customers Warmly with
a Smile.

#59 - Say “Thank You”

This includes thanking the client who
doesn’t buy.

I found another quick way to put a
smile on your face.

Try to say “Bubbles” without a smile...

Michael Friesen
Hawley Liquors

Sunday Sales
Needed to Feed
Her Children??

Erin Rykken, of Richfield, recently
testified at a Minnesota House
Commerce Committee.

Ms. Rykken, avoids feeding her
children processed foods and
preservatives, sometimes requir-
ing her to cook with liquor.

It became a problem on a recent
Sunday when her son wanted
lava cake for his birthday party
- a recipe that required orange
liqueur.

“I literally had to drive to Wis-
consin to go buy orange liqueur,”
she said.

“I just wish we could extend this
(Sunday Growler) bill a little fur-
ther to cover all Sunday sales.

It would make my life a little bit
easier and other people’s lives a
little bit easier.”

Source:Abby Simmons, Star
Tribune, March 4, 2015, 9:27 PM
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MMBA Commercial Members Are Available to You! Contact Them!

old Member

Arctic Glacier Ice
Contact: Jon Stelley
Address: 1654 Marthaler Lane

t. Paul, MN 55118
(651) 455 0410 ext. 213 - office
(651) 455-7799
(507) 421-4893
jstelley@arcticglacierinc.com
www.arcticglacierinc.com

Midwest Hospltallty Solutions

Contact: Dave Putz

Address: (612) 232-9280

Toll Free: (866) 904-6527

E-mail: www.midwesthospitalitysolutions.net

Pabst Brewin% Company
Contact: Jeff Van Schoick,

Address: 5552 Queen Ave
Minneapolis, MN 55410
Phone: (612) 760-2313
E-mail: jvanschoick@pabst.com
Web: www.schellsbrewery.com
Phillips Wine & Spirits
Contact: Steve Vogl
Address: 1999 Shepard Road
St. Paul, MN 55116
Phone: (320) 291-1280
E-mail: svogl@phillipswineandspirits.com
Web: www.pabst.com

Silver Plus

Au?ust Schells Brewing Company
Contact: Jeff Pohl (Pohicat),

Office: (763) 571-4070

Fax: (763) 502-1551

Cell: (612) 759-0368

E-mail: jpohl@schellsbrewery.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

Crystal Springs Ice

Contact: Tom Valvoda

Address: 25503 Russell Road
Ine City, MN 55063

Phone: (866) 629-6267

E-mail: crystalsprings@live.com

Dalle¥ 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/

Delaney Consulting

Contact: Flora Delaney

Address: 5916 Bernard Place,
Edina, MN 5543

Phone (612) 730-7941

E-mail: flora. @floradelaney.com

Contact: Jim Langemo

Address: 4601 Oakland Avenue South
Minneapolis, MN 55407

Phone (612) 423-5132

Web: langemoconsulting@g-mail.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: Paige Gibbons

Cell: (214) 783-8583

Fax: (612) 824-4670

E-mail: paige.gibbons@diageo.com

Web: www.diageo.com

E&J Gallo Winer

Contact: Brandon Colpitts

Phone: (612) 840-4272

Address: 426 Morgan Avenue South
Minneapolis, MN 55405

Email: Brandon.Colpitts@ejgallo.com

E-3 nghtlng, LLC

Contact: ob Thompson

Address: 107775 Crow Hassan Park Road
Hanover, MN 55341

Phone: (763) 498-9148

H (763) 498-7613
bob@e3lightinglic.com
www.e3lightinglic.com

Electronic Game Solutions, Inc

Contact: Shelly Borowicz

Address: 149 Weldon Parkway, Suite 105
Maryland Heights, MO 63043

Phone: (218) 790-2990

Fax: (724) 202-6686

E-mail: sborowicz@egsol.com

Web: www.egsol.com

Fetzer Vine*ards
Contact: ark F. Goldberry

Cell: (414) 614-7058

E-m: mark.goldberry @fetzer.com
Web: http://iwww @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

(612) 701-6156

(952) 736-1701
troy_kochevar@hotmail.com
www.higherstandards.net

J.J. Taylor Distributing
Company of Minnesota, Inc.
Contact: Mike Bamonti

Address: 701 Industrial Bivd. NE
Minneapolis, MN 55413
(651)482-1133

(651) 482-9810
mike_bamonti@jjtaylor.com
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@lohnsonbroihers 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

Ma!estlc Fine Wines

Contact: Jeffrey VanSomeren

Address: 4026 Vincent Ave N.
Minneapolis, MN 55412

Cell: (612) 807-6170

E-m: Jeffrey.VanSomeren @jfwmail.com

Web: www.majesticfinewines.com

Mike’s Hard Lemonade

Contact: Brady Blaska

(651) 280-7160
bblaska@mikeshardlemonade.com
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

(320) 230-2282

(320) 761-6423

(320) 230-1796

rick@rite.us
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

F: 952-474-8253

sales@stanmorganassoc.com
www.stanmorganassoc.com

Total Register Systems

Contact: Brian Anderson

Address: 4215 Louisiana Avenue
New Hope, MN 55428

Phone: (763) 537-1906

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

U.S. Bank Government Banking
Contact: Jennifer Vucinovich

Address: 101 East Fifth Street

St. Paul, MN 55101

(651) 466-8750

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

(651) 646-7821

Brad.Redenius @wirtzbev.com
(651) 646-1497
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
Bronze M
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
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
(952) 835-4505

(952) 835-4461
|.sage@dakotaww.com
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 Qomﬁany

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

Supporting Me

American Income Life
Contact: Laura Wilson

Address: 411 Main Street, Suite 303
St. Paul, MN 55102

(952) 994-7717

(651) 222-3296
Imwilson@ailife.com
www.ailife.com

C & L Distributin

Contact: Joe Dick

Address: 1020 Industrial Drive So.
Sauk Rapids, MN 56379

(320) 251-7375

(320) 259-7981
JDick@CandLDistributing.com

Cannon River Winery

Contact: John Maloney

Address: 421 Mill Street West

Cannon Falls, MN 55009
(507) 263-7400

(507) 263-8400
john@cannonriverwinery.com
www.cannonriverwinery.com

Carlos Creek Winery

Contact: Tamara Bredeson

Address: 6693 County Road 34 NW
Alexandria,, MN 56308

(320) 846-5443

(320) 846-7191
tami@carloscreek winery.com
www.carloscreekwinery.com

Chankaska Creek Ranch and Winery

Contact: Jane Schwickert
Address: 1179 E. Pearl St.
Kasota, MN 56050
Phone: (507) 931-0089
Fax: (507) 931-7910
E-mail: janes@chankaskawines.com

Web: www.chankaskawines

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

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
Ha?en 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@madisonbottiing.com
Web: www.madisonbottling.com
Minnesota State Lottery
Contact: Amy Jaeger
Address: 2645 Long Lake Road
Roseville, MN 55113
Phone: (651) 635-8233
Fax: (651) 297-7497
E-mail: amyj@mnlottery.com
Web: www.mnlottery.com
Quality Refrigeration
Contact: Ken Fricke
Address: 6237 Penn Avenue South
Richfield, MN 55423
Phone: (612) 247-5802
Fax: (612) 861-7366
E-mail: ken@qualityrefrig.com
Web: www.qualityrefrig.com
Reco Store Equipment
Contact: Peter Gelhar
Address: 1617 5th Street S.
Hopkins MN 55009
Phone: (952) 935-4330 Ext. 21
Fax: (935) 935-6875
E-mail: peterg@recoverysys.com
Web: www.recostoreequipment.com

WWW.recoverysy.com

Ringdahl Architects

Contact: Richard Hardine
Address: 510 - 22nd Avenue East # 102
Alexandria, MN 56308
Phone: (320) 766-1797
Web: www.ringdahlarchitects.com
Stantec
Contact: Paul Bilotta
Address: 2335 Highway 36 West
St. Paul, MN 55113
Phone: (651) 967-4572
Fax: (651) 636-1311
E-mail: paul.bilotta@stantec.com
Web: www.stantec.com
Sunny Hill Distributing
Contact: Mike Baron
Address: East Highway 169
P.O. Box 333
Hibbing, MN 55746
Phone: (218) 263-6886
Fax: (218) 263-6111
Thorpe Distributing Company
Contact: 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
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Available locally through Johnson Brothers
1-800-723-2424 or 651-649-5860.
Please drink responsibly.
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