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WIRTZ BEVERAGE
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
as those who built our industry.

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

.- ,Ic-.'f'u
/(0 i
489 North Prior Avenue « St. Paul, MN 55104 . 651-646-7821

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

GARY BUYSSE
President

What I’ve Learned

When Paul reminded me about my
submission to the next magazine he
suggested I delve into what I have
learned during my career as a municipal
liquor manager.

I was perplexed because I thought Paul
operated under the assumption I had
learned very little over these so many
years and that most of the information

I had absorbed was epidermal and
sophomoric at best!

The following is a list of operational/
philosophical ideas that have allowed
me to retain consistent employment and
growth throughout most of my “adult”
life.

I’m sure that most of this won’t be new
to many of you, so bear with me.

I am still a work in progress.

* Never use age as a measuring stick
to determine the value of some
one’s opinion. Old age is a measure
of tenacity, not necessarily intel
ligence; however, a life lived
in pursuit of knowledge demands
respect. That said, two people
I respect greatly are 34 and 28
respectively.

* Never assume that something
you’ve delegated is being done.
You’ll eventually end up appearing
very foolish.
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Choose your battles. Ultimately
determining who is right and who
is wrong is a fool’s errand and the
answer is usually opaque.

Don’t fully carpet a large liquor
store on the same day as a software
upgrade and root canal therapy.

Management can include, but is
not limited only to, stocking the
beer cooler and bartending.
Someone needs to plan what will
ultimately happen next and how to
get there.

Sometimes for the good of the
operation and continued
employment, you need to do
something you don’t agree with.
Some of it may be crazy as hell.
Smile and document your concerns.

The customer is not always right.
Reference the previous bullet point.

If you can’t fulfill your daily job
responsibilities because you hate
your life, you need to change it.
You only get one life, I’'m aware
of, and to waste it because you
have no choice is terrifyingly
tragic.

Smile; even if it kills you. It will
eventually make a marvelous
difference. Plus, your staff will be
paranoid.

Your department may be the only
revenue generator in your
community. You have a really
important job. Stop diminishing
yourself, especially in the mirror.
Conversely, make sure your hat still
fits.

Most of your staff wants more
responsibility. Very few of us
set out on life’s path to become

invisible. Sometimes life just
makes us feel that way, but that
generally takes a while. Challenge
your department. They’ll rise to the
occasion or quit.

Your bosses will respect you much
more if they know what you do.
Take time to educate your city
council and administration. You’ll
eventually need them in your corner.

Seek the advice of others;
carefully. I wore the same brand of
running shoes for years until
someone who knows feet better
than I changed my mind. My
body doesn’t hurt any more either.
Yes, sometimes I am embarrassed
by how wrong I can be, but
generally learn more about myself
when I fall. I should be much
smarter due to that fact.

Try one new thing each day. Work,
play, etc.

Most difficult situations can be
simplified with listening, not
talking; especially not yelling.

They generally don’t fall harder
because they’re bigger. Gravity is
proportionally constant. It may also
take longer for them to fall because
the head may not know the feet are
falling and vice versa. Just keep
changing and adapting, they will
fall.

Absence does not make the heart
grow fonder; especially at the
Legislature! Diligence is the key,
even if it hurts.

Absence does not make the heart
grow fonder; especially at the
Legislature! Diligence is the key,
even if it hurts.
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Part-Time Employees

By David Brennen, University of St. Thomas

| Why Do Companies Hire Part-Time Employees? |

Uneven Demand

The need for workers varies:

» During the day
» Seasonally

» During the week

Reduce Costs

There is a lower investment in employees:

» Variable Cost vs. Fixed Cost » Lower Pay
» Lower or No Benefits » Greater Flexibility of Hour Worked
» Easier to Release or Fire

Different Types of Jobs That Need To Be Done

» Specialized » Utility
» Mundane

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) 961-1476

E-mail: justin.ashton@beamsuntory.com

Web: www.beamsuntory.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 Grou

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

Why Do Employees Need Part-Time Work? |

Need For More Mone
They Have A Specific Goal

» Small or Extra Item or Service

Meet Living Expenses

» Unexpected or Unplanned » Accident
Expenses
» Health Situation » Divorce

» Death of Spouse / Partner » Help children

Pay Down or Pay Off Debt
» Mortgage » Home Equity
» Revolving Credit » Credit Card
Need To Fill Free Time

» Need to Get Out of the House
» Need to keep Busy
» Need to be with Other People

IT IS A MANAGER'S JOB
10 ALIGN THE NEEDS OF THE ORGANIZATION
WITH THE NEEDS OF THE PART-TIME EMPLOYEE!!

» Empty Nester
» Nothing Else to Do
» Between Jobs

» Large, Expensive Item or Investment ~ » Medium Price Item or Service

Save the
Dates!

» Full-Time Pay is Inadequate » Expenses Are Growing Faster Than Pay
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15 Things Every Retailer Must Train Employees

By Bob Phibbs, The Retail Doctor

* When you see a customer, stop what
you are doing, look up so you can meet
their eyes and then approach them in

a non-threatening way with a greeting
like, “Good morning” or “Good after-
noon.” If a customer is at the register
waiting, take the initiative to see if you
can ring them up.

* Listen to the customer to find out
why, on this day, they came in to

your store. Your time will go by more
quickly, when you see every interaction
as different.

e Say “we” not “them” or “they.”
Otherwise you sound like an outsider.
You are a part of our success. We will
not survive in business without you.

* Be on time. There will be traffic.
There will be parking off-site and
having to wait for a shuttle. There’s
still no excuse for being late for a shift.

e Turn your phone to vibrate and put
it away while on the floor. We’re not
paying you to look in the palm of your
hand, so use your phone on your time.

* Customers can be rude, angry and
unreasonable. Don’t share your stories
of how awful they were with other
employees - and especially not to our
customers. The people are crazy busy;
keep your own attitude above the fray.

* We all have stress, family and
personal concerns. We will all get
along much better if there is no
additional drama brought onto the
sales floor. When you walk in the door,
leave your problems at the door.

* Patrol the floor. If you see it, step

over it or kick it - pick it up and
dispose of it. That goes for anything
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from a ripped price tag to a used

diaper- yes, we get those now and then.

* It’s great to have friends, but please
don’t have them visit you while you
are working; you’re working.

* Since we spend a lot of time on
scheduling, a manager has to approve
any “switching” of days, times or
breaks.

* We take theft seriously and will
investigate and prosecute accordingly.
We also conduct random checks of the
trash.

* Just because you may not be able to
afford some of our more expensive
items, doesn’t mean our customers
can’t. Your goal is to help us sell that
merchandise.

* You are an important part of our
business. We can’t do it without you.

e It’s never a sin to wear a grin.
Remember to keep a sense of humor.

* If you don’t know the answer to a
question posed by a customer, tell them
you don’t know and that you’ll find
someone who does.

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

¢ |D Verification

e Credit Card Interfacing
e Sign Painting

e Gift Crads

e Wireless Scanning

e Touch Screen

e Report Wizard

e Video Camera Interfacing

Total Register Systems has 20 years of Experience in Retail Partnerships




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



Just Do It — Part One

Getting Employees to Do the Things
You Want Them to Do

By MMBA Conference Presenter,
Tom Shay

You will probably remember the title
of this article as being the slogan used
by Nike for their commercials for
several years. In addition to seeing it
on television, you would have seen the
slogan on much of the clothing that
Nike produced. It is however, not
where the slogan began. Think back
to your childhood and remember what
Mom always said, “You don’t need to
know why. I am the Mom, and I said,
just do it!”

While it may have worked for Mom,
and it definitely made a lot of money
for Nike, it will not work in your
business as a motivational tool for your
employees. Of course, if you have been
in business for a number of years, you
have already found this to be true.
Perhaps, you would like to know why
it does not work. And more importantly,
perhaps you would like to know what
does work.

From the many years this writer owned
and managed a family business, I re-
member a piece of paper that was taped
to the wall next to my desk. It was a
small bit of information from a book
by Ferdinand F. Fournies. The title of
the book was, “Why employees don’t
do what they are supposed to do, and
what to do about it.”

All the paper had on it were the
headings for each of the chapters of the
book, but as I had read the book, that
paper served as a reminder each time

I spoke to an employee to discuss a
job assignment. Again from my
experiences, I was amazed at how
simple each of Fournies points were,
and how correct Fournies was.
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In this column, and for the following
column, we are going to discuss most
of the ideas that Fournies shared. I
invite you to take each of these articles,
highlight the various points, and tape
them to the wall next to your desk. I
trust you will be impressed by how
well these ideas can work for you.

Reason #1: They do not know why
they should do it. Again, Mom’s
reason does not work here. More
importantly, if you take the attitude that
people want to contribute to your
business, you will most likely find that
they want to do so. Explaining to an
employee that accessories are put next
to the key item to increase add on sales
can lead to an employee becoming
creative in building an attractive
display.And if your employees are on
an incentive pay program, everyone wins.

Reason #2: They do not know how to
do it. Too often we tell an employee to

greet every customer. And they do so
with a, “Can I help you?” This is fine if
you like being a mediocre business.
But if you want to increase sales, and
have knowledgeable employees, you
need to have staff meetings where
employees are educated as to how to
better perform their jobs.

Reason #3: They do not know what

they are supposed to do. Ever walk
into a business and see employees

standing around? Or worse yet, walk
into the business and have to interrupt
an employee who is sweeping the floor
to ask them to wait on you? These are
the two classic examples of employees
who do not have simple and easy to
follow job descriptions.

Your job description does not need to
be three pages long. It can easily be a
list of 5 to 10 items, with the number
one item being the top priority item,
and the last item having the least priority.

Reason #4 & #5: They think your
way will not work. They think their
way is better. These two reasons are
classic examples of an employee
having a lack of confidence in their
manager or owner. This lack of con-
fidence comes from a communication
problem which too often begins with
an owner or manager who, in words
or actions, is telling employees their
way is right because they are the boss.
Asking an employee, “What do you
think?”’, can be one of the best team
building questions the boss could pos-
sibly utilize.

Reason #6: They think something

else is more important. This goes
back to the job description situation. In

my seminar presentations, I tell the
audience that I think I could visit their
business and determine their best staff
members within 30 minutes. The
technique is to ask the manager and
each of the staff members to provide a
written list, in the sequence of priority,
naming their most important assignment
through their least important job
assignment.

(Continued on page 13)

Customers buy because
they are depressed,
or because they are happy
or maybe because they
Just want something
different.

The most successful
facility isn’t always the
one with the best product.

It's the place that makes
customers feel good about
doing business there.
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JUSTDOIT
(Continued from page 10)

When each of the staff members’ list is
compared with the list given by the
manager, it will be easy to determine
who the manager thinks is the best as
the staff member’s list will most closely
match the list of the manager. Again,
staff meetings being held to
“resequence” the priority list, will

solve the sixth reason.

Reason #7: There is no positive

consequence for them for doing it.
Most businesses are paying employees

an hourly rate. And when the job is
done correctly, there may be little more
than a “thank you” if even that. This is
not to say with each completed task,
you need to give a financial reward.
But, giving recognition in front of

their fellow staff members and having
semi-annual job reviews provide this
positive reward for a job well done. In
next month’s list of reasons, we will
discuss the reverse situation. As you
will see, when the consequences are
the same no matter what, the will to
excel can quickly die.

Reason #8: They think they are
doing it. How many times has a

manager given someone an assignment,
and then left them completely alone to
perform the task? In many situations, a
visit by the manager to review the job,
even ten minutes into the effort, can
provide the necessary corrective
information to get the task completed
ontime and correctly.

Imagine how discouraged the staff
member would be as they are

announcing their completed task, only
to hear the manager or owner say how
wrong the entire effort is. It is that
occasional checking in by the manager,
and the “atta-boy” that can make a
difference.

So far, we have covered eight reasons
as to why employees do and don’t

do what they are supposed to do. And
as Ed McMahon used to say in his
comedy book review routine with
Johnny Carson, “You would think with
all that information, we have covered
every possible situation that could
occur with regard to employee
management.”

Not so, my friends and readers.. See
your next issue, with the second half of
“Just do it - why employees don’t do
what they are supposed to do, and what
to do about it.

50 Ways to Be a Better Bartender

1. Give everyone a fair shot.

2. Ifyou haven’t anything nice to

say, don’t say it.

3. Use the BEST premium products
and you’ll be the BEST.
Smile!

5. Be the solution to the problem,
not part of the problem.

6. Don’t drink and drive; don’t let
others.

7. Respect salesmen, you’re one.

8. Don’t take sides. You’ll make

two enemies.

9. Be NEAT.

10. Wear a clean shirt everyday.

11. Don’t cheat or steal.

12. Serve.

13. Keep your hands and fingernails
clean.

14. Use Mr., Sir, or Ms., when
talking to strangers.

15. Don’t be a part of a rumor.

16. Keep your space clean.

17. Don’t waste.

By bartender.com

18. Be on time.

19. Help others when they’re busy. 20.
Don’t use the easy way. Use the
right way.

21. Don’t give up. Follow your
dream.

22. If you open it, close it.

23. If you turn it on, turn it off.

24. If you unlock it, lock it up.

25. If you value it, take care of it.

26. If you can’t fix it, call in
someone who can.

27. If you borrow it, return it.

28. If you break it, admit it.

29. If you make a mess, clean it up.

30. If you move it, move it back.

31. Ifit belongs to someone else
and you want to use it, get
permission.

32. If you don’t know how to operate
it, leave it alone.

33. Ifit’s none of your business,
don’t ask questions.

34. Ifitisn’t broken, don’t fix it.

35. Ifit will brighten someone’s
day-SAY IT!

36. Be patient with your coworkers.

37. Never put a glass in the ice bin.

38. Never become better than your
customers.

39. Never touch the rim of the glass.

40. Create a house cocktail.

41. You’re a bartender, no one says,
“hey mixologist”.

42. “Hey bar chef”.

43. “Hey cocktailian”.

44. “Hey Master Mixologist”.

45. Foul language is not and never
will be a sign of a good
bartender.

46. Don’t cheat with your drinks.

47. Use a scoop for ice, not hands.

48. Don’t listen to what doesn’t
concern you.

49. The mission of a bartender is
to cheer up, not to intoxicate.

50. Be proud you’re a
BARTENDER.

MUNICIPAL LIQUOR STORE 13



Get Rid Of Roque Employees!

‘ Bottom Line:

By Jerry R. Wilson
151 Quick Ideas to Get New
Customers

Not every person is cut out to help you
gain new customers. You’ve been told
before and you’ll hear it again, “hire
for attitude and train for aptitude.”
The people in your business who meet
and greet customers have to do it with
a smile. Obtaining and maintaining
new customers requires people with a
pleasing, positive, and agreeable
attitude. Anyone without that
mindset needs to leave your
business!!!

When an Illinois farm implement
dealership confronted the fact their
parts manager was a walking

encyclopedia for tractors, combines,
and implement equipment, they also
had to admit he was the most
cantankerous guy east of the Rocky
Mountains. He constantly aggravated
fellow employees and drove away
customers.

They had to debate between the value
of his knowledge and his continual
conflicts with customers.

They finally reached a decision and
had to invite him to pursue other
employment.

Immediately after this problem
employee left, many prospects returned
to the company and became customers.

It seems he had alienated a great
number of people over the years, and
they had begun to avoid this dealership.
However, once he was gone, things
changed and business soon picked up.

BOTTOM LINE: A good manager
evaluates the people who are helping
him or her to achieve his or her
goals. If you have people who are
not willing to help obtain and
maintain new customers, you need to
evaluate whether they should stay in
your business.

The only thing worse than allowing a
rogue employee to destroy your
attempts to get new customers is
paying him or her to do it!!!

Bartender/Clerk Interview Questions

Here are some ideas:

does it affect your mood?

handle it?

e Can you work any shift?

¢ Can you work weekends?

Recently an MMBA member asked for some bartender / clerk interview questions.

e Describe your customer service experience.

e What would you do to make a good impression on a customer?

¢ How did you fill the slow time in your last job?

* How would you handle a spoiled customer?

* Think about the last time a manager critiqued your work. How did you respond?

* How much income per month are you looking to make working here?

* What is the minimum amount of monthly earnings you would be happy with?

* How late each evening can you work?

e How will you get to and from work? Is this transportation reliable?

e If selected, what do you expect from this job?

* Because each day presents new challenges and priorities, if you are asked to quickly handle another job task, how

* Give an example of when you did something without being asked? Can you give me another example?

e How have you responded in the past when you found another employee stealing?

* Describe a recent problem you had with one of your manager’s decisions. Listen to response then ask how did you

*  What do you feel is an acceptable amount of days to be absent from work in a calendar year?
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The bottle that started it all is back. But it
won’t be around forever. So crack open a
Miller Lite Steinie bottle and enjoy a round
while it’s still around.

#ITSMILLERTIME

GREAT BEER
GREAT RESPONSIBILITY.

©2015 MILLER BREWING CO., MILWAUKEE, W1




Employees: #1 Asset & #1 Liability

By Tom Anges
Brooklyn Center Liquor

Several years ago at a MMBA
conference while examining things
that effected our operations, we did
a“liabilities and assets” list. Surpris-
ingly employees came up #1 on both
sides - essentially saying they do our
organizations the greatest benefit and
the greatest harm. How could this be?

One thing I have found over the years
of working with employees is that

you must have a balance between the
freedom and control given to staff. If
we ran an organization with no control
and total freedom for all employees
you can imagine how that would turn
out.

However on the flip side, if we have
too tight of controls and we set a policy
for every imaginable situation, we lose
the ability for our staff to be creative
and think outside strict policy guide-
lines.

When it comes to what setting a policy
ask yourself this question, “Is that
something I deal with from the staff in
general, or is this something that just
one has an issue with?” Deal with
individual problems individually, and
deal with group problems with policy.
Also make sure when you set policies
and procedures you act as leader in
taking their hand and leading them
through what they may consider a
maze. Don’t push them through.

In addition, allow employees enough
room to fail at something. If they do
fail, don’t take it away from them, use
it as a teachable moment and give it
back to them until they find the reasons
to do it the right way.

Remember the manager with the
“Mirror and Window.” When things
are going well, the good manager looks
out the window at his staff and the bad
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manager looks in the mirror at himself.
When things are going badly the good
manager looks in the mirror at himself
and the bad manager looks out the
window at his employees.

Why aren’t your employees working?

1. Do they know why they should do
it?

2. Do they know how to do it?

3. Do they know what they are
supposed to do?

4. Are they confident your way will
work for them?

5. Have you asked any questions
about how they think it should be
done?

6. Do they understand the

importance

and timeliness?

Is there a reward for doing it?

8. Is there a penalty for poor
performance?

9. Does this person have the skills to
do this work?

10. Are you asking them to do this
task because you cannot do the
task?

11. Are there enough time and the
necessary tools to complete the
task?

12. Do you check on the progress of
the task, or wait until the staff
member tells you they are done?

N

A while back we offered a book

called “Whale Done” in our MMBA
magazine that spoke about positive
affirmations with staff. This book
examined how they would train killer
whales to do these incredible tricks and
put on the huge shows that drew in
hundreds of spectators.

How did they do that? Simple they put
them in a tank with a pole, they swim
around, when a whale went above the
pole the trainers rewarded them, when
they went below the pole they did
nothing.

When gruff business manager and
family man Wes Kingsley visited
SeaWorld, he marveled at the ability
of the trainers to get these huge killer
whales, among the most feared
predators in the ocean, to perform
amazing acrobatic leaps and dives.

Later, talking to the chief trainer, he
learned their techniques of building
trust, accentuating the positive, and
redirecting negative behavior -- all of
which make these extraordinary
performances possible.

Kingsley took a hard look at his own
often accusatory management style and
recognized how some of his shortcom-
ings as a manager, spouse, and father
actually diminish trust and damage
relationships. He began to see the dif-
ference between “GOTcha” (catching
people doing things wrong) and
“Whale Done!” (catching people doing
things right).

In Whale Done!, Ken Blanchard shows
how to make accentuating the positive
and redirecting the negative the best
tools to increase productivity, instead
of creating situations that demoralize
people. These techniques are remarkably
easy to master and can be applied
equally well at home, allowing readers
to become better parents and more
committed spouses in their happier and
more successful personal lives.
Remember to try to find that balance
between freedom and control. Plus,
know that your employees are volunteers
and they choose to work there as you
do. Don’t ever treat them like they are
forced to work there.

I hope these ideas help you with
developing and building a stronger
staff that can rally around the needs of
the organization.



Refusing Service - The Pink Elephant

By BarOwnerTips.com

Refusing service is like the pink
elephant in the room - we all know it’s
a necessary part of operating a bar, but
nobody likes to do it. And for most
bartenders, it’s their least favorite part
of the job.

But like most things that we don’t like
to do, we don’t like to talk about it
either...and unfortunately for lots of
bartenders and managers, that leaves
them not knowing how to refuse
service or what to say when they cut a
customer off.

Below we’ll go over exactly what you
can say to refuse service to a customer
who’s intoxicated or getting there
quick.

1. When a customer is getting close to

intoxication, first offer food and water.

What to say: “Leslie, you need to

get something into your stomach. I’'m
concerned about what you’ve had to
drink so far and you need something to
absorb it. Let me get you an order of
chicken wings and fries.”

2. Let the customer know when it’s
their last drink. Instead of cutting a
customer off when they want another
drink, let them know that after this one

drink, you can’t serve them anymore.

What to say: “Joe, enjoy this one, I
don’t think I can serve you another.”

or
“Here you are Barbara. Drink slowly
because this is the last one I can serve

you safely.”

3. Enlist the customer’s friends
- It might be easier to have one of the

MCR Counterpaint |5 a complete
retail management selution

processing)

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 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

Flexible Customer Loyalty Program

Integrated E-Mail Marketing System (NCR Customer Connect)
Sales Alerts Sent to Your Mobile Device (NCR Smarts Alerts)
Secure and Encrypted Card Payment Solution (NCR SecurePay)
PCi-DSS Compliat 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

customer’s friends explain to them why
they can’t and shouldn’t have any more
alcohol.

4. And if you must cut a customer off,
be firm and come from a place of
concern for the customer.

What to say: “I’m sorry Jim, we can’t
serve you anymore. Can I call a taxi
for you?”

or

“By my judgment you’ve had too much
to drink Sal, so I cannot legally serve
you another. Can I call a taxi for you?”

If the customer tries to argue or engage
you in a conversation about why they
can’t have another drink, repeat that
you can’t serve them and ask if you
can call a taxi. Do not let the customer
bring you into a conversation or argu-
ment, just stay calm and repeat that line
to anything they have to say.

While the customer is still in your bar,
offer them food and a non-alcohol
beverage.

Whenever you or your staff are go-
ing to cut a customer off, make sure
you have backup. Staff should let the
manager know and all other servers &
bartenders should be made aware (so
they don’t serve the customer either.)

Many ideas
grow better when
transplanted into

another mind
than in the one
where they
sprang up
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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 Brewmq Company
Contact: Alex Merrick,
Address: 319 Churchill St. W.
Stillwater, MN 55082
Phone: (651) 303-3072
E-mail: amerrick@pabst.com
Web: www.pabst.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.phillipswineandspirits.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.schellsbrewery.com

Arvig

Contact: Charly Baune

Address: 150 Second Street SW
Perham, MN 56573

Toll Free: (877) 242-1351

Fax: (218) 346-5397

Phone: (218) 346-8890

E-mail: charly.baune@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

Bellboy Corporation

Contact: Dave Gewolb

Address: 2220 Florida Ave S
Minneapolis, MN 55426

Phone: (952) 544-8178

Toll Free: (800) 819-2355

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: 12805 H\ghway 55
Suite 115
Plymouth, MN 55441

Mobile: (612) 275-9900

Fax: (763) 253-0481

Web: http://daileydata.com/

Delaney Consultin

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

Deutsch Family Wine & Spirits

Contact: Lindsay Topp

Phone (952) 693-8632

E-mail: Lindsay.Topp@deutschfamily.com

Web: www.deutschfamily.com [1]

Diageo

Diageo Guinness USA

Contact: Matt Larson

Address: 3653 Lincoln St NE
Minneapolis, MN 55418

Office: (612)760-5289

(952) 435-7216
matt.larson@diageo.com
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

(763) 498-9148

(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
(218) 790-2990

(724) 202-6686
sborowicz@egsol.com
www.egsol.com

Fetzer Vineyards
Contact: ark F. Goldberry

Cell: (414) 614-7058
H mark.goldberry @fetzer.com

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 Blvd. NE
Minneapolis, MN 55413

Phone: (651)482-1133

Fax: (651) 482-9810

E-mail: mike_bamonti@jjtaylor.com

Web: www.jjtaylorco.com

Johnson Brothers Liquor Compan

Contact: Michael Johnson

Address: 1999 Shepard Rd

St. Paul, MN 55116

(651) 649-5800 / (800) 723-2424
(651) 649-5894
mjohnson@johnsonbrothers.com
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
: mike @lifemediainc.com
www.lifemediainc.com

Ma'lestic Fine Wines
Contact: Jeffrey VanSomeren

Address: 4026 Vincent Ave N.
Minneapolis, MN 55412
Cell: (612) 807-6170
E-mail: Jeffrey.VanSomeren @jfwmail.com
Web: www.majesticfinewines.com
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-mai dgiuliani@palmbay.com
Web: www.palmbay.com
Paustis Wine Compan

Contact: Cody Olson

Address: 17300 Medina Rd. Suite 100

Plymouth, MN 55447
(763) 550-9545
colson@paustiswine.com

Pernod Ricard USA

Contact: Jeff Jara

Phone: (612) 860-5190 Mobile

E-mail: jeff. jara@pernod-ricard-usa.com

Web: www.pernod-ricard-usa.com

Pro-Tec Desqn

Contact: Mark Bonde

Address: 5005 Cheshire Parkway N
Minneapolis, MN 55446.

Phone: (763) 231-8619

Fax: (763) 553-0204

Web: www.pro-tecdesign.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
Fax: (763) 537-1504
E-mail: banderson@trs-pos.com
Web: www.trs-pos.com
U.S. Bank Government Bankin
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

(651) 646-7821

Brad.Redenius @wirtzbev.com
(651) 646-1497
www.wirtzbeveragegroup.com/
minnesota.asp

Zabinski Busmess Serwces, Inc.
Contact: Zabin:

Address: PO B 0x 15
Annadale, MN 55302
Phone: (320) 286-1494
E-mail: zbsonsite @yahoo.com
Web: www..zbsonline.biz

onze Member
Bernick’s
Contact: Gary Barby
Address: PO Box 7008
St. Cloud, MN 56302
(320) 252-6441
(320) 656-2121
gbarby@bernicks.com
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
Address: 8200 So. Humbolt Ave.,Suite 302
Minneapolis, MN 55431
Contact: Marcia Pfeifer
Phon, (612) 221-5555
m.pfeifer@dakotaww.com
Web: www.dakotaww.com
Summit Brewin
Contact: Mark Stutrud
Address: 910 Montreal Circle
St. Paul MN 55102
Phone: (651) 265-7800
Fax: (651) 265-7801
E-mail: mstrudrud @ summitbrewing.com

The Wine ComPany

Address: 425 Minnehaha Avenue West
St. Paul, MN 55103

Phone: (651) 487-1212

Web: www.thewinecompany.net

Waterville Food & Ice

Contact: Bernie Akemann
Address: 14853 East Benton, Suite #1
PO Box 92
Waterville, MN 56096
Phone: (507) 362-8177
Fax: (507) 362-4751
Web: akemann@frontiemet.net

Supporting Me

C & L Distributin

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 Winer

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

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 Winer
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 Bevera%e Distributing
Contact: Mark Hagen
Address: PO Box 156
Worthington, MN 56187
Phone: (507) 376-5903
Fax: (507) 376-5951
E-mail: hagenm@frontiernet.net
Heartland Wine Sales of Minnesota
Contact: Steve Holman
Address: 544 Oak St North
Sauke Centre, MN 56378
Phone: (320) 250-6888
E-mail: steve@heartlandwinesales.com
Web: heartlandwinesalesmn.com
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@Iocherbros.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

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
Sculpture Hospitality
Contact: Kamee Cole
Address: 13990 Peregrine Circle
Shakopee, MN 55379
Phone: (612) 987-9566
E-mail: k,cole@sculpturehospitality.com
Web: www. sculpturehospitality.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 Distributin
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



KINKY

VO DKA

—

o DLEST

ANAUGHTY LIBATION
SUPER PREMIUAM VODKA
DISTILLED 5 TIMES

| |

Kl ¥ @ B Kinky-vodka.com

Please drink responsibly

A Sassy, Bold Debut
- THE NEW <

D K A
Enjoy Unmatched Mixability

How the unmatched mixability of
the new KINKY Vodka translates to
unmatched sales potential:

+ Builds on the bold brand equity of KINKY.

« Launches with a strong pour of national
advertising—an integrated print, digital and social
campaign—to cause a stir in the marketplace.

+ Instigates incremental sales through marketing
that pairs KINKY Vodka with KINKY® flavors to
create dangerously delicious mixed drinks.

Available locally through
Johnson Brothers
1-800-723-2424 or 651-649-5860.
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