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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
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Volume 74, Number 4, 2015 At their recent Midwest Expo, the Min.nesot'a Licensed Bever.age

Association (MLBA) presented Lakeville Liquor’s Brenda Visnovec the
Official publication of the Minnesota Friend of the Industry Award for her successful efforts in competing against
Municipal Beverage Association. Published new big box competition.
six times annually.: September/October,
November/December, January/February, She is an positive example and leader to both municipal and private operators.

March/April, May/June, July/August. For
advertising and editorial inquiry conact
Paul Kaspszak, Editor, Box 32966, Fridley,
MN 55432. Phone 763-572-0222 or

Congratulations Brenda!!

866-938-3925. Advertising rates available Well deserved!
upon request. Change of address: List both old . )
and new address. Pictured with Brenda is your editor (left) and MLBA executive director
Tony Chesek.
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MMBA President’s Message

GARY BUYSSE
President

If the rhythm’s not right, do you change
the drum or do you change the drummer?

If you read the opinion piece in the
Star Tribune on November 28 you
now understand municipal liquor is
an antiquated concept and should be
disbanded due to lack of interest and
expertise.

If you missed it, the article stated:
[Municipal liquor operations} raise
questions about the proper role of
government, as well as the influence
wielded by munis to help block popular
proposals that would make it possible
to buy a bottle of wine on a Sunday or
grab a six-pack of beer at the grocery
store.

More important, as even private brick-
and-mortar stores struggle for their
place in an increasingly digital econ-
omy, Minnesota should find a way to
shed an anachronistic system that either
loses sales to more competitive private
enterprise or relies on its monopoly
powers to hold off competition and
bring in outsized profits that are little
more than implicit taxes.

I believe everyone is entitled to an
opinion. Public opinion should be fact
based, it should be comprehensive and
it should be unbiased, to the degree it
can be. If John’s Liquor fails it’s an in-
dictment on John, not on private liquor
in general. The same could be said for
municipal liquor.

If one of our members falters it is not
an excuse to abolish the entire system.

MUNICIPAL LIQUOR STORE 4

If you have an agenda and wish to
publicly air it, please allow us the
opportunity for rebuttal. Double
standards exist as forms of prejudice
and tunnel vision. If you don’t deal in
the truth don’t speak or write publicly.
At least don’t assume we should pay to
read it.

The concept of municipal liquor was
established post prohibition. Control
comes first; revenue generation is
second; always. Millions of dollars in
tax reduction generated with a focus on
public safety and control. I’'m proud to
say I do that!

These facts don’t indicate the need to
abolish the system, they support further
perpetuation of it!

Most of the profits generated by big
box liquor leave our state and end up in
Maryland or Maine, that’s a fact. When
they donate $10,000 to the community
in which they’re located, the local
television station is there to commemo-
rate the glorious event. Our millions in
profit go quietly into our local coffers
without any fanfare at all!

Bang the drum people!

There’s discussion on Capitol Hill
concerning the free market. We readily
support the concept of a free market as
long as it if fair, unbiased and doesn’t

provide benefits that conflict with state
liquor law.

Our municipal liquor stores face
competition at all levels and our
perceived monopoly hasn’t existed for
many of us for a long, long time. Our
pricing, customer service and product
selection position us for success!

If you turn your backs on cities that
have made it easier for you to balance
your annual budgets, shame on you!
The free market concept that is being
sold to you benefits the few and not the
majority.

I was contacted yesterday by an
advertising salesperson for a major
local newspaper. I informed him his
publication was of the opinion my
business shouldn’t exist and my
enterprise fund should be abolished
and this was a contradiction I was
having trouble understanding. 1
politely thanked him for his time and
hung up the phone.

We all need to think carefully about
who is the recipient of our dollars, our
display space and quite frankly our
votes.

These concepts have never been more
important.

Your local taxpayers depend on it.

Save the Dates

April 16-19, 2016
MMBA
Annual Gonference




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




Just Do It - Part Two

Getting Employees to do the things
you want them to do

By MMBA Conference Presenter
Tom Shay

Last month, we began a discussion on
the occasion of a manager or owner
telling a staff member to “Just do it.”
And while being an owner or manager
may entitle you to give instructions, fol-
lowed by a “just do it”, we have all
found from experience that this simple
instruction rarely provides you with a
job well done.

I mentioned that from my years in busi-
ness that there was a piece of paper that
was taped to the wall next to my desk,
and it outlined each of the 16 sections
of a book by Ferdinand F. Fournies enti-
tled, “Why employees don't do what
they're supposed to do, and what to do
about it.”

I also mentioned that as I had read the
book, all I needed was that small
reminder as I would give assignments to
my team members. | made a point to
always take a quick look at the list to
make sure I was not giving instructions
which had a very good chance of fail-
ing. My suggestion was that you would
take last month’s column and this one,
highlight the points of value to you, and
tape the two columns on the wall next to
your desk. Here are reasons nine
through sixteen as to why employees
don’t do what they are supposed to do,
and what to do about it.

Reason #9: They are rewarded for
not doing it. We covered a similar

situation last month. You pay your

staff members on an hourly basis. There
are staff members that are your star per-
formers, and most of us have had staff
members that have lagged

far behind in the quality of their work.
Not only do you know who these
individuals are, but so does every staff
member. If a staff member does a poor
job, or does not complete the task at all,
as owners and managers we rarely disci-
pline that individual. Something

as simple as a notation, signed by the
staff member and manager, noting the
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problem can help to solve this problem.
By stating that these notations will be
placed in the staff member's employ-
ment file, and discussed at their semi-
annual job review, you may correct the
situation.

Depending on the severity of the
situation, you may want to have a
policy where an employee is placed
on probation or terminated when too
many notations are received in a
certain time frame.

Reason #10: They are punished for

doing what they are supposed to do.
“You should have known .....”, is a

phrase which may have a place in a
manager’s vocabulary. However, it
should be used with great discretion.
Imagine the manager or owner who

has been in this industry for their

entire working life, and the employee
who had previously sold other products,
or worked in a service industry.
Understandably, there should be a world
of difference in the knowledge and
interpretation of the experiences in day
to day work.

Asking a question of how a staff
member saw a situation and what they
were thinking can enlighten the owner
or manager to how the staff member
saw a situation. A staff member who
has been told to build a display, and is
then chastised for failing to wait on a
customer, is going to be even more con-
fused when the next situation occurs.

Reason #11: They anticipate a

negative consequence for doing it.
This reason ties into the last one. Give a

staff member a situation where they are
afraid to act because of their fear of
being chastised, and you are on the road
to developing a staff member who is
learning to just “stay out of the way and
look busy”. Fear of a manager or owner
does not create a positive work place
where staff members can excel.

Reason #12: There is a lack of
negative consequence for poor
performance. This reason is similar

to reason #9; if there is a reward for not
doing it, or a lack of negative

consequence for poor performance, we
are cultivating employees who can best
be described as “slackers”. Combining
the reason from last month, as well as
reasons #9 and #12, the healthy work
environment will have rewards for those
who do the job, and penalties for those
who do the job wrong, poorly, or do not
do the task at all.

Reason #13: There are obstacles
beyond their control. Perhaps before
you left for a meeting today, you gave a
staff member the assignment of building
a display. When you arrive

the next day at work, the display is not
completed. Someone may have called in
sick. The necessary shelving for the dis-
play that you thought was in the store
room, was not there. Maybe, and fortu-
nately for your business, there were just
too many customers to get to it. The
valid reasons for the incomplete assign-
ment could go on and on. The important
point is for the manager or owner to
consider, and validate these situations
when deciding how to

penalize an individual, as well as
providing the necessary insight when
making the next assignment.

Reason #14: Their personal limits

prevent them from performing.
I remember years ago speaking to a

vendor about a problem we were
experiencing with his company with
regard to the shipment of goods. I
explained that there had been several
conversations with his dispatcher,
driver, and warehouse personnel. His
response, while blunt, did have a truth
within it. “We didn't hire them to work
in those areas because they were rocket
scientists.”

Not everyone is management material;
not everyone wants to be. Hopefully, all
of the sales team in your business is not
making the same hourly wage.
Hopefully, the main guideline for a raise
during the semi-annual review is not
longevity. Skill, both natural and
acquired, knowledge, and desire should
be some of the strong considerations for
pay raise and job assignments.



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



Customer and supplier focused,

we understand the needs and
expectations of each.

We strive to provide unsurpassed value
in both product and services offered.
Building long-term, cooperative,
professional relationships are the
common objectives we share for our
trading partners.

We endeavor to conduct business in a
manner beneficial for these important
partners—with highly trained and.
specialized resources delivering
superior value-added services.




Reason #15: There are personal prob-
lems. Probably all of us have hired an
employee who would fit into the catego-
ry of “professional victim”. It seems
that nearly every day they come to
work, they are experiencing some type
of personal problem or emergency. And
we usually feel better when we have ter-
minated this employee, or they have
moved on to another job.

This reason is to call our attention to the
situation where a staff member is hav-
ing, just as every owner or manager
does, a personal problem that is prevent-
ing the staff member from giving their
full attention to the situation.

It has been the experience of this writer
when such a situation has been detected,
that a conversation on a personal basis
goes a long way. An offer of “I would
be glad to listen or help where I can”
has helped in creating a friendship and
better working relationship between
staff member and owner or manager.

Reason #16: No one can do it.
Consider a manager who has a vision of
how they want something within the
business to look. It may be a display;
sometimes it is needing a report from
computer. This manager was very good
in envisioning what he wanted for the
business, but there were those occasions
where a staff member needed to ask
how to complete the task. A possible
problem was seen by the staff member
even before starting the task. The
manager was unable to clearly answer
the request for directions or additional
information. And with a sound of
frustration in their voice, the manager
would say, “I do not know exactly how.
That is what I pay you to do. Just do it.”

And thus, we complete the two columns
with the same issue we began with. Just
do it was a great slogan by Nike, and it
may have worked well for Mom, but it
does not have a place in your business.

* Today we more often work with
employees instead of their working
for us

» Extra efforts by employers can
produce exceptional results from
employees

* Post a copy of these two articles next
to your desk

“Not My Department”

Costs Stores Dearly

By The Associated Press

According to a recent survey, half
of all shoppers encounter ‘multiple
problems’ on typical visits to stores,
and nothing aggravates customers
like shoddy customer service.

In fact, a salesperson with a bad
attitude, or one who is not around,
drives shoppers away and ultimately
hurts a company’s revenue.

Encountering problems while
shopping is extremely common --
on average half of shoppers polled
encounter multiple problems on any
given shopping trip, said Paula
Courtney, president of The Verde
Group, the Toronto market-research
company that presented the study.

Younger shoppers and women over
age 40 are the most likely to have
problems in stores, the survey found.

Problems at brick-and-mortar stores
can lead to a significant decline in a

customer’s perception of a company,
according to the survey of 2,200
U.S. and Canadian shoppers by The
Verde Group and the University of
Pennsylvania’s Wharton School Jay
H. Baker Retailing Initiative.

While store-based problems such as
parking can present an annoyance,
“the problems that matter most and
degrade loyalty the most are with
salespeople,” said Courtney.

Common issues with salespeople
include having a “that’s not my
department” attitude or not being
around at all, being too aggressive
and being insensitive to long
checkout lines.

On the other hand, if salespeople
seem authentic and knowledgeable
about the products they are selling,
they can create an experience that
consumers will remember and make
it more likely they will return to the
store, Courtney said.

FUN!

Fun & The Bottom Line

Do you want to reduce
absenteeism, promote greater
job satisfaction, boost employee
performance, increase
productivity, and suffer less
downtime? Of course! But,

how?

By encouraging fun. These are
among the bottom-line benefits

of a fun work environment.

10 Characteristics

of Fun

1) Humor alleviates stress and
tension.

2) Fun improves
communication.

3) Fun eases conflict.

4) Laughter can help us survive.

5) Laughing at yourself is the
highest form of humor.

6) Laughter has a natural healing
power.

7) Humor helps lighten the load.

8) Fun unites people.

9) Fun breaks up boredom and
fatigue.

10) Fun creates energy.

MUNICIPAL LIQUOR STORE 9



We Live in a World of Cycles

Editor’s Note: My father taught me
“We live in a world of cycles” — mean-
ing issues of the past often re-surface
in the present. The following speech
was made in 1978 by then MMBA
president Alec Parkin, at a League of
Minnesota Cities Mini-Convention.

While some of the details of his speech
have changed over the years, the
concepts he addresses remain an

issue today in some cities. It is also
important to note many of these

issues also occur in the private sector.
However, municipal liqguor operations
have developed a culture of
addressing these concerns head on.

The League staff asked me again this
year to participate on this panel and
gear my remarks to Marketing
Techniques. I don’t consider myself an
expert; that is, that I have all of the
answers to your problems, but I do have
27 years experience behind me as a
Municipal Liquor Store employee. I
managed combination outlets for many
years, but have spent the past ten years
mainly operating package stores.

You should be aware that since repeal
of fair trade some years back, the profit
picture has changed dramatically, as has
the method in which we operate our
liquor stores. It happens to be a fact,
ladies and gentlemen, that there are still
Municipal Liquor Stores in this state
that are still operating exactly the way
they did some 20 years ago. There are
city councils that will not leave enough
money in the Liquor Fund in order for
the Manager to buy sufficient inventory
when the time is right. There are
managers that will not carry a proper
inventory, even if the funds are available.

I recently, by the request of a city
council, went out to make an analysis
of their liquor operation, which had
been failing badly for the past several
years, and was in fact, on the verge of
going broke. After spending 20 minutes
in the store, I could easily see why. This
store was actually operating 30 years
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behind the times and was the poorest
excuse for a package store, in this day
and age, I have ever seen.

This store, just outside the metropolitan
area, believe it or not, carried only 4
different brands of 12 packs of beer,

6 brands of six packs and six brands

of case beer. They had a beautiful new
walk-in cooler, but just didn’t want to
expand the selection.

The liquor selection wasn’t much
better. Dozens of fast selling, nationally
advertised brands and sizes were absent
from the shelves and many of the brands
being carried were nearly

depleted. I found brands on the shelves
that had been discontinued by the
wholesalers as long as five years ago.
Labels were old, dirty and even part
missing, but there they sat, gathering
dust at the old fair trade price.

The wine selection was almost nil. They
carried Mogen David, Port, Muscatel,
two Vermouths, two types of
Champagne and a few assorted dry
wines. It was a complete disaster!

During the hour I spent in the store,
there were four customers who walked
out because they did not carry the
popular products they wanted.

This store today, under new managment,
is doing a terrific business. The location
was excellent, the potential was there.
So was complacency - the manager
simply did not want to change or keep
up with the times. It is against my
nature to criticize other people or the
way they operate their stores, however,
the store I mentioned here, I hope, was
an isolated case.

A municipal liquor store is in your
community to control the sale of liquor,
to make a profit for your city and to
make available to the consumer the
products he desires to purchase. The
purchaser believes he will get
satisfaction from the exchange of his
dollars for the store's goods. This means

the person must believe he will derive
more satisfaction from purchasing the
liquor than he will from keeping the
money. Now, to carry this one step
further, he believes he will receive
more satisfaction from exchanging
his dollars at your location than at any
other for the same product. Since you
are in competition, not only with other
municipal stores in the same area,

but with private as well, the level of
satisfaction must be greater when he
does business with you.

I don’t care where you're located,
whether it’s in the metropolitan area,
Bird Island, or Tim-Buck-Too, you have
to create a clean, pleasant and enjoyable
atmosphere in your store, that is going
to attract the consumer to your place of
business rather than your competitors.
Once that customer is in the store, then
it’s up to the manager to satisfy not only
his needs by making sure you carry the
brands and sizes he wants, but to sug-
gest other items that he might be in need
of. If a person buys gin, suggest that he
might need Vermouth or mix or ice.
Always without pressure; try to make
that extra sale. At any rate, when that
customer leaves your store with what he
came in for, at a favorable price and was
treated with courtesy and respect - then
that customer is going to come back.

If you didn’t have what he wanted,

and had a negative attitude toward that
person, chances are that you'll never see
him in your store again.

This is where I’d like to talk briefly
about the public relations aspect of your
liquor store. This is one of the most
important parts of any business, and
I’m sure all of you have at one time or
another, been in a business place where
you weren't treated the way you felt you
should have been. Chances are that you
resented that fact and probably never
went back again. It takes effort on the
part of the employee, but it’s a must,
that each customer that walks thru your
doors is greeted with a warm, friendly
and sincere greeting. If that customer is
known by name he should be greeted
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known by name he should be greeted
by his name. Everyone likes to be
recognized and it makes him feel good
when he is. It’s so much easier to smile
at a person and be pleasant, than it is to
frown and have a negative attitude.

I just can’t stress enough how important
it is to your business to treat every
customer with every bit of respect and
courtesy you can master. Also most
important - when that customer leaves
your store, be absolutely sure to offer a
sincere “thank-you” and offer him a
pleasant day. Always treat other people
like you prefer to be treated.

Municipal liquor stores out-state are
sometimes the only store for several
miles around, so a lot of times the

attitude is; they can either buy what

we have on hand, or go somewhere else.

This is exactly the reason many small
stores are in trouble or have already
closed their doors. Times have changed
and those that haven’t changed with
them and kept pace with today’s wants
and needs are going to be out of
business.

Wine sales in Minnesota have increased
something like 400% in the past six
years and this is your big profit item.
Have the wine sales in your stores
shown anywhere near that increase????
If they haven’t, then ask yourself why?
Chances are, when the salesman offers
you a new product, you tell him you
don't have room for any more wines.

It’s true that none of us can carry all

of the new products offered, but if that
item is going to be highly advertised on
radio or television, then you can

bet your butt that item is going to sell.

I’m firmly convinced that if someone
advertised cow dung on TV, it’s going to
sell. When the consumer sees something
advertised that looks pleasant and deli-
cious, he’s going to be in your store ask-
ing for it.

If you haven’t got room, MAKE
ROOM. Cut down on your facings on
other items, or get rid of dogs that aren’t
selling. Why tie up your money and
space in inventory that is collecting dust
on your shelves? Get rid of slow movers
and try the new ones. I don’t care how
crowded your store seems, there’s
always room for more. Remember,

if you don’t have the selection your
customer wants, you’'ve lost him! Why
not take a drive around and look at other
liquor stores that are successful - maybe
you’ll see where you’re missing the boat
- don’t wait too long or your boat might
sink. Remember, he who hesitates is
lost.

I’d like to make one more point, and
that is concerning prices and what
should your mark-up be. Some years
back when fair trade was on, all we had
to do was to look in the Beverage
Journal each month, and that told us
exactly what we should sell our product
for. Well, there is noone to publicize our
prices anymore, we have to figure them
out ourselves. For the life of me, I don't
know how some stores figure their per-
centages of mark-up. I have actually vis-
ited some of your stores and found three
different brands of Canadian Whiskey,
in quart sizes, that cost exactly the same
price per bottle, yet prices will vary
from $5.69 to $6.50. They were not on

special, they were all bought at the same
time, yet three different prices. It just
doesn’t make sense!

I can’t tell anyone what kind of a mark
up they should use, but I can tell you
this, that we cannot and very likely
never will again, make the profit we

did when fair trade was here. There

are different factors involved in your
various operations such as freight rates,
rent, wages, insurance, etc., so you have
to decide what kind of profit you must
have, and go from there.

I have taken a number of surveys of
municipal stores in the suburban areas
and their percentages seem to run pretty
much the same. The majority of the
stores surveyed start with the net bottle
cost, before the discount is taken for
prompt payment, which is usually 2%
within 7 days. Liquor is generally
marked- up 25% - Cordials from 30 to
35 percent - Wine 50% and beer, 25%
on returnables and 30% on non-return-
ables. I'll repeat those mark-ups for you
in case you wish to make a note of them
- I realize that many of you that are in
the outlying areas, pay some ridiculous
freight rates, so you will probably want
to add those onto your retail prices after
you figure your percentage on markup.
You certainly can’t be expected to
absorb them. It would be too costly.

I’'m afraid, I’ve rambled on here longer
than I should have, but I hope that what
I’ve said here may have been some
help to you. If there is time, I would

be happy to answer any questions if

I can - if not, I will be available when
this workshop adjourns. Thank you.

Missing Two Footers?

And he walked away.

By Jeffrey Gitomer

In 1960, at age 14, I met a college basketball coach on the court and asked him for his best, niftiest pointer. He took the
ball, walked under the basket, and shot an easy lay-up.

“See that shot?” he said gruffly. “Ninety-nine percent of all basketball games are won with that shot. Don’t miss it.”

1 felt cheated that day. But, 20 years later, I realized it was the best business lesson I ever got.

The science of serving and selling in business has nothing to do with nuclear physics or brain surgery. It’s about asking
questions, helping others, and believing in yourself, your product, and your company. It’s about establishing long-term
relationships, and having fun. It’s all fundamentals.

You don’t need to be a professional ballplayer. You just need to know how to shoot lay-ups and NOT MISS THEM.

MUNICIPAL LIQUOR STORE 13



Increasing Beer Tap Profits

With an average per keg cost of $50.00
for a bar that uses around 15 kegs per
week, this means that $7,800.00 of the
potential beer profits per year are going
down the drain.

How can you reduce draft beer costs
and recoup those lost profits?

Here are a few tips:

Train your staff on proper pouring

Watch your staff and see if they could
make a small adjustment that would
make a huge difference to your bottom
line. Though your bartenders already
know how to pour beer from a tap, they
may be making simple mistakes that
are hurting your draft beer profits.

When serving draft beer, the beer
doesn’t need to run before it is poured
into a glass. Bartenders should slightly
tilt glasses until the glass is half full
and then straighten the glass to pour
the beer into the center of the glass so it
forms a 1 inch head.

The beer spigot should never come in
contact with the beer in the glass. Train
bartenders to pay attention when pour-
ing draft beer to reduce spillage.

Fix problems when they arise

Is your beer too foamy? Does it have
an “off” taste? Is your beer cloudy look-
ing?

If you’re having any of these problems,
there is something wrong with your

beer system. It may be as simple as
cleaning the lines, adjusting the temper-
ature or checking the CO2, but you’re
losing money until you get it fixed.

Control the head size

If you take the time to control the size
of head for your draft beer, it can really
make a difference in reducing costs.
Are you currently serving beer with a
% inch head or a variable amount
depending on the bartender working?

Add more foam on each glass by as
little as %4 an inch and get up to

20 more glasses for each keg in your
inventory. Train your bartenders to
serve 1 inch heads on every glass of
draft beer that they serve.

Need A Better Point Of Sale Solution?

NCR Counterpoint and
Dailey Data & Associates
The Complete Retail Management Solution

Counterpoint is a robust retail solution that allows
retailers to run their complete business.

complete POS solutions

purchasing and inventory management tools
streamline payment services

customer management and marketing tools.
organizations. Let us show you
how to increase profits and

Contact us today for additional information and to
schedule a free consultation and evaluation.

“Whether it is taking inventory,
placing vendor orders or satisfying
customers’ needs, Counterpoint
and Dailey Data have helped us

doitall.”

~ Liquor Operations Director
MMBA Member

We have over 30 years of
experience with retail

reduce costs!

Dailey Data
& Associates

info@daileydata.com
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Recognize What Turns Off Your Customer

By Paul R. Timm, Ph.D.
50 Powerful Ideas You Can Use to
Keep Your Customers

Research in customer service
repeatedly indicates that 60-70 percent
of lost customers leave because of
problems other than product quality or
price. They get frustrated by the
experience of doing business with the
company. They feel they are not valued.

Get a few people together and ask
them to describe some pet peeves
about their experiences as customers
and you get some very emotional
reactions. Everyone can recall
situations where they were treated
poorly, inconvenienced, or bought
products that just didn’t measure up.

THREE CATEGORIES OF
CUSTOMER TURNOFES

The customer turnoffs that trigger
negative emotions and cause
dissatisfaction arise from three
categories: value, systems and people.

Value Turnoffs
Customers are turned off when they
receive poor value from a shoddy

product or sloppy work.

Value is defined as quality relative to
price paid.

If you purchase an inexpensive, throw-
away item at a discount store — say a

79-cent pen — you may not be upset if
it doesn’t last vey long. But buy a $79
fountain pen that leaks in your shirt
pocket and you are furious.

The purchase of an automobile,
appliance, or professional service that
quits working or fails to meet our
needs, will create a value turnoff.

Systems Turnoffs

The term systems is used to describe
any process, procedure, or policy used
to “deliver” the product or service to
the customer.

Systems are the way we get the value

to the customer, including such things
as:

* Employee training and staffing

* Facility location, layout and
parking facilities, and phone lines

* Record keeping (including
computer systems for handling

customer transactions)

* Policies regarding guarantees,
returns, and so forth

* Delivery or pick-up services
* Marketing and sales policies

* Customer follow-up procedures,
and so on

When a company does a poor job in
any of these system areas, it creates
unhappy customers.

People Turnoffs

People turnoffs arise when employees
fail to communicate well, both verbally
(with words) and non-verbally (without
words).

Some examples of people turnoffs are:

* Failure to greet or even smile at a
customer

* Inaccurate information given, or
lack of knowledge conveyed

* Talking to another employee, or
allowing telephone interruptions
while ignoring a customer

* Rude or uncaring attitude
* High-pressure sales tactics

* Inappropriate, dirty, or sloppy
appearance (of the employee or
the work location)

* Any communicated message that
causes the customer to feel
uncomfortable

It ain’t the rain, the snow, the boss, the
competition, the spouse, the money, the
car, the job or the kids — IT’S YOU!!
AND IT ALWAYS HAS BEEN.

How To Get The Most From Your Employees

Getting the most out of employees begins with hiring the best people yvou can afford and.....

* Training them properly

happens

* Providing the equipment and work
spaces they need to do their jobs well

* Letting them know you care about how
things are done and are aware of what

» Soliciting ideas for improvement and
making them aware they are important
to the organization

» Supervising them carefully

MUNICIPAL LIQUOR STORE 16



94 Tons of Food!!!

Anheuser-Busch, Inc.

. ) . Contact: Michael Maxwell
The recent MMBA / Coors Light Food Drive generated the equivalent of 94 tons of food for local member @l (816) 806-2305
-mail: michael. maxwell@anheuser-busch.com
food shelves!!! Web: www.budweiser.com
e
ontact: ustin Ashton
Congratulations to everyone who participated!! N T
Sl
_— . . . . Cel: 5612) 961-1476
Your contributions, large and small, are helping an important need in all of our communities. E-mail: justin.ashton@beamsuntory.com
Web: www.beamsuntory.com
) . , MillerCoors Brewing Company
The overall winners of this year’s contest are: Contact: - Jon ESZQZ?F”
Miltona (Under $1 million in annual sales) & Lakeville Galaxie (Over $1 million in annual sales)!!! Orono MN 55356
Phone: (612) 718-6862
. .. . . . . Fax: (952) 285-6862
Miltona collected the most of all participants with 47,291 pounds, which included over $13,000 in cash. E-mail: jon.chance @millercoors.com
Web: www.millercoors.com
. . Shamrock Grou
Miltona has a population of 424. Concaot 2 Sereioly
Address: ﬂ?ﬁﬁe‘ﬂgoﬁg eMﬁoés‘toa
. » . . . . Phone: (612) 824-9600
The food shelves in these communities will be receiving a $1,000 donation courtesy of MillerCoors Eax o —
and MMBA Web: www.aceice.com

National Alcohol Beverage
. L . . Control Association
Each of the food shelves in these participating communities, chosen through a random drawing of all Contact: Jim Sgue

0
Addi E 4401 Ford Ay #700
participants (not including the overall winners), will receive a $100 donation: Pho::s ;\5@5;;5{@3?”52&3024473
Eax: il ?r?fésﬁgggigbca or¢
~-mail: . L
i . Web: www.nabca.org
Spring Lake Park Longville i i
; Ste. Michelle Wine Estates
Isanti Rogers Contact: Randy Dobratz
G t F ” . Address: leﬁ4qlrlylhaﬂr;\t‘i%%lﬂ
ranll e ralls OgIIVIe Phone: 5525;%5?:?223
DarWIn N|SSWa sv-n:;ail: randy.dobratz@smwe.com
Edina eb: WwWw.smwe.com
Brooklyn Center Sutter Home Winery
Contact: Brad Musolf
Address: 5512 West 25 1/2 Street
St. Louis Park, Minnesoota55416
Phone: (612) 619-9949
E-mail: bmusolf@tfewines.com

Making Citrus Wedges

1) Slice the fruit in half the long way.

If you commonly hang your wedges on the edge of a glass, go Sa ve the

ahead and cut a notch in them now. Make a small cut the

short way across the inside of each half at this point. Make ,
sure you don’t completely cut through the fruit’s peel or you'll Da teS-

cut the wedges in half, rather than notching them.

2) Lay the cut halves down, (peel side up) and 201 6
halve them the long way again.
3) Cut each of those halves the long way to create
eight wedges total. MMBA
(Note: A "squeeze" is very similar to a wedge, but smaller. In Annual
fact, it’s half the size. Make wedges as shown below and then
cut those wedges in half the short way. Rather than hanging conferﬂnce
on the side of a glass, a squeeze is squeezed into the cocktail
by the bartender, and then dropped in the drink.) o

ﬁ April 16-19

Arrowwood
1 2 3 Resort
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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 Brewinq 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: TJ Shindeldecker
Address: 337 Washington Ave. No. #631

Minneapolis, MN 55401
(574) 514-5188
tjshindeldecker@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

Phone: (763) 498-9148

Fax: (763) 498-7613

E-mail: bob@e3lightinglic.com

Web: 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 Vme*ards

Contact: ark F. Goldberry

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

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

Higher Standards

Contact: Troy Kochevar

Address: 2801 East Cliff road
Burnsville, MN 55337

Phone: (612) 701-6156

Fax: (952) 736-1701

E-mail: troy_kochevar@hotmail.com

Web: www.higherstandards.net

Jackson Family Fine Wines

Contact: Laura Ulmeni
Phone: (612) 201-7010
E-mail: laura.ulmen@jfwmail.com

Web: www.jfwthekey.com

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

Address: 701 Industrial Blvd. 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

(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
(612) 920-5433

(952) 881-7797

mike @lifemediainc.com
www.lifemediainc.com

Mike’s Hard Lemonade

Contact: Brady Blaska

Cell: (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 Compan
Contact: Scott Lindman
Address: PO Box 128

Remer, MN 56672
Phone: (218) 760-8199
E-mail: SLindman@paustiswine.com
Pernod Ricard USA
Contact: Jeff Jara
Phone: (612) 860-5190 Mobile

jeff.jara@pernod-ricard-usa.com
www.pernod-ricard-usa.com

Pro-Tec Design
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

Phone: (320) 230-2282

Cell: (320) 761-6423

Fax: (320) 230-1796

E-mail: rick@rite.us

Web: www.rite.us

Southern Wine and Spirits

Contact: Chris Morton

Address: 701 Industrial Blvd. NE, Suite B

Minneapolis, MN 55413
(612) 217-5197

(612) 217-5196
cmorton@southernwine.com

Stan Morgan & Associates

Contact: Skip Troyak
Address: P.O. Box 149
Excelsior, MN. 55331
Phone: (952) 474-5451
Cell: (612) 860-6612
Toll Free 1-800-826-1982
Fax 952-474-8253
E-mail: sales@stanmorganassoc.com
Web: www.stanmorganassoc.com
Sutter Home Winer
Contact: Brad Musolf
Address: 5512 West 25 1/2 Street
St. Louis Park, Minnesoota55416
Phone: (612) 619-9949
E-mail: bmusolf@tfewines.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
Phone: (651) 646-7821
E-mail: Brad.Redenius @wirtzbev.com
Fax: (651) 646-1497
Web: www.wirtzbeveragegroup.com/

minnesota.asp

Zabinski Business Services, Inc.

Contact: Paul D. Zabinski
Address: P.O. Box 15

Annadale, MN 55302
Phol (320) 286-1494

E-mai 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
(763) 295-3347
(763) 295-4947
nick@dahlh.com
Dakota Worldwide
Address: 8200 So. Humbolt Ave.,Suite 302
Minneapolis, MN 55431
Contact: Marcia Pfeifer
Phone: (612) 221-5555
E-mail: m.pfeifer@dakotaww.com
Web: www.dakotaww.com
Summit Brewm?
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 Member

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
(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

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

(507) 931-0089

(507) 931-7910
janes@chankaskawines.com
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 Wlner¥
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
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 Hospitalit
Contact: Kamee Cole
Address: 13990 Peregrine Circle
Shakopee, MN 55379
Phone: (612) 987-9566
E-mail: k,cole@sculpturehospitality.com
Web: www. sculpturehospitality.com
Sunny Hill Distributin
Contact: Mike Baron
Address: East Highway 169
P.O. Box
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 5 5423
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



\‘\»‘\\ _‘“ SPIRIT OF THE g/, A
DUBLINER

IRISH WHISKEY

The Dubliner Irish The Dubliner Liqueur
Whiskey is a smooth is a smooth blend of
blend of single malt honeycomb and

'¢ and grain whiskies, N caramel flavors
aged in bourbon married with triple
casks that capture distilled Irish Whiskey.
the spirit of the city. - |

TASTING NOTES TASTING NOTES I

GOLOR: COLOR:

a warm, golden color a rich, glossy amber

NOSE: NOSE:

fresh, grassy and apple rich caramel, toffee and

notes and a clean malt butterscotch, but not

TASTE: overly good

smooth mellow honey h\’" TASTE:

sweetness, with "":‘-\;!mum B warm whiskey tones,

underlying pepper spice BT e with honeycomb and

FINISH: — caramel

silky smooth with — FINISH: 5
a touch of caramel ’?dpﬁ—\ soft and sweet -

Tudic
B o ———————————————

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

2016 Imported by Prestige Wine & Sgirits Groag, Prii

Please drink responsibly.
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