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BEVERAGE. ICE. SERVICE & MORE. SELLING SOLUTIONS SINCE 1945.

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

drinks. Available flavors:

e Grenadine e Lime Juice
e Triple Sec
e Margarita

for peace of mind.

e Custom ice sculptures
e Special Events products/services

Cleaning Systems. \We're
comprehensive: Our own new
Shamrock Chemicals + 4 other
chemical brands + ware washing
equipment—the complete
package for all your cleaning
needs, including equipment
design, installation, maintenance
and repair.

e Strawberry e Mango
® Pina Colada e Peach

MinneMixer. Minnesota’s ‘Local’ mixers for making great-tasting

E

e Raspberry e Bloody Mary
e Sweet & Sour

Kelly Koolers. Custom designed to meet your every requirement.
Air-tight, durable construction + custom refrigeration. Quality guaranteed

Ace Ice. Find us throughout the Twin Cities, including Lunds/Byerlys,
Walgreens, Kowalski's and numerous liquor stores. ‘Purefect’ ice in 5Ib
and 18lb bags, made locally. Also available:

¢ 10lb and 300Ib blocks
® Dry ice

Contact Steven Kelly
steven@shamrockgroup.net

| -

MIIMA

Minnesota Independent Ice
Manuftacturers Association

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

Partner with us! We welcome new product distributors. Call Steven.
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Delivery Service — Why Bother?

Because chances are your competition IS, OR SOON WILL BE, offering
delivery.

On page 6, learn how Wayzata Wine & Spirits is landing some new
customers and making existing customers very happy by offering delivery.
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MMBA President’s Message

GARY BUYSSE
President

Bent Brewstillery is the only company
in Minnesota currently involved in the
production of craft beer and distilled
spirits.

They are on a mission to change the
state law to allow Minnesota brewery
distilleries to have a brewery taproom
and distillery cocktail room under the
same ownership and same

location; https://www.indiegogo.com/

projects/cocktail-time-beer-brewery/
x/17662385#/

Under current law this is not possible.
Brent Brewstillery currently pays just

a bit more than thirty three percent for
an annual license for their taproom and
distillery, giving them a competitive ad-
vantage over every other liquor license
holder in Roseville.

They also possess the ability to control
cost and achieve higher margin on
product sold than their competition.

Rogers Wines and Spirits, in partner-
ship with Brent Brewstillery, offer
many of their beer and spirits items
for sale.

Many other Minnesota retailers assist
them in their pursuit of success.

I submit that with a taproom, low cost
licensure and the love and support of
many Minnesota retailers, including me,
Brent Brewstillery currently has all the
competitive advantage it needs to survive.

Bartley Blume, President of Brent
Brewstillery, paints a different picture.

He maintains the current legislative

climate stifles his ability to grow his
spirits business.
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He also alluded to the fact he would be
willing to examine the fees he currently
pays in order to potentially level the
playing field with many of his local
Roseville competitors who are also his
customers, pouring his beer and spirits
in their establishments.

The continual birth of local craft
breweries in Minnesota has created a
business climate that reduces the option
for large scale distribution and forces
these small businesses to rely on a
more localized business model in order
to survive.

Self-distribution is expensive and cur-
rent distribution chains are brimming
with new items.

These are just some of the challenges
local entrepreneurs face when
attempting the change the dynamic
of an existing market.

Our association is continually

trying to find a legislative balance
that allows change and growth

Mid Central Ice

Perham

Precise Ice X
Belgrade/St. Cloud ]

Waterville Ice o
Waterville f

while protecting small businesses
in an legislative environment that
seemingly has little concern for
“mom and pop” operations that
provide consumer access to many
products that would be lost if big
box retail were the only option.

On a similar note, don’t forget who
voted for the Sunday sales bill that
became law on July 2, 2017.

As the words “free market” echo in my
ears, I am acutely aware of the seeming
focus on big business and the lack of
focus or concern for small business and
consumer choices and selection.

All of our legislators need to focus
more on constituents and less on the
perpetuation of the party agenda.

I am certain more positive results
would be achieved if we worked

toward a common, shared agenda.

And I am careful for what I wish!

Crystal Springs Ice Pine City

@ Ace Ice Minneapolis

miima-ice.




FEEL

THE PULL
OF THE
MOON.

TASTE RESPONSIBLY

©2017 Blue Moon Brewing Company, Golden, CO




Delivery Service — Why Bother?

By Kevin Castellano,
Wayzata Wine & Spirits

We started our delivery service in July
2015.

It is a risk, and you really have no data
to present to the council to use as a
comparison, only building it up as you
start the service.

Our store is treated different than just
retail, it is also seen as a “service” we
provide, as we are city owned and
operated.

It was an expense we were willing to
incur, and gave it a shot.

It may not make sense for every muni
liquor store, but it is also more of a
defensive move.

Chances are your competition IS, OR
SOON WILL BE, offering delivery.

Putting together a plan might not be as
cumbersome as you’d expect.

A delivery program is relatively cheap
to start as far as many other capital
improvement plans and operating
expenses go.

Plus, you can tailor the policy to your
store.

Review the results after 6 or 12 months

and decide if it’s worth pursuing.

Here are the parameters we chose to
COVET our costs.

Again, this is our policy and we work
around it for larger orders:

» Available hours: Set a time that
still leaves 2 employees in the
store, maybe 12-6, and a 2 hour
turnaround time. We also do not
delivery on Sundays.

* Minimum purchase: Make this
higher than your average
transaction to cover your labor
costs, (we have a $50 minimum)

+ Customer must have ID when
receiving delivery, and must be
home. Just like Fed Ex, alcohol
cannot be left on the doorstep.
Prepaid before we leave the store.
Credit card only.

* All the details of our policy are at:

http://wayzatawineandspirits.
com/delivery/

Create a report on your POS system that

grabs every delivery sale, like a quick

button at the register, so you can
evaluate any time period of your
choosing.

It’s interesting to see what that sales mix
is compared to your instore sales mix.

You will definitely run into some unique
situations, and your policy should be
written to reflect your right to refuse
service just like in your store.

It has been well worth it out here, and
we’ve captured some very large sales for
parties, weddings, and corporate events.

It’s helped land some new customers,
and made our existing customers very

happy.

If you can dedicate some of your
advertising budget to this, it is really
easy to get the word out, and utilize
existing city publications.

You have to stick your neck out there
and be willing to own the positive or
negative results, but either way I say
it’s worth the effort!

2018 MMBA
Annual Conference

[
The real key is getting your staff behind
it, making it part of their job description
and daily operations, and advertising it!

April 28 - May 1

I think it is important to evolve and ®
change with the industry, and delivery
is yet another free service you can offer
your customers.

Arrowwood Resort

MUNICIPAL LIQUOR STORE 6



Small

Town Observations

By Becky McCray,
http://smallbizsurvival.com

When you ask small town people what
challenges they want help with, the
responses provide an interesting insight
into rural areas today.

SaveYour.Town and SmallBizSurvival.
com conducted a survey among
subscribers and visitors to their sites
during 2017, receiving 250 individual

responses. Participants included 215
from the USA, 25 from Canada, and 10
from other international locations. The
results were compared with a similar
survey in 2015 that received 227
responses.

Rural Community Challenges

Top five concerns at the community-
wide level were mostly the same in
2017 as 2015.

1. Downtown is dead
2. Losing young people
3. No one shops in town

4. Missing out on tourism
opportunities

5. Need new residents

Minnesota Delivery Regulations

7515.0580 DELIVERY.
Subpart 1.

Restrictions.

Only licensed or authorized off-sale
liquor retailers and no other class

of retailers may make deliveries of
alcoholic beverages from their
stores to the residence of a purchaser
or other location, provided however,
that such delivery shall be made
only to a person 21 or more years

of age; and provided further, that
such delivery must not be made to
alcohol beverage licensed establish-
ments or other public or private
place in violation of law or
ordinance.

Subp. 2.

Delivery tickets required.

The person in charge of any vehicle
delivering alcoholic beverages to
purchasers must carry an invoice

or delivery slip stating the date and
names and addresses of the seller
and purchaser, itemizing the

number, size, and brands of
alcoholic beverages to be delivered.
Upon delivery, the invoice must

be signed by the person accepting
delivery and by the deliverer and
the signed copy preserved on the
retailer’s premises for a period of
six months.

Subp. 3.

Retailer may refuse to deliver.

Any retailer, or employee or agent
of the retailer, may refuse to sell or
deliver alcoholic beverages to any
person whom they have reason to
believe is ineligible to buy such
liquor, as provided by Minnsota
Statutes, sections_ 340A.502

to 340A.505 and 340A.701 to
340A.705, or whom they have
reason to believe intends to deliver
the alcoholic beverages to ineligible
consumers. They may require a
person of doubtful age to produce
written evidence as required in
Minnesota Statutes, section
340A.503,subdivision 6, of being 21
or more years of age.

Subp. 4.
Forbidden deliveries.

No off-sale retailer shall sell, ship,
or deliver alcoholic beverages to
purchasers in any county, municipal-
ity, or area where the sale or deliv-
ery thereof is prohibited by law. No
retailer shall deliver or permit the
delivery of any alcoholic beverages
during the hours when off-sale of
liquor is prohibited by state law or
municipal ordinance.

Subp. 5.

[Repealed by amendment, 8 SR
2478

Subp. 6.

Open stock deliveries prohibited.
Only alcoholic beverages ordered

and packed at the store for deliv-
ery shall be carried in the delivery
vehicle.
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The top four choices are the same as in
the 2015 survey, but with choices three
and four switched in position. The fifth
most-chosen challenge, “Need a usable
building,” rose two slots from seventh
position in the 2015 results. The number
five choice in 2015 was “Need an idea
to start a business,” which fell to ninth
position this year.

Rural Trends of Interest

Over 85% of participants chose among
the coming trends of most interest to
them. This was a new question on the
2017 survey.

The top trends garnering attention were:

1. Rural retail trends
(omni-channel, drone delivery,
consumer shifts)

2. Rural population changes

3. Trends affecting rural makers
and craftspeople

4. Rural service business trends
(contingent workers, remote
work)

5. Changes to rural society
(populations, shifts in the center
of power, automation)

OTHER RURAL CHALLENGES

Taking the structured and open-ended
responses together, several themes
emerged where the surveyed rural
people most feel the need for help.

Conflicts and negativity hinder
progress

* Lack of cooperation, apathy,
negativity and resistance to
change among local leaders
and residents were the most
commonly-mentioned
challenges, appearing in 22
of the open-ended responses

e Conflicts between different
groups and cultures were

MUNICIPAL LIQUOR STORE 8

mentioned, including conflicts
between age groups, longtime
residents conflicting with new
residents, different religious and
faith communities, and diverse
racial groups

* Social isolation caused by
conflicts between groups and
unique local issues were
mentioned in three open-ended
responses

Uncertainty around population

* Losing young people and a
need to recruit new residents
both scored in the top five of the
choices this year

* Decline in population and
aging population both were
mentioned in the open-ended
responses

» Lack of volunteers was also
mentioned, with people saying
they had more ideas and projects
than people to accomplish them

* Workforce shortages were
mentioned in five open-ended
responses

Rural communities are focused on
downtown

* Downtown business district
issues were commonly
mentioned, including the types
of businesses, need for business
support, drawing residents down
town for shopping and
activities, and competition with
online and big chain retail
competitors

RURAL SOLUTIONS

Even though the survey focused on
identifying rural challenges, positive
responses focused on the future,
creating their own solutions and
moving forward.

Rural people are focused on creating
their own solutions

* Many people identified local
trends they felt they could take
better advantage of, including
tourism, accommodations,
youth retention and family-
friendly activities

Lack of people is more of a limiting
factor than lack of funding

* There are so many rural projects
and activities that a shortage
of volunteers emerges

* Over a quarter of all the people
mentioned the lack of
volunteers as a challenge

* Only two people brought up a
lack of funding

There’s more interest in makers than
in manufacturers

* When asked about trends 30 years
into the future, more people
expressed an interest in trends
for makers and crafts people than
for manufacturing

WHAT THE SURVEY DIDN’T SAY

The responses from rural people broke
down some prevalent small-town
stereotypes.

Small towns aren’t interested in
recruiting outside businesses

* While many local governments
and economic development
professionals are focusing on
recruiting outside businesses,
the need for that was not reflected
in this survey

* No one mentioned needing to
recruit a national chain or an
outside franchise business to
improve their town
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©2015 ANHEUSER-BUSCH, BUDWEISER® BEER, ST. Lous, MO
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My American Handmade Vodka beats the giant USA PTS

“Imports” every day. That’s because I distill Katal One' 89
it six times in old-fashioned pot stills I built HOLLAND PTS
myself and taste test every batch to make Grey Goose’ 8 4 oS

sure you get only the best. . FRANCE
Try American! ,/( J'/O/ Belvedere’ 84
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*
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* Only two respondents mentioned
a business gap, or a specific
business they felt their
community or downtown

needed to develop through local
entrepreneurs

Rural people are not waiting for
factory jobs to come back

* There was not a single mention
of the return of factories in
responses to this survey

Many responses focused on
growing local entrepreneurship

Five times as many people
mentioned a lack of available
workforce than mentioned lack
of jobs

Rural community challenges aren’t
as poverty- and crisis- driven as you
might think

*  While national media coverage
of rural areas often focuses on
towns that have suffered the loss
of a major employer or industry,
the least-selected choice

for challenges (under 7%) was
that their town had suffered “a
terrible blow” such as the loss
of a factory

Although rural poverty and drug
problems are another common
media theme, only three responses
mentioned poverty, crime or drugs

Small town business challenges are

more about buildings and marketing
than about loans

» Although a lack of small
busness lending is often cited as
holding back small businesses,
more people cited trouble
funding a usable building than
trouble finding a loan, and

this was also true in the 2015
survey results

It’s not true that everyone knows
everyone in a small town, as both

top small business challenges
related to marketing

Housing shortages didn’t get many
mentions

» Although housing is a major focus

issue for governments in some
rural US regions, only three
responses to this survey
mentioned a shortage of usable
housing

THE WRITE-IN CANDIDATES

When given open space to mention any
other challenges, the surveyed rural
people shared many additional areas
where they need help.

How do we counter general
apathy and build a greater sense
of community across the entire
community?

As more young families decide
to “go rural”, will the old
communities welcome and open
up to them? Can they help

revive old or dying facilities and
improve access to daily needs
and necessities? How can young
doctors and teachers be enticed to
settling in rural areas?

Our municipal leaders have PMS:
they’re Pale, Male and Stale.
They are risk averse, penny-
pinching and, unwittingly
perhaps, make their jobs look
difficult which repels young
people and business owners from
running for election.

We have great ideas to help
our town/county, but not the
human capacity to move them
forward.

Maybe the answer is to
differentiate by giving rural
consumers the “old” shopping
experience, BUT doing it so
well that the alternatives aren’t
so attractive.

* How do I attract good employees

for low-level jobs?

Loss of transportation and loss of
medical services in rural
areas. What are alternatives?

Demographic shifts, the creative
class, “rural by choice”...
finding a community niche in
the business clusters that the
entire region will depend upon,
appropriate housing (we have
affordable housing in spades).....
all of these are challenges to
making our communities
attractive enough for new
residents and to have our own
millennials return home. There
is no single magic bullet.

There are many threads to
weave. *

Knowing how to filter the media
reports on government reports
about changes in business and
taxes and how it effects the
shopping consumers, along with
entrepreneurs who may want

to start up in business. In other
words...how can we prepare to
change with the unknown?

Start the talk about #BrainGain.
I hated when they coined
#braindrain when I was in high
school. Let’s talk about the
influx that is coming and give
more momentum to the
movement. I also hate it when
people talk about their
communities housing problem. It
is a housing opportunity

to the entrepreneur that will fix it.

*edited for brevity and clarity

WINNESOTA MUNICIRy [
GEVERAGE ASSOCIATIy,

e

X
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BEVERAGE. ICE. SERVICE & MORE. SELLING SOLUTIONS SINCE 1945.

With just one call to the Shamrock Group, we’ll assist you with a variety
of products and services you need. With our expert Attention to Detail,
starting — and remaining — with us sets you up for business success.
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e Grenadine e Lime Juice
e Triple Sec
e Margarita

for peace of mind.

e Custom ice sculptures
e Special Events products/services

Cleaning Systems. \We're
comprehensive: Our own new
Shamrock Chemicals + 4 other
chemical brands + ware washing
equipment—the complete
package for all your cleaning
needs, including equipment
design, installation, maintenance
and repair.

e Strawberry e Mango
® Pina Colada e Peach

MinneMixer. Minnesota’s ‘Local’ mixers for making great-tasting

E

e Raspberry e Bloody Mary
e Sweet & Sour

Kelly Koolers. Custom designed to meet your every requirement.
Air-tight, durable construction + custom refrigeration. Quality guaranteed

Ace Ice. Find us throughout the Twin Cities, including Lunds/Byerlys,
Walgreens, Kowalski's and numerous liquor stores. ‘Purefect’ ice in 5Ib
and 18lb bags, made locally. Also available:

¢ 10lb and 300Ib blocks
® Dry ice
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Dealing with Big Box Competition

John Ewoldt of the StarTribune recently
wrote an article discussing how small
retailers are dealing with big box
competition.

Here are some key points for success:

* We're creating a story and a feeling.

* Small retailers survive and sometimes
thrive by listening to what customers want
and a store that makes people happier
than clicking a “BUY” button on-line.

* Retailers do well when they cater to
needs not met by the internet, such as
immediacy, experience.

® Shoppers want a very localized
experience.

Maybe they buy something, maybe they

=  MOFAS offers these FREE materials for
; your liquor store customers.
Get them at www.mofas.org/store

dont, but they re in a better mood when
they leave.

® Retailers have to make the experience
of shopping fun.

® From a failed business: People loved
the store, but we didn 't change the
assortment more often.

® Retailers have to give customers a
deep experience.

It’s an emotional connection that’s more
intimate and less stressful.

® From a customer: The selection
changes often and my salesperson, Lynn,
makes me a happy shopper.

® Brick-and-mortar retailers, large and
small, know they have to continually
evolve to stay in business.

zero

alcohol
for

_ nine

% months

\ / mofas.org

Thank you to the Minnesota Municipal
Beverage Association for supporting
049: zero alcohol for nine months

of pregnancy.

minnesota organization on fetal alcohol syndrome

® ESPECIALLY FOR MUNICIPAL
LIQUOR OPERATIONS...

An owner saw a discussion thread on a
local online bulletin board with the topic
question, Amazon?”

One respondent mentioned Amazon
Smiles donates 0.5 percent back to an
organization select purchases.

“That one took me by surprise,” she said.
I have significantly higher donations and
sponsorships with local music and sports

teams.

I don’t outline it in the store, but [ may
need to rethink that.”

(How are YOU Promoting the
Value of Your Municipal Liquor
Operation??)

mofas.org/store
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I want to take a minute to tell a story...

Subpoena!

I recently received my first subpoena.

It’s not a very happy feeling to be

served papers anywhere, but especially

at work.

Many thoughts go through your head..
What did I do?

Who could be after me?
What happened?

I obviously can’t disclose much about
it... but I can tell you there are people
who work for you and patronize your
establishment doing unethical things.

Sometimes you have to be the
one who catches them or gets
information to the police.

If you don’t act, they’ll assume they
can continue to do whatever they’re
doing.

If you don’t act, they’ll assume they
can continue to do whatever they’re
doing.

Sometimes it is seemingly innocent and

sometimes it is blatantly wrong.

Either way, it’s another one of those
things we need to address 100% of the
time.

You have your brush,
you have your
colors,

you paint
paradise,
then in you go.

MUNICIPAL LIQUOR STORE 14

My city doesn’t have many policies
regarding the liquor operation.

Consequently, I have had to write most

of the policies we currently have.
Once written and implemented, it is
critical to get all of the information to

all of your employees.

In addition, it is a good idea to have

some sort of training meeting to ensure

everyone understands the new policies
and procedures.

Like you, I’'m sure, thinking about
having all of my ducks in a row is the
best feeling.

However, as a manager I feel like this
rarely happens.

There is always so much stuff going
on and too many moving parts to ever

truly feel like I'm ahead.

But when that great feeling occurs,

don’t stop working to get further ahead.

There will always be something that
can happen and catch you off guard
or derail everything just completed.
I received letters from two different
county courts within a week of each
other regarding things that happened
too long ago to recall accurately.

Think of how you would deal with a
situation like that.

Some days you have to tell yourself:

Just keep swimming, just keep
swimming...

-Dory (From Finding Nemo)

Joe Audette

Platinum Member

Anheuser-Busch, Inc.

Contact: Kevin Karel

Cell: (651) 336-6449

E-mail: Kevin.Karel@anheuser-busch.com
Beam Suntory

Contact: Justin Ashton

Phone: (612) 961-1476

E-mail:  justin.ashton@beamsuntory.com

MillerCoors Brewing Company
Contact: Jon Chance

Phone:  (612) 718-6862

E-mail:  jon.chance@millercoors.com

Shamrock Group
Contact: Steve Kelly

Phone:  (612) 824-9600
E-mail:  steven@shamrockgroup.net

National Alcohol Beverage
Control Association

Contact: Jim Sgueo
Phone:  703-578-4200
E-mail:  jim.sgueo@nabca.org

Ste. Michelle Wine Estates
Contact:  Randy Dobratz

Phone: (952) 250-9837

E-mail: randy.dobratz@smwe.com

Sutter Home Winery
Contact: Bryan Pearson

Phone:  (763) 443-9664

E-mail: bpearson@tfewines.com

Shiner Beer

Contact: Michael Maxwell

Phone:  (816) 806-2305

E-mail: michael.maxwell@gambrinus.com

Gold Member

Arctic Glacier Ice

Contact: Jon Stelley

Phone:  (651) 455-0410 ext. 213
E-mail:  jstelley@arcticglacierinc.com

Phillips Distilling Company
Contact: Steve Vogl

Phone: (320) 291-1280

E-mail: svogl@phillipswineandspirits.com
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Maximizing Advertising Dollars in Longville

Are you wasting advertising
dollars?

This was one of the questions asked at my
very first MMBA Boot Camp.

Though it was always on my back burner
to look into, I finally took action and last

year ran some coupons to see if there was
any return on investment.

I ran a coupon for $5 off a $50 purchase,
and after a month received 2 back.

Then, I did 10% off 6 pk beer coupons
and didn’t receive any.

So this year after a heated debate with my
local newspaper owner, I decided to run
only Facebook ads.

Now in a community of older people it
was slightly risky, but I gave it a shot.

Mid Central Ice

Perham

Precise Ice
Belgrade/St. Cloud

Waterville Ice
Waterville

On Facebook you only pay for people
you reach with a push ad (an ad that
Facebook makes pop up when scrolling
on your timeline).

You do not pay for people who have
previously LIKED your page.

You can set up ads for a certain length
of time and you can also schedule ads to
start at a certain time.

They also only bill you once a month
for up to the budgeted amount you have
set.

Invoicing is very easy.

My first ad I put a $15 dollar
budget.

It reached 1,148 people, had 48 post

miima-ice.

MUNICIPAL LIQUOR STORE 16

engagements and 24 new page likes in
a week!

A typical newspaper ad this time of year
would normally run me close to $100
for a 2”x4” ad and in my area reach
about 500 people.

However, I would have no idea if any-
one even saw it.

It is hard to adjust to new ways

of reaching customers and you will
probably meet some resistance at first,
but my sales are up for the year without
using the newspaper ads and I have
used less than 10% of what I spent last
year on advertising.

Also, some managers have come up
with great ways to promote their stores
like Edina who now does “15 Second
Reviews” on products in the store.

Lakeville has commercials
promoting community values.

My favorite is her latest ad for their
local K9 unit fundraiser.

Now I may not be as creative as them,
but my message is getting out there and
I’m saving my town money at the same
time.

That a win-win if you ask me.

Nancy Raines
Longville
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Sales Alone is Not Marketing

By Glenn Muske, Smallbizsurvival.com
I need help in marketing my product.

That short sentence is the one I hear
often as I work with small-business
owners.

Most often, when asked to clarify
what they want, the owner talks about
increasing his or her sales.

They want to see more goods and ser-
vices go out the door.

While sales certainly are a key part of
an ongoing business, sales alone is not
marketing.

Using tools to products and services
would be most often defined as
advertising.

Marketing is more.

Marketing can be defined as seeing
goods and services going out of the
door with that customer, and his or her
friends, returning again and again.

Marketing, in by my definition, is
“everything you do.”

Marketing is knowing your customers.

It is providing them the solutions to the
problems they face.

Take a simple need of fastening two
things together.

At such a broad level, there are lots of
ways we might suggest getting the job
done.

But by asking questions, we learn that
he or she is building the drawers for a
wood cabinet.

So maybe a wood glue would be best.
And by asking even more questions,
we more accurately can meet the
customer’s needs.

Knowing your customers helps you
understand what to stock and what
new items might be of interest to your
audience.

MMBA Community

Value Event

March = Food Drive Prep

April
April

May
June
July
September = Animal Prep

Troops

October

= Animals

Food Drive Prep

Make Your Community Shine Prep
Make Your Community Shine
Troops Prep

Knowing the audience helps you in
letting the customer know you exist,
what you offer, and how you can help.

Marketing goes beyond the individual
customer though. It includes being
engaged in the community.

(Again, take note municipal liquor
operations!!!!)

Marketing begins with two important
facts:

The first fact is that it is an investment
in the future of your business.

It is not a cost.

And the second fact is that marketing
takes a long-term view.

So the next time you ask someone for
help in marketing, is your need simply
to move the inventory you have on hand
or are you looking to build a sustainable
business into the future?

Once, during
Prohibition,
I was forced to

live for days on

nothing but

food and water.

~W.C. Fields

MUNICIPAL LIQUOR STORE 17



MMBA Commercial Members Are Available to You! Contact Them!

August Schells Brewing
Contact: Jeff Pohl (Pohicat),

Cell: (612) 759-0368

E-mail: jpohl@schellsbrewery.com

ATM Source

Contact: Chad Woolson
Phone: (866)504-5800
E-mail: chad@asiatm.net

Bacardi USA

Contact: Greg Aamodt

Phone: (952)484-8860

E-mail: gfaamodt@bacardi.com

Brown-Forman

Contact: Aaron Vreeland

Phone: (320) 290-2766

E-mail: avreeland@thehiveinc.com

Catalyst North America
Contact: Glenn Drover

Phone: (815) 230-9303

E-mail: GlennDrovercatalyst-direct.com

Crow River Winery

Contact: Chelsey Schrupp and
Janessa Markgraf

Phone:  320-587-2922

E-mail: crowriverwinery.com

Dahlheimer Beverage

Contact: Nick Dahlheimer
Phone: (763) 295-3347
E-mail: nick@dahlh.com

Bellboy Corporation
Contact: Pat Bushard

Phone: (952) 544-8178
E-mail: patrick@bellboycorp.com

BreakThru Beverage
Minnesota

Contact: Brad Redenius
Phone: (651) 646-7821
E-mail:  Bredenius@breakthrubev.com

Crow River Winery

Contact:  Chelsey Schrupp and
Janessa Markgraf

Phone: 320-587-2922

E-mail: crowriverwinery.com

Crystal Springs Ice

Contact: Tom Valvoda
Phone: (866) 629-6267
E-mail: crystalsprings@live.com

Dailey Data & Associates
Contact: Mary Dailey

Mobile: (612) 275-9900
Web: http://daileydata.com/

Delaney Consulting

Contact: Flora Delaney

Phone (612) 730-7941

E-mail: flora.@floradelaney.com
Contact: Jim Langemo

Phone (612) 423-5132

Diageo Guinness USA
Contact: TJ Shindeldecker

Phone: (574) 514-5188

E-mail: tjshindeldecker@diageo.com

Diageo Spirits and Wine
Contact: Chris Gotziaman

Cell: (612) 353-7918

E-mail: Chris.Gotziaman@diageo.com

Electronic Game Solutions, Inc

Contact: Shelly Borowicz
Phone: (218) 790-2990
E-mail: sborowicz@egsol.com

Fishbowl Spirits

Contact: Corey Herzog

Phone: (612) 239-6624

E-mail: corey.herzog@fishbowlspirits.com

FuturePoint Solutions
Contact: Bruce Anderson
Phone: (612) 375-1200
E-mail: Bruce@futurepoint.us

Heartland Payment Services

Southern Glazer’s

Contact: John Acotte

Phone: (612) 271-5197

E-mail: jacotte@southernwine.com

Third Street Brewhouse

Contact: Karen Lamb
Phone: (763)607-0286
E-mail: karen.lamb@e-hps.com

Independent Merchant
Services

Contact: Brian Roering

Phone: (302) 290-6433

E-mail: bkrholdings@yahoo.com

lllinois Casualty Company

Contact: Howard Beck
Phone: (309) 781-4776
E-mail: HowardB®@ilcasco.com

J.J. Taylor Distributing .

Contact: Chris Morton

Phone: (651)482-1133

E-mail: christopher_morton@
jitaylor.com

Johnson Brothers
Contact: Michael Johnson
Phone: (651) 649-5800
E-mail: mjohnson@johnson
brothers.com

KLB Insurance Agency
Contact: Kim Brown

Phone: (651) 730-9803
E-mail: kim@klins.com

Midwest Hospitality Solu-

tions

Contact: Dave Putz

Toll Free: (866) 904-6527

E-mail:  www.midwest
hospitalitysolutions.net

Mike’s Hard Lemonade

Contact: Brady Blaska

Cell: (651) 280-7160

E-mail: bblaska@mikeshard
lemonade.com

Palm Bay International

Contact: Dominic M. Giuliani
Phone: (763) 607-2556
E-mail: dgiuliani@palmbay.com

Paustis Wine Company

Contact: Scott Lindman

Phone: (218) 760-8199

E-mail: SLindman@paustiswine.
com

Pabst Brewing Company

Contact: Alex Merrick,
Phone: (651) 303-3072
E-mail: amerrick@pabst.com

Pernod Ricard USA

Contact: Jeff Jara

Phone: (612) 860-5190 Mobile

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

Pro-Tec Design

Contact: Tim Ferrian

Phone: (763) 231-6855

E-mail: tferrian@pro-tecdesign.com

Polar Beverage
Contact: Mike Wurst

Phone: (612) 310-8109
E-mail: mwurst@polarbev.com

Retail Information
Technology Enterprises
Contact: Rick Feuling

Phone: (320) 230-2282
E-mail: rick@rite.us

Scenic Sign Corporation
Contact: Daryl Kirt

Phone: (612) 239-6624
E-mail: daryl@scenicsign.com

Contact: Jodi Peterson

Phone: (320) 685-8686

E-mail: jpeterson@coldspring
brewingco.com

Stan Morgan & Associates

Contact: Skip Troyak

Phone: (952) 474-5451

E-mail: sales@stanmorganasso.com

Triple Crown Gaming
Contact: Jillian Poganski

Phone: (320) 333-3148

E-mail: jilian@triplecrowngaming.net

U.S. Bank Government

Banking

Contact: Jennifer Vucinovich

Phone: (651) 466-8750

E-mail: jennifer.vucinovich@
usbank.com

Vinocopia

Contact: Marion Dauner
Phone: (612) 455-4000
E-mail: marion@vinocopia.com

Zabinski Business
Services, Inc.

Contact: Paul D. Zabinski
Phone: (320) 286-1494
E-mail: zbsonsite@yahoo.com

Bronze Member

Bernick’s

Contact: Gary Barby

Phone: (320) 252-6441
E-mail: gbarby@bernicks.com

Summit Brewin
Contact: Mark Stutrud

Phone: (651) 265-7800
E-mail: mstutrud@summitbrewing.
com

The Wine Company
Phone: (651) 487-1212

Web: www.thewinecompany.net

Waterville Food & Ice
Contact: Bernie Akemann
Phone: (507) 362-8177

Supporting Member

Absolute Ice

Contact: Randy Gravelle

Phone: (218)847-9132

E-mail: randy@absoluteicemn.com

C. Mondavi and Family

Contact: David Buchanan
Phone: (815) 762-0643
E-mail: dbuchanan@cmondavi.com

C & L Distributing

Contact: Joe Dick
Phone: (320) 235-7375
E-mail: jdick@budtime.com

Carlos Creek Winery

Contact: Tamara Bredeson
Phone: (320) 846-5443
E-mail: tami@carloscreek winery.com

Chankaska Creek Winery

Contact: Jane Schwickert
Phone: (507) 931-0089
E-mail: janes@chankaskawines.com

Chopin

Contact: Jeff Dechiro

Phone: (303) 799-4016

E-mail: jdechiro@chipinvodka.com

Delicato Family Vineyards

Contact: Kimberly VanHeusden

Phone: (612) 200-7952

E-mail: kimberly.vanheusden@
dfywines.com

Edrington Americas

Contact: Todd Wooters.

Phone: (651) 302-0438

E-Mail: Toddwooters@edrington.com

Heartland Wine Sales of

Minnesota

Contact: Steve Holman

Phone: (320) 250-6888

E-mail: steve@heartlandwinesales.
com

Francis Ford Coppola Winery

Contact: Lindsy Pierce

Phone: (312) 282-5003
E-mail: lindsy.pierce @ffcppresents.com
Heaven Hill

Contact: Scott Bjerva
Phone: (612) 839-6332
E-mail:  sbjerva@heavenhill.com

Locher Brothers, Inc.
Contact: Tim “Jonesy” Hukriede

Phone: (507) 326-5471
E-mail: jonesy@Ilocherbros.com
Luxco

Contact: Erik Hage
Phone: (852) 270-7051
E-mail: e.hage@Iluxco.co

Madison Bottling Co.

Contact: Dave Bergerson
Phone: (320) 598-7573
E-mail: dbergerson@madisonbottling..com

Minnesota State Lottery
Contact: Amy Jaeger

Phone: (651) 635-8233
E-mail: amyj@mnlottery.com

Molecule Marketing
Contact: Molly Nicholson

Phone: (612) 242-1887
E-mail: molly@molecule.marketing

Monetto USA
Contact: Matt Marani
Phone: (708) 528-136

Naylor Heating & Refrigeration
Contact: Bill Haugse

Phone: (218)-444-4328

E-mail:  bill@naylorhvac.com

Paulet Slater Insurance
Contact: Jeff Stanley

Phone: (65) 644-0311

E-mail: cstanley@pauletslater.com

Ringdahl Architects
Contact: Dustin Tomoson
Phone: (320} 763-9368

Round Lake Vineyards & Winery

Contact: Jenny Ellenbecker
Phone: (507) 945--1100
E-mail: jenny@ellcom.us

Russian Standard
Contact: Jessica Reuwerg
E-mail: Jessica.reuwer@roust.com

Sunny Hill Distributing
Contact: Mike Baron
Phone: (218) 263-6886

Treasury Wine Estate
Contact: Mike Elling

Phone: (612) 9792
E-mail: ike.Elling@twelobal.com
Z Wines USA

Contact: Roy Goslin
Phone: (763) 745-0620
E-mail: roy@zwinesusa.com



JOHNSON BROTHERS

A TRADITION OF EXCELLENCE SINCE 1953

INGREDIENTS FOR SUCCESS

MINNESOTA COMPANY

e | ocal, family owned and operated since 1953
e Employing over 900 Minnesota team members and 2,500 across the US

WORLD CLASS PORTFOLIO

e Representation of the leading wine, beer, and spirits suppliers in the industry
e [argest, most comprehensive collection of local craft spirit and beer brands

EXPERT STAFF

e 91 Certified Specialists of Wine (CSW)
e 25 Certified Specialists of Spirits (CSS)
e 16 Cicerone Certified (Beer)

e 5 Certified Sommeliers (MN)

e Trained Mixologists

SERVICE & DELIVERY

e Delivery five days a week, including Monday
e Covering the entire state of Minnesota with next-day delivery

JB GRAPHICS

¢ In-house, full service graphic capabilities with timely turn around

GIVING BACK

e Provides college scholarships to students whose parents
work in the Minnesota alcohol beverage industry

CONTACT US
1-800-723-2424 or 651-649-5800
info@johnsonbrothers.com | www.johnsonbrothers.com
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