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Shenehon Company has a reputation for producing quality valuations beginning in 1929,
when the late F.E. Shenehon founded his real estate appraisal firm in
Minneapolis.

The company has expanded to include appraisals of commercial real estate throughout
the United States, and has incorporated the valuation of business enterprises nationally.

Today, Shenehon Company is a leader in the valuation industry and is one of few
full-service appraisal firms, handling both commercial real estate appraisals and business
valuations.

Shenehon’s independent research into municipal liquor operations concluded,
“Residents and taxpayers alike benefit from possessing an investment that provides for
parks, streets, lights, equipment and more, all purchased with profits generated

by the municipal liquor store rather than paid for by direct taxation.”

See complete report beginning on page 6.
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MMBA President’s Message

CHRIS ARONLD
President

Have you ever had writers block? Well
I have fallen down with a case of it.

The last three years of writing As I See
It’s and now my presidential letters

for almost a year. It’s hard to think of
topics to write about that will apply to
a majority of the different operations
we have in our membership. This is
easier said than done.

I know there are some of you who think
these articles don’t pertain to you, and
you think you can do a better job than
we do!

Well I’m offering an open invitation
to anyone who wants to write an AS

I SEE IT, I’'m sure Paul will put it to
print for you. This would be a great
opportunity for you to give back to
your association. Providing your
insight on situations in your operation
will likely help a fellow member.

Recently, I have been asking myself
where 2018 went. It feels like it was
just April and I was running around the
annual conference doing the things in
the background board members do to
help our membership.

The 2018 annual conference was
different for me. I was elected MMBA
president by our board of directors.
Well, being the president for almost a
year has taught me many things about
our organization.

There are many different entities and
personalities in our industry. I feel my
job as president is to make these
different pieces of the puzzle come
together for a common goal. One of
my favorite quotes I found this past
year is, “Leadership is not about
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being the best. Leadership is about
making everyone else better!”

We all have this responsibility as part
of our jobs as individuals who run
municipal liquor stores.

In most cases we don’t just have one
BOSS to answer to like most other
businesses, we have several. Plus in
the big picture, we have many more
because we have to answer to all of the
taxpayers of our communities as well.

With 2018 ending and a new year
coming, there are many things to do.
For some of us, we have new council
members and or new mayors. But for
some, it’s business as usual with no
change.

For those who have new council
members or new mayors, it’s time for
you to have orientations with these new
members of the team. Let them know
the various aspects of your operation.
Even if they are strongly in favor of
the free market system, it is important
for them to understand the community
value you provide.

In the last few years, I have worked
with several cities to improve their
enterprise funds. In most cases I find all
it takes is one person to mess the whole
thing up. Or as I have been told, “All it
takes is one bad apple to mess up

a good apple pie.”

This is a good time of the year to
evaluate your staff and other
individuals in your organization

to make sure you don’t have any bad
apples. If everyone in the organization
isn’t working towards the same goal,
you will have nothing but disorganiza-
tion in your operation. I have found
usually it’s a simple misunderstanding
or disagreement that hasn’t been
addressed.

It’s amazing to me when a third party is
brought in to help address these issues
how quickly things come together and
start working. When everyone works
together to accomplish a common goal
it is much easier to accomplish and

do much more. Sometimes you can’t
change someone’s opinion, so it’s

best to get them removed from your
operation so the rest of you can work
towards a successful outcome.

2019 will be my 20th year in our
industry. How time flies when
you’re having fun!

I'd like to think I’ve seen a thing or
two, but I know I can always learn
more. One thing I’ve always been
impressed with is how MMBA offers
so much education to our membership
and so much help as well. Sometimes
people forget all we do and what we
offer.

The neat thing about our association

is we are very organized, have good
communication with each other and
we continue creating new opportunities
to help other communities, besides our
own, to succeed in this industry.

In the last six months there’s been

a few changes and in the next year

I hope there are many more. These
changes have been developed to help
our membership even more than ever
before. For those of you who attended
the recent regional meetings, you are
already know some of the changes.

I hope at our annual conference in
April we will be unveiling more
changes and growing the ones we’ve
started.

The nice thing about our conference
is the education we receive. It teaches
us how to run a better business, how
to make more money for our
operation and how to work together
as a whole.



I’ve heard from many of our members
that they have council members or
mayors, who say, “You can only learn
so much, why do you need to attend
these every year?” My answer is

“I don’t want to miss out on the new
best thing that helps me make our
operation more money. I have yet to
go to a MMBA function and not
learn something new that helped me
generate more revenue.”

The crazy thing about our conference is
it doesn’t matter if you’re a first timer
or a seasoned manager that’s been there
since the dawn of time, you can always
learn something. I try to bring one of
my staff members. They are always
welcomed by everyone.

A few weeks ago [ was told by an
individual who has attended our annual
conference. “Your organization is
amazing! Tthe education they provide
to their membership is one-of-a-kind.

I belong to several organizations and
none of them have annual conferences
like yours.

You have a common goal of helping
your membership generate more mon-
ey and giving them the tools to make
them better stewards of the operation. 1
learned more in one weekend attending
your conference, than I have the last
several years attending other
conferences related to our industry.”

We also have a municipal operation
from Alaska who has been attending the
last few years. They find it very valu-
able for their employees, not only store
but city staff, to attend..

If there are cities willing to send their
staff from as far north as Alaska, it’s
pretty hard not to attend if you’re from
Minnesota. Remember there is no such
thing as a stupid question, just a dumb
answer.

The dates are April 27 - April 30, 2019,
at Arrowwood Resort in Alexandria.
Look for additional conference
information in the coming months.

Finally, anytime you need help get a
hold of one of our board members or
myself. If you don’t think we can give
you the answer, you can always call
Paul becausethat’s who we call when w
e can’t figure it out. Somehow he is able
to guide all of us in the right direction.

I hope everyone had a wonderful
holiday and a happy new year. May
2019 be more successful than ever!

MMBA
LEGISLATIVE
DAY

February 27,2019

MMBA
Annual
Conference
April 27 - 30, 2019

Why Customers Don’t Return
to a Business

v Not Being Acknowledged by Staff

v Rude Behavior
v’ Being Ignored
v Dirty Facility

Platinum Member

Anheuser-Busch, Inc.

Contact: Kevin Karel
Cell: (651) 336-6449
E-mail: Kevin.Karel@anheuser-busch.com

Beam Suntory

Contact: Jesse Pedersen
Phone:  (612) 594-6208
E-mail: Jesse.Pedersen@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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Economic Benefits Provided by

Municipal Liquor Stores

By: Joshua R. Johnson, Shenehon
Company

Shenehon Company has a reputation for
producing quality valuations beginning
in 1929, when the late F.E. Shenehon
founded his real estate appraisal firm in
Minneapolis. The company has
expanded to include appraisals of
commercial real estate throughout the
United States, and has incorporated

the valuation of business enterprises
nationally. Today, Shenehon Company is
a leader in the valuation industry and is
one of few full-service appraisal firms,
handling both commercial real estate
appraisals and business valuations.

The 21st Amendment to the U.S.
Constitution was ratified on December
5, 1933, effectively repealing the 18th
Amendment, and ending nationwide
prohibition on the sale of alcoholic
beverages. This transferred liquor
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control from federal oversight to state
oversight. Many states immediately
sought to privatize the retail sale of
liquor, while several retained the ability
to

“control” the retail sale at the state
level, including continuing total
prohibition on the sale of alcoholic
beverages in their states. Today, 17
control states retain some amount of
government monopoly on the distribu-
tion and sale of some or all alcoholic
beverages.

Soon after the December 1933 ratifica-
tion of the 21st Amendment, Minnesota
passed the Liquor Control Act, which
was established to control the manufac-
ture, distribution and sale of alcoholic
beverages (the three-tier system that
remains in effect to this day). At the
time, Minnesota decided not to become
a control state, but instead permitted the
counties to determine whether

coyvereds
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alcoholic beverages could be sold in
their communities or not. This resulted
in dry counties existing in Minnesota
well after the end of Prohibition.

In 1957, the Minnesota Legislature
passed the city option, which allowed
cities to determine how liquor sales
would be handled at the city level, as
opposed to the county level, with the
municipality controlling the retail sales
channel. City leaders soon realized that
budgets benefited from this source of
meaningful non-tax revenues, and the
commercialization of the distribution of
alcoholic beverages transformed many
of the municipal liquor operations into
the professionally run organizations
seen today.

The Liquor Control Act was re-codi-
fied by the Minnesota Legislature in
1985 into Minnesota Statute 340, which
governs the laws still in effect, with
340A.601 overseeing municipal liquor
operations. This resulted in certain
cities in Minnesota becoming “control”
cities, for which the city has a complete
monopoly on the retail sale of alcoholic
beverages within their city’s borders.

MMBA
LEGISLATIVE
DAY

February 27, 2019

MMBA
Annual
Conference
April 27 - 30, 2019
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CONFERENCE A ==

JUNE 10-12, 2019

MONDAY, JUNE 10 Pre-Conference Day

11am-5pm WSET Training, Prep Sessions & Exams (Separate Registration and fee)
5:30pm-9pm Exhibitor Cocktail Hour and Welcome Reception

TUESDAY, JUNE 11 BARC Day 1

7:30am Networking Breakfast

8:30am Opening Keynote

9:45am-12:30pm Education Track Sessions

12:30pm-2pm Networking Lunch & Exhibits

2pm-3pm General Session

3:15pm-4:30pm Distributor Panel Discussion

5pm-8:30pm Exhibitor Cocktail Hour and Day 1 Reception

WEDNESDAY, JUNE 12 BARC Day 2

7:30am Networking Breakfast

8:30am Day 2 Keynote

10am Retailer Panel Discussion

11am-12:30pm Networking Lunch & Exhibits

12:30pm-2:30pm Education Track Sessions

2:45pm Closing Keynote

6:00pm Top 100 Awards — Cocktail Reception & Banquet (By Invitation Only)

*Agenda subject to change without notice

Receive a 50% discount off registration
T A T TRTCC R I Y Tl T L L LA PARTNER
at BevRetailersConference.com




As of 2016, the Office of the State
Auditor noted that there were 195
Minnesota cities (out of 853) operating
228 municipal liquor stores. Of the 195
cities with municipal operations, only 19
cities located within the Seven-County
Metro Area own and operate liquor
establishments. The State Auditor noted
that the metro area liquor operators
accounted for only 9.7% of the
municipal liquor store count but
represented 34.5% of total sales and
26.5% of total profits. Metro area sales
totaled $118.8 million, or about $6.3
million per city; profits totaled $6.0
million, or 5.3% of sales with the
average city earning $315,000. Only

one city, operated at a loss, with the
majority earning profits of 2.0% to 6.0%.

There are many opinions on whether
cities should be in the liquor business.
Proponents of free markets do not
believe governments belong operating a
for profit business, while the cities
themselves rely on the additional income
to balance budgets. However, what
really matters is whether the residents
and taxpayers of the cities with munici-
pal liquor operations see some form of
economic benefit from the presence of
the city owned liquor stores. Measures
of success in a private liquor store are
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return on equity and return of capital,
both of which are conveyed via

profits. City managers, as stewards of

a city’s financial resources, have a
fiduciary responsibility to generate
profits from their liquor operations.
Minnesota state law requires cities that
incur losses in two of the last three years
to hold a public hearing on the future
direction of municipal liquor operations.

Returning to the State Auditor data,
with the profits generated from liquor
operations, cities can choose to reinvest
back into the liquor operation or provide
a transfer to the city’s general budget.
This is equivalent to a private company
making a distribution or dividend
payment. Transfers totaled $5.3 million
in 2016 for the 19 metro area
municipalities, or 4.4% of revenues.
With these transfers, cities were able to
accomplish many stated tasks, such as
Anoka using its transferred liquor profits
to benefit the city park system, or Edina
using its transferred profits to reduce

the cost of city services, or Lakeville
using its transferred profits to purchase
equipment for the city.

What often goes unstated, is that these

profits are used to directly reduce the
property tax burden for the taxpayers.

Crystal Springs Ice Pine City

minnesota independent ice manufacturers

org

Without municipal liquor profits, cities
would need to either reduce their
budgets or increase their fees and
property taxes. Raising property taxes
is an especially contentious topic, and
thus cities utilize the profits to fund
portions of the budget.

Shenehon’s independent research into
municipal liquor operations revealed
that in general, they do not operate any
differently than a private liquor store.
Municipal liquor stores must abide by
Minnesota liquor laws, including open-
ing and closing hours, follow the same
three-tier distribution model, remit retail
sales tax to the Department of Revenue,
and cannot charge materially different
prices than the private competition and
reasonably expect to maintain their
customer base.

The entrance of Total Wine into the
Minnesota market has had the single
largest impact on both private and
public liquor stores, with prices being
lowered on all fronts in an effort

to remain competitive. In our research,
we found that where municipal
operations differ from the private
competition, is they have a larger

retail store footprint, feature a broader
selection of products, carry significantly
less debt, and are generally more profit-
able than the private competition. The
Risk Management Association noted in
its 2017-2018 Annual Statements Study
that the median profit for private liquor
stores of all sizes was 3.2%, compared
to 5.3% for the municipal operations.

The economic benefits afforded metro
area residents and taxpayers in cities
with municipal liquor stores is a lower
tax burden as a result of the municipal
liquor stores generating profits. They
also benefit from a publicly owned asset
that generates an economic return on
equity and provides a return of capital,
putting taxpayer dollars to productive
use. Residents and taxpayers alike
benefit from possessing an investment
that provides for parks, streets, lights,
equipment, and more, all purchased
with profits generated by the municipal
liquor store rather than paid for by direct
taxation.
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After Losing Money, Spring Grove Municipal

Liquor Operation Now Generates Profit

By Bluff County Newspaper Group

Spring Grove’s own municipal liquor
store, The Corner Store, recently
received good ratings for 2017, which
included a few high rankings in the
region and state.

Though the audit reported on-sale oper-
ations are down across the state by 19.7
percent from 2016, The Corner Store is
ranked in number one out of four liquor
stores in the southeast region in terms
of “net profit/(loss) as a percent of sales
by type of establishment,” according to
a state audit report.

Attributed to The Corner Store’s suc-
cess are the customers and manager Joe
Kessler and his staff.

“We’re very consistent, and customers
like consistent staff and hours,” he said.

“People have favorites (bars), but they
come in here because we’re open.”

Kessler’s staff consists of Jackie Clau-
son, Caleb Happel, Sharon Horihan,
Aaron Zafft, LeAnn Johnson and
Nayna Johnson.

Customers enjoy getting to know the
bartenders and seeing them when they
come in. Hours are also adjusted for

more or less busy days and weekends.

The store consistently opens from noon
to 11 p.m. on Mondays through Fridays
and open at 10 a.m. on Saturdays.

The bar is closed on Sundays, though
the option to be open is legal in
Minnesota.

Even if people don’t sit on one side of
the bar, they’re often stopping in to buy
their favorite beverage or to look for
something new, such as RockFilter’s
latest bourbon or local wine from

Molly’s Winery near La Crescent.

Another factor is people knowing
where their money is going.

Profits from the liquor store go into
the city’s general fund and eventu-
ally get earmarked for projects and
departments, such as new playground
equipment at Trollskogen Park, new
equipment for the fire department, an
improved baseball field and more.

About $31,000 was spent on such
items, and that’s exactly what a mu-
nicipal liquor store is supposed to do,
Kessler said.

“We have a lot more support from the
council than we used to,” he added.

It faced potential closing in 2009 dur-
ing the recession when an audit for year
ending Dec. 31, 2008, the total operat-
ing income of the liquor store was a
loss of $10,902.

That was a net loss in two of the last
three consecutive years that prompted
the question of continuing operations or
closing it.

Luckily, the council kept it open, and
now it’s doing well in 2018.

It’s not only the staff and customers
that keep the liquor store floating, it’s
practical business solutions that work.
The liquor store maintains competitive
pricing with American Legion Post 249
and Norski’s Saloon, they control the
amount of inventory they have, bring in
new products such as craft beer

and wine and keep the off-sale fresh.

When you have inventory sitting
around that’s not on the shelf and not
being sold, it goes against your bottom
line on the accounting sheet, Kessler
said.

In fact, the liquor store has done quite
well for the past three years.

Profits from the liquor store total more
than $100,000, and as previously
mentioned, allows the city to use their
own money.

An auditor recommended the council
keep at least $100,000 in the account in
event of emergencies.

The city’s decision not to have the
liquor store open on Sundays has
proved to be positive, as some cities’
sales had slowed down.

The liquor store was established in
1956. Kessler has managed the store
for about three years.

He was also nominated and elected to
the Minnesota Municipal Beverage
Association (MMBA) Board of
Directors last April.

He attributes that success to The Corner
Store.

The MMBA represents municipal
liquor stores in Minnesota.

They work with lobbyists on legislation,
support struggling stores and give
direction.

Kessler recently talked with a liquor
store manager from Silver Bay and
brainstormed ideas to keep their liquor
store floating.

“It’s nice to have that,” he said.
I asked the other day what our range
of sales should be, and we decided

between 30 and 40 percent.

We’re right at 37 percent so we’re
doing it right.”

MUNICIPAL LIQUOR STORE 11



You Don’t Need to Be a Taproom to

Offer Beer Flights
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Rogers Muni Tap House Beer Flight
2 3 4

Rogers Muni Tap House Beer Flight
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BE MERRY AND LITE

Great Taste. Only 96 Calories.

MILLER LITE. HOLD TRUE.



MMBA Commercial Members Are Available to You! Contact Them!

3D Response Systems
Contact: JasonPolinski

Phone:  (763) 283-8034

E-mail:  jpolinski@3dresponse.com
Peter Matos
pmatos@3dresponse.com

August Schells Brewing
Contact: Jeff Pohl (Pohicat),

Cell: (612) 759-0368

E-mail: jpohl@schellsbrewery.com

ATM Source

Contact: Chad Woolson
Phone: (612) 961-9854
E-mail: chad@atmevents.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

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: Steve Farver
Phone: (952) 544-8178
E-mail: stevef@bellboycorp.com

BreakThru Beverage
Minnesota

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

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

Fishbowl Spirits
Contact: Corey Herzog
Phone: (612) 239-6624
E-mail:

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

Independent Merchant
Services

Contact: Brian Roering

Phone: (302) 290-6433

E-mail:  bkrholdings @yahoo.com

corey.herzog @fishbowlspirits.com

lllinois Casualty Company

WRS Imports

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

InfinityCor Systems
Contact: Robert Burke

E-mail: rburke@infinitycorsystems
Contact: Kyle Dilley

E-mail:  kyledilley@infinitycorsystems
Phone: (605) 222-2131

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

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

Pernod Ricard USA

Contact: Jeff Jara

Phone: (612) 860-5190 Mobile

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

Polar Beverage
Contact: Mike Wurst

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

Retail Information
Technology Enterprises
Contact: Gary Noble / Rick Feulingg
Phone: (320) 230-2282

E-mail: sales@rite.us

Scenic Sign Corporation
Contact: Daryl Kirt

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

Southern Glazer’s
Contact: John Acott

Phone: (612) 271-5197
E-mail: jacotte@southernwine.com

Stan Morgan & Associates
Contact: Skip Troyak

Phone: (952) 474-5451
E-mail: sales@stanmorganasso.com

Third Street Brewhouse

Contact: Jodi Peterson

Phone: (320) 685-8686

E-mail: jpeterson@coldspring
brewingco.com

Total Register Systems, Inc

Contact: Brian Anderson

Phone: (763) 537-1906

E-mail: bkanderson@trs-pos.com

Vinocopia

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

Contact: Reven Stevens
Cell: (612) 325-9938
E-mail: reven@wrsimports.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 Brewing

Contact: Paul Jacobus

Phone: (651) 265-7800

E-mail: pjacobus@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

American Merchant Services
Contact: Richard Waskewicsl

Phone: (949) 522-8995

Mobile: (949) 295-7266

C. Mondavi and Family

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

C & L Distributin

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

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

Naylor Heating & Refrigeration
Contact: Bill Haugse

Phone: (218) 444-4328

E-mail: bill@naylorhvac.com

Northern Hollow Winery
Contact: Jim Truehart

Phone: (320) 266-8691

E-mail: jmt@northernhollowwinery.com

Paulet Slater Insurance
Contact: Jeff Stanley

Phone: (651) 644-0311

E-mail:  jcstanley@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

Small Lot MN

Contact: Bill Schoonover
Phone: (612)466-0096
E-mail: bill@smalllotmn.com

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

Treasury Wine Estate
Contact: Nick Pahl

Phone: (763) 259-8561

U.S. Bank Government
Banking

Contact: Jennifer Vucinovich
Phone: (651) 466-8750
E-mail: jennifer.vucinovich@
usbank.com

Z Wines USA
Contact: Roy Goslin

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



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.

MinneMixer. Minnesota’s ‘Local’ mixers for making great-
tasting drinks. Available flavors:
e Grenadine e Lime Juice e Raspberry e Bloody Mary
* Triple Sec e Strawberry e Mango e Sweet & Sour

e Margarita ® Pina Colada e Peach e Pickle Juice
1L and Big Batch

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

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

e Custom ice sculptures ¢ 10lb and 300Ib blocks

e Special Events products/services e Dry ice

e Cocktail Cubes (2in. squares)

Contact Steven Kelly
steven@shamrockgroup.net
Cleaning Systems. We're .
R ’ Minnesota Independent Ice
comprehenswe. Our O_VVn & Manufacturers Association
new Shamrock Chemicals + MIIMA

. :\ 5@ Minnesota Municipal Beverage
4 other chemical brands + == Association Member since 2002

ware washing equipment—
the complete package for all
your cleaning needs, including
equipment design, installation,
maintenance and repair.

— \
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.



A 9 Point Customer Service Plan:

Creating a Distiction Between

You & Your Gompetition

By MMBA Conference Presenter Tom Shay

As a customer in someone else’s business,
have you ever been made to feel you
were an interruption to the workday
rather than the reason for it? Most of
us have. The comments that employees
make in situations like these mark the
difference between a business trying to
survive and a business that is thriving.

Imagine this scenario: A customer walks
into a store and after spending several
minutes looking at merchandise, begins
to search for someone to wait on them.
Of course, to the customer the

amount of time looking for help will
seem to be longer than the time spent
looking at the merchandise.

When they did find the employees of
the store, the employees were in a small
group having a discussion about things
other than their work. Or, the employee
was talking on the telephone with
someone as they made plans for getting
together after work.

Most definitely, both examples of
employees need a reminder of the
reason for their work. They need a
reminder as to who is actually
writing their paycheck.

Regardless of how well your business
operates, your staff does need an
occasional reminder of this. Remind
them that if customers choose to take
their business elsewhere, your store
probably won’t need as many employees.
Give that same response to those who
resist working nights or weekends.

Stores simply have to be open when
customers want to shop. Constantly
remind your staff that your business is
consumer driven, and that the customer
is the most important person in your
store.In visiting with businesses around

the country, I have found that few pro-
vide written customer service directives
for their employees. It was only during a
meeting of employees in my store

that we realized we had never created
directions for waiting on a customer.
For the most important job in our store,
we felt we needed more time training
our team members to perform this
crucial task. We created a nine-point
directive for customer service. We also
initiated a program that paid bonuses
based on total sales goals, departmental
work goals and individual item sales.
Here are our nine directives:

Allow the customer to get into the
store. Do not chase her down at the
front door. Next, greet the customer
with an open conversation. (“Hello.
How are you?” or “Hi. Glad to see
you.”) If the customer is in a hurry or
knows exactly what they wants, usually
they will ask. If not, invite them to look
around.

Check the store for the location of
other customers, then continue with the
usual work. We told our employees they
should never go more than four minutes
without stopping to check for customers.

If an employee is not the first person
to talk with the customer, use a differ-
ent approach. This can easily be done
by walking by the customer and asking
something like, “Finding what you
need? Let me know if I can help you.”

In approaching the customer, another
employee could ask questions such as,
“What do we need to solve our problem
today?” or “What kind of item are you
looking for today?” By using the words
we and our, the employee shows his
interest in the customer.

In helping the customer, ask questions
about the intended purchase. If the cus-
tomer is trying to decide what kind of
computer software to buy, for example,
the employee could ask, “What do you
need the software to do?” (Maybe there
is a problem that we first need to solve.)
“What type of restraints do we want

to consider?” (Maybe the customer is
restrained by money concerns, limited
time to learn new software or limited
computer skills.)

Offer directions, shortcuts, personal
experiences or words of caution. Be
certain that you end this part of the
conversation with words of
encouragement.

After solving the problem for the
customer, it is time to make the sale.
In our store, we stocked add-on items
in each department. The task was to get
the add-on sale into the customer’s
hands for her to consider before she
left the department.

Hand the customer a copy of your
current sales circular or newspaper
ad. We attached a copy to the end

of the counter to make it easy for us.
An employee could also mention
one of the many monthly specials
we ran.

The final step in making the sale came
after the customer said “thank you” to
the team member for the attention our
team member had given her. We made
a special point of thanking our customer.
Our employees were reminded that we
had many competitors and the customer
had chosen our store to shop in. Their
shopping in our store helped to pay

our salaries and allowed us to earn
bonuses.
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Pll Be Right Back

At the recent MMBA Meeting there were request for cards customers can put next to / under

their cocktails while they go outside to smoke. Below are some examples.

Be Right Back
Stepped Out

to Smoke

zég/»i
: back
E /Oleaoe don't take my chair .

BL RIGHT
BACK
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Be Right
Back

Cocktails
Went to Smoke

Back



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 3,200 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

¢ |n-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



PRAIRIE
_ ORGANIC—

SPIRITS

- VOTED BEST
CRAFT VODKA
DISTILLERY
IN THE NATION

s UsaTopay | ORGANIC/

READERS’ | VODKA «

CHOICE -' (o ME. BY Yoy

» %;; o A

@ GLUTEN

A BETTER SPIRIT
MADE IN MINNESOTA

ENJOY IN MODERATION ©2018 PRAIRIE ORGANIC VODKA, 40% ALC./VOL. (80 PROOF), PRAIRIE
ORGANIC GIN, 40% ALC./VOL. (80 PROOF), PRAIRIE CUCUMBER-FLAVORED ORGANIC VODKA, 35%
ALC./VOL. (70 PROOF). BOTTLED BY ED PHILLIPS & SONS, PRINCETON, MN USA. MADE IN THE USA.
NIELSEN TOTAL US 52 WEEK DOLLAR SALES: 12-30-17




