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The purpose of the partnership will be to improve the municipal

liquor operations in both cities.

Howard Lake City Administrator Nick Haggenmiller described
the partnership between the cities as a fun new way of doing

business that will benefit both cities.

Full story on page 6.
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MMBA President’s Message

CHRIS ARONLD
President

During this time of year I sit back and
evaluate what I did in the past year and
how I could improve my operation for
the next year. This is also the time of
year we start spring cleaning, dusting
the shelf’s, finding the dust bunny’s
around the computers, and cleaning out
the computer fans. This is a crucial part
of doing business, people like a nice
clean and bright facility.

This year I have a few exciting and new
things planned including, LED lighting
throughout the store and installing a
heat recovery system that will recover
the heat off of our compressors so we
can heat the store for part of the year
for free. My store is only five years old.
but we still need to do improvements
and change with the times.

This year I also plan on implementing
a customer loyalty program. I feel this
will help motivate some of my custom-
ers to me more faithful and thank them
for their support. Last year I started
making a monthly sales flier, during the
summer months. In 2019 my plan is to
do it every month. These fliers seem to
go over really well with the customers.

The last and probably the most impor-
tant thing I can do for our operation is
to concentrate on educating my cus-
tomers and the citizens of Bagley. It is
amazing the lack of knowledge citizens
have when it comes to how a municipal
liquor store operates and what it does
for the community. I have heard over
the years from different officials when
we do our transfer, “it’s in the minutes,
they see it there and that’s all we need.”

This year I decided to do something
different, by having 2’ x 4’ check made
on an eraser marker board. We are
going to use this check at every event
that involves us raising money or
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giving money back to the community.
With this check we will take a picture
with the organization or group we are
working with and have it printed in our
local newspapers with a story attached.
This should help improve the education
of citizens and consumers.

The first event that we used the big
check at was City Hall when we did
our transfer. This event has been what
most of the talk has been about the
last 3 weeks around our county, most
people say they didn’t realize how
much we gave back.

Transfers to the general fund is only
one way we give back to our commu-
nity. This is why it’s important for us
to take part in the community values
programs MMBA offers to us. With
the help of the MMBA and our
valued vendors such as Miller Coors,
Anheuser-Busch, and Shiner Bock we
are able to put these events together
easily and inexpensively for our com-
munities. I will be using my big check
for these events throughout the year.
With the first one coming up in April

Mid Central Ice
Perham

Precise Ice
Belgrade/St. Cloud

Waterville Ice
Waterville

sponsored by Miller Coors, you have
some time to plan for it.

Other community value events
including a fireworks fundraiser

I have been doing for the last 12 years
and working with our Tuesday study
club ladies raising money for the
Clearwater County Christmas project.

Being creative and playing outside

of the sandbox gives you a lot of
opportunities to better yourself, your
community and your store. Sometimes
you need to be the ringleader and take
advantage of your knowledge as a
manager and manage other groups
and organizations for a common

goal of benefiting your community.

I feel I’ve learned how to do this
and implement it better by attending
MMBA functions like our annual
conference in April. Look for more
information in the near future.

I look forward to seeing you at
Arrowwood and the upcoming
MMBA Legislative Day.

Crystal Springs Ice Pine City

g ﬁ Ace Ice Minneapolis

minnesota independent ice manufacturers

miima-ice.org
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Howard Lake & Buffalo Form

Partnership to Improve Liquor Operations

Ivan Raconteur
Herald Journal Editor

It’s not uncommon for municipalities to
work together on issues such as law
enforcement and fire protection, but
under a new partnership between
Howard Lake and Buffalo, the cities
will collaborate in an area where they
could be competitors.

The purpose of the partnership will be to
improve the municipal liquor operations
in both cities.

Howard Lake City Administrator Nick
Haggenmiller described the partnership
between the cities as “a fun new

way of doing business” that will benefit
both cities.

The path toward this agreement began
in August when a staff committee in

Howard Lake conducted a comprehen-
sive review of the city’s liquor
operation.

Haggenmiller noted that early in this
process, the city established a consult-
ing relationship with Jason Swanson,
the City of Buffalo’s liquor operations
director.

Through discussions, an agreement was
drafted under which employees of each
city will work in the other city

part of the time. Swanson will work 12
hours per week in Howard Lake, and
Howard Lake’s liquor store

manager Myra Laway will work in Buf-
falo 16 hours per week.

Shared personnel agreement
summary

According to a report prepared by

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
(320) 291-1280
svogl@phillipswineandspirits.com

Phone:
E-mail:
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Haggenmiller, the agreement:

* was entered into by the City of Buffalo
and the City of Howard Lake with an
anticipated start date of Jan. 1, 2019;

» establishes and assigns 28 hours of
liquor operations manager to Buffalo
and 12 to Howard Lake (Swanson);

» establishes and assigns 24 hours of
liquor store manager to Howard Lake
and 16 to Buffalo (Laway);

» dictates employment and compensa-
tion remain the responsibility of the
origin city.

» dictates supervision will be managed
by origin city, but actual direction by
host city.

» specifies that host city will provide
liability, legal, insurance, and indemnifi-
cation as afforded by law to either
employee. This means when a Buffalo
employee is in Howard Lake, Howard
Lake will provide coverage, and

vice versa. Doing so is deemed
appropriate for legal reasons per the
city attorney. At the time the report was
written, confirmation from Howard
Lake’s insurance agent through the
League of Minnesota Cities Insurance
Trust (LMCIT) was also being sought.

“I’m hoping this will be a long-term
partnership with the City of Buffalo,”
Haggenmiller commented.

Benefits of working together

During the Dec. 4 city council meet-
ing, Haggenmiller presented a sum-
mary of the history of Howard Lake’s
liquor operation, and explained the
benefits of the partnership to both
Howard Lake and Buftalo.

“We believe the collective partnership
and retooling of our liquor operations



to be the necessary steps to determine
our long-term viability into the future,”
Haggenmiller noted. “There are many
reasons beyond thesharing of personnel
that give us hope that this will be mutu-
ally beneficial and successful.”

Improved inventory control

A central server and shared point-of-sale
system will enable the two liquor opera-
tions and three retail locations to track

inventory as one unit. Howard Lake will

MMBA
LEGISLATIVE
DAY

February 27, 2019

MMBA
Annual
Conference
April 27 - 30, 2019

Emphasize
People

The best way to motivate

employees with non-monetary
rewards is to emphasize
PEOPLE

When you recognize employees
with praise, ceremonies,
involve their peers.

People rarely succeed alone-
and they rarely want to cel-
ebrate their achievements that
way.

order with the combined buying power
of more than $5 million in gross sales,
as opposed to $700,000. Essentially,
Howard Lake Wine & Spirits will be
able to buy merchandise at the same
volume pricing as Buffalo Wine &
Spirits can with its larger operation.

Doing so will allow Howard Lake Wine
& Spirits to buy product at a lower price
and sell at a more competitive

price.

Professional specialization

Reassigning duties will allow the shared
staff to thrive in their areas of strength
and expertise.

Swanson (Buffalo Wine & Spirits) has
a master of business administration
degree and has employed a “data
driven decision making” model to the
operation in Buffalo, and he is doing
the same in Howard Lake. Benchmarks
are being identified and established to
help make decisions for the successful
operation of the store.

Likewise, Laway maintains a positive store
experience and manages personnel well.

Mid Central Ice

Perham

Precise Ice
Belgrade/St. Cloud

Waterville Ice
Waterville

miim

a-ice.

“Collectively, this sharing of

personnel is anticipated to save labor
dollars for Buffalo Wine & Spirits and
provide additional management capacity
at no direct cost,” Haggenmiller stated.

“I feel what we are putting in place is a
compelling reason to stay in this busi-
ness,” he added.

The objectives the cities hope to achieve
at Howard Lake Wine & Spirits include
improved inventory control, new every-
day pricing, improved merchandising,
new shelving, as well as floor and bulk
displays, and a new point-of-sale system
that will provide significantly better
reporting options.

The council approved the shared liquor
operations agreement. The Buffalo City
Council had already approved the agree-
ment.

Either city can terminate the agreement
with 90-days notice.

“We’re excited to move forward with
this,” Haggenmiller commented.

| Lakeshore Ice Duluth area

Crystal Springs Ice Pine City

E E Ace Ice Minneapolis

minnesota independent ice manufacturers

org
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2019 Legislative Session

Greetings! Again this year I will be
assisting the Minnesota Municipal
Beverage Association and its members
with outreach and advocacy to state
legislators. You’ll hear from me
regarding ways to get involved at the
State Capitol and how to email your
legislators through the SMART
Campaign (Www.mnsmart.org)
website, etc.

Minnesota’s 2019 Legislative Session
kicked off in earlier this month on
January 8. This is the “long” session
and largely focused on setting the state’s
two-year budget. The legislature is
expected to adjourn mid-May.

Once again we have “divided govern-
ment.” Democrats control the MN
House (75-59 votes) and about a third
of the members are new. There is also
new chair of the House Commerce
Committee, Rep. Laurie Halvertson
(D-Eagan). Republicans continue to
lead the MN Senate (currently 34-32)
and Sen. Gary Dahms (R-Redwood
Falls) is still the capable chair of the
Senate Commerce Committee. Our new
Governor, Tim Walz, is a Democrat
from Mankato and former U.S.
Congressman.

The MMBA has reasons to be both

optimistic — and vigilant — for this
legislative session:

* MMBA’s smart and balanced priori-
ties are supported by legislators on both
sides of the aisle. MMBA has strong
champions in the Minnesota Senate
and House with both republicans and
democrats.

* MMBA is well-positioned, because of
strong education and aggressive advoca-
cy, for advancing and defending bills to
make sure we continue to provide choice
and value for our customers and better
our industry.

¢ Some — on both sides of the aisle

— continue a push for alcohol every-
where with wine, beer, and/or spirits in
grocery, convenience, and/or pharma-
ceutical outlets.

* [t is expected legislation will be
introduced to address the GASB 68 situ-
ation impacting many MMBA member
cities.

Your engagement in advocacy is vital to
educate and influence legislators.

Once again, the MMBA is partnering
with the MLBA for the annual “Legis-
lative Day at the Capitol” event. This
year, we’ll be meeting on Wednesday,
February 27.

Agenda for Wednesday, February 27:

11:00 AM:

Legislative Briefing At the State Office
Building, Room 300 North — our home
base for the day

12:00 PM: Lunch (provided)

12:30: PM - 4:00 PM:

Individual legislative meetings and
various speakers in SOB 300 North —
we will schedule on your behalf.

4:00 PM:

Tasting Reception with political and
industry leaders at the Best Western

- Capitol Ridge (NEW LOCATION,
NEXT TO THE CAPITOL)

Register today here:

https://'www.mnsmart.org/rsvp

There is no cost to attend this event
thanks to our generous sponsors, and
our team will schedule your individual
legislative meetings for you. It’s easy
— and important — to attend.

Thank you for your support,

Leslie Rosedahl

651.353.1818
MNSMARTCampaign@gmail.com
Leslie@RosedahlPubicAffairs.com

Remember

People Hate
Someone Who
Tries To Sell Them
Something, But
Will Love You If

You Help Them
Buy

Remember

Most People Are
Looking For Something
That Separates Your
Product Or Service
From All The Others.
Find That Creative
Approach, And DARE To
Be Different

Remember

Our World Is Changing
By The Second. If You
Don 't Change With It
You Be Listed In The
Book, “Who's Through”
In Your Business
Category
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Going Above & Beyond In Cromwell

By Krysta Konieska

I had an event happen here at the
Cromwell Muni and I would like to
share, now that I have permission from
the guy that was involved.

A few weeks ago I was bartending a
night shift when one of my new
regulars came into the bar.

We shall call him John for this story.

John, who had just moved to town
about 5 weeks before this event, came
in about 9 pm.

He had a couple of drinks and then as
I went to hand him another drink he
hiccupped that made is whole body
move.

I joked with him asking him if he was
okay but his response was what not
what [ was expecting.

This grown man started talking to me
as if he was a scolded child, asking
if he was naughty and saying he was
sorry if he was bad and pleading with
me not to be mad at him.

I told him no you were not bad or any-
thing I just wanted to make sure you
were okay.

His whole demeanor changed.

I was thinking that he had probably
just had enough to drink and that I no
longer felt comfortable serving him.

When I told him that I thought he had
enough and that I was gonna grab his
tab for him, he started apologizing for
being naughty and he didn’t mean to
be and asking me to please forgive
him and not be mad (all in a child’s
voice).

I felt very uncomfortable with his
changing of personalities so I asked
another customer, who had only been

drinking pop) to give him a ride home
and I would give this other customer
(Matt) $10 for doing so.

Finally I got John to agree to take this
safe ride home, with John still apolo-
gizing for being naughty and telling me
that he loved me and that he would be
good.

Once we got John into Matt’s car they
left only for them to return to the bar
about 15 minutes later.

John was refusing to tell Matt where he
actually lived, we knew the road just
not the house.

I tried talking to John nicely asking him
to please tell us what house he lived in
so we could get him home to his warm
house safely, John would just shake his
head no and giggle.

I tried to be firm with him demanding
that he tell me right now where he lived
and he would say how sorry he was and
that he loved me and beg me not to be
mad at him.

Please keep in mind I have never seen
this kind of behavior from any adult let
alone John.

Finally having enough of this game
and knowing I had customers inside
needing my attention I told John that
he could either tell me and Matt where
he lived so he could go home to his nice
warm bed or go sleep it off in his car.

John said he wanted to sit in his car |
told him to not try and drive and to sit
in the passenger side of his car, yes I
know he could still get in trouble by
cops but not kill himself or someone
else driving this way.

There was a blanket in his backseat so
I grabbed it for him and told him to

cover up and I went back inside.

This part of the event ended around

midnight.

I left work at 1:40 am, walking to my
car I could see that John was still in
his car in the parking lot. I stopped and
started debating what to do. Should I
get him in my car and bring him home
should I just leave him.

As I was standing in the parking lot
John opened his car door went to get
out of his car and fell. I ran to him to
see if he was okay, asking if he hurt
himself, if he hit his head what hurt
etc..

I couldn’t get a clear answer from him
so I told him that I was going to call
911 to get him help.

They sent an ambulance and took him
to the ER.

I found out a couple days later that
John had a brain bleed and had been
having seizures all day (John did not
realize that was happening either) and
John did break his leg when he fell.

John just came in and seen me for the
first time on Wednesday, he gave me
the biggest hug I think I have ever
gotten.

He told me that his neurosurgeon had
told him had I not seen him fall or had
he even just stayed home and not gone
to the bar, it would have been a very
different outcome.

John would have passed away that
night.

His surgeon believes what I thought
was a hiccup was actually a seizure.
Also that was why the drastic
personality change.

The reason I wanted to share this story
is the watching of your customers, the
change in personalities doesn’t always
mean they are full.

MUNICIPAL LIQUOR STORE 11
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10 Tips To Improve Your Bar Atmosphere

By Buzztime Business

Do you run a dive bar that’s always
busy despite fluorescent lighting,
elevator music, and that wet rag smell?
You can ignore these 10 bar atmosphere
tips.

For everyone else, creating a bar
environment that impresses guests — and
keeps them coming back — takes a little
work. Start with these strategies for
improving your bar atmosphere by
appealing to all 5 senses.

Sight

1) Get Lit! (Or Not): Bright Ideas for
Bar Lighting

No, it’s not the beer goggles. People
really do look better in most bars,
thanks to the lighting. Dimmed lights
create a warm glow that softens the
wrinkles of time. But you still gotta see
those bar tabs. That’s why most experts
in bar atmosphere and design suggest a
3-layered lighting approach:

¢ (Layer 1) Ambient Light: This is the
main source of light, so choose wisely
for best bar atmosphere results.
Recessed lights are a classy touch. Or
try large, industrial pendant lights for a
more casual bar atmosphere.

* (Layer 2) Task Lights: While ambi-
ent light focuses on the big picture,
task lighting is on a smaller scale. It’s
all about the practical stuff. Think cool
brass gallery lights with small but bright
bulbs so bartenders can easily check
IDs and run tables. Task lighting also
applies to the bar atmosphere you set
at individual tables. Warm LED
lanterns or small, softly lit pendant
lights add a sexy vibe (and let patrons
browse the drink list).

¢ (Layer 3) Accent Lights: Shine a light
on a cool architectural feature like a rug-
ged brick wall or a large plant.

Accent lighting should also highlight
your liquor bottles. After all, you want
guests to see that top-shelf option.

For a signature look, line up bottles in
rainbow order. Then get ready to go
viral on Instagram.

2) Catch Their Attention with Digital
Signage

One source of lighting is so obvious,
you missed it. Use your TVs to change
the channel on bar atmosphere. Join
thousands of bars using digital signage
to present menu items, events, and
specials in an exciting light. Unlike
posters and table tents, digital signage
is dynamic. It brings that new craft
brew or featured wine to life on the big
screen. Not only does digital signage
create a lively, upbeat bar atmosphere;
it can boost revenue by up to 33% at the
point of sale. The best digital signage
software for bars will easily integrate
with your existing TVs and flat

screen monitors. You’ll also get access
to customizable templates.

3) Instagram-Worthy Décor

Keep your bar in the picture when those
millennials snap their selfies. All it takes
is adding a little trendiness to your bar
atmosphere using these tips:

* White Walls are Out: According to
an NYC interior designer, the minimal-
ist look of white walls in simple

fixtures is getting old. What’s in? Color.
Funky, bold colors inspired by the 1960s
bar atmosphere. Think turquoise,
burgundy, and burnt orange.

* Try Living Walls: Go green with
plants...planted vertically on a wall. We
can almost guarantee you’ll get plenty
of local press coverage.

* The Gallery Look: Team up with a
different photographer or artist to “take
over” the walls every season. Let them
sell their work to patrons in exchange

for the free and instantly cool bar atmo-
sphere.

Sound
4) Music Matters

What if creating a better bar atmosphere
also improved drink sales...by up to
40%? Follow the advice of researchers
who suggest playing slow tempo music
when business is slow.

On the flip side, crank up the tunes
when the bar is packed and patrons will
drink faster. Music can even influence
how we perceive the taste of food and
drinks. Science, it rocks.

5) What Bartenders Say

Like the sound that your POS makes
when you enter transactions? Then train
your bartenders to say the right things
to customers. That means upselling.
And no, it doesn’t need to be pushy or
sleazy. When done right, upselling
creates a luxurious bar atmosphere
where bartenders cater to a customer’s
ever need.

For example, instruct bartenders to offer
sample pours of a new, high margin
wine or spirit. Wait, how is that up-
selling and won’t this turn my bar atmo-
sphere into a Costco? No, here’s why:
First, free samples put the “reciprocity
principle” in action. When someone is
generous with us, we feel obligated to
be generous in return — by purchasing
that premium drink, or leaving a nice
tip. Then, studies show that free samples
boost sales of the item by 2,000%.
Nope, not a typo: 2,000%.

Touch

6) Give Me Some Space! Seating
Smarts

Most bargoers love a packed house. A
loud, fun, and super
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Most bargoers love a packed house.
A loud, fun, and super social bar
atmosphere is the gold standard.
Touching shoulders with strangers
just comes with the territory.

It’s not just where patrons sit that factors
into bar atmosphere, it’s what they sit
ON. Hard, wooden stools may prevent
folks from camping out at the bar. But
they may also rush patrons out when
their butt goes numb. Consider a happy
medium like rugged, leather-upholstered
stools. Or try swanky velvet seats with a
small back that’s comfortable...but not
too comfortable.

7) Touchscreen Bar Tablets

You already know the secret of a great
bar atmosphere. Guests don’t just want
a drink. They want a great time. So,
give the people what they want: a more
entertaining experience. Start by putting
fun at their fingertips with Buzztime
touchscreen bar tablets. Guests can get
their game on by competing in real-time
trivia — across the bar, or across the na-
tion through the Buzztime trivia net-
work. Trivia games run 7 days a week,
15 hours a day. Or, to really liven up
your bar atmosphere, host your own
live trivia game using bar tablets. You
can also expect to see some new faces.

There are over 10 million registered
Buzztime players who seek out bars
that offer their favorite trivia and arcade
games.

8) Smells Like My Fave Bar:
Signature Scents

You know you’re in a Kimpton hotel

— even if you’re blindfolded (wait, that
doesn’t sound right...but go with it).
That’s because every property is scented
with the same signature citrus fragrance.

The Kimpton chain is tapping into the
power of olfactory marketing — and you
can take the same approach with your
bar atmosphere. After all, a study by
Rockefeller University found that
people remember 35% of what they
smell as opposed to 5% of what they
see, and 2% of what they hear.

If you want your bar atmosphere to be
memorable, focus on smell. Burn a spe-
cific candle or diffuse a custom essential
oil blend. Use crowd-pleasing scents
like citrus, vanilla, or a trendy
bourbon-tobacco blend. But beware:
when it comes to scent in a bar
atmosphere, less is more. It should be
barely detectable yet still present. This
is a bar, not a spa.

Good Reasons for

Firing Employees

Verbal Abuse of Others

* Incompetence

Repeated, Unexcused
Tardiness

Insubordination

Physical Violence

Theft

» Intoxication on the Job

Falsification of
Records
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9) Little Fresh Air, Lotta Profit

When the sun is shining on a 70-degree
day, no one wants a dark bar atmosphere
(unless they’re going through a break-
up). So take it outside. Set up picnic
tables, café tables, or just move a few
seats to the sidewalk. You could even
go big with your outdoor bar atmo-
sphere and invest in a permanent patio.
Wherever you go outdoors, millennials
will follow — and spend up to 43% more
on drinks.

Taste

10) Social Bites

What’s on the menu impacts bar atmo-
sphere. Think about it. If your goal is
to be the “it” spot in town, you want to
attract big groups. So, you need a menu
meant for sharing — and socializing.
That’s especially important at happy
hour. Research firm Technomic found
that for 61% of guests, happy hour is a
social hour. They want to meet up with
friends (38%) and bond with their work
crew (23%). Use these tips to build a
bar atmosphere...one bite, and one sip,
at a time:

* Board and Bottle: Serve up cheese,
sliced meats, and crackers on a rustic
cutting board. Then pair it with a bottle
of wine.

* Sangria and Tapas: Offer pitchers of
Sangria and a menu of shareable, small
plate appetizers.

* Pizza and Beer with a Gourmet
Twist: Who says pitchers need to be full
of cheap beer? Offer pitchers of cool
craft brews and gourmet pizzas made
for sharing.

Whether they realize it or not, your
patrons experience your bar atmosphere
through all 5 senses. With these 10
strategies, you can ensure every sight,
sound, smell, touch, and taste is on
point. Whatever you do, be intentional
when creating your bar atmosphere.
Unless you’re that rare dive bar with

a cult following that defies logic. Just
keep doing what you’re doing...



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.



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:  corey.herzog@fishbowlspirits.com

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

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: Mike Strathman
Phone: (612) 271-5197
E-mail: mstrathman@sgws.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

Bent Paddle Brewing Co.

Contact: Matthew Barthelemy

Phone: (218) 348-9565

E-mail: m.barthelemy@bentpaddle
brewing.com

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: 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

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

(763) 259-8561

Phone:

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
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Purpose

Provide industry / community recognition and an example for others to emulate.

Categories

e Best Themed Promotion

e Best Product Launch

e Best Business Development: New Build, Refit or Launch
e Commitment to Customer Service

e Commitment to Staff Development

e Community Involvement Award

Judgin
All member facilities are eligible to participate. An independent panel will determine the winners. Panel
participants might include current MLS managers, city staff / officials / industry representative and MMBA

staff. Panel participants will vary each year.

2019 Nomination Timeframe

Entry deadline is April 1, 2019 for activities in 2018.
Awards will be presented at the 2019 annual meeting.
Winners will receive a plaque and $250 community project monetary award.

Submissions must be received in the MMBA office by April 1, 2019

MMBA, PO Box 32966, Minneapolis, MN 55432 or kaspszak(@visi.com

Include: Facility Name, Address, Phone Number, Primary Contact Information & Award Category.

Nominate Yourself or Others!!!




2019 MMBA Award Criteria

Entries may be submitted individually or jointly by key parties involved.

Best Themed Promotion

Awarded to the facility demonstrating the most innovative themed promotion to reach and appeal to its
customers. Entrants must describe how the campaign or promotion was conceived, executed and evaluated for
success, giving necessary data to support their claims. Each entrant must submit photographic evidence and
relevant items of promotional material to support their entry.

Best Product Launch

The best product launch for sale through the facility to the consumer. This must be launched within the
qualifying period and demonstrate innovation and fill a gap in the market. Entrants will submit photographs of
the product and information on how it was a) conceived b) the response to it ¢) show its commercial success.
Entrants should explain why stocking the product is important or beneficial to their operations.

Best Business Development: New Build, Refit or Launch

Awarded to the best facility development within the qualifying period. This may be a new building, concept,
extension, rebuild, refit or relaunch. It should show best practice in design, innovation and environmental
standards. Entrants should describe how the initiative was a) conceived, b) executed and c) quantified in terms
of commercial success.

Commitment to Customer Service

Awarded to the facility showing customer service above and beyond the norm (i.e. carry out service). Please
include any feedback available from customers and evidence of what your facility’s customer service offer
involves. The award winner will demonstrate how it offers its customer’s advice, information, attention to detail
and a pleasant customer service above and beyond its competition.

Commitment to Staff Development

Awarded to the facility with the best attitude and commitment to developing staff. Entrants will submit written
evidence, with supporting printed material if available. Entrants should demonstrate how they are a) committed
to training of the highest standard, and b) how they have enabled staff to better their knowledge for improved
performance and possible career development.

Community Involvement Award

Awarded to the facility showing the most commitment to getting involved in activities within its local
community. Entrants will provide written and photographic evidence, including media coverage, of how being
committed to the community benefited business and added to the facility’s appeal. The Awards winner will
show how a municipal liquor operation is more than just a retailer that sells alcohol.



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/
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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




