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OUR MISSION

TO CRAFT NATURALLY DELICIOUS COCKTAILS
WITH ONLY 6 SIMPLE INGREDIENTS
AND NOTHING ARTIFICIAL. LIGHTLY SPARKLING
AND COMING IN AT ONLY 120 CALDRIES,
THIS IS FLAVORFUL REFRESHMENT
YOU CAN FEEL GOOD ABOUT.
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SPARKLING COCKTAILS

6 SIMPLE INGREDIENTS

AND

NOTHING ARTIFICIAL

SPARKLING COCKTAIL WITH NATURAL FLAVOR
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STORE Inventory is just one part of running a successful bar or restaurant.
Volume 78, Number 2, 2019 See page 7 for 10 steps to reduce your beverage costs:
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1) Set up your POS properly

six times annually.: September/October, 2) Cocktail recipes are up to date

November/December, January/February, 3) Consistency in serving sizes

March/April, May/June, July/August. For 4) Correct gl assware
advertising and editorial inquiry conact .
Paul Kaspszak, Editor, Box 32966, Fridley, 5 ) Orgamze storage arcas

MN 55432. Phone 763-572-0222 or 6) Verify equipment is functional
866-938-3925. Advertising rates available 7) Routinely quiZ your staff
upon request. Change of address: List both old o .

8) Set a process for receiving inventory

9) Conduct regular inventory audits

DIRECTORS 10) Share inventory results with staff

and new address.
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. JOE KESSLER
(Presuien.t) The Corner Lounge
Bagley Liquor 100 East Main
P.O. Box 178 .

Spring Grove, MN 55974
Bagley, MN 56621 5(1;7-4§8-3931 '

218-694-2542

joeykess02@gmail.com
carnold@bagleymn.us Joey gmal

JOHN JACOBI KARISSA KURTH
(Vice President) City of Silver Lake

I i Li 308 Main Street West
Ps:)ngoxlglzlgr Silver Lake, MN 55381

karissa.kurth@mediacombb.net

Isanti, MN 55040 320-327-2412

763-444-5063
jjacobi@cityofisanti.us

MIKE LARSON
St. Anthony Village Wine & Spirits
(NS’:F/?“‘Z;‘S“;INES 2602 39th Ave. NE
- - St. Anth Vill MN 55421
Longyville Lakes Bottle Shop 612-;;32-03]:1};5 1Hage,
P.O. Box 217

ike.l 8
Longville, MN 56655 mike.larson@savmn.com

218-363-3249

BILL LUDWIG
libottleshop @gmail.com Paynesville Liquor

221 Washburne Avenue
TOM AGNES Paynesville, MN 56326
BC Liquor 320-250-3325

5625A Xerxes Ave, North
Brooklyn Center, MN 55430
763-549-3710

liquor @paynesvillemn.com

SARAH OLSEN
tagnes@brooklyn-center.mn.us Mapleton Liquor
P.O. Box 366
JOE AUDET”_I"E Mapleton, MN 56065
‘Westbound Liquor 507-524-3492
13065 Orno Parkway

Elk River, MN 55330 cityofmapleton@hickorytech.net

763-441-1671
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jaudette@elkrivermn.gov City of Sauk Rapids
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?l/[iﬁg(il)fEF(i:‘tl?(gllge Liquor Sauk Rapids, MN 56379
20-258-
P.O. Box 272 320-258-5300

rolson@ci.sauk-rapids.mn.us

Hinckley, MN 55037
320-384-6213
firehouseliquors@cityofhinckley.com

NANETTE SERBUS
Olivia Liquor
802 East Lincoln Avenue

NANCY DRUMSTA ivi

Ol MN 56277
Delano Wines & Spirits 32;)‘115?3-2730
P.O. Box 108

Delano, MN 55328 olivialiquor @olivia.mn.us

763-972-0578
ndrumsta@delano.mn.us




MMBA President’s Message

CHRIS ARONLD
President

It seems our lives are busier now than
they were 5 years ago, 10 years ago, and
especially 20 years ago. In May I reached
a milestone in my job when I started my
20th year working for the City of Bagley.

When it comes to marketing our stores,
times have changed as well. You can’t
just throw an ad in the local newspaper
or on the radio and expect results like
we could years ago. In today’s world we
have to rely on the new technologies to
reach our potential customer base. The
media sources the young generation use
is very different than what our grandpar-
ents or even ourselves used. The younger
generation relies on social media like we
relied on the 6 o’clock news. Plus, if you
think it’s going away you’re wrong.

We built our facility six years ago. One
of the unique features we added to our
facility was a tasting room or as I call it
the “multipurpose room.” On July 11th
one of my sales reps came to me and said
he’d like to do a tasting in the room to
promote their new products. They asked
me to advertise the event in the local
newspaper and radio.

So I decided to do a little experiment
with the advertising. But, I forgot to write
it down, so my experiment got even more
interesting.

My plan was to narrow down the time
of advertising for the event. Normally,
I put it out two to three weeks early.

This time I was going to do it only one
week early.

Before I knew it, my tasting was in three
days and I forgot to advertise in both

the paper and radio. So I decided to take
advantage of Facebook.

There are three ways to advertise on
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Facebook. The first is to post it on your
page and let everyone who has liked your
page see it.

The next is to boost your ad. This is
where you pay Facebook to place your
ad on people’s news feed in a selected
region or demographic you choose. So
when people go to their Facebook page,
Facebook randomly puts your boosted
ad on their page as they are scrolling
through finding local gossip and photos
of their friends and family.

The third way is to share your event on
different groups within your community
or surrounding communities. For this

event, I chose options one and three with
a strong focus on multiple group sharing.

Sunday morning I created the event on
my store’s Facebook page. Monday

at noon I decided to start sharing it to

the groups and before I knew it several
hundred people saw my ad. By Tuesday
morning 15 people said they were inter-
ested or coming to my tasting. I also sent
information to our email list.

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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LOCALLY MAUE

Proud h grown, distilled unJLnerui" in Minnesota.

Tattersall Disl.illing is proud to partner with local
farmers and small businesses across the state to

cralt the absolute best spirits and liquuurs.

WHISKEY BARRELS
PARK RAPIDS, MN

ORGANIC
HONEY

GRAINS
CAMBRIDGE, MM

BRANDY AFPLES
MAPLE L AKE, MM
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BRANIIY BARRELS
WATERTOWN, MN
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I wasn’t sure how many people I was
going to get on such short notice, espe-
cially on a beautiful 70° day with a nice
breeze. Who in their right mind would
want to come sit in Bagley Liquor and
drink free wine for an hour and a half.

On most of our July tastings were lucky
to get 10 people. So it sounded good
when my sales rep came in and said
he’s thinking one bottle should be good
enough for each of the wines.

At that point I apologized to him for the
lack of advertising, but we’d see how it
goes.

We set the room for about 20 people and
I set out 15 wine glasses just in case we
got more than 10.

We usually have people showing up at
5:30 PM to get a good seat. Not this
time. But at 5:45 we got a couple of
regulars. They told me it was short
notice but it was a lot easier to plan,
than when I send it out two weeks early.

It was getting to be 5:50 and we had less
than five people and I was a little disap-
pointed with myself. Then at 6 o’clock
we started seeing people pulling up who
we have never seen before.

By 6:05 we had 33 people in the room
and we only had 33 chairs! If more
came it would be standing room only.
We ended up with four people standing.
Plus I got three phone calls wondering
if there was still any room.

This was one of my most successful
wine tastings in a long time. The nice
thing is we ended up selling a lot of
wine and my sales were up $1500.00
over last year for the same day!

Not only did we have new faces, but
we got to build relationships with new
customers!

They saw our product selection in the
store and told me they didn’t know we
had this much variety. A few of them
also said it will be nice not having to
drive to Grand Forks anymore and just
come to Bagley.
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I sat there thinking how they didn’t
realize we had been here six years,
and this is the first time I’v got them
into my store. I asked myself I was
doing wrong.

The moral of the story is I'm still
learning how to take advantage of
social media. Previously I put my
information out two weeks before
and let everyone know we were
having a tasting. Now I discovered
the need to put it out two weeks
beforeand re-promoted 24 to 48
hours before.

As I have been I'm told in all my
MMBA classes or training’s, the
younger generations are more sporadic
than ever. They just do things on the

go. They plan their schedule that day,
not seven days and for sure not fourteen
days in advance.

I will continue to try this approach
and see how it works. However, it was
very neat to fill our tasting room in the
middle of July and sell some cases of
wine.

By the way, three of the cases sold were
$20 plus dollars per bottle and for north-

ern Minnesota that’s not too shabby.

I hope everyone has a great Labor Day

weekend and a successful summer.

Take care!

Once there was a
a grain of sand that
wanted to become
a beach, an example
of where you can’t
always do it all by
yourself

Follow us
on twitter

@MNMunicipalBevPurpuse:
Purpose:

Showcase and inform
followers on MMBA
and member
activities



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.
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10 Steps to Reducing Beverage Costs

By Bar and Restaurant Coach

Inventory. The word leaves a bad taste
in your mouth, doesn’t it?

Inventory is just one part of running a
successful retail business of any kind,
but to stay on top of your game as a bar
or restaurant entrepreneur, follow these
10 steps and reduce your beverage costs.

1. Set up your Point of Sale Properly

Your POS system is only useful to you
when you have it properly set up for
speed, efficiency, and in-depth data
collection. Set up your speed screen to
work for YOU. If your POS isn’t deliv-
ering the data you need, contact the ven-
dor and suggest they get it right—and if
they can’t—buy another system.

2. Cocktail Recipes are Up-To-Date

Make sure every bartender makes every
drink the same way every time. This
includes measuring! When you have
consistency in making cocktails, your
guests get consistency—which helps
build your reputation.

3. Consistency in Serving Sizes
This helps with customer satisfation,
just like following the same recipe
across the venue. Is a glass of wine 5
or 6 ounces? How much liquor in a
mixed drink? What about draft beer?

4. Correct Glassware

Inconsistency in glassware can throw

off your serving sizes. Do a glassware
audit, identify the volume for each type,
and make modifications to what you
use—or purchase something more suit-
able for your needs?

5. Organize Storage Areas

If your storage area is a jungle, here’s
what could be happening:

* You leave guest waiting because
you can’t find what you’re looking
for.

* You may over-order because you
can’t see what you have.

 Stock isn’t rotated properly.

+ Inventory is next to impossible.
6. Verify Equipment is Functional

Prevention is better than a cure, right?
+ Set up routine equipment checks
in-house and through your draft
suppliers.
» Keep a waste log in the cooler.
* Post step-by-step instructions for
best practice and reporting issues.

7. Quiz Your Staff Routinely

You can even gamify the process! Test
your staff on:

* pouring accuracy
* recipe knowledge
¢ drink technique

* drink quality

* speed of delivery

8. Set a Process for Receiving
Inventory

Reading without reflecting is

like eating without digesting

Three types of inventory loss are
common:

* You didn’t get it—but you were
charged for it.

* You got it—but it vanishes before
you add it to storage.

* You got it—but you didn’t order it.

Your process for receiving inventory
should include:

* Inventory is only taken in by
trained personnel

+ Compare invoices to purchase
orders

* Never leave product unattended

9. Conduct Regular Inventory Audits

Compare your stock depletion to sales
and determine exactly how much is
missing for each period.

10. Share Inventory Results with Staff

Once you have the data, share it—in an
educational, non-confronting way. Let
them be part of the process of figuring
out ways to reduce waste or tighten up
the delivery.

There are a lot of moving parts to keep
your beverage costs to a minimum. But
having accurate data in a timely manner
is one of the most critical steps to take.

Don’t let that fickle 20% distract you.

* Look at your sales results from a
variety of productivity measures.
Besides total sales volume, monitor total
number of transactions and items per
transactions, both for your total opera-
tion as well as by category. You will find
surprises!

» The best time to take markdowns
is just before the sales peak, not just
after. Your past sales records will be
indicators.

MUNICIPAL LIQUOR STORE 9



2019 MMBA Scholarshi

Winners!!

Ben Fischbach

I am Benjamin Michael Fischbach, a
senior at Becker High School.

Post high school I will be attending
NDSU for mechanical engineering.

My goal is to work for a major tech
company.

I’ve achieved Eagle Scout, 2nd degree
black belt, a varsity player on my
tennis team, and prominent leader in
CIS 4607s robotics team.

My dad working at Hi-Way Liquors in
Monticello for over 20 years and my
mom working for Boston Scientific for
over 25 years has shown me dedication.

1’ve built my whole life around dedica-
tion as proved through my 12 years in
karate, 13 years in Scouts, and 3 years
in robotics.

Through Scouts I have made the biggest
impact I could on my community by
doing 143 hours of volunteer work for
the local nursing home and over 300
hours of other community outreach.

Through my years in FIRST Robotics
I’ve helped host a veterans breakfast
with my local school, a coat drive for
the homeless and a food drive that col-
lected over 300 food shelf items for our
local school food shelf.

I have grown my leadership skills in my
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years from robotics and in scouts.

I’ve posted as my troop leader for many
years and served 2 leadershippositions
in my 3 year robotics career.

Through my many activities in my
pre-high school career 1 have learned
leadership skills.

One of my best qualities as a person is
my leadership.

I have guided my robotics team through
the good and the bad.

I’ve grown into the person I’ve always
wanted to be, something I couldn’t have
without my many activities.

Ben's father Mike works at Hi-Way
Liquors in Monticello

Jalina Golden

Unplanned events happen in everyone’s
lives.

For me, mine was becoming pregnant at
age 15.

Everyone thought my life would be over
if I decided to raise my baby.

I would have to stop playing volleyball
and running track.

However, becoming a mom was the
absolute best thing that happened to me!

I did have to give up sports, but what
I gained fulfilled my life so much more!

When I started thinking about my
future, I decided that finishing my
sophomore year of high school online
would be my best option.

Doing that, I was able to complete the
tenth grade on time.

I had my son April 30, 2017.

I still had a couple of months of school
to finish, and I did it.

When summer was over, I decided I
wanted to go back to the public high
school in my hometown and finish out
school with my friends.

In order to do that, Jaxon would need to
be enrolled in daycare.

With the help of daycare assistance
I was given that opportunity.

In April of my junior year, I hit a rough
patch in my mental health.

During this time, I decided to finish
out my junior year online to give me a
chance to heal.

Healing is what I did and I ended up
becoming a much better and a much
stronger person.

In August of 2018, I enrolled back into
Cambridge-Isanti High school to begin
senior year.

I have been attending my public high
school, excelling in all my classes,
working part-time and having the full
time responsibility of motherhood.

I have my parents to thank for giving
Jaxon and I a place to live while I finish
school, and believing in me along this
journey.
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The original Mockingbird Distillery shack in Austin, Texas, 2018

The Shack is the first building at the Mockingbird Distillery, and where the whole thing started. For a long time it housed all of the vodka operations
before we outgrew the 998 square foot structure. We're still making vodka on the same land we started and Tito’s office is still at{he Shack today.
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It started out as a scary journey for all
of us but I did it!

All my teachers, counselors and family
members have been nothing but sup-
portive of me.

I make my own money to purchase
things for myself and my son.

I do everything for my son on my own,
and my parents help if needed.

I had one of the most life altering
changes occur in my life at such a
young age, but I did not become a
negative statistic.

Instead, I took control of the situation
and did everything I could to learn how
to successfully be a teen mom.

It has been hard, but so very worth it!

I will go on to pursue an education in
Dental Hygiene, or Drug and Alcohol
Counseling at Florida Southwestern
State.

I am still on the fence about it which
way my career is going to go, but I will
be doing something that helps some-
one, no matter what!

Jalina's mother Carla works at North
Branch Liquors

Kourtney Hintz
My name is Kourtney Hintz and
I attended Big Lake High School
from 2015-2019.

I was involved in varsity basketball
and National Honors Society.
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I have volunteered around my commu-
nity including helping out at our local
blood drive, collecting food for the
food shelf, and collecting clothing for
the Epilepsy Foundation.

In high school | achieved a 3.6 GPA
while taking college classes my junior
and senior year.

These classes included: pre-calculus,
human biology, psychology, and
environmental studies.

| have also completed 4 years of Eng-
lish, and 2 years of Spanish.

Next year I plan on attending Univer-
sity of Wisconsin-River Falls.

I will be majoring in elementary
education and minoring in psychology.

I hope to become a third grade teacher
and change the lives of young students.

Kourtney s mother Tara works at Lakes
Liquor in Big Lake

Samantha Johnson

With only a few days left of one
remarkable journey, I am excited for
the next steps forward on to my next
journey.

[ am proud to say 1 have gone to Peli-
can Rapids schools from kindergarten
to graduation and believe 1 have used
this time to my advantage through

the classes offered, college courses,
extracurricular activities, volunteer-

ing at the library, local thrift store and
blood drive, as well as the jobs offered
to me at our local grocery store and city

skating rink.

All of these opportunities gave me
confidence and structure in planning
my time wisely and taught me many
different life skills.

As a high school student, | was a
member of Minnesota Honor Society,
Student Council, Speech and also
played in our award winning Concert
Band on the Alto Saxophone since the
fifth grade.

Because of the great teachers I had, 1
believe I have made the right decision
to enter into the education field.

As my grandparents, aunts and sisters
before me, | am entering Mlinnesota
State University 1Vloorhead this fall
to continue that legacy and enter the
Elementary Education program.

My journey in Pelican Rapids may be
near its close, however, 1 will forever
be thankful for having the knowledge,
support and guidance that my family,
school and town has given to me.

Samantha’s mother Maggie is Pelican
Rapids Liquor Manager

Brandon Nirschl

My dad Paul Nirschl is and has been an
Ada Municipal Liquor Store employee
for over 20 years.

He has been an example to me of what
dedication and working hard truly are.

My community has been, is, and
always will be important to me.
Community can be as small as you
family or a big as your city, state or



country.

My idea of community is my hometown
of Ada.

Growing up in a small town community
has been very important because | feel
in a small town there is always someone
there to lend a helping hand and I strive
to do that every day as well.

My involvement in my community has
been with my school, church, scouts,
family and friends.

At school 1 was involved with several
activities, some | enjoyed and some not
so much, but still learned from every
experience.

Band and Pep Band were by far my
favorite activities.

I am active in my church, where 1 usher,
greet, help with vacation bible school
and have been an alter server.

Scouts has been very influential in my
life, earning my Eagle Scout rank in 2018.

| have participated in several community
service projects with scouts: scouting for
food, hanging Christmas lights, cleaning
road ditches, placing of and removing of
American flags from the Ada Cemetery
for the Memorial Day celebrations and
planting trees for the City of Ada.

My final service project was refurbish-
ing the bell tower at the St. Joseph
Catholic church.

I replaced the brick at the base, sanded
and repainted the 40 foot plus bell
tower and got new digital bell ringing
equipment for the bell tower.

It now rings after 10 years of being silent.

1 was in charge of the planning and
executing of this whole project.

The project meant a lot to me, since my
grandfather built the tower over 40 years
ago and | was able to bring it back tlo ife!

I want to further my education at

Moorhead State Community and
Technical College and become a
mechanic.

My Community and parents have made
me who | am today.

1 hope to be a great community member
like my dad.

Brandon's father Paul works at Ada
Liquor

Ellie Reed

I entered Armstrong High School with a
closed mind and the intention of going

in, laying low and leaving with a diploma.

If I had a conversation with little fresh-
man me, she would be shocked at all the
wonderful memories, experiences, and
knowledge she would gain in the next

Mid Central Ice

Perham

Precise Ice
Belgrade/St. Cloud

Waterville Ice
Waterville

four years of her life.

While I was not the most successful in
school as I didn’t end with a 4.0, while

I was not the most popular as I lived in
one circle of friends, and while I was not
the most active as I was not in sports or
many activities, I was successful in my
own way.

I have grown as a person during

my high school career because my
participation in orchestra and tech
crew (technical theater or the building
of sets).

The relationships formed in those two
activities are better than I could’ve ever
imagined.

The leaders of those groups, whether
they knew it or not, guided my growth
throughout the years.

Not only were the friendships fantas-
tic, but the experiences and skills I’ve
gained were worth the struggle of main-
taining it all on top of a 3.8 GPA (with
a total of 6 AP classes) and two jobs by
the end of my senior year.

| Lakeshore Ice Duluth area

Crystal Springs Ice Pine City

g i Ace Ice Minneapolis

a-ice.
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My unforgettable memories include
watching Mary Poppins literally fly
across stage my freshman year during
the winter musical and traveling to
New York City with other orchestra
members.

I hope my college experience brings the
same amount of growth in my character.

I plan on majoring in biology at Gusta-
vus Adolphus College with intention of
pursuing the pre-veterinary track.

I intend to focus on my studies, but not
to let it consume me entirely as I want to
enjoy the college experience with new
friends and leaders.

The Gustavus orchestra is planning on
traveling internationally for their tour to
Malaysia and Singapore and I could not
be more excited for the possibility of
playing music across the world.

I am pursuing the pre-vet path with my
love for animals leading me through

it, as I believe the love animals give
humans should be reciprocated.

I am determined to have a different
mindset walking onto the Gustavus
campus than I did walking through
the doors of Armstrong.

I believe the open campus will bring
endless possibilities the walls of high
school prevent.

I will embrace every opportunity with
open arms and a positive mindset.

Ellie’s father Jeff works at Robbinsdale
Wine & Spirits

Jackson Sturk

During my high school career I have
continually taken college or AP classes
to prepare myself for the next stage in
school and to help save some money as
well.

These classes have taught me how
much dedication and hard work goes
into succeeding at a high level of
education.

I have had classes that seemed
overwhelming.

But, with enough time and commitment
they are very manageable.

I have worked hard all four years to
be one of the top students of my class
and give myself the best opportunity
to succeed.

Next year I am going to attend the
University of Minnesota Duluth to
study chemical engineering.

I plan on getting at least a bachelor’s
degree and work at a big company that
will allow me to climb the ladder of
command.

I like being able to put myself in an en-
vironment that allows me to show I am
a good worker and I have a willingness
to learn and listen.

Jackson's father Tim works at Discount
Liquors in Bemidji.
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eight wedges total.

Making Citrus Wedges

1) Slice the fruit in half the long way.

If you commonly hang your wedges on the edge of a glass, go
ahead and cut a notch in them now. Make a small cut the
short way across the inside of each half at this point. Make
sure you don’t completely cut through the fruit’s peel or you'll
cut the wedges in half, rather than notching them.

2) Lay the cut halves down, (peel side up) and
halve them the long way again.
3) Cut each of those halves the long way to create

(Note: A "squeeze" is very similar to a wedge, but smaller. In
fact, it’s half the size. Make wedges as shown below and then
cut those wedges in half the short way. Rather than hanging
on the side of a glass, a squeeze is squeezed into the cocktail
by the bartender, and then dropped in the drink.)

-

MUNICIPAL LIQUOR STORE 15



What Happens if | Lower My Price?

The calculator below was created by MMBA Annual Conference presenter
Tom Shay and can be found at his website, www.profitsplus.org.

The bottom line in the example below: If a product price is reduced from $7.49 to $6.99 will 15 additional units be sold to
achieve the same gross profit dollars? If not, are customers really purchasing other products to make up the difference?

There is always a discussion with businesses about the prices that are charged for a product or service. If the
price is $12, a business owner will wonder if they can sell a lot more of the product if the price is reduced to $10.

This calculator helps to answer that question from two perspectives. The first part of the answer is to tell you
how many more you have to sell to make the same amount of gross dollars of sales. The second calculation will
tell you how many you have to sell to make the same amount of gross profit dollars.

With each calculation, you are then left to make a decision. You know now how many more you do actually have
to sell; you then ask yourself if you believe that is an achievable goal. Remember that in achieving the goal, you
are not making any more profit or any more sales dollars, you are just selling more units to produce the same
gross sales dollars or gross profit dollars.

Price Change Analysis Calculator

1 Price Per Unit (nnn.nn) $ 7.49

2 Number of Units (nnn) 60

3 Cost Per Unit (nnn.nn) $ 5.00

4 Gross Sales Amt $ 449.40

5 Gross Margin % 33.24

6 Gross Profit $ 149.40

7 How Many Units Will I Need To Sell At $ 6.99

8 To Make The Same Gross Sales Of $ 449.40

9 Answer: 64.29
10 New Gross Profit $ 127.94
11 New Gross Margin % 28.47
12 How Many Units Will I Need To Sell To Make the Original Gross Profit

Dollars? 75.08

MUNICIPAL LIQUOR STORE 16



MMBA Commercial Members Are Available to You! Contact Them!

August Schells Brewing
Contact: Matt Jones

Cell: (651) 775-9079
E-mail: mjones@schellsbrewery.com
ATM Source

Contact: Kevin Starcevich

Cell: (612) 325-7006
Office:  866-504-5800
Bacardi USA

Contact: Greg Aamodt
Phone: (952)484-8860
Office: gfaamodt@bacardi.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

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: Brett Hendrickson

Phone: (406) 239-2479

E-mail: Brett.Hendrickson@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

Gray Duck Spirits
Contact: Jerry Schulz

Phone: (612) 251-6912
E-mail: jerry@grayduckspirits.com

Heartland Payment
Services

Contact: Karen Lamb
Phone: (763) 607-0282
E-mail: kareni.lamb@heartland.us

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

Mike’s Hard Lemonade

Contact: Joe Martin

Cell: (612) 221-4731

E-mail: jmartin@mikeshard
lemonade.com

Paylidify

Contact: Richard Waskewics

Phone: (949) 295-7266

E-mail: richard.waskewics@
paylidify.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

Performance Foodserrice
Contact: Chris Denn

Phone: (320) 469-1902

E-mail: Chris.Denn@pfgc.com

Pernod Ricard USA

Contact: Jeff Jara

Phone: (612) 860-5190 Mobile

E-mail: jeffjara@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 Feuling
Phone: (320) 230-2282

E-mail: sales@rite.us

Scenic Sign Corporation
Contact: Daryl Kirt

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

Small Lot MN

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

Tattersall Distilling

Contact: Jon Kreidler

Phone: (612) 584-4152

E-mail: jon.w.keidler@gmail.com
tattersalidistilling.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

Winebow

Contact: Max Kurman

Cell: (612) 227-0002

E-mail: max.kurman@winebow.com

WRS Imports

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: Brandon Bland

Phone: (651) 265-7800

E-mail: bbland@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

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
(815) 762-0643
dbuchanan@cmondavi.com

Phone:
Mobile:

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:

Chankaska Creek Winery

Contact: Jane Schwickert
Phone: (507) 931-0089
E-mail:

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

Duluth Whiskey Project
Contact: Kevin Evans

Phone: (651) 233-3279
E-mail:
com

tami@carloscreek winery.com

janes@chankaskawines.com

kevin.evans@duluthwhiskey.

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@luxco.co

Madison Bottling Co.

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

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



Generate Extra Revenue By Up-Selling

Up-selling is a marketing method used to persuade your customers to spend more money than they had originally intended.

So, instead of chasing new customers, you can always generate extra income from up selling your products.
It’s a fact that 46 percent of all people can be up sold at the time of purchase.
Below is a list of strategies from Beam Global you can use to up sell your clients, and then put them into action.

46% of Consumers can be Up-Sold

Up selling is a marketing method used to persuade your customers to spend more money than they had
originally intended.

So, instead of chasing new customers, you can always generate extra income from up selling your

products. It’s a fact that 46 percent of all people can be up sold at the time of purchase. Below is a list of
Beam Global’s strategies you can use to up sell your clients, and then put them into action.

ProdUct Knowledge
ApProach Consumers with Questions
LiSten
Educate the Consumer
So Lution

CLose the Deal
Product Knowledge
* Become versed in all varieties in each category
* Know popular trends in the industry and popular movers within your market

*  Know your SKU’s
Approach Consumers
* Talking to the customer will allow you to learn what things the customer is interested in.
This will help you turn a little sale into a bigger one
* Ask open ended questions
* Be patient and be friendly
Listen

* Take into account Consumers needs
* Find out what they are really looking for
* Determine their knowledge base and build upon this
Educate the Consumer
* Features and benefits of each of your brands
* Show Passion and use personal testimonials
* Be Self Assured
Solution
* Find an answer to their product needs
* Accessorize
* Maximize
Close the Deal
* Assure your customer that s’/he has made good choices.
* Thank the customer
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JOHNSON BROTHERS

A TRADITION OF EXCELLENCE

SINCE 1953
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® Minnesota, Family Owned And Operated Since 1953
e Employing Over 900 Minnesota Team Members
eRepresentation Of The Leading Wine, Beer, & Spirits Suppliers In The Industry
e Largest, Most Comprehensive Collection Of Local Craft Spirits & Beer Brands
® Delivery 5 Days A Week, Including Monday
e Covering The Entire State Of Minnesota With Next-Day Delivery

Contact us at 1.800.723.2424 or 651.649.5800
info@johnsonbrothers.com | wwwjohnsonbrothers.com



PRAIRIE
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SPIRITS

- VOTED BEST
CRAFT VODKA
DISTILLERY
IN THE NATION

| 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




