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DIRECTORS

CHRIS ARNOLD (President)
Bagley Liquor

PO.Box 178

Bagley, MN 56621
218-694-2542
carnold@bagleymn.us

JOHN JACOBI (Vice President)
Isanti Liquor

PO.Box 428

[santi, MN 55040
763-444-5063
jjacobi@cityofisanti.us

NANCY RAINES (Sec./Treas.)
Longville Lakes Bottle Shop
| PO.Box217
Longville, MN 56655
218-363-3249
llbottleshop@gmail.com

TOM AGNES

BC Liquor

5625A Xerxes Ave, North

Brooklyn Center, MN 55430
763-549-3710
tagnes@Brooklyncenterliquor.com

JOE AUDETTE
Westbound Liquor
13065 Orno Parkway

Elk River, MN 55330
763-441-1671
jaudette@elkrivermn.gov

NANCY DRUMSTA
Delano Wines & Spirits
PO. Box 108

Delano, MN 55328
763-972-0578
ndrumsta@delano.mn.us

JOE KESSLER

The Corner Lounge

100 East Main

Spring Grove, MN 55974
507-498-3931
joeykess02@gmail.com

On the Cover

Each year, the Minnesota Municipal Beverage Association awards

scholarships to graduating high school seniors.

To qualify:

1. Applicant must be a son or daughter of a municipal liquor
store manager or full-time municipal liquor store employee.
Eligibility is extended to the stepson, stepdaughter, legally
adopted child or legal ward.

2. Applicant must be a high school senior who will graduate in
2020.

3. Applicant’s parent must currently be employed at the liquor
store as Liquor Store Manager or full-time liquor store
employee. Parent must have worked for the liquor store for
one consecutive year.

OR
A permanent part-time employee who has worked in a
municipal liquor facility for 3 consecutive years.

4. The liquor store must be current in Minnesota Municipal
Beverage Association dues payment.

See Page 14 for the 2020 winners.

KARISSA KURTH

City of Silver Lake

308 Main Street West

Silver Lake, MN 55381
karissa.kurth@mediacombb.net
320-327-2412

MIKE LARSON

St. Anthony Village Wine & Spirits
2602 39th Ave. NE

St. Anthony Village, MN 55421
612-782-3455
mike.larson@savmn.com

BILL LUDWIG

Paynesville Liquor

221 Washburne Avenue
Paynesville, MN 56326
320-250-3325
liguor@paynesvillemn.com

SARAH OLSEN

Mapleton Liquor

PO. Box 366

Mapleton, MN 56065
507-524-3492
cityofmapleton@hickorytech.net

ROSS OLSON

City of Sauk Rapids

250 Summit Avenue North
Sauk Rapids, MN 56379
320-258-5300
rolson@ci.sauk-rapids.mn.us

NANETTE SERBUS
Olivia Liquor

802 East Lincoln Avenue
Olivia, MN 56277
320-523-2730
olivialiquor@olivia.mn.us
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By Chris Arnold,
Bagley

Liquor operations managers wear many coats, from being a
sidewalk sweeper to a financial analysis expert.

COVID-19 has added some hidden stresses some may be
taking for granted or not even realizing they are on the

back of our thoughts. One of these stresses we all are
experiencing is the concern for our employees. We worry
they could get COVID-19 how we would feel knowing

we put them on the schedule and in harms way. Then,

if someone gets sick how do we cover having one less
employee? Most of us are running with a very thin workforce
the way it is.

During COVID, we have the fun things of keeping our
customers happy. I've had to step up my ordering. Instead
of getting liquor every two weeks, | now order every week,
sometimes twice a week, trying to keep the store stocked
best as possible. I'm also finding myself impulse buying
some items if in stock because | don't know if they're going
to be there next week or three weeks from now. Then

we have the can and box shortage. Trying to keep our
customers happy is easier said than done, but we do try.

Furthermore, at this time of year we have 2021 budgeting.
We ask ourselves, "How in the world do | know what I'm
going to make a year and a half from now!” Somehow we
always figure it out.

It is also important to remember we belong to the MMBA
where help or advice is only a phone call away.

PLATINUM MEMBERS

MMBA PRESIDENT’S MESSAGE

Sometimes our councils forget the added stress we are
under. They come in, buy their product and leave. Some
come in and say “you need to do this, you need to do that
or you're getting too much clutter” They don't understand
the new way of ordering, where you can only get what the
supplier has in stock at the time you order.

So for all mayors and council members reading this article,
please take a deep breath and realize there is a reason

you hired a liquor operations manager to run your liquor
operation. Instead of criticizing them or questioning them
during this stressful time, offer a helping hand or word of
encouragement.

Right now, some of operations are doing 2 to 3 or maybe
even 4 times more business than normal, generating funds
for our communities. However, we operate differently

from City Hall. The biggest difference is City Hall is usually
open Monday through Friday for roughly 8 hours each day.
Municipal enterprise entities, like liquor stores, are open
Monday through Saturday and are serving hundreds/
thousands of customers. In fact, a few of us are open Sunday
through Saturday and most generally open 12+ hours a day.

Fire, Police, Street departments are also different. Let's not
forget public utilities are as well! But like all of these different
departments, if you don't have support for your employees,
you will not have motivation. Lack of motivation leads to lack
of productivity.

In simpler terms, happy employees make for a happy city. So
please take a step back and look at the big picture and don't
forget a little appreciation goes along way. If employees are
taken for granted one day they may not be there!

GOLD MEMBERS

Anheuser-Busch, Inc.

Contact: Kevin Karel

Cell: (651) 336-6449

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

Beam Suntory

Contact: Ben Young

Phone: (612) 845-3469

E-mail: Ben.Young@beamsuntory.com

MolsonCoors Brewing Company

Contact: Jon Chance

Phone: (612) 718-6862

E-mail: Jonathan.Chance@molsoncoors.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

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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10 REASONS WHY YOU SHOULD HAVE AN ORIENTATION

FOR NEW COUNCIL MEMBERS

From: International City/
County Management Association
Jul 14,2016 | Blog Post

A good working relationship with members of the
governing board is crucial for every local government
manager. So to ensure a good first impression with

your newly elected council members, it might be a

good idea to have a well-organized and informative
orientation program that helps council members over

the early hurdles in their adjustment to their new roles
and responsibilities and lay the groundwork for effective
working relations with their peers on the governing board
and with staff.

Here are 10 important reasons to develop and
implement a newly elected council-member

orientation program:

1. Becoming an effective council member is

hard work.
Local government professionals often underestimate the
challenges involved for newly elected council members
in making the transition from the role of citizen to that
of effective council member. Many individuals elected
to local government office have had little or no direct
experience either with the organization they have been
elected to lead or with local government, in general.

Newly elected council members have little opportunity
to grow into the job. Immediately upon taking office,
they are required to exercise the full authority of the
office — no internship or apprenticeship herel In most
communities, they have to become acquainted quickly
with a wide variety of topics to which they have had little
or no exposure. They are thrown into the policy-making
arena to deal with topics ranging from planning and land
use to public works, public safety and public finance,
labor relations, and many specific service areas of the
jurisdiction. Citizens almost immediately expect them to
be experts on topics ranging from law enforcement to
library collection information technology or social media
policies. Although it will be appropriate and relatively
easy for them to refer inquiries on many of these topics
to staff, the public that elected them will expect them

to know at least some basics about all these topics. Even
the jargon that local government staff takes for granted
can be foreign and perplexing to new members of the
community’s board of directors.

Council members value and appreciate the assistance
provided to them during this challenging transition.
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2. Important decisions often will not wait.

It is rare for cities to have the luxury of deferring important
decisions until newly elected council members are fully
acclimated to their new roles and responsibilities. Issues
often have their own critical path and may need to be
addressed regardless of the tenure of council members.
Newly elected council members in training are often
required to make significant decisions on behalf of their
communities.

An effective council member orientation program is not a
guarantee that new council members will be able to rise
to the occasion of tough and important decisions early

in their tenure, but it certainly increases their chances.
Such orientation programs are, in essence, survey courses
in their roles and responsibilities as well as in the broad
spectrum of issues the local government is facing. With
the benefit of this context, council members are more
likely to make better decisions.

3. Staff can demonstrate the importance of the
transition.
Their personal success in this visible and important role
is certainly going to be of great importance to those
who are newly elected. A thoughtful and well-prepared
orientation program clearly demonstrates the staff's
appreciation of the importance of their transition to
having a public role. It is likely to be early in their tenure
that new council members are most dependent on staff
and will need their support. Through a thoughtful and
informative orientation program, the local government
manager and staff can demonstrate their commitment
to assist and support council members in their important
responsibilities.

4. The manager can learn about the new council
member.

While the manager and staff may have some familiarity

with the new council member, roles have changed

since the election. An orientation presents a valuable

opportunity for the city manager and senior staff to learn

about the new member’s interests, knowledge of local

government and the issues, and his or her experiences. Too

often, the orientation may be viewed as a unilateral benefit

where the new council member is the sole beneficiary.

If the orientation is properly structured, it can be a good

opportunity for the manager to engage, empower, and

assess the new member’s knowledge and interests.



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.



TATTERSALL
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EASY T0 DRINK. EVEN EAGIER T0 oELL

Just add soda water for the ultimate crushable craft cocktails.

IATTERGALL SALTY D06

Go all out grapefruit with this
refreshing citrusy go-to.

More mix ideas: Flavored soda

water, tequila, rum, beer, etc.

IATTERGALL BODTLEGGER

A perfect mix of lemon, lime,

mint and vodka.

More mix ideas: Flavored soda

water, ginger ale, lemonade, beer, etc.
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10 REASONS WHY YOU SHOULD HAVE AN ORIENTATION

FOR NEW COUNCIL MEMBERS, cont'p.

5. Government managers can jump-start relationships
with council members.
It has been demonstrated in more than one poll of
managers that the relationship between the council, the
manager, and staff is one of the most important factors
in determining the job satisfaction of the manager. It is
certainly one of the most critical prerequisites for creating
an effective council-manager-staff team. Without an
effective team, local governments are not likely to be
high-performing. An effective orientation program can
create a good first impression by modeling the type
of open and informative communication with council
members to which staff is committed. Orientation is
also an excellent time to encourage staff (not only the
local government manager and the executive staff) and
council members to get to know each other outside the
spotlight and formalities of a council meeting. Developing
greater familiarity can be very valuable to the newly
elected council member as well as to the staff members
who will be working with them.

6. Council members take on new legal responsibilities.
After their election, new council members have legal
responsibilities much different from those of private
citizens. They have financial disclosure obligations, and
they will certainly (and suddenly) discover pitfalls to avoid,
including conflicts of interest. The sooner they are aware
of their new obligations and the full implications of their
new status, the less likely they will run into problem:s.

7. Council members may be surprised about the
public nature of community input engagement
and group decision making.

Newly elected council members may have little or no

experience in considering public comments and group

decision making dynamics. It is even less likely that they
will have had experience doing so in the very public
atmosphere of the council meeting. The sooner they gain
an understanding of these dynamics and learn how to
function best in this environment, the more likely it is that
they will be effective in their new role.

« Facility History

Topics for Liquor + Mission Statement Municipal
Department Liquor Industry Information
New Council Member

Orientation and Contributions

8. Staff can step back and review issues comprehensively.
Preparing for an orientation program can have some
specific side benefits for staff. It provides them with

an opportunity to step back from their busy workdays
and take a more comprehensive look at what they are
doing. It allows them to take a look at all the issues and
projects under way and see their context in the broader
organizational picture. It also reminds them of how their
roles relate to the council and of the critical components
necessary for the maintenance of a positive relationship
with the council.

9. Council member issues and priorities can be
identified early.
A council election campaign will often provide plenty of
clues about the priorities of the newly elected members,
but an orientation program offers an opportunity to
confirm and clarify those priorities. It can often be
interesting to learn what was and was not said (or,
possibly, what was and was not meant) during the heat
of the campaign. The orientation process can provide
helpful information about the priorities of new council
members that might not be immediately apparent
through formal council meetings.

The local government manager can use the orientation
to find out what expectations the new council members
have of staff. Although a full discussion of expectations
may be more appropriately handled during meetings

or retreats with the entire council, the new member
orientation is the first opportunity to bring to the surface
issues that may affect establishing a good working
relationship.

10. Council members learn of areas where they need
more information.
Depending on a council member’s previous experience
(e.g., as a board or commission member) or professional or
volunteer work, the new member may well be stronger in
some subject areas than in others. The orientation helps
the member to identify these areas and find out about
opportunities to gain more training or information.

« Finances and Contributions to
City/City Projects

« Operational Hours

 Liquor Store Community Activities  * Legislative Issues

« Industry Participation

« Operational Goals and Issues
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PARLIAMENTARY PROCEDURE SIMPLIFIED

Whether you serve on a board, council, commission or other
governing body, it is helpful to understand how to conduct
public meetings.

To simplify the rules of parliamentary procedure for those who

participate in public meetings, Judge David Rosenberg created
a video titled “Rosenberg’s Rules of Order: Simple Parliamentary
Procedures for the 21st Century.”

Prior to becoming a Yolo County (California) Superior Court
judge, Rosenberg served as mayor and council member for the
City of Davis and as a Yolo County supervisor.

Rosenberg’s Parliamentary Procedure Quiz
Circle the correct response for each item. Answers appear at
the end of following page.

1. You are a city council member. At a council meeting, you
can't hear the discussion due to noise made by the heating
system. You should raise your hand and, when recognized,
say, "Point of order — | can't hear what's being discussed.”
O True O False

2. A vote on hotly contested Agenda Item 5 has passed by a
vote of 3 to 2. You were one of the two council members
who voted against the item. Later in the meeting you ask for
reconsideration of Agenda Item 5, because you have thought
of something you believe will convince one of the majority
votes to change his or her mind. The mayor rules you “Out
of order” and refuses to allow a vote on reconsideration. The
mayor’s ruling is:

O Correct O Incorrect

3.1t's 11:00 p.m. by the time the city council reaches Agenda
[tem 25. The mayor asks for a show of hands to indicate how
many members of the public wish to speak on the item, and
32 people raise their hands. The mayor announces that she
will limit each speaker to two minutes each. Can the mayor
properly do so?
O YesO No

4. Joe makes a motion to hold a council retreat in May, and
Mary seconds the motion. Sally then moves an amendment
to have the retreat in June, and Fred seconds the motion.
Esteban then moves a substitute motion to have no retreat
this year, and Fred seconds the motion. The mayor announces
that discussion will begin on the motion to amend. Is this the
correct ruling?

O YesO No

5.0n a highly controversial agenda item in a meeting attended
by many members of the public, the audience becomes
engaged in the discussion and members of the audience
applaud in support or hiss in opposition following the
remarks of the first speaker who addresses the city council.
The mayor states that no vocal expressions of support or
opposition will be tolerated at the meeting and asks the
public not to applaud or hiss after speakers conclude their
remarks. May the mayor do so?
O YesO No

THE MUNICIPAL LIQUOR STORE - 10

6. A member of the city council continually interrupts other
council members while they are speaking on agenda items.
The mayor refuses to stop the offending council member
from interrupting. As a member of the city council, you have
the right to make a motion to challenge the mayor’s ruling
and have your motion voted on by the council.

O True O False

7. After a very long discussion and debate on a motion you
made to approve a street repair schedule, which was duly
seconded, you want to move ahead with voting on the item,
so you say, ‘I call for the question.” The mayor responds,

"OK, let’s proceed with the vote on the pending motion to
approve the proposed street repair schedule.” Did the mayor
handle your call for the question properly?

O YesOO No

8. If the maker of a pending motion accepts a proposed change
and incorporates the change into her motion, and the
person who seconded the motion also accepts the change,
this is called a “friendly amendment.”

O True O False

9. Sam moves and receives a second on a motion to create a
seven-member Police Oversight Commission. Mariko moves
and receives a second on a motion to make the commission
15 members. Helen moves and receives a second on a
motion to create an ombudsman position in lieu of the
commission. The mayor schedules discussion and a vote on
the third motion (Helen’s), which passes. The mayor should
then schedule discussion and a vote on the second motion
(Mariko's motion).

O True O False

10. In the middle of a meeting the mayor recognizes Maria, a
council member, who moves to adjourn the meeting. Frank
seconds her motion. The mayor calls for discussion prior
to the vote. Maria raises a point of order and says that the
motion should be voted on immediately. Who is correct?

O Mayor O Maria

Answers to Quiz

1-False. 2-Correct. 3-Yes. 4-No. 5-Yes. 6-True. 7-Yes. 8-True. 9-False.
10-Maria.

For more information:

https://empowerla.org/wp-content/uploads/2012/04/Rosenbergs_
Rules_of_Order.pdf

https.//www.ca-ilg.org/document/parliamentary-procedure-
simplified
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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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LIFT UP OUR
COMMUNITY

SUPPORT OUR
FOOD SHELF

DELIVERED MORE THAN 63 TONS
TO LOCAL FOOD SHELVES IN MINNESOTA IN 2019
PLEASE HELP US DELIVER EVEN MORE IN 2020

GREAT BEER GREAT RESPONSIBILITY®

©2018 MILLER BREWING CO., MILWAUKEE, WI



SECURITY

The following 10-point checklist
provides a starting point for
considering the security of your
business premises:

1. Security lighting.

Is security lighting installed throughout and around the
premises? Are all lights operating? Is some lighting left on
inside the business at night? Are entry and exits well lit?

2. Building design.

Is the building solidly constructed so unauthorized access
is restricted? Is there adequate protection against entry
through the roof? Is the building secured to reduce the
risk of vehicle ram raid?

3. Doors and windows.

Are the external doors and windows solidly constructed?
Are they fitted with deadlocks? Are doors and windows
locked at all times? Are skylights secured?

4. Property identification.

Has the make, model and serial numbers of items such as
computers, printers and photocopiers been recorded? Is
your property photographed for identification?

5. Telephones.

Are telephones pre-programmed with emergency
contact numbers? Are telephone lines installed in such
a way so they cannot be tampered with (particularly
important if your alarm system is connected to your
telephone line)?

6. Safes.
Has a safe been installed? Is it appropriately positioned?
Does it have a drop-chute facility? Is it kept locked?

7. Cash handling.

Are there established cash handling procedures? Do you
have irregular banking procedures? Is money counted out
of public view? Do you use a company to transport cash?

8. Key and valuables control.

Is there a key register? Are all keys secured? Do staff have
somewhere to store their personal items securely? Is there
restricted access to this area?

9. Alarm systems/surveillance equipment.

Is an intruder alarm system installed? Is it monitored? Is
surveillance equipment installed? Is footage recorded
with the tapes kept for a minimum of seven days? Is there
a fire alarm?

10. General.

Are sensitive documents appropriately destroyed? Are
computer passwords changed regularly? Do you have an
emergency evacuation plan? Do staff know the plan?

In addition to the above checklist, the implementation
of a security plan is an ideal time to review your
business insurance. Consider:

- What does your Shop & Retail Insurance policy cover?

- Have you met all the minimum requirements stipulated
in your policy?

» Have you updated your business insurance policy to
reflect any new purchases or changes to your business?

- Do you need to upgrade your insurance to include add-
ons such as stock protection, contents insurance or theft
by employees?

We've got you covered.

Mid Central Ice
Perham

Crystal Springs Ice
Pine City

Acelce
Minneapolis

American Ice
Eau Claire

Waterville Ice
Waterville

minnesota independent
M I I M A ice manufacturers association

miima-ice.org
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"% Anna LaRose

My high school career consisted of a lot of sports and
dedication to play sports, keep up with school work
and have a social life.

In high school, | played tennis, hockey, and lacrosse.
I love sports and it is my passion, so | didn't mind
being busy all of the time. Sports have brought

me friends | will be in contact with forever. It's also
brought me my best friends.

Playing sports has also taught me how to manage
my time. | would typically come home late in the day
and have to do homework right away to make sure |
was keeping up with my classes. It's also taught me
about priorities, because | wanted to be successful in
whatever | was doing.

Outside of sports, high school brought me so many
new friends and relationships with my teachers. High
school was probably the best years of my life so far,
and I am so grateful to have gone to a great high
school with awesome teachers and staff.

My objective for post-high school study is to attend
the University of Maine and pursue a marketing
degree. At the University of Maine | will also be
continuing my hockey career and following my
dream of playing division one hockey.

| am very excited to see what the future has in store
when | go to school in Mainel!

Anna'’s father Bobby works at BC Liquor in Brooklyn Center.
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Danielle Olson

2020 MMBA SCHOLARSHIP WINNERS!

Danielle Olson has been a choir student of mine at
WBLAHS North Campus for five years. Choir is the
type of class that allows a person to shine in unique
ways while staying consistent with who they are as

a person. Danielle is confident, caring and a hard
worker. She is unassuming and values being part of a
team that does great things; both academically and
culturally.

Danielle is a part of student leadership groups in WBL
where it is clear she wants to make a difference in our
community.

She loves being in choir and enjoys singing, but,
most of all, Danielle values being a part of a group
of students that value music and human connection
creating a strong community.

Danielle is a well-rounded student that values choir,
education and creating an inclusive community. She
understands it takes the entire team to work hard to
become great. She is a positive communicator and
cheerleader in her Alto section and the choir as a
whole. She is an independent learner and knows it
is up to her to make sure she is working 110% so the
entire ensemble can feel success.

Danielle has made it into many auditioned-based
honor choirs at the regional, state and national levels.
She is successful because she cares, puts in 110% into
her work and has found her passion and pours into
that passion each and every day.

Danielle understands school is a place to create
community and that it is up to everyone to foster that
sense of inclusivity every day. Danielle is well liked

by her peers and her teachers. She has a lot to offer
and will always be considered an incredibly valued
member of our team. | would, without hesitation,
recommend Danielle for the opportunities you
present.

Kind regards,
Wendy Suoja, WBLAHS Choir Director

Danielle’s father Rod works at Stacy Wine & Spirits.



When it comes to reordering inventory, there shouldn't

be a last call. And with Proof, there’s not.

No matter what type of beverage business you manage, you can't beat the

convenience of Proof. Built with a host of features and benefits available 24/7

to help you Reorder, Restock, and Relax.

Make payments online, and so much more...

Taking the pain out of payments.
That'’s Proof.

« Pay invoices online, via ACH bank transfer
* View open and outstanding invoices, 24/7
» Make multiple invoice payments at once

Having instant access to your records.
That’s Proof.

« View open orders and order history

« View payment history

* Update payment methods

Great deals are just a click away.

Placing orders whenever you need.

That's Proof.

» 24/7 access to all your favorite products

« Smart product recommendations

* The same deals you've always had

* We can hold and release ordered items as needed

A virtual beverage expert.
That’s Proof.
* View suggested Food pairings For wines

» See where any wine lies on the sweetness
scale

» Browse featured food and cocktail recipes as
you shop

& Proof

BY SOUTHERN GLAZER'S

Don't have Proof yet? Sign up today at sgproof.com!

Reorder. Restock. Relax.



MMBA COMMERCIAL MEMBERS ARE AVAILABLE TO YOU! CONTACT THEM!

Silver Plus

August Schells Brewing

Contact: Matt Jonas

Cell: (651) 775-9079

E-mail: mjonas@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

Fishbow! 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: karen1.lamb@heartland.us

Illinois 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@ jjtaylorcom

Johnson Brothers
Contact: Michael Johnson
Phone: (651) 649-5800
E-mail: mjohnson@johnson
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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@mikeshardlemonade.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 Food Service
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: Scott Yim

Phone: 1-888-537-1906
E-mail: scott@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

Trift, Inc. Market Knowledge
Contact: Socrates Sakell
Phone: (631) 312-2618
E-mail:Socrates@triftinc.com

The Wine Company
Phone: (651) 487-1212
Web: www.thewinecompany.net

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

Supporting Member

Bent Paddle Brewing Co.

Contact: Matthew Barthelemy

Phone: (218) 348-9565

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

Bourget Imports

Contact: Christie Farrell

Phone: (651) 224-2620

E-mail: christie@bourgetimports.com

C. Mondavi and Family

Contact: David Buchanan

Phone: (815) 762-0643

Mobile: dbuchanan@cmondavi.com

C &L Distributing
Contact: Joe Dick

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

Carlos Creek Winery

Contact: Tamara Bredeson

Phone: (320) 846-5443

E-mail: tami@carloscreek winery.com

Chankaska Creek Winery

Contact: Jane Schwickert

Phone: (507) 931-0089

E-mail: janes@chankaskawines.com

Chopin

Contact: Jeff Dechiro

Phone: (303) 799-4016

E-mail: jJdechiro@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: kevin.evans@duluthwhiskey.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

Little Round Still, LLC

Contact: Steve Wilson & David Stormoen

Phone: (320) 491-6035 or (218) 513-6898

E-mail: Redtailchub1970@gmail.com
dstormoen@midwestinfo.com

Locher Brothers, Inc.
Contact: Tim “Jonesy” Hukriede
Phone: (507) 326-5471
E-mail: jonesy@locherbros.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: jestanley@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



THE NEW STRATEGIES FOR WINE RETAIL SUCCESS

By Christy Frank
https://daily.sevenfifty.com/the-new-
strategies-for-wine-retail-success
September 8, 2020

How savvy off-premise operators have adapted their
approach to inventory management mid-pandemic

Every U.S. wine and spirits retailer will agree: The months
since March have been wildly volatile. Some shops continue
to record their best monthly sales ever. Others are seeing
signs of sales returning to normal or didn't have much of

a bump to begin with. New challenges pop up constantly,
the most dramatic being a near overnight shift to online
ordering and delivery. Consumer behavior has changed, too.

Maximizing success in this new landscape means that a
retailer's approach to buying and stocking must evolve. We
polled retailers around the country on their strategies for
successfully managing inventory in the new normal. Here's a
sampling of their experiences and advice.

Buy Deep for Healthier Margins

Operating an online shop and offering delivery service
costs money. The costs, including such expenses as web-
hosting fees, higher credit card processing costs, potential
delivery vehicles and drivers, and additional insurance, add
up quickly. Although charging a fee and setting minimums
can help recoup some of these expenditures, neither tactic
is likely to cover all of the incremental costs, so it's important
that your overall pricing and purchasing strategy ensures
robust margins, especially on your top-selling items.

Buying on deeper deals—taking advantage of a volume
discount from your wholesaler—is one way to do this. If your
shop has moved to curbside/delivery-only service and your
sales floor is now functioning as a mini-warehouse, then
storage space may no longer be a limiting factor. “Without
the need to have a beautiful shop, | now have more buying
power and can take advantage of 10-case drops. This helps
absorb the higher fees related to selling online,” says Sarah
Pierre, owner of 3 Parks Wine Shop in Atlanta.

As on-premise sales have nearly evaporated in many parts

of the country, numerous suppliers are adjusting their price
structures, so keep an eye out for newly available deals. TJ
Douglas of Boston's Urban Grape notes that “distributors that
didn't offer larger drops are now offering them. For those
items, | can now offer my customers a better price orrun a
better margin to cover delivery costs, where every penny
counts.”

Keep an Accurate Inventory—It’s Never Mattered More
As sales shift online, accurate inventory is critical. If a
customer orders an item that isn't actually in stock, you'll
need to discuss alternatives. This takes time, and if a return
needs to be issued, that racks up additional processing fees
and time. “Since the front door is locked, the shop can be
messier, but my inventory needs to be cleaner than ever,’
says Urban Grape’s Douglas.

That's easier said than done. Mitch Ancona, owner of
Ancona's Wine in Connecticut, reports, “Given limited time
and staff, store-wide physical inventory counts are no longer
possible. It's now a never-ending process to try to keep our
website stock list as clean as possible.” Shops that previously
conducted regular store-wide inventory have shifted to

a cycle counting model. At Bay Grape in Oakland, owner
Stevie Stacionis says, “We do a stock reconciliation daily

for a section of the store, say the still rosés, and just keep
moving around each day.” Sarah O'Kelly, general manager at
Charleston’'s Edmund’s Oast Exchange, says, “This inventory
method is also a good tool to have less experienced staff
really get to know what's on the shelf”

Inventory checks can also be built into other processes
throughout the shop. Pierre explains that at 3 Parks, staff
bottles are now backed out daily rather than monthly, and
stock levels are recounted whenever an item is replenished,
ensuring that fast-moving items are always correct. At Urban
Grape, a manager checks all orders before they go out the
door, noting any issues and fixing inventory in real time.

Invest In—and Understand—Your Point of Sale (POS)
System

Integrating your point of sale (POS) system with your
online shop is never as simple as it should be. However,
that integration is vital to keeping your inventory accurate
online and in the store (it also saves time). When Daneen
Lewis, who owns New York’s Harlem Wine Gallery with
her husband, Pascal, developed a downloadable mobile
app, she spent up-front time with the developer to ensure
“complete synchronicity between our POS system and
digital platforms. This allowed us to streamline our online
order process and made time for us to devote energy into
new marketing initiatives.”

Make sure you fully understand which part of your system
maintains the master item records and whether inventory
synchronization happens in real time or on a periodic basis.
Understanding all of this will help you choose and install an
inventory audit plan that's specifically suited to your shop.

In addition to making sure your systems are talking to each
other properly, make sure to periodically check that any state
and local taxes are correctly added to every sale.
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It's also worth regularly reviewing the fees related to credit
card processing, which have a way of creeping up over time.
If your online business has increased, you can also call your
providers and ask for a lower rate.

Upgrade Your Virtual Selling Experience

Setting up a new item in your online shop is likely a more
involved process than setting it up in your POS system.
Writing enticing copy, adding eye-catching photos, tagging
items, and adding them to collections all takes additional
time and focus. Consider shifting an existing salesperson
into this role or hiring someone to do it part-time, especially
if you're bringing your full inventory online.

At my wine retail shop, Copake Wine Works, in upstate New
York, we have a checklist that includes all the elements
needed to set up a new item. During downtime, team
members review a master list of incoming items to get a
head start writing tasting notes and other selling points.
Everyone is trained on our standard bottle shot format and
filter, so as soon as the wine arrives, anyone in the shop can
take the picture, fill in the details and description, and add
the item to the web store. We run regular reports to ensure
that we haven't missed any items or a key part of the setup.

Strike the Right Balance Between Comfort and Quirky
Lauren McPhate at Tribeca Wine Merchants in New York
reports, “People are buying what they know—Sancerre,
white Burgundy, rosé, Oregon Pinot—so we're not selling as
much of the fun, geeky stuff that we usually can when we
run tastings or have more staff on the shop floor.”

When Domaine LA moved to a pick-up/delivery model,
owner Jill Bernheimer had planned to shift to more of a
warehouse model, purchasing deep deals on a limited
number of high-turn items while scaling back on the small-
run items that weren't continuously available. But, she says,
she quickly realized, “I need to sell what | love to sell. It's now
more of a hybrid approach, with new items featured on the
website to keep it fresh.”

Hand-selling lesser-known varieties, regions, and styles

is difficult to do online, but shops that have built their
business on this sort of selection and service have cracked
the code. Eric Moorer, director of sales and engagement at
Washington, D.C's Domestique Wine, says, “We've worked
even harder on social media and on the functionality of our
website to make sure people have an easy time getting the
things that they want or finding the wines that we would
suggest for them.” Online shoppers can easily browse staff
picks and curated cases, as well as navigate such collections
as summer reds or domestic offerings.
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Social Wines, with locations in Boston and Cambridge, has
found creative ways to introduce its customers to new
arrivals. Operations director Eileen Elliott says, “We started
marketing ‘sets’ of wines, making the conversation less
about specific growers and more about styles of wines that
could be of use in different social situations.”

Clean Up Your Bin Ends

Bin ends are easy to offload in a visible basket near the cash
register in your shop. But those last couple of bottles of an
item often linger on the virtual shelf, making your online
store more difficult to browse. At Copake Wine Works, we
regularly make up batches of Mystery Bottles, which sell for
a set amount, usually $20 each. Customers get a choice of
red or white and take their chances on getting a bottle that's
worth more than they pay.

Lily Peachin, founder of Dandelion Wine Shop in Brooklyn,
groups “last chance” items onto a single page. Something as
simple as this makes it easy for customers to browse and buy
those bottles.

Budget for the Short Term

Given sales volatility and ongoing changes to federal, state,
and local guidelines, consider budgeting on a shorter time
horizon than in the past: monthly instead of quarterly, or
weekly instead of monthly. Keeping a close eye on sales
trends and overall inventory levels will ensure you aren't
caught off guard if sales suddenly slow down—or ramp up.
Urban Grape’s Douglas runs frequent reports to keep a close
eye on what's actually selling, “so we can buy bigger and be
more proactive rather than reactive.”

O'Kelly at Edmund’s Oast Exchange met the initial surge of
panic by purchasing with “a heavy focus on wines falling

at that magical $20-ish price point on the shelf” Now that
the panic has subsided, she says, “It's very difficult to guess
consumers' buying habits. | am still definitely thinking long
and hard on any major purchases, like Grand Cru Burgundy,
especially with tariffs increasing those prices even more.”

As hard as it may be to say no, many shops report delaying,
or passing altogether on, expensive allocated items as a

way to build more flexibility into the budget. Tribeca Wine
Merchant's McPhate limits her purchases to items in her
regular email offers, increasingly from non-tariffed places.
She reports these have done well. “I think with people being
home and not going out, theyre more adventurous in their
drinking, too,” she says. You have less show-off buying. The
cat doesn't care what you're drinking.”

Christy Frank is a partner at Copake Wine Works, a shop in the Hudson
Valley of New York. She is an advanced sommelier with the Court of
Master Sommeliers and holds various WSET certifications.



JOHNSON BROTHERS

A TRADITION of EXCELLENCE SINCE 1953

® Minnesota family owned and operated since 1953
e Employing over 900 Minnesota team members
e Representing the leading wine, beer, & spirits suppliers in the industry
e Largest, most comprehensive portfolio of local craft spirits & beer brands

e Serving most of Minnesota with next day-delivery.

@ Contact us at 1.800.723.2424 or 651.649.5800

info@johnsonbrothers.com | www,johnsonbrothers.com
Follow us at B K @johnsonbrothersofmn
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