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 As a prevention advocate, she gained an increased appreciation 
for the value of alcohol regulation and its effectiveness as 
demonstrated by credible research.

In 2007, she began development of the “Campaign for a Healthy 
Alcohol Marketplace.” She was concerned few people really 
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What a year it has been!

2020 is by far the most interesting year of my 20+ years 
of employment with the City of Bagley. If I’ve learned one 
thing this year, updated knowledge from you to your 
council and liquor committee is a key factor in allowing 
your business to run more smoothly. If they are not 
getting information from you, they are getting it from 
someone else! 

That is why I suggest meeting with your council and or 
liquor committee members to review what you do and 
how you do it. Then answer any questions they may 
have. Some stores already have a procedural plan on 
how to do this. If you’re looking for an example get a 
hold of Paul or me. 

Prior to coming onto the board I never did an orientation 
with any of my superiors. But a few years back something 
happened that made me a believer.  

If you recall, a few annual conferences back one of my 
employees had a heart attack. He was my #1 part-time 
employee who covered the most shifts. Like a snap of a 
finger, I needed someone to come to work and I needed 
them immediately. I ended up having one of our council 
members volunteer to help out. 

This council member’s attitude towards the liquor 
operation drastically changed just working at the store a 
few weekends. I think he realized there was a lot more to 
the liquor operation then he thought. 

Back in high school I was able to take part in a program 
they called “job shadowing.” I found this was a very 
valuable experience for me. I was able to work for 
different businesses in the community and explore 
what I wanted to do when I grew up. Even though it 
was only one hour a day and twice a week I gained a 
good understanding of the different businesses in our 
community. 

That’s why on top of member orientation, I’m going to 
implement council member job shadowing. This way 
they’ll get first-hand experience on what happens at my 
municipal liquor operation. It can be hard for council 
members to understand what you do unless you can walk 
them through the process or show them first hand.

This year, our operation has been busier than ever and I’m 
getting a lot more input on how to do my job form my 
superiors. So I’ve come to the conclusion I should have 
orientation and job shadowing after every election even if 
there are no new members. It doesn’t hurt to help remind 
them what the operation is doing. 

So my goal in the next few weeks is to ask my mayor and 
the two reelected council members to come in and work 
at the store. I won’t ask them to work a full eight hour shift 
because their time is valuable, too. 

All I will be asking of them is to work 2 to 4 hours for them 
to get a better understanding of the operation. This will 
be very valuable in helping them understand why we 
need what we need and why we do what we do. 

Have a happy holiday and stay well!

MMBA PRESIDENT’S MESSAGE
By Chris Arnold,  
Bagley
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PLATINUM 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

GOLD MEMBERS 

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





CAMPAIGN FOR A HEALTHY ALCOHOL MARKETPLACE

Today’s alcohol regulations were primarily designed 
to prevent problems which occurred before 
Prohibition. As Historian W.J. Rorabaugh reminds 
us, “For generations, Americans had been heavy 
drinkers, and by 1900 saloons were identified with 
political corruption, prostitution, gambling, crime, 
poverty and family destruction.” Prior to Prohibition 
alcohol was sold in a free-market scenario with little 
regulation. National manufacturers controlled the 
industry and owned retail saloons—called “tied 
houses” because they only sold one manufacturer’s 
products. Almost all alcohol was consumed in these 
establishments, as three-quarters of saloons were 
tied houses. To compete, each national company 
saturated neighborhoods with multiple outlets, which 
were often located near factories to attract workers. 

Aggressive promotions encouraged high volume 
consumption and money was used to dissuade 
politicians from crackdowns.

Most of our alcohol regulations are designed to 
prevent companies from dominating local markets by 
heavily promoting large amounts of cheap alcohol. 
That is a very modern concern given the propensity of 
large corporations to do that with other commodities 
and to do that in countries where alcohol can be sold 
in virtual free-market scenarios.

The lessons from Prohibition are different. A primary 
lesson is that extreme measures applicable to the entire 
country with very little flexibility do not work. When 
alcohol problems occur, they usually manifest in a local 
area. Therefore, some level of local or state control 
is needed. Second, laws must have public support 
to be effective. As a result, our alcohol regulations 
are primarily state-based, allowing for differences, 
experimentation and varying levels of local control.

Currently, our regulations enjoy a high level of 
support as evidenced in numerous surveys. Based 
on a national survey published in 2000 by Alexander 
Wagenaar and his colleagues, the “results showed 
high levels of public support for most alcohol control 
policies.” A more recent survey conducted for the 
Center for Alcohol Policy revealed the following: 

For more information: www.healthyalcoholmarket.com
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Aren’t our alcohol regulations antiquated? Weren’t they designed to prevent 
organized crime and other problems of Prohibition?

89%
 

of adults agree
that regulating

alcohol is
important

72%
 4in5 

agree that alcohol
should not be sold
in the same way 

as other consumer
goods

adults are satis�ed 
with convenience 

and variety of
alcoholic beverages 

available in their 
community

Citizens of Detroit, PBS LearningMedia https://www.pbslearningmedia.
org/. Rights to use this asset do not expire. Asset Copyright 2015.

“Those who cannot 
remember the past  
are condemned to 
repeat it.”

– George Santayana, 
Reason in Common Sense, 

The Life of Reason, Vol.1.



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

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

MinneSoda. Minnesota’s own 
‘craft’ soda … made locally, with 
small-batch freshness. Excellent 
taste and value. Available in 21 
flavors. 

Ace Ice. Find us throughout the Twin Cities, including Target Stores,  
Lunds & Byerlys, Walgreens, Kowalski’s and numerous liquor stores.  
‘Purefect’ ice in 5lb and 18lb bags, made locally. Also available: 
  • Cocktail Cubes (2in. squares) 
  • Custom ice sculptures  
  • Special Events products/services
  • 10lb and 300lb blocks
  • Dry ice 

Cleaning and Sanitization Systems. Shamrock Group is your one-stop 
partner for chemicals and ware washing equipment—the complete package 
for all your cleaning needs, including well over 100 chemical products 
(numerous of which are essential for maintaining CDC Cleanliness Guidelines 
and some that kill COVID-19), equipment design, installation, maintenance 
and repair. 

One Call.

shamrockgroup.net
800.862.9273 • 612.824.0745

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

Contact Steven Kelly
steven@shamrockgroup.net

Minnesota Independent Ice 
Manufacturers Association

Minnesota Municipal Beverage 
Association Member since 2002

Partner with us! We welcome new product distributors. Call Steven. 

KILL
S COVID-19

in 45 se
conds!



TATTERSALL manhattan
The classic, perfected for the 
home bar. 

TATTERSALL old fashioned
Just add ice to this full-flavored 
Midwestern favorite.

Pour. Serve. Repeat. 
Easy-to-make, elevated cocktails 
that your customers will love

ASK ABOUT DISPLAY UNITS FOR YOUR STORE!
Enjoy responsibly. 21+ only. Tattersall® is a registered trademark of Tattersall Distilling. Tattersall Old Fashioned and Manhattan are distilled and bottled by Tattersall Distilling, Minneapolis, MN.
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CAMPAIGN FOR A HEALTHY ALCOHOL MARKETPLACE

Most “legal” products are regulated to protect the 
public’s health and safety. In the US, food products 
are regulated by the Food and Drug Administration 
to ensure that products are safe and that the contents 
match their labels. When regulation is weak or sloppy, 
we are at risk of food poisoning, food-borne illnesses, 
fraudulent packaging and other problems. For similar 
reasons, restaurants are regularly inspected locally 
to ensure that they serve only safe and healthy 
products. Fines and other penalties are issued to 
those in violation. No one would suggest that we 
should have no food regulations merely because the 
sale of food products is legal.

One highly regulated product in today’s market is 
the automobile. Regulations require that each car 
sold must contain a long list of equipment to ensure 
its safety, fuel economy, and to reduce air pollution. 
Once you buy a car, there are more regulations to 
follow, including those for proper use of children’s car 
seats, seat belts, safe driving speeds, and so on. Once 
again, no one would ever suggest that we should 
eliminate regulations just because the automobile is a 
legal product.

Cigarettes are highly regulated products that have 
some interesting parallels with alcohol. While 
cigarettes are legal to buy and smoke, there are many 
restrictions on their sale and use. You have to be at 
least 21 to purchase cigarettes in all 50 states. You 
may not smoke in many public places. And you may 
have to pay higher insurance fees if you are a smoker. 
We all know that the reason behind these regulations 
is the great harm cigarettes can cause to the 
human body, including to those who inhale passive 
smoke from others. Research has shown a definite 
connection between cigarette smoke and cancer and 
many other health problems.

Alcohol is unique in that it is invariably harmful when 
used to excess. The Centers for Disease Control and 
Prevention estimate that 88,000 deaths PER YEAR 
WERE ATTRIBUTED TO EXCESSIVE ALCOHOL USE 
FROM 2006 – 2010. In 2018, drunk driving alone 
caused 10,511 deaths. MADD estimates the price tag 
of drunk driving at $132 billion a year. These data 
alone justify the need for significant regulation. It 
should be noted that after substantial reductions over 
the past years, drunk driving is now increasing. More 
work is needed.

For more information: www.healthyalcoholmarket.com

THE MUNICIPAL LIQUOR STORE  • 9

 
Since alcohol is a legal product, why can’t it be sold like orange juice or any 
other legal product? 

We’ve got you covered.

����� minnesota independent 
ice manufacturers association

miima-ice.org

Mid Central Ice
Perham
Crystal Springs Ice
Pine City
Ace Ice
Minneapolis
American Ice
Eau Claire
Waterville Ice
Waterville
 



CAMPAIGN FOR A HEALTHY ALCOHOL MARKETPLACE

The United States has a unique system that requires 
alcohol to be sold through three separate market tiers: 
manufacturer/supplier, wholesaler, and retailer.

Generally, the tiers must be separately licensed and 
owned, independent of one another. This prevents 
marketplace domination by large companies that 
seek to greatly increase the sale of alcohol through 
aggressive sales practices, or by controlling the entire 
alcohol distribution chain, from manufacturer to 
consumer.

Before Prohibition, large manufacturers dominated 
the alcohol marketplace by owning chains of retail 
establishments. They pushed the retailers to sell very 
aggressively to make high profits. A modern version of 
marketplace domination can be found in the United 
Kingdom, where four large grocery chains dominate the 
market and sell alcohol so cheaply that it has fueled an 
epidemic of alcohol-related illnesses. It is also believed 
that this domination has caused many traditional pubs 
to close since more people are drinking cheap alcohol 
at home.

The tiered system in the US keeps prices balanced, 
prohibits or inhibits aggressive sales practices, and 
allows both small and large operators to be profitable. 
This system also uses checks and balances from one 
tier to another to enforce many provisions, and the 
middle tier is used to collect taxes and track products 
(a function the government would otherwise have to 
perform at extra cost to the taxpayers).

At right is a general illustration of how the three-tier 
system works. Each state does it somewhat differently 
and all are subject to some federal regulations 
preventing ownership or financial ties between 
manufacturers and retailers. A publication that features 
just two of the benefits of the three tiered system 
called, “Safe and Sound: How the three-tier system of 
U.S. alcohol regulations helps ensure safe products 
and protects against revenue loss”, is available at 
healthyalcoholmarket.com.

For more information: www.healthyalcoholmarket.com
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What are the benefits of the three-tier system of alcohol control? 

Financial Independence prevents business 
practices which promote increased and high-
volume consumption through price reductions. 
(Ownership prohibited between sectors) 

Functional Independence protects the integrity 
of the three-tier system by prohibiting ways to 
circumvent it. (One sector can’t perform function of 
another)

Price Regulations prevent increased consumption 
that would occur by selling large quantities of very 
cheap product. (Uniform pricing, ban on volume 
discounts.)

Promotion and Advertising Regulations prevent 
business practices that target high-drinking groups 
and promote volume consumption.

Tax Collection provides for an efficient tax 
collection system.

Product Tracking prevents sale of tainted and 
counterfeit product.

Age Restrictions prevent sales to underage youth.

Availability Limits reduce consumption, social 
problems and burden on law enforcement.

How the Three-Tier Alcohol Control System 
Supports a Healthy Alcohol Marketplace

Manufacturers

+

Distributors

+  

Retailers

Art credit: Freepik.com



Thank you for all your help getting us where we are today!

The original Mockingbird Distillery shack in Austin, Texas, 2018

Sources: (1) IRI, Total US Food & Drug 52wks ending 9/09/18, Top 25 Spirit Brands

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 the Shack today.

America’s Original Craft Vodka®

+31% FASTEST
SELLING
SPIRIT

11

TOP SELLING
GLUTEN-FREE
SPIRIT





CAMPAIGN FOR A HEALTHY ALCOHOL MARKETPLACE

Today, large national chain grocers are arguing for 
loosening regulations in order to provide greater 
customer convenience. They argue that customers 
shouldn’t have to go to several other stores for their 
alcohol. They should be able to have a “one-stop 
shop.”

The first consideration for any change in alcohol 
regulation should be its impact on public health 
and safety, not customer convenience. Additional 
convenience for alcohol consumers would mean 
more stores, longer opening hours, and more 
forms of alcohol in more locations. A review of the 
research indicates that all of these things increase 
consumption, which leads to more social problems. 
This, in turn, puts a large and costly burden on social 
services and law enforcement. When regulations 
are relaxed, most of the additional alcohol sold is 
purchased by heavy drinkers, a category which also 
includes youth.

The fact is that today’s shoppers routinely shop at 
several different stores during a given week. While 
large chains may want customers to only shop at 
their “one-stop shop” store, customers just don’t 
do that. According to Business Insider reporter 
Hayley Peterson, “The grocery industry in the U.S. 
is undergoing some of the most dramatic changes 
since supermarkets emerged in the 1940s. Whereas 
a single store once served all of shoppers’ food 
and beverage needs, consumers are now buying 
groceries across more than a dozen retail channels.” 
Just letting all big chains sell alcohol won’t necessarily 
improve convenience.

A second fact to be considered is that most citizens 
are not regular consumers of alcohol as revealed 
in a survey by the Centers for Disease Control and 
Prevention.

As one can see, 36% of Americans do not drink at 
all, and another 12% drink only a few times a year. In 
addition, 32% have three drinks or fewer per week, 
which means they buy less than a six pack of beer 
or one bottle of wine a week. This leaves moderate 
drinkers (1-2 drinks per day) and heavy drinkers (3 or 
more drinks per day) as regular alcohol customers. 
Thus, the expanded availability of alcohol would 
benefit only 20% of the population at most, but the 
increased social and law enforcement costs would be 
borne by every taxpayer.

Given these statistics, one should ask: “Isn’t it 
sensible to inconvenience 20% of the population to 
protect the other 80% from the social ills and law 
enforcement costs that occur when problem drinkers 
have unlimited access to alcohol?”

For more information: www.healthyalcoholmarket.com
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Why shouldn’t alcohol be more convenient for customers to buy? 

Source: National Institutes of Health Survey , 2008-2010

U.S. Alcohol Consumption

Light
32%

Non Drinker
36%

Moderate
15%

Infrequent
12%

Heavier
5%



CAMPAIGN FOR A HEALTHY ALCOHOL MARKETPLACE

We’ve always known that a neighborhood saturated 
with bars, liquor stores and other alcohol outlets 
can be a recipe for disaster. Now we have research 
that confirms this idea. The Centers for Disease 
Control and Prevention hosts an independent task 
force that reviews credible research. That group, 
the Community Preventive Services Task Force, 
recommends using regulatory authority, such as 
licensing and zoning, to limit outlets. Their research 
shows a positive link between the number of 
establishments selling alcohol, over-consumption and 
related harms.

Here are some examples of specific research findings: 
Two Indiana University professors reported on their 
analysis of crime and outlet density in Cincinnati. 
They found that off-premise outlets (grocery and 
convenience stores) were responsible for one in four 
simple assaults and one in three aggravated assaults. 
In another study of eight college communities, E. R. 
Weitzman and her team from the Harvard School of 
Public Health found that alcohol outlet density was 
correlated with heavy drinking, frequent drinking, and 
drink-related problems, particularly among women, 
underage students, and students who did not drink 
prior to coming to college.

Using alcohol regulation or local zoning to reduce 
outlet concentration can be complicated. It usually 
involves a process of establishing problem areas by 
mapping crime and nuisance incidents and locations 
of licenses. These are the areas where caution is 
needed when considering applications for new 
licenses. This is particularly true for the types of 
licenses that generate the most police calls, i.e., places 
where alcohol constitutes the bulk of sales.

In Glendale, Arizona, police found that the top six 
convenience stores for police calls cost the city 
$39,000 a year. Four of those six had over 1,000 
calls to police in just one year. While most licensees 
are responsible, adding many more outlets can 
overwhelm law enforcement. There are helpful 
resources available to guide local communities 
in dealing with this issue. The Center for Alcohol 
Marketing and Youth (camy.org) and the Community 
Anti-Drug Coalitions of America (cadca.org) have an 
action guide for use by local coalitions.

For more information: www.healthyalcoholmarket.com
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What is the problem with allowing more stores to sell alcohol? 

The Community Preventive Services Task 
Force recommends “the use of regulatory 
authority (e.g., through licensing and zoning) 
to limit alcohol outlet density on the basis of 
sufficient evidence of a positive association 
between outlet density and excessive 
alcohol consumption and related harms.”

– https://www.thecommunityguide.org /topic/
excessive-alcoholconsumption



FOLLOW US

Breakthru Beverage Minnesota 
is dedicated to selling and 
delivering beer, wine, and 
spirits responsibly.

Delivering a better beverage experience.



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

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: 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@ jjtaylor.com

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

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: 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 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: Joe Toohey
E-mail: joet@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@bentpaddlebrewing.
com

Blue Horseshoe
Contact: Tyler Stone 
Phone: (414) 308-4704 
Website: www.bhsolutions.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: 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: 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

LOCi Consulting
Contact: Grant Martin  
Phone: (651) 888-8464
E-mail: grant@lociconsult.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
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CAMPAIGN FOR A HEALTHY ALCOHOL MARKETPLACE

Today, states are under great pressure to reduce 
budgets. All government agencies are vulnerable. 
However, budget changes which result in greatly 
reduced alcohol law enforcement can have serious 
consequences.

There are some disturbing trends. According to 
former Michigan regulator Pat Gagliardi, the burden 
for liquor enforcement has increased significantly. 
The number of licensees per liquor enforcement 
agent went up 22% from 2003 to 2012. While some 
states added staff, more of them decreased it. Some 
states have taken drastic steps to downgrade liquor 
law enforcement, adding this function to already 
burdened local or state law enforcement, or merging 
with other agencies such as lottery or tobacco.

All states should carefully review these kinds of 
proposals to clearly understand the losses and gains. 
While merging liquor enforcement with a criminal 
justice or other regulatory agency may gain some 
administrative efficiency, it may result in less effective 
liquor law enforcement. Here are some potential 
impacts of such a measure:

Loss of effective industry partnerships: Regulating 
the alcohol industry is very different from enforcing 
criminal laws. It requires an effective and active 
working relationship with the regulated community. 
The reason is that major responsibilities for 
prevention of problems are placed on the shoulders 
of licensees. These include stopping sales to minors 
and intoxicated persons. For these functions the 
retail licensee is the front line of defense. Substantial 
responsibilities are also required of licensed 
wholesalers. They collect the excise tax. They must 
track every bottle and can to guard against fake 
and tainted products. When a damaged product 
is identified, they must quickly remove it from the 
market. In some states, wholesalers are required to 
implement pricing regulations to prevent price wars. 
Such price practices invariably increase consumption, 
particularly among young people.

Loss of voluntary compliance: One of the most 
cost-effective enforcement strategies is voluntary 
compliance. No system of law or regulation can work 
by intensely scrutinizing and policing all laws and all 
those subject to regulation. It would be too big of 
a job requiring enormous resources. All systems—
from criminal law to child labor regulations—count 
on compliance by most parties. The partnership 
between regulatory enforcement and the regulated 
community, which seeks to maximize compliance, is 
very cost-effective and saves taxpayer dollars.

Such compliance is usually achieved through 
education and communication. The aim is to obtain 
a high level of voluntary compliance because this 
reduces the need for more labor-intensive techniques 
such as investigation of complaints, compliance 
checks, and random audits or observations. When 
traditional law enforcement agencies are given the 
additional responsibility for liquor law enforcement, 
they simply may not have the time or resources to 
invest in the education and communication needed 
for good relationships with the regulated industry.

For more information: www.healthyalcoholmarket.com
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Can’t we save taxpayers some money by eliminating the liquor cops and  
using local law enforcement or state police instead? 
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CAMPAIGN FOR A HEALTHY ALCOHOL MARKETPLACE

The answer is generally “no” to both questions. In fact, 
for most businesses, alcohol regulation offers some 
real benefits. While the system sometimes seems 
cumbersome and a business owner may wish for a free 
market system, most free markets end up benefiting only 
a few large companies. The states’ alcohol regulatory 
systems are designed to foster alcohol moderation, 
prevent underage drinking and other problems AND to 
allow the owners of all sizes and types of businesses 
to make a reasonable profit. While the overall purpose 
of regulation is public health and safety, policy-makers 
should also consider the following benefits to business:

The Three-Tier System prevents market domination: 
Look at the soda pop shelf in your grocery store and 
you have an idea of what alcohol might look like in a 
deregulated environment. The soda space is dominated 
by two major companies. The alcohol regulatory system 
requires that alcohol be sold through three separate, 
independent tiers: manufacturer, wholesaler and retailer. 
In addition, most states require price policies that level 
the playing field. For example, uniform price laws require 
the wholesaler to sell their products at the same price 
to all retailers. This means the large corporation can’t get 
a better deal than the local mom-and-pop store. It also 
keeps prices from going so low that “bargains” encourage 
people to drink more.

Regulations reduce some costs of doing business:  
For most commodities, large grocery stores require 
slotting fees; that is, payments made to the grocer to 
assure products a place on their shelves. Manufacturers 
and wholesalers may also have to stock shelves, pay for 
advertising, provide promotional point-of-sale items, 
and buy refrigerated units. These are generally  illegal for 
alcohol products. If controls are removed, small players 
would not be able to get their product to market without 
paying for these “extras.”

Freedom from price wars and other forms of market 
volatility:  
Most states have several ways of keeping the price of 
alcohol balanced, i.e., not low enough to encourage 
volume consumption, nor so high as to encourage 
bootlegging and illegal importation. Laws such as bans 
on volume discounts and selling below cost, keep prices 
reasonably stable. Without these laws, large corporations 

with huge economic buying power would undercut 
small—usually local—businesses, and possibly put them 
out of operation.

Product tracking protects against unwarranted 
business ruination: Even the best manufacturing 
companies can make a mistake that creates a tainted 
batch or product. In today’s market, even minor problems 
with product quality can ruin a company or disrupt a 
commodity market. This is much less likely to happen in 
the alcohol marketplace because wholesalers are required 
to track every bottle and can. With this system, a problem 
batch or product can be quickly identified and removed 
from the retail shelf. This minimizes harm and can save a 
business.

Predictability:  
Because the regulations keep the alcohol marketplace 
balanced and free from extreme volatility, business 
owners can have confidence in their investments. 
Predictability reduces risks and makes business planning 
easier.

Compliance with regulations helps prevent 
neighborhood and community problems:  
Most business people find that a clean and safe 
neighborhood is good for business. Alcohol regulations 
help. By preventing sales to underage youth and 
intoxicated people, fewer neighborhood problems are 
likely. 

Policy-makers should consider these points very carefully 
when alcohol deregulation measures are under review. 
While being free of regulations may sound good, the 
reality is often very different. Remember that the change 
in rules must apply to all licensees. For example, if the law 
requiring uniform prices is abandoned, wholesalers would 
then be allowed to give some retailers special prices. 
Who would get that special price and how would that 
impact local businesses? Chances are that large, global 
corporations would be the only ones getting the best 
deals because they alone can buy a very large volume 
of product. Thus, a so-called “free market” would only 
benefit a few companies.

For more information: www.healthyalcoholmarket.com
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Isn’t alcohol regulation bad for business? Shouldn’t we loosen alcohol 
regulation to help local business? 





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

A BETTER SPIRIT
MADE IN MINNESOTA

Voted Best
Craft Vodka
DISTILLERY

in the Nation 


