
Municipal Liquor Store
Box 32966
Minneapolis, MN 55432

CHANGE SERVICE REQUESTED

PRSRT STD
US POSTAGE

PAID
TWIN CITIES, MN
PERMIT NO. 4190

Volume 79, Number 3, 2021

Official Publication of the  
Minnesota Municipal Beverage Association

www.municipalbev.com

Municipal
LIQUOR STORE

THE
• beer • wine • spirits •

Reviews:
The NEW Word 

of Mouth



EN
JO

Y
 R

ES
PO

N
SI

B
LY

 
©

 2
0

20
 A

nh
eu

se
r-

B
us

ch
, M

ic
he

lo
b

 U
ltr

a®
 L

ig
ht

 B
ee

r, 
St

. L
ou

is
, M

O
95

 c
al

or
ie

s,
 2

.6
g

 c
ar

b
s,

 0
.6

g
 p

ro
te

in
 a

nd
 0

.0
g

 fa
t, 

p
er

 12
 o

z.

FINAL SIZE: 8.5'x 11'

8.75 x 11.25"

PO: DD: PM: AS: CD: AD: CW: PR:

C M Y K

8.31.20Closing Date:
CSOperator:

Printer:

Item Number:
Date/Round:

OMU2020 

Scale/Final Size:
Safety Area:
Bleed Size:
Trim/Live Area:

MU - SLB Bottle GlassProject Name:

PRINT & OOH

Anheuser-Busch: Michelob ULTRA xxxProduction Job# XXXXXXCreative Job#

8" x 10.5"

8.5" x 11"



MUNICIPAL LIQUOR STORE
Volume 79, Number 3, 2021

Official publication of the Minnesota Municipal 
Beverage Association. Published six times annually: 
September/October, November/December, January/
February, March/April, May/June, July/August. 

For advertising and editorial inquiry contact  
Paul Kaspszak, Editor, Box 32966, Fridley, MN 55432.  
Phone 763-572-0222 or 866-938-3925. Advertising rates 
can be found at www.municipalbev.com

Change of address: List both old and new address.

DIRECTORS
CHRIS ARNOLD (President)
Bagley Liquor
P.O. Box 178
Bagley, MN 56621
218-694-2542
carnold@bagleymn.us

JOE AUDETTE (Vice President)
Westbound Liquor
13065 Orno Parkway
Elk River, MN 55330
763-441-1671
jaudette@elkrivermn.gov

NANCY RAINES (Sec./Treas.)
Longville Lakes Bottle Shop
P.O. Box 217
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

GARY BUYSSE
Rogers Liquor
22350 Diamond Lake Road
Rogers, MN 55374
763-428-0163
gbuysse@rogersmn.gov

NANCY DRUMSTA
Delano Wines & Spirits
P.O. Box 108
Delano, MN 55328
763-972-0578
ndrumsta@delano.mn.us

SAM KEIL
Aitkin Liquor
224 2nd St. N.E.
Aitkin, MN 56431
218-927-6704
sam@ci.aitkin.mn.us

JOE KESSLER
The Corner Lounge
100 East Main
Spring Grove, MN 55974
507-498-3931
joeykess02@gmail.com

KARISSA KURTH
City of Silver Lake
308 Main Street West
Silver Lake, MN 55381
320-327-2412
kurth.karissa@gmail.com

MIKE LARSON
St. Anthony Village Wine & Spirits
2602 39th Ave. NE
St. Anthony Village, MN 55421
612-782-3455
mike.larson@savmn.com

SARAH OLSEN
Mapleton Liquor
P.O. 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

BRIAN WHITT
Northfield Liquor
116 West 5th Street
Northfield, MN 55057
507-645-5153
brian.whitt@ci.northfield.mn.us

On the Cover
Reviews have never been so important or 
influential. In wake of COVID-19, the information 
they provide and customer experience they paint 
are closely and regularly analyzed by consumers. 

In the digital marketplace, reviews are the first 
link to connecting with your business and the first 
deciding factor in moving to a competitor. 

To stay competitive, businesses must proactively 
remove any obstacles that prevent customers from 
leaving reviews.

See page 6 for more information.
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It’s hard to believe it’s been a year since everything 
changed in our industry and in the rest of the world. 
When the world and our industry changes we must 
adapt and change with it or we will get left behind! 

With that said I’m going to tell you all about the new 
monthly staff trainings we started doing at Bagley 
Liquor. Pre-2020 we would only do quarterly safety 
trainings with the city and our alcohol server training 
when needed through MMBA. 

I decided with increased business we needed to do 
more. So I started scheduling the last Saturday of the 
month to have my full time and part time staff come 
in for training from 8 to 9:30 a.m. In addition, I invite 
my call in staff to join in on the trainings. 

During the meetings we improve our knowledge 
of products, customer relations, technology and 
efficiency. We usually start the morning with question 
and answers for the manager and then go through 
the new Items that have come in over the last month. 

One of the most important parts of the training is 
“efficiency improvement.” What is this you ask? 

Well, I try to get in the store about a half an hour 
before the staff and walk around to find issues I see 
that affect our efficiency. Sometimes I also set up 
problems that have happened earlier in the month. 

I then ask the staff to walk around the store and write 
down on a piece of paper what problems they see. 
Next, we go around and see how many noticed the 
problems. I then ask them to help with a solving of 
the issues and explain what they can do to solve the 
issues and improve the efficiency for all. 

I have found this has greatly improved our operation.  
In fact, I’m finding it harder to find problems - but 
there always seems to be one or two. 

We also use the time to educate employees about 
the products we need to push and move the next 
month because we have overstock or we took 
advantage of a good deal and the product is on sale. 

These meetings have really opened up 
communication among the staff and has helped 
them better understand what’s happening in their 
work environment. 

Summer is just around the corner and I hope 
everyone is open and prepared to be busy. 

Take care and I hope to you this fall at the MMBA 
Annual Conference currently scheduled for 
September 25-28, 2021.

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



MINNESOTA’S #1
CANADIAN WHISKY

Windsor® Impor ted Canadian Supreme Blended Whisky, 40% Alc./ Vol. ©2021 The Windsor Disti l lery Co., Mendota Heights, MN.

10,000 lakes.
one whisky.
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Most folks know that word of mouth marketing is the 
most trusted, least expensive marketing there is. Heck – 
who wouldn’t want current customers bringing in new 
customers? Don’t you wish you could get that to happen 
more? Well, word of mouth has a new name: Online 
Business Reviews. It doesn’t matter if it’s on Google, Yelp, 
Facebook or Trip Advisor, getting a solid online reputation 
is THE way to build credibility with potential customers. 

I just read a study about how reviews are more important 
than ever for local businesses since COVID. 42% of 
customers say they are MORE compelled to patronize 
local businesses since COVID and 33% say they have 
found a new local business they have started patronizing 
that they didn’t before. How do they find these 
businesses? Online reviews. 

Does it matter? 
Consumers say reviews influence 88% of their discovery 
of a local business. Only 12% say it plays no role at all. 
So sure, it isn’t going to attract everyone. But what 
marketing does? Consumers say online reviews are 2x 
more important than loyalty and 7x more important than 
“traditional marketing.” So if you are spending time on ads, 
events and promotions and no time at all on managing 
your online reputation, you are missing out on the most 
important (and current) way to influence customers. 

It’s not just about 5 stars 
How many reviewers and how recent they are matter as 
much as a 5-star review. Especially in retail. Think about 
it. If you see that the latest good review was written in 
2017, do you think that is relevant? For local businesses 
it is all about getting more and recent reviews. How? 
Have a plan! Sure, you can use a professional platform 
like podium.com to do a bunch of aggregation like 
converting text and email inquiries into sales and then ask 
for a review. But on a more basic level, you can focus on 
getting more reviews by asking for them directly in ads, 
receipt messages, and in conversation at the register. Start 
by asking every member of your city council to write a 
review. In the meantime, build a plan. 

The most effective reviews for local businesses are on 
Google. Recent and positive reviews will move you up 
in search results and flag your location on Google maps. 
Consider adding a link to Google reviews for your location 
in any emails you send. 

The basics always matter 
Of course, customers still expect quality products and 
selection, good prices and great customer service. But I 
know from working with MMBA members, that you are 
already delivering on that. Now get credit for it by making 
sure that your online reputation reflects your value in the 
market. Ask for reviews. Make a plan (or use a service) to 
get them. And take advantage of the digital equivalent to 
word-of-mouth marketing. 

By Flora Delaney  
MMBA Conference Presenter  

THE NEW WORD OF MOUTH

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
 



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!



ASK ABOUT DISPLAY UNITS FOR YOUR STORE!
Enjoy responsibly. 21+ only. Tattersall® is a registered trademark of Tattersall Distilling. Tattersall Cosmo Bianco is distilled and bottled by Tattersall Distilling, Minneapolis, MN.
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Welcome to a new year. And congratulations for having made it 
through the just finished year. Before you begin the celebration, 
the word of caution is that just because the calendar turns a 
page, it doesn’t mean that the challenges have all passed.

So that you will be a strong business at this same time next 
year, we would like to share with you 10 observations of what 
you can cut out from the past to be prepared for the future. 
And you will likely be surprised that the most of what we are 
cutting out is not expenses.

1.  Avoid Excessive Media Influence   
Diminishing the amount of time spent with the mass media, 
such as watching television, listening to radio and reading 
the newspaper, will mean you are cutting out a lot of 
negative news.

  Although you may find it to be important to stay atop 
current affairs, we all have a tendency to take that 
information and apply it to our business. When we hear of 
big business’ making cut backs, we often think our small 
business should cut back. As compared to allowing the 
news of the world affect your business, consider allowing a 
different source to affect your thinking. 

  Why not take most of the time currently focused on the 
media and instead spend it reading books about how to 
grow and improve your business? Allow your attitude to 
guide your business more than the media.

  If you are not one that has previously enjoyed reading 
books, you may want to start with something like Purple Cow 
by Seth Godin. It is a quick and easy read that has a great 
message for you about your store.

2.  Target Your Advertising 
Your existing customers are the individuals in your 
community that have shown a preference for your store, 
and the products you sell. Traditional advertising puts your 
name and merchandise in front of everyone that sees the 
advertisement. Viewers and readers who do not dance, or 
have dancers close to them, will have little interest in what 
you sell.

  You will get a much better response to your message if you 
can direct it specifically to existing patrons and their friends 
and family. There are many ways you can talk specifically 
to your existing customers. This requires you to begin with 
offering them a reason to share their name, address, phone 
number or email with you. With this information you can 
mail announcements of new products or send coupons 
and birthday cards. You can even call them to just say ‘hello’ 
or invite them to come see what is new in your store. Few 

customers can resist an invitation when you tell them you 
are thinking about them as you are looking at something 
new in your store.

  For any advertising you do on a large scale, make sure that 
you have properly narrowed it to potential customers. Ask 
each of the media for the demographics of their target 
audience. You may find that they have different audiences on 
different days or different times of the day. Your advertising 
needs to specifically speak to those that are most likely to 
visit your shop. Especially if your store incorporates a lot 
more than dancewear, establish who your customers are 
as soon as possible. That is because you can easily have a 
mental picture of the customer and what they will purchase.

3.  Don’t go looking for a new customer base 
In a changing economy, there will definitely be a temptation 
to consider repositioning the store’s merchandise; perhaps 
you would consider dropping some of the more expensive 
lines of products and stocking only the basics or less 
expensive items. In doing this, you may have made a mistake. 
Think about how long you have been in business and the 
customers you have targeted for all those years. By shifting, 
you may find that you have instead abandoned your target 
customer. 

  A challenging economy such as the one we are having now, 
traditionally last for a period of months. The image you have 
developed with your customer has taken years to achieve. 
It does not make sense to throw away years of effort for 
something that is only going to last months, and then start 
again to rebuild what was thrown away.

4.  Systematically plan your changes 
In a challenging economy, many businesses approach the 
challenge with a ‘butter and toast’ strategy; they simply want 
to spread their cuts around. They do so much like a person 
spreads butter on a slice of toast; they want to spread it 
evenly over everything. And while this idea may make the 
toast taste better, it does not work for a business.

  Some businesses will begin to cut their hours without 
any analysis of what their best hours are, and they may be 
closing when most of their customers are looking for them.

  They may begin to cut their inventory levels and not realize 
they are eliminating some of their best selling merchandise. 
These stores may be decreasing the amount of basic and 
fashion merchandise without giving any consideration to 
what has been their best sellers. Doing so, they may be 
losing sales. Some will cut the amount of employees they 
have. In a store that is known for great customer service, they 
may be eliminating what has been their best selling point.

By Tom Shay  
MMBA Conference Presenter  

NEW GLASSES FOR A NEW VIEWPOINT – LOOKING AT BUSINESS IN A NEW WAY 
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NEW GLASSES FOR A NEW VIEWPOINT – LOOKING AT BUSINESS IN A NEW WAY, cont’d. 

5.  Be ready to step into the competition’s space 
While the fifth suggestion may sound counter-intuitive, this 
challenging economy may be your best opportunity to 
expand your business. While you will follow the advise given 
in point number four in your business, you should take a 
careful look at your competition at this point and observe 
what they have been cutting back on.

  When their cut backs defy logic as you observe the dance 
business in your community, you should take a serious look 
at adding these components to your business. This may be 
the opportunity to stock more basics or fashion clothing; 
add some hours to your weekly business schedule, or 
perhaps take a look at the great salesperson that has been 
working at the competition who now finds themselves only 
working part time.       

6.  Don’t cut out your “wild thinking” 
When you first opened your business, how many people told 
you it would never work? How about the people that told 
you not to move to your new location or that you should not 
add dance shoes to your product mix? Yet you did, and with 
each you have made it work profitably for you. These friends 
probably see you as somewhat of a ‘wild thinker’. 

  Challenging times require radical action. The economy 
caused most all business to reconsider how they operated 
during the holidays and will require them to continue to 
do so throughout the foreseeable future. In this situation, 
you need to not only make preparations for the challenges, 
but you also have to be able to make changes in how you 
do business. It is however, not time for you to change your 
thought pattern.

  Here’s another book idea to charge the batteries of your wild 
thinking; a book titled, The Big Moo by The Group of 33 and 
edited by Seth Godin. Within the 33 chapters is one entitled, 
“They say I’m extreme”.

  This one chapter represents the type of thinking that is 
necessary for businesses to be successful when things are 
rapidly changing with their community, customers, and 
industry. Your thinking style got you this far, it is not time to 
abandon it.

7.  There are things to “give up” on 
While the saying, ‘patience is a virtue’ may be a great saying, 
this is not the time to simply sit things out. What about the 
person working in your shop that you have been trying to 
teach how to sell, but has not achieved an acceptable level of 
performance? This could be the time to give up and look for 
a replacement. 

  The same is true for a product line; you may have stocked 
a line of tights that sold well for someone you met at the 
trade show. However, the line is not doing well in your shop. 
It may be time for you to give up, clear out the merchandise, 
and look for another line. Right now, you need all of your 
money working as hard for you and your business as you are 
working. If it hasn’t worked yet, or they are working, get rid of 
it, or them, now and move on.

8.    Enlist your staff  
It takes a team effort to win in the challenging economy. 
You do want to be a cheerleader, letting your staff know 
that your business is going to be one of the winners in this 
situation. However, they do need to know they cannot be 
sideline spectators. For the store to succeed, each team 
member put forth their best effort. Their effort to engage a 
customer, complete the sale, and helping the customer to 
know they are especially invited to return, goes a long way 
toward developing that customer loyalty.

  If there are fewer people spending fewer dollars, then the 
dollars spent by each customer should be welcomed more 
than ever. 

9.    Do logically cut out expenses  
Without question, this is a time to review expenses. But 
the examination should be done systematically. Take your 
year end profit and loss statement, and look at each row of 
expense. Make a notation as to whether the expense is a 
‘fixed’ or ‘variable’ expense. A fixed expense is one that the 
dollar amount does not fluctuate from month to month. A 
variable expense does fluctuate.

  The second step is to review all of these expenses again 
to see which are “controllable” and “uncontrollable”. The 
uncontrollable expenses are those that cannot be stopped. 
A controllable expense is one that are not absolute ‘must 
happen’ expenses of the business.

  As you look at the two notations with each expense, you 
can ignore the fixed-uncontrollable expenses. But with all 
of the others, there are amounts of those items that you 
can possibly do without. Reviewing your business in this 
manner makes it easier and removes most of the emotion 
of chopping expenses.

10.  Don’t forget to understand the financials 
Whether you prepare the monthly financial statements or 
have an accountant that performs the task, as the owner 
of the business the responsibility of understanding the 
financial statements and make decisions about the future of 
your business based upon them is an essential component 
of good management.

  In addition to the classes offered at a trade show, you can 
also sign up for a class through a local community college. 
In doing so, make sure that you are taking more than just 
an accounting class, but that you are taking one that is 
designed to help a small business owner understand their 
financials. This can be one of the best investments you can 
make in your business.

  Observe these ten points, and as the year progresses, 
you will find that your business will likely continue to be 
stronger and more profitable. We’ll look forward to seeing 
you soon as we profit together through the coming year.



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
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Internal controls are designed to protect a local 
government from loss or misuse of its assets. Sound 
internal controls help ensure that transactions are properly 
authorized and that the information contained in financial 
reports is reliable.

This Statement of Position will provide practical answers 
to some of the questions most frequently asked by public 
officials and employees about internal controls.

What is the purpose of internal controls? 
An internal control is a process by which an entity 
attempts to prevent or minimize the likelihood of 
accounting-related errors, irregularities, and illegal acts. 
Internal controls help safeguard funds, provide efficient 
and effective management of assets, and permit accurate 
financial accounting. Internal controls cannot eliminate all 
errors and irregularities, but they can alert management 
to potential problems.

How much will this cost? 
The cost of internal controls should not exceed 
the expected benefit. When adopting policies and 
procedures on internal controls, it is important to maintain 
a balance between what is needed to ensure public 
confidence and to maintain the integrity of the financial 
systems with the cost of providing the control in terms 
of money, time, and efficiency. Many simple and cost-
effective internal control procedures are available.

Does someone need to review every transaction? 
No. It is not practical or cost effective to attempt to 
independently review every transaction. Instead, 
management should be alert to “red flags” that could 
indicate potential problems. Looking into “red flags” will 
not only detect irregularities, it will prevent them from 
occurring in the first place because an environment of 
accountability will have been established.

From Minnesota 
State Auditor  
Julie Blaha 

STATEMENT OF POSITION – THE IMPORTANCE OF INTERNAL CONTROLS

What are some “red flags?” 
When an alert is raised, follow-up is critical. Too often we 
see “red flags” continue unabated long after they were 
first detected and reported. Here are some examples that 
would merit further review:

•  Any unusual discrepancy between actual performance 
and anticipated results (for example, a major budget 
overrun in “supplies” or an unexplained decline in  
user fees);

• Receipts not matching deposits;
• Disbursements to unknown and/or unapproved vendors; 
• Presigned blank checks or one signature on checks; 
• Gaps in receipt or check numbers;
• Late reports; or
• Disregard for internal control policies and procedures.

What types of control policies and procedures should 
be implemented? 
The control policies should be adequate to ensure that:

• All transactions are properly authorized;
• Incompatible duties are segregated;
•  Accounting records and documentation are properly 

designed and maintained;
• Access to both assets and records is controlled; and
•  Accounting data are periodically compared with the 

underlying items they represent.

Extra care needs to be taken where cash transactions are 
involved. Cash transactions are prevalent, for example, 
in liquor stores, parks and recreation programs, athletic 
departments and petty cash funds.

What does it mean to segregate incompatible duties? 
Simply put, no employee should be in a position to 
commit an irregularity and then conceal it. An example 
taken from everyday life is a movie theater where one 
person sells tickets and another person collects the 
tickets. This helps prevent the person selling the tickets 
from: (1) collecting the price of the ticket, but allowing 
entry without a ticket (allowing the ticket seller to pocket 
the ticket payment without being detected); or (2) 
allowing entrance without the purchase of a ticket.
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STATEMENT OF POSITION – THE IMPORTANCE OF INTERNAL CONTROLS, cont’d.

Duties can be segregated by department or by individual. 
Examples of incompatible duties that should be 
performed by separate individuals are:

•  Receipting collections, posting collections to registers, 
and making bank deposits;

• Signing checks and reconciling the bank accounts;
•  Receipting collections and posting collections to the 

accounts receivable records;

And

•  Approving receivable write-offs/write-downs and 
posting adjustments to the accounts receivable records, 
adjusting accounting codes, and reviewing the monthly 
detailed report of receipts and disbursements for 
accuracy.

What if we are too small to be able to segregate 
duties? 
If it is not practical to segregate duties, management 
should be aware of the lack of segregation and 
implement oversight procedures to ensure that 
employees are following other internal control policies 
and procedures. In addition, management may want to 
implement other controls. For example, a mandatory 
vacation policy or periodic rotation of duties among 
employees would allow management to observe if there 
is any noticeable change (for example, a marked increase 
in cash receipts) while another person is performing the 
duties. These alternative controls also help lessen potential 
disruptions caused by employee turnover.

Do some statutes require internal control 
procedures? 
Yes. For example, the statutory requirement that more 
than one person must sign a check is designed to ensure 
a deliberate decision about who to pay, how much to pay, 
and when to pay bills. Pre-signing checks and signature 
stamps defeat those controls. Statutory requirements 
should be incorporated in the internal control policies and 
procedures.

What sort of accounting documentation is needed? 
Accounting records need to be complete. Key documents 
(for example, invoices, receipts, checks) should be 
sequentially numbered. Voided documents should 
be retained. Record retention schedules should be 
followed. Employee timesheets should be reviewed and 
countersigned by a supervisor or other third-party.

How do we “compare accounting data with the items 
represented”? 
Bank statements should be routinely reconciled with 
the cash balances recorded in the general ledger. Check 
amounts should be compared with the claims approved, 
as recorded in the minutes. Any differences should be 
reconciled and documented. An annual inventory of fixed 
assets will ensure that the location of all recorded items is 
known. Similar checks can be made of other accounts (for 
example, petty cash counts).

Explanations of discrepancies should be corroborated by 
supporting documentation and evidence.

Do we have to write down our procedures? 
Proper documentation of control procedures is essential. 
Written policies and procedures outline the specific 
authority and responsibility of individual employees, 
providing for accountability. Written policies serve as 
a reference and training tool for new employees and 
ensure that procedures remain in place despite employee 
turnover. To be effective, an accounting policies and 
procedures manual must be complete, up-to-date, and 
readily available to all employees who need it.

We’ve got you covered.We’ve got you covered.
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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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RAPIDS SPIRITS CREATES FASD AWARENESS

Rapids Spirits Liquor Store received a new batch of bags 
to wrap up wine purchases this week. The bags, printed 
with information about fetal alcohol spectrum disorder 
(FASD), are part of a joint project with the Minnesota 
Municipal Beverage Association (MMBA) and the Proof 
Alliance.

“It’s an awareness type of thing,” store manager Scott 
Olson said of the bags, which arrived Feb. 16. “Our 
product is a regulated product, and there are, of course, 
issues that go along with it. As a municipal store, in our 
organization, we’re all about having people use our 
products responsibly. This is one of those things where 
we feel is something we can participate in.”

Starting Feb. 18 – which was National Drink Wine Day – 
customers buying wine at Rapids Spirits and many stores 
across Minnesota were given bags printed with a design 
that says, “This bag can change a life.” 

On the reverse, the wine bags note that drinking during 
pregnancy can lead to an irreversible brain injury that 
affects one in 20 children today.

“The more we talk about the risks, the better choices 
we make to give kids the best chance,” the printing 
adds, along with a QR code and a web address directing 
readers to proofalliance.org/convo for more information.

Olson said the bags came about after a discussion with 
the MMBA about how municipal liquor stores can help 
get the message out.

According to a press release from Proof Alliance, heavy 
drinking among women increased by 41 percent during 
the COVID-19 pandemic. This contributed to a statewide 
20 percent increase in gross liquor receipts, worth almost 
$32 million according to the Minnesota Department of 
Revenue. 

In response, the St. Paul-based nonprofit partnered with 
the MMBA and a Minnesota-based chain of wine stores to 
print 25,000 specialty wine bags with a message that they 
hope will promote responsible drinking and stimulate 
conversation about the spectrum disorder, formerly 
known as fetal alcohol syndrome.

“Proof Alliance is not against drinking and they support 
drinking responsibly,” said Sara Messelt, the organization’s 
executive director.

“FASD is 100 percent preventable, yet one in nine women 
report to drinking while pregnant,” Messelt said in the 
release. “It is our goal to empower women with credible 
information so that they can enjoy their favorite glass of 
wine without worry – especially during these times of 
isolation and uncertainty.”

Special Thanks to House Commerce Chair 
 Zack Stephenson for Speaking at the Recent 

MMBA / MLBA Legislative Day!
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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 


