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We are excited to launch this new magazine, specifically for Alberta liquor stores, in partnership
with the Alberta Liquor Store Association (ALSA). Our goal is to provide a high quality publication
addressing issues in your industry and providing tips and trends to help you run your businesses
more effectively.
Liquor Retailer will feature articles related to operations, marketing, and staffing. Columns will review
wine, beer, spirits, and refreshment beverages and we’ll also include news from ALSA and AGLC.
Please advise us of any awards you’ve won, fundraising you’ve conducted, or any other newsworthy
events, so we can highlight those accomplishments in the Names in the News column. If you’re
selling products, be sure to let us know what new products are coming into Alberta, so we can
feature them in the What’s New? column.
A member of ALSA will be profiled in each issue, so if your store is doing something unique and you
would like to be considered for the profile, please contact me.
This is your magazine, so we welcome your input and would like to hear from you. We are also
looking for store owners/managers to join Liquor Retailer’s editorial committee. We will hold
quarterly conference calls to get feedback from readers after each issue has been published, and to
ensure we’re addressing current issues in upcoming editions.
Feel free to email or call me at any time.

Central Alberta Director
Jay Robinson
Wainwright Liquor and Cold Beer
Northern Alberta Director
Scott Mather
Liquor Town
Edmonton Director
Craig Corbett
Liquor Stores GP Ltd

Joyce Hayne, Publisher & Editor
joyce@emcmarketing.com
1-800-667-0955

Calgary Director
Don McConkey
Co-op Wine, Spirits, Beer
Directors at Large
Garedew Woldemedhin
Picollo Liquor
David Owens
Sherbrooke Liquor
Christine Doell
Original Beach Liquor Store
Special Advisor to the President
Irv Kipnes
Chairman’s Council
Greg Krischke
Corinthia Liquor
ALSA President
Ivonne Martinez
ALSA Member Services Coordinator
Howard Riddel
ALSA Office Manager
Cassandra Murray

ALSA Office
Suite 2, 9343 50 Street
Edmonton, AB T6B 2L5
Phone: 780-415-5176
Toll Free: 1-888-233-3370
info@alsaweb.ca
www.alsaweb.ca

4

Liquor Retailer

upcoming events
Feb 3 IVSA New Product Tasting and Seminar, Hotel D’Arts, Calgary
1:00 pm - Seminar by pre-registration only
2:00 - 5:00 pm - Tasting for Industry only
www.ivsa.ca
Feb 4 IVSA New Product Tasting and Seminar, Hotel Chateau Lacombe, Edmonton
1:00 pm - Seminar by pre-registration only
2:00 - 5:00 pm - Tasting for Industry only
www.ivsa.ca
Feb 13-14 Wine Fest Edmonton, Shaw Conference Centre Hall D
2:00 - 5:00 pm - Industry only on Feb 13
www.celebratewinefest.com
Feb 20-21 Wine Fest Calgary, BMO Centre, Stampede Park Hall E
2:00 - 5:00 pm - Industry only on Feb 20
www.celebratewinefest.com

ALSA’s Message
by Ivonne Martinez

Welcome to Liquor Retailer. ALSA is proud
to present our new publication, which is
published exclusively for Alberta’s liquor
stores. We hope that you will come to use this
magazine as a key source of information on
updates to the industry and our efforts on your
behalf, by our Association.

30%. The reason our system works and allows
for a strong entrepreneurial base is a level
playing field. All liquor stores, regardless
of size, buy products at the same wholesale
price and all pay uniform shipping costs,
or postage-stamp rate, no matter where the
store is located.

Over the last 20 years, ALSA has worked
tirelessly to protect the interests of the
privatized liquor system that has allowed our
industry to flourish from 209 stores provincewide to over 1,300 stores. This ongoing
effort includes advocating to the Alberta
government and working with AGLC to
develop a regulatory environment that allows
liquor stores to operate successfully while
maintaining the highest of social responsibility
standards.

ALSA will continue to advocate for those core
principles that have made the Alberta system
the most successful liquor system in all of
Canada.

Twenty years after the government privatized
liquor retailing, it is still the independent,
mom-and-pop operations that continue to
drive Alberta’s liquor industry. Independents
account for 70% of Alberta liquor stores while
chains and grocers contribute to the remaining

ALSA provides educational opportunities
for retailers by partnering with many allied
groups and businesses to provide information
on new products, promotions, tastings, and
best practices for businesses in accounting,

After 20 years, ALSA will also keep building
upon the many benefits and services that we
can offer our membership. Aimed at reducing
the costs of your operation in credit/debit
card, insurance, utilities, store equipment,
security, and signage, these opportunities are
only available to ALSA members.

security, staff training, and loss prevention.
Through annual conferences, online
educational materials, and local breakfast
workshops, we strive to reach as many
retailers as possible with effective tools and
ideas.
How can you get involved? ALSA is a notfor-profit organization, which means that the
Board of Directors must be elected by the
membership and make the policy decisions
for the association. Every member has a right
to participate in those decisions and therefore
contribute to the goals and outcomes needed
to protect your investment in your business.
Whether you have been a former member or
are new to the industry, we would be delighted
to hear from you. If you are already a member
and have questions about some of our new
programs and partnerships, please call us.
For more information, visit www.alsaweb.ca,
info@alsaweb.ca or 1-888-233-3370 outside of
Edmonton or 780-415-5176 in Edmonton.
Ivonne Martinez is ALSA President.
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Miles’ soliloquy on the Pinot noir grape is one
of the most poetic tributes to fruit in cinematic
history, and really helps capture the obsessive
power that it has on wine lovers. But there’s
more to life beyond Pinot noir - or Cabernet,
Chardonnay, and Shiraz. Even a liquor store
with a modest number of SKUs is going to
have a dozen different grape varietals on their
shelves - some seemingly familiar, but some
much more obscure. As of 2007, there were
over 10,000 documented grape varieties, with
more being added every day. Cataloguing
them is such a daunting prospect that even
very large and comprehensive wine books
rarely list more than the 30 or 40 most popular
varietals.
Most liquor stores don’t have the luxury of
paying staff to read a 30-pound coffee table
book, even if there was one listing every grape
variety under the sun. The following list will
provide a quick thumbnail sketch of the origin
and character of some of the slightly less wellknown red wines available in Alberta. Next
issue we’ll highlight white varietals.

WINE VARIETALS
VARIETY IS THE SPICE OF LIFE

by Tim Vandergrift

“[Pinot is] a hard grape to grow.... It’s thin-skinned, temperamental, ripens early.
It’s not a survivor like Cabernet, which can just grow anywhere and thrive even
when it’s neglected. No, Pinot needs constant care and attention. In fact, it can
only grow in these really specific, little, tucked away corners of the world. And
only the most patient and nurturing of growers can do it, really. Only somebody
who really takes the time to understand Pinot’s potential can then coax it into its
fullest expression…. Oh its flavors, they’re just the most haunting and brilliant
and thrilling and subtle and ancient on the planet.”
- Miles Raymond, Sideways
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Barbera
The Barbera vine is native to Piedmont, where
it was documented to have been grown as
early as the 13th century. However, it was likely
growing there much earlier. As Italy’s second
most widely planted red variety, it accounts for
13 of the country’s 200 appellations.
Barbera thrives in hot climates, producing
generously. However, Barbera achieves higher
quality in cooler climates, such as in Piedmont,
with its chalk and manganese soils. Cooler
conditions bring longer ripening periods
and rich, ripe fruit. Relatively gentle tannins
balance a backbone of acidity, slightly offset
by rustic notes. Drinkable when released,
good vintages from superior microclimates
age with considerable grace, with or without
oak.
The finest Piedmontese Barberas are pure
varietal wines identified by a village name
(Barbera d’Asti, Barbera d’Alba) and
occasionally a vineyard name. Elsewhere,
Barberas are usually part of a blend, lending
structure to light varieties or fruit and softness
to more tannic ones.

Brunello
The most famous grape of Italy’s Montalcino
region, Brunello is a sub-variety of
Sangiovese - Sangiovese Grosso, named
Brunello or Prugnolo (literally, “prune”) for
the exceptionally deep, black-purple colour of
its berries.
Brunello produces unblended wines of
power and longevity distinct from any other
clonal variation of Sangiovese. Brunello di
Montalcino is characterized by intense
concentration and exceptional tannic
structure allied to great elegance. The black
fruit flavours are marked by notes of leather
upheld by a firm acidity.

Cabernet Franc
One of the parent grapes of Cabernet
Sauvignon, Cabernet Franc is thought to be
native to Bordeaux, where it is also known
as Bouchet. Earlier-ripening than Cabernet
Sauvignon it has similar flavours but lower
levels of acid and tannin and more aromatic
complexity. While it plays an important (but
minor) role in Bordeaux blends, it is a major
grape of the Loire Valley, and more recently
in the New World. It thrives in microclimates
characterized by chalky clay soils.
Unblended, Cabernet Franc produces fruity,
violet and raspberry-scented, medium-bodied
wines of exceptional charm, and also yields
delicious, refreshing rosés which range from
off-dry to dry.
Cabernet Franc is also planted in Italy,
notably as a contributor to some of the
greatest Supertuscans such as Sassicaia
and Tignanello, and more widely in FriuliVenezia-Giulia, Trentino-Alti-Adige and the
Veneto, where it contributes to 25 different
D.O.C. blends. It is also grown in California,
Australia, New Zealand, South Africa, and
South America.

[

until 1996 that producers in Chile definitively
determined the difference between the two,
and varietally labelled wines began to appear
in 1998. It is also grown in minor amounts
in northern Italy’s Veneto and Lombardy
regions, France, and California.
Its resemblance to Merlot is mostly visual:
unlike that grape, it can develop a green,
weedy character in thin soils and has little rain
tolerance. It also ripens late and its low acid/
high sugar level tendencies make for a tricky
balancing act in the winery.
Fully ripened Carmenère shows sweet, black
fruit and spice flavours supported by rounded,
plummy tannins and notes of grilled meat and
coffee.

Carmenère
A very old and now rare Bordeaux variety,
Carmenère was once widely planted
throughout the Médoc and Graves, and
was considered to be the equal of Cabernet
Sauvignon. With the phylloxera epidemic of
the 1800s, Bordeaux’s Carmenère vines were
virtually eradicated. With its susceptibility
to coulure (failure of the flowers to develop
into berries) and oidium (grey rot) as well as
its low yield, late ripening, temperamental
acidity, and difficulty of grafting, it was never
replanted in France. However, some escaped
as cuttings transported to Chile, where they
were mistakenly planted as Merlot. It was not

]

Varietal – “A wine made principally from one variety of grape
and carrying the name of that grape.”

Gamay
Originating in the fourteenth century near
the village of Gamet near ChassagneMontrachet, this is the grape of Beaujolais. It
has a special place within the family of grape
varietals: in the early 1990s, research revealed
a common heritage between Gamay noir and
the members of the Pinot family. DNA testing
concluded that an original Pinot variant and
an obscure vine called Gouais Blanc are the
parents of Gamay and at least fifteen other
French varieties, including Chardonnay and
Pinot noir.

Gamay is very vigorous and high-yielding,
and also very sensitive to soil character. It
does best in granite schist soils and sandy
clay typical of the northern Beaujolais. Its
high levels of colour and acid, combined with
medium body and lower alcohol content and
tannin are usually a recipe for wines to be
consumed young.
Beaujolais falls into five categories, in
ascending order of quality: Beaujolais
Nouveau, Beaujolais, Beaujolais-Supérieur,
Beaujolais-Villages, and Beaujolais Crus. The
nine different Crus are produced in vineyards
in the north end of Beaujolais (where the best
soils are) and can improve for several years in
the bottle. Gamay is also cultivated in the Loire
Valley, Switzerland, Italy, and New Zealand. Be
careful though - California’s Gamay Beaujolais
and Napa Gamay are unrelated varieties.
Beaujolais Nouveau gets its extra character
from carbonic maceration. Uncrushed grapes
are dumped into sealed fermenters. The
grapes in the bottom split and ferment, bathing
the rest of the grapes in carbon dioxide,
which causes them to undergo fermentation
inside their own skins. This brings out
bright raspberry and cherry fruit, along with
pronounced pepper notes and fascinating
whiffs of banana, clove, and bubblegum.
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Mourvèdre
(aka Monastrell/Mataró)
Native to Spain, Mourvèdre (called Monastrell
there) is believed to have originated either near
the town of Mourviedro in Valencia or Mataró
in Cataluña. This variety is planted throughout
southern Spain and France, where it has been
present at least since the late 1500s.
Mourvèdre grows best in cool clay soils
and requires a warm climate and abundant
sunshine to ripen. At less than full maturity
Mourvèdre has no flavour, but when overripe,
it leans toward stewed flavours. The berries
are fairly small and deep blue-violet in colour,
with extremely thick skins highly resistant to
rot.

[

Grenache vines outnumber those of any other red variety in
the world, and most are still planted in Spain.

]

Grenache

Malbec

Native to the Aragón province of northern
Spain, Grenache is planted throughout the
Mediterranean basin, spreading from its
origin to Rioja and across the Pyrénées into
southern France, eventually reaching the
Rhône Valley. Grenache vines outnumber
those of any other red variety in the world, and
most are still planted in Spain.

Native to Bordeaux, Malbec has traditionally
been considered a blending grape, used in
minor proportion with Cabernet Sauvignon,
Cabernet Franc, Merlot, and Petit Verdot.
In the vineyards of Cahors in France it’s a
primary component of their wine, blended with
Merlot and Tannat.

Grenache thrives in the baking hot, arid climate
and stony soils prevalent in Mediterranean
zones, producing deep purple, sugar-rich, ripe
fruit that can produce huge natural alcohol
levels. Low in acid and moderately low in
tannin, Grenache is often blended with other
varieties for structure and balance, though it
makes exceptional rosés on its own.
In Spain, Grenache is most often blended
with Tempranillo to make Rioja. In the Rhône
it’s blended with Syrah, Mourvèdre, Cinsault,
and as many as ten other varieties, providing
the backbone of many red wines, including
Châteauneuf-du-Pape, Gigondas, and Côtesdu-Rhône.
On its own, well-made Grenache has aromas
of black cherry, black currant jam, pepper,
and licorice, every velvety mouthful often
with heady alcohol levels. It is also grown in
Italy, Australia, California, Greece, Chile, and
South Africa.
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Malbec resembles Merlot, but the vine is
subject to rot and coulure. For this reason, in
the wake of a 1956 freeze, French producers
pulled out most of their Malbec, largely
replacing it with Merlot. It requires a dry,
moderately warm climate, and thrives in
well-drained limestone soils. Although it’s
slightly low in acid, the vine produces tiny,
thick skinned, blue-black berries brimming
with colour, ripe tannins, and lush fruit.
Malbec was imported to Argentina in 1852, but
it was not until the mid-1990s that the variety
began to emerge as the country’s signature
vine. In particular, the Mendoza Valley’s warm,
dry climate suits Malbec well and yields high
quality wines.
Malbec is a dark purple, highly perfumed
wine with blackberry and damson plum fruit,
aromas of violets and tobacco, with lots of
ripe, juicy tannin. It is also grown sparsely in
the Loire Valley, Chile, Australia, and Italy.

The fruit is markedly high in potential alcohol,
acidity, colour, and tannin, making Mourvèdre
an excellent contributor of structure and
density in a blend. Extensively used in southern
Spain in a variety of red blends, Mourvèdre is
an especially good foil for Grenache’s lush,
low-acid, and low-tannin fruit. In the southern
Rhône, it is one of the primary red varieties
used in Châteauneuf-du-Pape, Côtes-duRhône, Tavel, Bandol and other Rhône Côtes
de Provence appellations. Only in the last few
years has it appeared as a single varietal wine.
It is also grown in California, Australia, and
South Africa.
Mourvèdre produces beefy, rustic wines high
in alcohol, acid, and tannin, with moderate
blackberry character as well as Provencal
herbs, leather, mushrooms, and a hint of
barnyard, and can develop surprising finesse
and complexity after a few years in a bottle.

Nebbiolo
Originating in Piedmont in the seventh
century, Nebbiolo is native to the area around
Alba, between Milano and Torino. The name
was first recorded in 1268 as Nibiol, from
nebbia, or fog - perhaps a reference to the
mists blanketing Piedmont’s hills on fall
mornings or to the dusty bloom, which covers
the berries at harvest.
Though it is one of the world’s greatest red
vine varieties, Nebbiolo has barely migrated
beyond Piedmont due to its extremely finicky
microclimatic demands. The vine buds early,
ripens late, and is highly susceptible to
coulure, requiring shelter from wind and dry
weather at both ends of the growing cycle.
Paradoxically, it does not do well in warm
climates but must get a lot of direct sunlight in
order to ripen.
Nebbiolo tolerates various soil types but
prefers clay and limestone marl with mineral
content, producing pyramidal bunches of

medium-sized, deep purple, thin-skinned
berries. The fruit is quite high in acid and
tannin, but is not dominantly fruity.
Nebbiolo stands alone in wines under the
Barolo, Barbaresco, Carema, Roero, and
Nebbiolo d’Alba designations, and dominates
the blends of Gattinara, Ghemme, Bramaterra,
and in Lombardy, Valtellina, Franciacorta
Rossa, and Sforzato.
Young Nebbiolo is tough, acidic, and
bruisingly tannic. As it matures (which can
take decades) blackberry and wild cherry fruit
emerges with notes of violets, rose petals,
truffles, and tar, making up a sublime bouquet.
Barolo is known to Italians as the wine of “tar
and roses”.

Petit Verdot
Petit Verdot is thought to be native to western
Bordeaux, likely present in the Médoc well
before Cabernet Sauvignon and probably
more prevalently grown. While plantings are
sparse today, the variety’s contribution is
significant.
In Bordeaux, Petit Verdot ripens extremely
late, after Cabernet Sauvignon, and in cool
years may not ripen at all. It produces small,
spherical, thick skinned berries of intense
blue-black colour, high in tannin, alcohol,
acidity, and phenolics (flavour compounds).
In blends it is an excellent contributor of
colour, structure, fragrance, and fruit density,
though it lacks finesse. On its own, in warmer

climates, it yields a dark, firmly structured,
tannic wine of superb acidic balance with full,
fresh spice, pepper, and black fruit flavours
and aromas offset by an impression of violets.
It is also grown in Italy, Spain, California,
Australia, Chile, and Argentina.

Sangiovese
This ancient native Tuscan vine is one of Italy’s
oldest red varieties. The name, from Latin
“sanguis Jovis”, means blood of Jupiter. Now
widely disseminated throughout the country,
it is Italy’s most prevalent red vine, and beyond
its primary concentration in Tuscany is also
extensively planted in Emilia-Romagna and
Umbria.
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Tempranillo produces exceptionally dark
wines, which are lush rather than complex,
with intense black cherry, raspberry, and
currant aromas with notes of plums and
tobacco. Lighter versions are deliciously red
fruity and soft.

Zinfandel (Primitivo)
California has laid claim to Zinfandel as its
own from the first plantings in the 1850s.
Actually Zinfandel belongs to the Vitis
Vinifera family of European vines, so it cannot
have originated there, but California did put
Zinfandel on the map and remains by far its
pre-eminent area of cultivation.
It was only in 1994 that plant geneticists
established through DNA typing that Zinfandel
and the Italian grape Primitivo are genetically
the same, but neither one is indigenous to
Italy. In late 2001 they discovered a Croation
vine called Crljenak Kastelanski, which proved
to be identical to Zinfandel.

[

Zinfandel assumes many personalities. well-made examples
are aromatic, brawny, full bodied, and densely textured.

Sangiovese is neither highly vigorous nor
very productive. It ripens late and requires
abundant sunlight, ideally planted on welldrained, south and southwest-facing slopes
of shale and limestone. The fruit is low in
colour and extract, high in acid and tannin,
only moderate in sugar and alcohol, and
earthy rather than fruity.
Chianti and Chianti Classico absorb the
lion’s share of Sangiovese, dominating a
blend that includes many other varietals. It is
an important component in other D.O.C.G.
and D.O.C. wines such as Vino Nobile di
Montepulciano, Carmignano, Torgiano,
Montefalco Rosso, Pomino, and Rosso Piceno
as well as in numerous I.G.T. Supertuscan
wines (Tignanello being one of the best-known
examples). Only in the D.O.C.G. of Brunello di
Montalcino is Sangiovese unblended as the
specific clone of the variety called Brunello. It
is also grown in Argentina, Romania, Corsica,
California, Australia, and Chile.
Classic Sangiovese is bone-dry, earthy, and
tannic, with medium body, strong acid and
tart cherry fruit, sometimes offset by notes
of herbs, mushrooms, and barnyard, which
evolve to a velvety leathery/earthiness with
long aging.
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Tempranillo (Tinta Roriz)
Legend has it that Tempranillo was brought
to Spain by French monks on pilgrimage from
Burgundy to Santiago de Compostela, but
it actually originated in northern Spain and
spread through Iberia from the Rioja and
Navarra regions. Tempranillo is also important
in Portugal, where it is known as Tinta Roriz or
Aragonez. It was first planted in the Douro
Valley in the 1700s by Quinta de Roriz, and is a
primary grape in Port wine.
The vine takes its name from temprana,
meaning “hurry up” or “quick”, in reference
to its early ripening. It’s best suited to chalky
or sandy clay slopes, which are not too arid.
The thick skinned, deep blue-black berries are
high in colour and extract, but low in acidity,
and moderate in aroma, sugar, tannin, and
potential alcohol.
Spain’s fourth most planted vine, Tempranillo
is the foundation of the great red wines of
Rioja and Ribera del Duero, and contributes to
the wines of nearly every region. In Portugal’s
Alentejo it yields dry wines, but in the Douro
Valley it is one of the six best varieties, with
Touriga Nacional, Touriga Francesa, Tinta
Cão, Tinta Barroca, and Tinta Amarela, for the
production of Port.

In the Cabernet craze of the early 1980s,
Zinfandel might have disappeared had it not
been resurrected by the introduction of white
Zinfandel from Sutter Home, and the serious
table wine version from Ridge Vineyards. By
1998, Zinfandel was again California’s most
widely planted fine red vine.
Zinfandel requires a long growing season
with hot days and cool nights to fully develop
its flavours and maintain acidity. It ripens
unevenly, often yielding green berries and
raisins on the same bunch at harvest. The
berries are thick skinned and dusky blueblack, with intense berry flavour, good acidity,
firm tannins, and soaring sugar levels that can
reach 17% potential alcohol!
Zinfandel assumes many personalities, and
well-made examples are aromatic, brawny,
full bodied, and densely textured, with jammy,
briary flavours of black fruit, plums and raisins.
It may exhibit pronounced notes of pepper,
spice, rose petals, and chocolate on the nose
and the palate, and takes well to restrained oak
contact, which lends nuances of cedar, vanilla,
and tobacco.
While this list is by no means complete (or
comprehensive) it’s a great starting point
for learning more about the character and
origin of a few of the grapes available for sale
in Alberta. More information on these and
hundreds of other reds can be found in some
of those 30-pound coffee table books, such as
Jancis Robinson’s Vines, Grapes & Wines or The
Oxford Companion to Wine and The World Atlas of
Wine by Hugh Johnson and Jancis Robinson.
Read about white varietals in the upcoming
Spring 2015 issue of Liquor Retailer.

AGLC Report
by Shane Loxterkamp

Compliance and Social
Responsibility: Successes of 2014
and Priorities for 2015
I’m grateful for the opportunity to give
Alberta’s liquor stores a brief update on
the compliance and social responsibility
priorities for the Alberta Gaming and Liquor
Commission in 2015.
Before I get into what’s ahead, I’d like to
recognize some significant accomplishments
from last year.
In September, ALSA celebrated its 20th
anniversary. This occasion was a great
reminder of the day-to-day efforts that all
retailers put into providing Albertans with
high quality responsible sales and service.
Albertans have taken note of your efforts and
report high levels of satisfaction with liquor
retailing in our province. As reported in our
annual report last year, this satisfaction rating
exceeded 80%.
Another important statistic in our annual
report, which I think is a true testament of the
quality of liquor retailing you provide in this
province, is the rate of compliance we see with

our liquor laws and policies. In 2013-14, 96.4%
of liquor licensees complied with legislation,
regulation, and policy. Responsible liquor
sales are important to Albertans, and judging
by this compliance rate, it is obvious to me that
it is important to you too.
As retailers, you are at the front lines of
responsible liquor sales. You and your
staff are crucial to delivering on Albertans’
expectations for the safe and responsible sale
of liquor products. This is why I am constantly
looking to balance AGLC enforcement
activities with education - making sure you
understand the policies you are required to
follow and the need for compliance. I have
also turned to more targeted inspections, to
focus AGLC efforts on higher-risk areas and
licensees.
There are a lot of opportunities for us to work
together in continuing to build a culture of
responsible sale and service of liquor. To this
end, I’d like to share with you the key priorities
my division will be working on in 2015:
• Continue to gather industry feedback and
use it to streamline policies and regulations
to create opportunities for innovation within
industry

• Work towards modernizing our processes
and IT systems to provide enhanced service
• Continue to improve compliance rates
by providing targeted information aimed at
preventing violations
Good working relationships and frequent
communication will help us - the AGLC and
you, the retailers - achieve great results
in these areas. I invite you to email your
questions, suggestions, concerns, and kudos
about your dealings with staff or any aspect
of the Compliance and Social Responsibility
Division to inspections.mailbox@aglc.ca.
It’s important for us to know where we can
improve and it’s also good to know what we are
doing right. Our goal is to serve you the same
way you serve Albertans - with high quality
service.
I look forward to working with you in 2015, and
wish you a very successful and prosperous
year!
Shane Loxterkamp is VP Compliance and Social
Responsibility at AGLC.
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ALBERTA

LIQUOR SALES
CASES SOLD

}

16.5 Million 6.5%
increase
201417.5 Million
2013

Cases Received into Connect

}

17.2 Million 8.8%
increase
201418.8 Million
2013

Top 5 Cities for Sales

1• Calgary 2• Edmonton 3• Sherwood Park 4• Grande Prairie 5• Red Deer
Source: Connect Logistics

12 Liquor Retailer

product showcase

Circus Malbec 2013
Red Wine
Argentina

Relax Riesling
White Wine
Germany

90pts. Winescores.ca

Relax Riesling in the
Blue Bottle is fermented
slightly dry, with a
wonderful fruity bouquet
and intense flavours of
apples and peaches with
just a hint of citrus.

Best value Malbec, now
available in Alberta.
“Exceptional value,
luscious aromas of purple
berries...intensity…
concentrated blackberry,
blueberry and tobacco.
Mouth-watering finish
of bittersweet cocoa and
spice. Very good.”

The natural acidity
gives this wine a
perfect balance that
is refreshingly crisp
and leaves your mouth
watering for more.

St. Lucia Chairman’s
Reserve Spiced Rum
Spiced Rum
St. Lucia
96pts. Wine & Spirits
Magazine
The rum contains
local spices and fruits
including cinnamon,
clove, nutmeg, vanilla,
coconut, all spice, lemon,
and orange.
Definitely one the best
spiced rums in the world
and one that should be on
the back bar of any spiced
rum lover.
Also available:
St. Lucia Forgotten Casks
RumGold Medal (Best in
Class) International Wine
& Spirit Competition
Please call for allocation.

Spiced Rum
700ml (6 bottles/case)
+745130 $28.99

Yukon Shine - AuraGin
Gin
Canada
Twelve carefully chosen
botanicals, including
fresh grapefruit, lemons
and limes, create a crisp
and refreshing citrus
flavour.
Vapour infusion achieves
a superior, smoother
quality gin.
100% distilled in the
pristine, vastly untouched
Yukon by Yukon Shine
Distillery. Distilled five
times. Filtered five times
including an exclusive
genuine Yukon gold
filtration.
Less juniper, more
flavour! A refreshing new
take on gin.

Yukon Shine – Yukon
Winter Vodka
Vodka
Canada
Blended vodka distilled
from Yukon Gold
potatoes, Canadian rye
and malted barley.
100% distilled in the
pristine, vastly untouched
Yukon by Yukon Shine
Distillery. Distilled four
times. Filtered five times
including an exclusive
genuine Yukon gold
filtration.
A full mouth velvety
feel. Well-rounded,
slightly sweet with a
hint of vanilla and agave.
Incredibly smooth with
little to no burn. Yukon
Gold potatoes provide
a slight sweetness and
smooth taste without the
addition of any additives.

750ml
+725349 $9.99

750ml (12 bottles/case)
+717708 $9.99

Also available:
Circus Cabernet
750ml
+725348 $9.99

Also available:
Relax Cool Red (Red Bottle)
750ml (12 bottles/case)
+721152 $9.99

Forgotten Casks
700ml (6 bottles/case)
+745129 $36.99

750ml (6 bottles/case)
+777364 $36.99

750ml (6 bottles/case)
+777363 $36.99

1-877-737-0018
www.dhs-wine.com

604-737-0018
www.dhs-wine.com

604-737-0018
www.dhs-wine.com

780-982-1222
www.yukonshine.com

780-982-1222
www.yukonshine.com

40% alc./vol.
40% alc./vol.
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Profit and Loss, Shortage and Inventory Value
reports are necessary for evaluating viability
and profitability.
Improved Customer Loyalty - Fulfilling the
customer’s product wants helps build and
secure customer loyalty.
A Better Profit Margin - Poor inventory
management chips away at the bottom line.
A Quicker, More Accurate, Inventory Count

Timing Inventory Counts

TAKING STOCK

inventory management counts
by Stacy Mueller

Whether you consider dealing with inventory a necessary evil or you are one of
the few that actually thrive on the process (they are not mythical creatures, I have
actually seen them!), one thing we can all agree on is that inventory management
is extremely important to running an efficient, profitable liquor store.
Poor inventory management results in:
Out-of-Stocks - Not having the product
your customers regularly seek equates to a
loss in profit. Regular out-of-stocks can, and
often do, result in the loss of one of your
most valuable assets, the regular customer.
If customers are made to go elsewhere often
enough, they quit coming back - no matter how
charming you and your team are.
Over Stock - Product in the back room is
equal to cash on hold.
Irrelevant Stock - In an attempt to compete
or offer variety, many businesses stock
unnecessary items. Investing important
dollars on product that does not turn over
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quickly enough to warrant the valuable real
estate it occupies is a bad investment.
Employee Theft - 44 - 70% of theft is internal.
Pocket bottles/shooters and cash from the till
are the most common areas of loss.
Strong inventory management results in:
Pinpointing Issues Quickly - Whatever
the issue - theft, out-of-stocks, etc. - having
current, accurate information allows for a
quick response.
Better Purchasing - Knowing the cash flow,
cost of goods, and product availability are all
aspects of strong inventory control that lead
to better purchasing decisions.
Reliable Reporting - Accurate Cost of Sales,

Having been a Liquor Retail Manager,
Operations Manager for a Liquor Retail Chain,
and a private consultant, I have literally been
involved in, monitored, reviewed and troubleshot thousands of inventories! Even with all
of that experience, there was always much
debate over the best process for conducting
inventory counts and how often they should
be done. From personal experience, to get the
best result, all product should be counted once
a month. Theft, short-ships, shipping errors,
receiving errors, and previous miscounts add
up quickly. If left too long, they are very hard,
if not impossible to track and can lead to
hundred and even thousands of dollars in
loss. Conducting a monthly inventory count
allows for a quick reaction to issues, reveals
consistent inventory patterns, and highlights
the potential missed invoice or product return.
One suggestion for conducting a monthly
inventory count is to break it down over a fourweek period. For example, week one is beer
inventory, week two is spirits, week three is
wine, week four is coolers, ciders, and nonliquor items. Breaking the inventory process
down over the course of the month will result
in quicker, more accurate inventory counts.
Inventory is supposed to be conducted prior to
or after store hours. Coming in a couple of hours
early is much easier than pulling an all-nighter!
A long, drawn out, overnight inventory count
leads to inventory burn-out. The more tired and
bored the staff becomes with counting, the less
accurate the final count is.
Here are a few simple suggestions to help
make for a smoother inventory count:
• Make sure all invoices have been received.
• Send vendor returns back regularly.

• Deal with breakage. Much like over-stock, breakage is cash on-hold.
(Assuming it is returnable.) I am shocked by the amount of product
breakage I see sitting in back rooms, sinks, storerooms, etc.

offers integration with online and email order desk as well as importable
receiving. These options cut down on ordering and receiving errors that
impact COG and COS.

• Put broken bottles in a paper bottle bag with the product name and
SKU/CSPC number on it. Don’t make staff (or vendors) dig through
broken glass.

Finally, having documented processes and procedures in place will
help keep inventory management on track. Review your processes and
procedures regularly. Get input from your employees and make changes
when they make sense. Getting staff on board and having everyone on
the same page is not always easy, but it is well worth the effort.

• Fullystockthesalesfloorshelves.Staffquicklylearntocountbyrows.
Make sure all product is pulled forward - it’s easier to count.
• Don’t keep over stock in cartons unless they are full cases of the same
product. It is time consuming to have to open every box.

Stacy Mueller is a Liquor Store Business Development and Marketing Consultant and
can be reached at stacy-mueller@outlook.com.

Techniques
There are many methods for conducting an inventory count. Paper
counts, hand-held stock counters, and my new personal favourite
- the iPad mini. Being able to view the product information, enter
counts, edit counts, and have that count information sent directly to
the POS system is one of the best advancements in POS systems
I have seen in many years. Inventory counts are, in my opinion, the
most difficult aspect of inventory management. Being prepared and
organized, and having good tools available, helps make the process
smoother and results in a much more accurate count overall.

POS Systems
Having a good POS Management System is crucial. There are many
options available for liquor stores - from stand-alone local systems
to cloud technology solutions. Some things to look for when it
comes to inventory management include:
Real-Time Inventory and Sales Data - Decisions often have to
be made “now”, so having live data aids in making those decisions.
Reporting - Inventory Evaluation, Daily/Weekly/Monthly/Annual
Sales, Top/Bottom Sellers, and Variance Reports are important to
inventory management.
Technology - When it comes time to upgrade or replace your
current system, look for one that’s based on current available
technologies. Too often one technologically outdated system is
replaced with another technologically outdated system. (At the very
least, make sure your data is exportable via Excel or pdf. It’s amazing
how many systems hold your data hostage.)
Strong Ordering and Receiving System - Look for a system that
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Brewing success

by Joanne Sasvari

David Owens, Chief Operating Officer

At Sherbrooke Liquor in Edmonton, they’re here for the beer.
Of course, the store sells fine wine and exceptional spirits too, but if you’re
craving a great craft brew, this is the destination you want to plug into your GPS.

16 Liquor Retailer

“We’re known for having the largest beer selection in Canada,” says
Chief Operating Officer David Owens. “People come in and wander in
amazement looking at all the things in our store. If you’re looking for
something unique, you can usually find it at Sherbrooke.”
The store carries a vast selection of domestic, import and craft
beers, most of which can be found in a massive, 1,200-squarefoot walk-in cooler. It’s so big, with
so many items on display, David
says, “Customers will walk into the
cooler, stand in there for a little bit,
then walk out. Then they’ll go back
in wearing a coat, so they can spend
more time in there.” The store also
has a growler bar featuring an array
of freshly poured beer.

David also emphasizes training, which he feels was a piece that
was missing as the store and its reputation grew. “It’s tough when
you think you have a small business, but you’re not really a small
business anymore, and you don’t have the fundamentals in place,”
he says. Several staff members have taken WSET training, and the
goal is to have all of them beer certified. “We really are here to help
people learn,” he states. “Our belief is that the absolute best bottle of
wine, the absolute best beer, or the
absolute best whisky is the one you
enjoy the most. It doesn’t matter if
it’s a $10 bottle or a $100 bottle.”

“We’re just a fun place to
be at the end
of the day.”

A Family Affair
Sherbrooke Liquor has been around since the mid-1990s, but it wasn’t
until 2003 that David’s family bought it and began transforming it into
the destination retailer it is today. It was initially his brother’s idea.
Back then, Jim Pettinger was operating a now-defunct liquor delivery
service, so buying the store was a natural addition to that service. It
was also Jim who got them into beer. “He’s a collector, and we began
collecting beer,” David describes.
David’s parents are the principal owners, although they are mostly
retired now. His sister sits on the board, Jim has moved on to new
ventures, and David runs the store. “I still check in with them once a
quarter to let them know what’s going on,” he explains. “It’s actually
really good. My folks have a tremendous amount of trust in me, and I
want to keep that, so I work my butt off to maintain that trust.” Since
his dad, Stephen Moran, still likes to stay involved, David says with a
laugh, “I delegate things to him every once in a while.”
David came to the liquor retail business after a lifetime in other food
and drink enterprises, including 12 years at Starbucks. “My friends
keep joking that I get better throughout my career,” he says. “I started
with pizza, went on to coffee, and now I’m into booze, and they like that
considerably more.”
The “family” part of the business also extends to the staff. David
recently instituted a profit-sharing program for staff, giving them a
real incentive to stay invested in the success of the operation. “It’s
great to see the positive impact that can have,” David shares. “Our
family philosophy is that we’re not in this to get rich overnight. It’s a
long-term process.”

Connecting with the Community
When it comes to marketing, Sherbrooke Liquor is active on social
media, including Twitter (@BeerBlast), Facebook, and their own blog,
which focuses mostly on beer.
More importantly, David says, they are involved in the community,
and not just at beer and wine shows. They sponsor music events
and charitable fundraisers such as Uniquely Me, which supports the
Edmonton Down Syndrome Society. “We’re getting out in front of
everybody,” says David. “It’s not just the beer geeks coming out to
our store.”
Then again, he gives the beer geeks plenty of reasons to visit,
including all those ales, lagers, porters, and stouts, not to mention the
unique brews that are custom-made by local craft breweries. “We’ve
had 29 different beers brewed for us under the Sherbrooke name,”
David recalls. (His favourite was the Double Dutch imperial porter
created for the store’s 10th anniversary.) “We’re just a fun place to be
at the end of the day.”
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Facebook
In a Facebook-sponsored study from IDC,
Facebook users checked the mobile site an
average of 14 times per day in 2013, making it
one of the most actively used apps available.
Although Facebook’s growth seems to have
plateaued, it still boasts the largest user base
of all social networks.
Over the past year, Facebook began restricting
the organic spread of content, meaning that
when you make a post on your business page,
Facebook allows only a small fraction of your
fans to view the post. In order to reach a larger
portion of a page’s fans, businesses must
now allocate a budget towards ‘boosting’ their
posts and use tools such as Facebook Offers.

MARKETING USING
MOBILE APPS
Build Your Customer Base
with the Top Five Apps
by Amy Elderkin

With over a quarter of Canadians using a mobile device in 2013 to access the web
(mobile phone, 20%; tablet, 6%), there has never been a better time to reach out
to potential customers. Here is my list of the top 5 apps to help you attract more
customers in 2015.
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Facebook Offers allows you to create
specialized deals, directly from your page.
These deals will show up in your fans’
timelines. When your fans claim your offer,
their friends may also see it as a story in
their personal News Feeds, extending your
post’s reach. The offer can then be claimed
online or at your store. For the most accurate
results, target your ads to your specific
market. Looking to sell more wine? You can
target your ad to those who list ‘wine’ as an
interest. Facebook’s analytics will give you the
flexibility to see what works, experiment, and
make changes as you need to.
Start at www.facebook.com/business/offers.

Instagram
Instagram, one of the fastest growing social
apps of 2014, is the perfect tool to showcase
happenings at your store, recipes, pairings,
and more.
To utilize this platform effectively, there are a
few key things to consider:
• Share beautiful, consistent images
Good lighting and stability are some of the
keys to good photography. If your phone
isn’t generating quality photos, pick up
a DSLR or a newer point-and-shoot, then
capture and transfer those photos to your
smartphone for posting.
• Good editing is essential

I recommend two apps: Snapseed for
editing, and VSCO Cam for light edits and
filters. Both are available for free through
your app store.
• Always geo-tag your location
This will allow potential customers to
search photos that have been posted from
your location.
• Tag relevant people or businesses
Tagging the people and brands
represented in a photo (alcohol brands,
sales reps, etc.) will help generate more
exposure for your business.
• Add hashtags and increase your reach
Hashtags are the primary way people
find content on Instagram, so choosing
the optimum hashtags can make a huge
difference. #Calgary, #Gin, #Wine, etc.
Also consider popular global hashtags
like #Food, #Picoftheday, #instafood.
• Engage with your customers
Make it a habit to reply to anyone who
comments on your photos or takes a photo
from your location.
Get more information at www.instagram.com.

Foursquare/Swarm
Foursquare’s app is still a key player in mobile
for business. 78% of people who search locally
on their phone end up making a purchase, so
it’s important to utilize geo-location based
tools like Foursquare to your advantage.
Although Foursquare is not a new app, the
geo location-focused network has worked
hard over the past year to make significant
improvements to their user experience. The
people at Foursquare noticed a sharp decline
in the number of “check-ins” over the past
couple of years. Users were finding more
value in socializing with friends or discovering
new or nearby businesses, than they were
documenting their stops along the way. In
2014, Foursquare decided to create Swarm, a
separate app just for check-ins, and keeping up
with friends, while reinventing the Foursquare
app as purely a discovery platform.
Foursquare for business allows you to reach
out to people nearby who are searching for
what you offer, or people who have visited
similar businesses, but not yours. It lets
businesses set up ads that are targeted to
the right people, and you don’t pay anything
unless a user clicks on your ad.
Learn more at www.foursquare.com.

[

Instagram, one of the fastest growing social apps of 2014, is the perfect
tool to showcase happenings at your store, recipes, pairings, and more.

Yelp
Yelp, best known as a review platform for
businesses, is also useful as a “discovery
engine”. The mobile app allows customers
to search what’s nearby and write reviews on
the spot. A great way to harness the power
of mobile searches is to set up a ”Yelp Deal”.
Yelp Deals are prepaid vouchers that offer
consumers a discount or deal at your
business. It’s an easy way to give consumers
who are already searching for a business like
yours an incentive to choose you over your
competition. Yelp users can buy your deal or
gift certificate directly on your business page
via the Yelp website or mobile app.
Visit www.yelp.ca for more details.

Google Maps
Google Maps may seem obvious, but few
businesses are keeping their profiles up-todate and optimized, and may be missing out
on sales opportunities as a result. In addition
to your general location, hours, and phone
number, Google Maps nowallows users to
upload photos and associate them with your

]

business. As a liquor store, you can beef
up your web presence by uploading your
Instagram pictures to the platform as well.
You can inspire potential customers with
cocktail recipes, tasting notes, and exclusive
products. Making it easy for customers to
access information about you means they’re
more likely to choose you over a competitor
in the area.
Visit maps.google.ca more for information.

Technology and marketing are constantly
evolving. While I’ve outlined some key
platforms, new apps with a mobile marketing
component are constantly hitting the market.
It’s important not to be married to any one
platform or solution. Stay up-to-date with
the latest trends and don’t be afraid to try
new things. Marketing is supposed to be fun,
after all!

Amy Elderkin is Co-Founder and Managing Director
of Popcorn. Her passion for building community and
creative approaches help her clients find success.
www.gopopcorn.ca
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spiritSpotlight

by Jerry Jobe

Single Malt Scotch
For the average imbiber, Scotch can be rather
intimidating. Ordering Scotch is akin to a
novice driver walking onto a car lot full of exotic
automobiles and being asked which one he
wants to test drive. Scotch is an aficionado’s
game, and to truly appreciate the nuances,
you have to invest time to immerse your pallet
in a new culture and language of taste. To help
your customers on the journey of discovering
what style of single malt Scotch appeals to
them, narrow down the field by helping them
identify which region they prefer. After that
they can start exploring the sub-regions and
then move on to other regions.
We’ll begin with a basic breakdown of what
“single malt Scotch” really means. The
descriptor refers to the final product coming
from one single distillery, utilizing barley as
its malt. Single malt must be produced in
Scotland, and be aged in oak casks for a
minimum of three years. In contrast, a Scotch
produced from products from several different
distilleries and regions is labeled “blended”.
Single malt Scotch categories get a bit
trickier, as there are five distinct regions that
produce five distinct styles of single malt - the
Highlands, Lowland, Campbeltown, Islay, and
Speyside - along with several sub-regions
within those regions. In comparison to the wine
world, this would be like Napa Valley, Alentejo,
Marlborough, Maipo, and the Okanagan all
being together in one geographic epicentre,
producing distinct styles of wine from
independent terroirs. In fact, to the average
consumer, wine and Scotch are very similar in
that they both can be intimidating to novices,
who need a base of knowledge to confidently
purchase these products. In the wine world
the first qualifier is varietal, while with Scotch,
it is its region of origin.

The Highlands - This region is traditionally
known for bold, robust, powerful single malts
that are smokey and heavily peated, with
a thick and creamy mouthfeel. The use of
bourbon, sherry, Madeira, and port casks in
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the aging process produce a varied selection
of flavour profiles from this region. From the
North of the Highlands, one can expect to
experience spicy, full-bodied single malts with
notes of heather, and from the South of the
Highlands, the offerings are noted for their
floral and fruitier profiles.

Lowland - The Lowlands region is known for
its expansive flat terroir, being home to only a
handful of distilleries, and for triple distilling
their single malts, resulting in the lightestbodied single malts of any region. Notes of
ginger, herbaceous cut grass, and light grains
are accompanied by a lighter mouthfeel and a
crisp finish.

Campbeltown - Once teeming with almost
30 distilleries, this region has sadly declined
to only three. The coastal proximity of this
region’s terroir results in single malts that
are earthy, dry, and pungent. This does not,
however, mean that they are without flavour.
Notes of leather, tobacco, chocolate, and
dried fruit are the characteristics that offset
the dryness, often attributed of the use of
sherry casks for aging.

Islay - On the west coast of Scotland, Islay
is hailed for its heavy smoke and medicinal
notes. Once primarily noted for heavily-peated
single malts, its five distilleries are now also
offering unpeated expressions. Undertones
of seaweed, salt, and ink complement the
smokey profiles of these single malts. This
combination has drawn bartenders worldwide
to the usage of Islay single malts to produce
body and aromatics in their creations.

Speyside - Speyside not only produces the
bestselling single malts in the world, it is also
home to the greatest number of distilleries
of any region, leading to the widest diversity
in the single malts it produces. From light
and sweet, to rich and powerful, there are
numerous variations of single malt Scotches

to please any enthusiast. The use of Caribbean
rum casks in addition to sherry casks takes the
primarily lighter, sweeter malts to darker, more
complex flavours on the palate.
The appreciation of single malt Scotch is
as diverse as an appreciation of wine, with
the exception that it is not as approachable
to the palate for those who are accustomed
to lighter spirits. Like any other complex
drinking experience, whether it involves craft
beer, coffee, or wine, the best way for your
customers to gain confidence in preference
and knowledge is to taste as many different
styles as they can. As they experiment with
different flavours, they’ll find the single malt
Scotch that suits them best.

wine report

by Tim Ellison

Syrah/Shiraz - The Evolving Classic
In the New World we call it Shiraz. Everyone knows and loves this crowdpleasing red. Whether it’s with burgers from the BBQ, an accompaniment
to a romantic candlelit dinner, a glass of wine after work, or enjoyed while
you’re entertaining - Shiraz makes a round, full bodied, juicy, rich red
that does the trick. Instantly identifiable, with gobs of black fruit, gentle
tannins, and often high alcohol, these wines can form the backbone of
any red wine offering.
In Europe, it is more often referred to as Syrah. Originating in the French
Rhône-Alpes region, and first mentioned in the 1700s, this suspected
descendant of Pinot noir shows the same black fruit, spice, and meaty
character of its New World counterpart, but it can often be framed in a
leaner and more elegant style. The declining practice of co-fermenting
small percentages of Viognier grapes (Syrah’s possible sibling) with
Syrah-produced wines created floral and spice nuances and a brighter
style. The co-ferment also helped fix tannins, so these wines benefited
from serious cellar age.
It’s important to remember, however, Syrah frequently doesn’t stand
alone. Its rich tannic character, generous fruit, and deep colour make it
an ideal blending partner. Paired up with just about every grape under
the sun, it adds depth, structure, complexity, and longevity to wines. Be
it playing a supporting role to Grenache and Mouvèdre in Châteauneufdu-Pape or its combination with Cabernet Sauvignon down under, Syrah
continues to make wines more appealing.

Australia produces Shiraz-based wines in all styles, quality level, and
price. First introduced in 1832, the vines prospered and have grown into
today’s almost 44,000 ha. The most serious and concentrated wines are
coming from South Australia’s Barossa Valley. This is the home of some
of Australia’s oldest vines, topping a century or more. These gnarled and
ancient plants produce wines of depth, concentration, and longevity.
Penfolds Grange (perhaps Australia’s most iconic Shiraz) is a result of
this region’s hot and dry conditions. The wines are rich, spicy, oozing
with tar and chocolate, and have long lives. McLaren Vale (to the south
and experiencing a breezier climate) produces wines with a leaner, less
opulent style. To the north, from Clare Valley, wines of fine texture and
tannins are known for their elegance. Padthaway and Coonawarra in the
Limestone Coast make wines higher in acid and with often firmer tannins
that are unique, due to climate and iron oxide based soils that can lend a
lifted herbaceous character. One of the most exciting regions emerging
from the Australian scene is Heathcote. Be on the lookout for elegant,
spicy, lower alcohol examples from this up-and-coming area. To the
west, in Margaret River you can find elegant, Rhône-style Shiraz.
With the strong popularity of these wines, you should be carrying a
good selection of Syrah/Shiraz-based wine. There are many styles at a
wide range of prices and formats that will contribute positively to your
bottom line.

Syrah’s popularity has resulted in aggressive plantings around the
world. Hectares in France have exploded from 1600 ha in 1958 to over
68,000 ha today. Spain is another important producer with over 16,000
ha of Syrah (plantings increasing five times in the four years from 2004
to 2008), mostly concentrated in the central region of La Mancha and to
the northeast in Catalonia. Spain can be a source of single varietal or
blended wines offered at tremendous value.
Another source of predictable, value-driven Syrah is Chile and
Argentina. In Chile, the bulk of the plantings are in Colchagua and
Cachapoal, making classics such as Lapostolle, Santa Rita, and Montes.
Some feel these wines are being eclipsed in excitement and quality by
the more northerly, cooler regions of San Antonio, Limari, and Elqui.
These are certainly emerging areas worth keeping an eye on. Argentina
has more hectares of the grape planted than Chile, with the bulk located
in Mendoza.
South Africa makes a ripe, heavily-oaked New World style Shiraz. New
Zealand is generally too cool, although there are a few quality examples
being produced there.
Italy is an unenthusiastic grower and there are small smatterings in
Eastern Europe. Even the famous Californian “Rhone Rangers” are
responsible for a paltry 7,800 ha (compared to the state’s 31,000 ha of
Cabernet Sauvignon!)
It is really Australia that is holding the torch for Shiraz in the New World.
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As we enter into an era of changing
demographics, traditional sources of young
labour are getting tighter. Competition for the
talent that does exist is getting more fierce
(from other operators as well as companies in
other industries), and it is getting even more
difficult to match the expectations of potential
new hires with the reality of the nature of the
work to be done. Sourcing has become a
critical element of an effective HR plan.
So where do you start? The answer to this
question often lies in where you are to begin
with (both figuratively and literally). Your
sourcing strategy may be quite different if you
are looking for a manager in the country than if
you are in a large metropolitan area. Likewise,
a large chain may have different sourcing
strategies from that of a small operator that
is located just down the street. In addition, if
you have a reputation for being an innovative
employer who is fair and values staff, your
approach to sourcing will be different than if
you are unknown (or worse, known for having
a poor reputation as an employer). There
are, however, some common approaches to
sourcing that may be of help.

FINDING GOOD
PEOPLE
Sourcing Staff in a
Tight Labour Market

by go2hr

Simply put, sourcing is the art of finding skilled people to do the work that needs
to be done. Sourcing can be a challenge at the best of times.
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Current Employees
Have you got someone already working for you
who can fill the vacant position, maybe with a
little bit of training, coaching, and support?
Having an internal promotion policy is not only
a good way to fill vacancies as they occur; it is
also a smart way to retain the good employees
that you already have. People who see their
colleagues get ahead in the company will be
more likely to stay, because they see that hard
work and effort are recognized.

Employee Referrals
Can one of your employees refer someone
who is capable of doing the job? Employee
referrals can be one of the most effective and
inexpensive methods of finding new people.
Employees who are happy with the company
they work for are often quite willing to suggest
a friend whom they think can do the job. As
they tend to take responsibility for the referral,
they usually make sure that it is someone who
is a good fit with the company, has the skills to

do the job, and is fully aware of the pluses and
minuses of working for you.

Friends, Suppliers, and Customers
Another potential source for new employees
is your network of friends, suppliers, and even
customers. Just putting the word out (or,
more formally, posting the vacancy) can be an
effective recruiting method.

Drop-Ins
How do you recruit good people when
you don’t have an immediate opening?
Big companies have elaborate (and often
expensive) resumé tracking systems to keep
track of good applicants, so they can contact
them when an opening occurs. The same
principle can be applied for the small- to
medium-sized operator who can’t afford a
computerized system. Simply collect resumés
as they come across your desk and during
down time (as seldom as this may occur)
interview the promising ones. Put the resumé
of anyone who interests you into a separate
folder for review when an opening occurs.
This sourcing strategy works especially well if
you have a good reputation in the community
as an employer of choice. If you use this as a
sourcing method, you should keep in contact
with the promising applicants on a regular
basis (every few months), so they know that
you are still interested in them. This allows
you to update your files if the applicant’s
circumstances have changed.

Memberships and Associations
Use the associations that you belong to.
Associations are there to serve their members.
Many of them have good communication
channels for advertising your vacancies. Even
if the ad doesn’t reach potential applicants
directly, letting other employers know that you
are looking for people can be useful if they
happen to be in a surplus situation.

[

Employee referrals can be one of the most effective and
inexpensive methods of finding new people.

recipients, individuals on Social Assistance,
new immigrants, etc.), and develop a bank
of prescreened applicants that may fit your
needs.

Commercial Placement Agencies
These agencies typically specialize in a
particular area (management, sales, etc.).
Although these agencies can be somewhat
expensive (they can charge up to 25 to 30% of
the gross annual salary of the position being
filled), they can be an effective way of filling
some specialized or difficult-to-fill positions.

Classifieds and
Career Advertising

This can be a relatively inexpensive method of
recruiting. There are a number of job boards in
the commercial marketplace that can get the
word out that you are looking for people.

Classified or career ads in community,
provincial, or national newspapers can be
effective, and can range from the relatively
inexpensive (a classified ad in the local
community newspaper) to very expensive.
An ad in the career section of a national
newspaper can cost several thousand dollars
for one ad placed for one insertion.

Specialty Placement Agencies

Colleges and Schools

There are various placement agencies
that specialize in screening and referring
applicants at little or no cost to you. These
agencies typically tap into labour markets that
are under-utilized (Employment Insurance

These can be an extremely potent method for
sourcing applicants. Take advantage of co-op
placements, internships, and work placements
offered by these institutions. This approach
allows you to see a potential applicant in

The Internet
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action, while you are getting some essential
work done. Equally importantly, the student
not only gains valuable work experience, but
also has the opportunity to see what it’s like
to work for you. If you have the reputation of
being an employer of choice, this exposure
can do wonders for your sourcing strategy.
Even if you don’t end up hiring the student, the
word will get back to his or her peers about
what it’s like to work for you, and your next
advertisement in the local school paper or
through the school’s placement program will
provide a number of good applicants. This
strategy will be less successful if the student
finds your place of employment to be less than
satisfactory, or not as good as other work
placement opportunities.

Seasonal Exchange Programs
Some innovative companies are forming
partnerships with other organizations to
level off their peak seasonal requirements.
Basically, this approach works when two
or more companies require the same basic
skill sets but have different seasonal staffing
requirements. When one organization is busy
and needs employees, it has an arrangement
with another organization that is entering a
shoulder or down period and can provide
some of its surplus employees.

Copyright © 2012 go2 Tourism HR Society. All Rights
Reserved. Republished under license.
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what’s New?
Beer

39 ½ Foot Pole Black Currant IPA is made with locally-grown black currants.
Crafted in the India Pale Ale style, this unique brew from Yukon Brewing is 6.7%
alc./vol. Limited Release $64.80 per case (12x650ml bombers) +769178
White Dragon Double IPA is Alley Kat Brewery’s latest addition to its Dragon
Series. Single hopped with Chinook hops, this Dragon is packed with enough
punch for winter and beyond. This brew starts off with slight notes of citrus before
being dominated by flavours of pine and resin with a mildly bitter finish. $61.00 per
case (12x650ml) +749778

Wine
Heartache Pure Desire Pinot Noir 2012 is hugely expressive with aromas of
cranberry, raspberry, and red cherry leading to rich flavours of pomegranate, cedar,
and just a touch of earthy leather. It’s bright and food-friendly. $11.99 wholesale
750ml +767897
MadFish Sauvignon Blanc Semillon 2014 showcases aromatic white grapes
grown in the southern regions of Western Australia. It’s pale straw in colour,
offering rich aromas of fresh melon and pear. The palate shows apple, pear and
tropical fruit notes with light citrus undertones, a flinty mouthfeel and a dry, herbal
finish. $14.99 750ml +676817 MadFish Shiraz 2010 is a rich dark, cherry red
wine with great colour intensity. Enjoy aromas of black pepper, spice, ripe plum
compote, and toasty oak. Subtle, savoury textures and fine, soft tannins prevail.
$14.99 750ml +588855
Lighthorse Chardonnay 2012 from the Napa Valley offers tantalizing aromas of
lime, pear, peach, apricot, pineapple, and golden apple. The palate is marked by a
bright entry followed by citrus and stone fruit flavours. A portion of profits from
this brand goes to support the Light Horse Foundation, which is dedicated to
helping at-risk individuals, particularly those with autism. $13.99 750ml +767910
Lighthorse Cabernet Sauvignon Three County 2012 has notes of cassis,
blueberry, plum, vanilla, toffee, clove, and tobacco. Luscious berry flavours are
supported by refreshing acidity. Soft tannins provide a smooth texture. $14.99
750ml +767909
Lovico Gamza 2011 is crafted from the Gamza grape, grown in north-central
Bulgaria. This wine offers medium body, with a fragrant cherry nose. Flavours of
pomegranate, small red fruits, cassis, and spice emerge on the palate. This oakfree wine offers well-polished tannins. $7.86 750ml +825059
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by Debbie Minke

Spirits
WhistlePig Straight Rye Whiskey (10 yearold) is made from 100% rye, and hand bottled
through a unique double-barrel process. On
the nose, notes of allspice, ginger, nutmeg,
clove, anise and orange peel balance well with
oak, char, and caramel. Complexity follows
through on the palate with a rich and full-bodied
structure. 100 proof 96 points Wine Enthusiast
$87.99 750ml +797423
Bulmer’s Moonshine is crystal clear, offering
bold aromas of caramelized bananas and nuts,
candy corn, and spicy meringue with a silky,
fruity-yet-dry medium-full body and a long,
coconut cream pie, peppery spice, honey,
anise cookie, and white ash accented finish.
$23.99 750ml + 765742 Bulmer’s Apple Pie
Moonshine is a pretty amber copper color.
Aromas of doughy unbaked apple pie, saffron,
sage, and salty roasted nuts with a supple,
fruity, medium body and a brisk, spicy apple pie
filling finish. Almost literally a liquid apple pie!
$20.99 750ml +765798
XFour Percy’s Old Fashioned Lemonade
Flavoured Vodka is a refreshingly clean and
smooth spirit perfect for sipping on the rocks or
as a martini. Made from a family recipe passed
down by Great Grandfather Percy, each bottle
contains carefully selected lemons, honey, and
four times distilled XFour handcrafted premium
vodka. $26.70 750ml +526467
Angostura 1919 Caribbean Rum is crafted
in Trinidad & Tobago. After a fire in 1932
that destroyed the Government Rum Bond, the
master blender of Fernandes Distillers, J.B
Fernandes, bought the charred casks, only to
discover they had been filled in 1919. The prized
rum was skillfully blended and named 1919 Aged
Rum. Enjoy a generous and long-lasting array of
toasty baked flavours. The finish is warm and
relaxing. $36.99 700ml +762281

Beer Notes

the craft beer trend
by Jason Foster

A liquor retailer in Alberta might reasonably
ask: “What’s the big deal about craft beer?”
After all, everyone knows that 90% or more of
beer moving out of your store comes from the
big three multinationally-owned breweries. It
is your bread and butter.
Craft beer, for the moment, might make up
a relatively small portion of your sales, but
it is a gateway to new customers, improved
reputation, and, dare I say, increased profits.
Craft beer is big these days; it is the only
segment of the beer market in North America
that is growing, and it is growing at impressive
rates.
This begs the question: what is craft beer,
anyway? While the term is poorly defined
and widely co-opted, I can summarize its
essential features. Craft beer aims to produce
beer with integrity. First, it takes its lead from
brewing traditions. It tends to be malt-only
(mainstream beer contains up to 40% corn
or rice). Second, craft brewers tend to be
straight-forward in their advertising. They tell
consumers what the beer is and what it tastes
like, using style names appropriately. Third,
craft brewers enjoy producing a wide range of
styles and flavours for customers, rather than
more of the same old beer. Finally, although
this is not a firm rule, most craft breweries are
small and independently-owned.
The craft beer scene is exploding. There
are no accurate records for Alberta, but in
neighbouring BC, craft beer sales jumped 38%
in the last year. Ontario craft beer sales have
tripled in the past decade. As an Albertan
beer writer and consultant, I can attest that
even in our province interest in quality craft
beer is growing at an unprecedented rate.
This is the decade of craft beer.
So, why should you carry a good selection
of craft beer? Essentially, it is a no-lose
proposition. First, expanding your craft
offerings doesn’t eat into the bread-andbutter lagers. Craft beer drinkers are a
different market segment. In fact, they are a
highly desirable one. They are slightly older,
have higher income levels (meaning more
disposable income) and are more open to

trying new products. They come in looking for
one beer and end up leaving with a couple of
others that caught their eye. It is particularly
beneficial that many craft brews come in
single 650ml bottles (called bombers), which
encourages experimenting and trying new
flavours.
Second, this segment is not particularly price
conscious. They are not looking for cheap
beer. They are happy to spend another couple
of dollars on a six-pack if that beer is worth
it. For a retailer, this means not having to
squeeze your mark-up quite as much. You
can charge a fair price for craft beer and your
customers won’t balk.
The challenge of serving this segment is that
they are quite discerning. You have to make
sure you offer real craft beer and that you
handle it right, so here are a few basic tips
for properly handling craft beer. First, it must
be in a cooler. Beer deteriorates faster at
room temperature. Second, beer is a product
meant to be consumed fresh most of the time
(although there are a few exceptions), meaning
you need to pay attention to how long that sixpack or bomber has been sitting on your shelf.
Nothing turns a craft beer consumer off faster
than stale-dated beer.

Third, pick real craft beer. Do a little research
and buy from breweries/agents that truly
reflect the craft beer culture. Be aware of
breweries that are trying to pass themselves
off as craft when they aren’t. Let me give you
some things to look for. Is the brewery up-front
about their ingredients, process, and styles?
Does their marketing match up with the actual
beer in terms of where it is brewed, its style,
and who owns the brewery? Will they take
back stale-dated product, with no questions
asked? The last one is a big one. True craft
breweries want only the best of their product
on the shelves.
Craft is the future of beer. If you look at
Portland, San Diego, Denver, and New York,
craft beer rules the roost. We are not even
close to being there yet, but smart retailers
identify trends and get on them. As every
month passes, Alberta is becoming more of a
beer-centric place. Be prepared.
Jason Foster is an Edmonton-based beer writer, judge,
and consultant. He has been observing the Alberta
beer scene for almost a decade. He has a regular beer
column on CBC Radio, Vue Weekly, and a number
of other outlets across Canada. He consults with
restaurants, liquor stores and breweries on beer-related
matters.
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You don’t have to embark on a lengthy and
expensive consumer research study to find
out if your liquor store’s brand is strategically
positioned with its message clearly
communicated. Just try this quick and easy
exercise. You may be surprised by what you
learn.
Ask each member of your management
team and key external strategic and creative
resources to answer the following three
questions:
1. What business is your brand in?
		 (Your “frame of reference”)
2. What is the “target market” for your
		 brand?
3. What are the “points of difference” for
		 your brand? Note: List no more than
		three.
Analyze your results. If you observe either or
both of the following, your brand positioning
can most definitely be strengthened:

Building Your Brand
by F. Warren Ellish

Is your liquor store’s brand strategically positioned with its message clearly
communicated? Are you sure?
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•

Significant inconsistency in the answers
to most if not all of the above three
questions.

•

“Points of difference” that are really
“points of similarity” to your competition
or simply “points of entry” in your
business - and not pre-emptive, ownable,
and defendable attributes that are
important to your target market.

Successfully identifying and securing
a powerful brand positioning is of critical
importance to every brand. It is crucial to
anyone who wants to influence other people,
whether you are promoting a product, a
service, a cause, a candidate, an organization,
an institution, or even yourself and your own
career. Positioning will aid in getting your
desired message across to the people you
want to reach and making an impression that
lasts. Positioning is the way in which you want
the consumer to think about your business
(products and services) relative to competing
brands. It is the most basic of all strategic
statements, provides the blueprint for the
marketing and development of the brand, and
focuses the efforts of all those involved in
brand activities.

Without a concise brand positioning statement
with a competitive “point of difference” and
complete management alignment behind this
positioning, it will be difficult to communicate
a clear and meaningful message about your
brand. A brand must make a strong impression
that lasts and translates into profitable sales
and long-term growth.
What are the three critical elements of a brand
positioning statement?
1. Target Market - Composed of consumers
considered to be good potential users for your
product/service. Don’t think demographically.
Think about what the similar set of needs and/
or concerns are which motivate this group of
consumers’ purchase behaviour.
2. Frame of Reference - Describes the
consumer grouping of like products or
services (or competing brands) with which
your product or service competes. It is easy
to think about this as “What business are you
in?” Make sure you consider all of the options
that a consumer has available to satisfy a
specific need.
3. Point of Difference - The specific
consumer benefit that you want consumers
to associate most readily with your product
or service. What does your brand do that no
other brand does as well and that your target
market cares about? Why should your target
consumer value your brand?
Don’t let a point of similarity become your
point of difference. One of the critical steps
in developing a powerful brand positioning
is to identify your brand’s point of difference
- the specific consumer benefit that you want
consumers to associate most readily with your
product or service. So when defining your
brand’s point of difference, don’t let a point
of similarity become your point of difference.
When speaking to industry audiences on
branding and brand positioning or to the
executive teams of clients, I ask three short
questions: How many of you grew up wanting
to be average, or just like everyone else, or of
good quality? Rarely do I see any hands or
much of a positive response. However, many
brand leaders are perfectly OK about making
their brands average and just like everyone
else.
Many of the items that are an integral part of
your product/service, but are not preemptive,
ownable and defendable, become points of
entry into your competitive set and are nothing
more than points of similarity. Yes, they are
all important to your product or service and
in many cases you must deliver on these
flawlessly just to be in business. But this is not
what sets you apart, not a reason a customer

[

]

A brand must make a strong impression that lasts and translates into profitable sales and long-term growth.

should or will choose to use your brand over
competitor brands, and most definitely this is
not a reason for them to ever become a brand
advocate.
A brand is not a mark. A brand leaves a
mark. Believe it or not, your customers do
not really care about your brand’s name, your
logo, or your tag line. What they do care
about is who your brand is, what it stands
for, what your brand offers, and why your
brand is different. People want to love brands.
They want to feel amazing about using your
brand, so stop worrying about the name of
your brand, your logo, or your tag line. Focus
your attention on clearly positioning your
brand and gaining complete management
alignment behind that positioning. The end
result will be the development of a concise
positioning statement, agreed upon by your
core management team.

Properly position your brand and you will be
in good company. I’ve worked with hundreds
of global, national, regional, and local brands
including many wine and spirits retailers,
brewers, wineries, and distillers - all using a
disciplined approach to developing a clearly
defined brand positioning statement. Each of
these clients that focused their attention on
brand positioning has reaped the benefits of
their efforts.

F. Warren Ellish is the Founder, President and CEO of
Ellish Marketing Group, a leading authority on brand
positioning and marketing consulting to restaurants,
retailers and consumer products companies. For more
information, visit www.ellishmarketing.com. Feel free
to contact Warren to discuss how you and your team
can quickly, affordably and properly position your
brand to compete successfully in today’s competitive
marketplace. Warren can be reached at 303-762-0360
or warren.ellish@ellishmarketing.com.
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So what are the critical building blocks
of successful business? Besides luck,
pluck, heart, nerve (and possibly a side of
abracadabra), here’s my list of the essentials:
Focus - When companies start strong and
stay strong, it’s because they focused on
the right things. Focus is not just clarity; it’s
about inspiring a shared vision. It’s not just
knowing the destination; it’s following the
roadmap. Focus is not just wanting to win; it’s
the willingness to prepare to win. Focus first
on the things you can control (hiring, service,
selling), not the things you can’t (economy,
government, prices).
Build Strong Teams - Everything starts
with hiring. If you don’t have the right
discipline and systems in place to assure
that only the most dedicated, passionate and
talented people are allowed onboard, you put
a weighty (and unnecessary) daily burden
on your frontline supervisors. It forces them
to under-lead and over-manage. Having to
manage low-performers is mind-numbing,
time-consuming, thankless, and expensive.
You don’t build business; you build people.
People build business.

FUNDAMENTALS
How to Be Brilliant at
the New Basics
by Jim Sullivan

You can’t build a pyramid from the top down. A house without a foundation will
not stand. And a business without fundamentals firmly entrenched and dutifully
executed can wither and shrink as small as the period that ends this sentence.
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Serve Better - In case you haven’t noticed,
the top-rated customer service organizations
are now online companies like Amazon and
Zappos, not traditional brick-and-mortar
stores with a face-to-face presence. What
happened? For one thing, these online
companies anticipated and resolved 90% of
their customer service challenges before
customers visit the site. By investing in a
complex infrastructure, FAQs, built-in
suggestive selling, and a no-constraints
mindset and makeup, they can almost
guarantee a smooth experience - providing
you’re not a digital alien. But brick-and-mortar
operations are dependent on a Freudian
smorgasbord of people and personalities
for their service delivery, not mathematical
algorithms that characterize web customers.
The thing is, the Internet is digital, but people
are analog. To serve better, know that guests

don’t want to be treated like customers, they want to be treated like
people.
Sell More - The best route to a healthy balance sheet is by simply
acquiring more customers, and raising same-store sales. You can
do so with great service, smart selling, and focusing the outcome of
every transaction on a repeat visit.
Always Be Marketing - Since almost every other fundamental
is dependent on marketing (without customers, service, selling,
and hiring are irrelevant), smart leaders approach marketing as a
philosophy, not a department.
Out-Teach the Competition - Teach everyone on your team
something new every shift. Hire people with a bias for learning, and
then teach your team members how to think, not just what to do.
Lead Smart - Leadership is not a personality trait; it’s the ability to
master variable skill sets and then knowing when and how to apply
them. All leadership is situational. Since you don’t really know on
which day a crisis will occur, you have to be ready every single shift.
Execute - There are three elements of effective execution: 1) Habitual
Consistency - daily and steady application of the fundamentals,
eliminating barriers to execution along the way; 2) Discipline - holding
yourself and your team accountable for excellence - and results; and
3) Focus - knowing where and how the fundamentals have to be
applied if anything is to be executed - the shift. That brings us fullcircle to the first fundamental. There was a time when focusing on
the fundamentals really mattered. That time is called now.

This column was excerpted from Jim Sullivan’s book Fundamentals: 9 Ways
to be Brilliant at the Basics of Business. Sullivision.com creates service,
sales, training, marketing, leadership and e-learning resources for the foodservice
and retail industries worldwide. Get free podcasts, articles, templates and product
catalog at www.sullivision.com.
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NAMES IN THE NEWS
by Debbie Minke

Congratulations to the team at YukonShine Distillery. Their Yukon
Winter Vodka recently won a Gold medal with 93 points at Tastings.com,
aka Beverage Tasting Institute. Their AuraGin won the Best Canadian
Gin award at Seattle’s third annual Ginvitational. Both products are
crafted with local select grains, Yukon Gold potatoes, and botanicals as
well as the pure water of the glacier-fed Yukon River, resulting in unique
flavours, a more viscous quality, and smooth, velvety spirits.

Alberta Beverage Awards 2014 - Best in Class
Beer

Wine
After Dinner Wines

Rubin Garling Stradivari NV Fortified Wine, Ciumi, Moldova

Best of Italy (Tie)

Antinori 2010 “Peppoli” Chianti Classico, Tuscany, Italy
Talamonti 2010 Tre Saggi Montepulciano d’Abruzzo,
Abruzzo, Italy

Best of Spain & Portugal Torres 2010 Gran Coronas, Penedès, Spain
Bordeaux Red Blends

Mascota Vineyards 2009 Unanime, Mendoza, Argentina

Cabernet Sauvignon

Cameron Hughes CAM Collection 2012 Lake Country
Cabernet Sauvignon, California

Chardonnay

Poplar Grove 2012 Chardonnay, Okanagan Valley, BC

Fruit Wines

Field Stone Strawberry-Rhubarb Fruit Wine, Strathmore

Ale

Village Blacksmith, Village Brewery, Calgary

Malbec

Tilia 2013 Malbec, Mendoza, Argentina

Cider

Savanna Dry Premium, South Africa

Merlot

Poplar Grove 2010 Merlot, Okanagan Valley, BC

Fruit Beer

Cherazz, Big Rock Brewery, Calgary

Other Red Blends

Casillero del Diablo 2012 Devil’s Red, Chile

Hybrid

Svyturys Baltijos, Lithuania

Pinot Gris/Pinot Grigio

Poplar Grove 2013 Pinot Gris, Okanagan Valley, BC

India Pale Ale

Hop Circle IPA, Phillips Brewing Company, Victoria

Pinot Noir

Cloudy Bay 2011 Pinot Noir, Marlborough, NZ		

Lager & Pilsner

Electric Avenue, Wild Rose Brewery, Calgary

Red Single Varietals

Poplar Grove 2011 Cabernet Franc, Okanagan Valley, BC

Porter & Stout

Sasquatch Stout, Old Yale Brewing, Chilliwack

Rhone Blends

Yalumba 2012 “The Strapper” GSM, Barossa Valley, AU

Wit & Wheat

Stanley Park Wit, Stanley Park Brewery, Vancouver

Riesling

St. Urbans-Hof Estate 2012 Old Vines Riesling,
Mosel, Germany

Spirits

Rosé

Chapoutier 2013 Beaurevoir Tavel, Rhône, France

Sauvignon Blanc

J. Lohr 2012 Carol’s Vineyard Sauvignon Blanc,

Bourbon

Woodford Reserve Kentucky Straight Bourbon, USA

Brandy

Comte de Lauvia XO Imperial 12 Year Armagnac, France

Flavoured Vodka

Ciroc Coconut, France

Sparkling Wine

H. Blin NV Brut, Champagne, France

Flavoured Whisky

Spicebox Pumpkin Spiced Whisky, Montreal

Syrah/Shiraz

Harcourt Valley Vineyards 2012 Heathcote Shiraz,

Gin

Dillon’s Unfiltered Gin 22, Beamsville, Ontario

Infused Spirits

Wild Turkey American Honey Liqueur, United States

Liqueurs

Nonino Amaro Quinessentia, Italy

Cream Based Liqueurs

Sortilège Maple Cream, Quebec

Rye & Canadian Whisky

Tin Cup Whisky, United States

Rum

Ron Millonario 15 yr Solera Reserve, Peru

Scotch

Glengoyne 21 Year Old Single Malt Whisky, Scotland

Tequila

Grand Mayan Ultra Aged Tequila, Mexico

Vodka

Banff Ice Vodka, Calgary

Napa Valley, California

Heathcote Valley, AU
White Blends

Wayne Gretzky Okanagan 2012 The Great White,
Okanagan Valley, BC

White Single Varietals

Graf Von Schönborn 2012 Estate Weisser Burgunder,
Franken, Germany

If you have any noteworthy awards or community contributions, please
send the details to Debbie@emcmarketing.com.

UPCOMING ISSUE

Spring 2015

Beer Styles – From porters and stouts to lambics and witbiers, learn what sets each beer style apart and
how to match them to customers’ preferences.
Appealing to Millennials – How can liquor stores capture more business from this affluent generation?
Utilizing the Power of your POS – A point-of-sale system does much more than ringing in a sale. It can
manage inventory, order products, and maintain your loyalty program.
Increasing Store Sales per Square Foot – What product selection should be maintained to maximize
the sales per square foot in a liquor store?
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Liquor Stores have a choice of 19,000 products to stock.
How can yours stand out?

Advertise in Liquor Retailer – distributed to
owners/managers in 1450 liquor stores in Alberta.
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