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DON’T HESITATE TO CONTACT US!
1-800-265-6784  |  ConnectCS@exel.com

Your order is 
important to us!

We audit 100% of orders 
leaving the building

Last year CLS shipped
over 104,000 orders – that’s
over 17.5 MILLION cases!

mailto:ConnectCS@exel.com
http://www.liquorconnect.com
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As summer slips away and cooler weather sets in, your store’s product mix should adjust 
accordingly. Darker porters and stouts will attract more interest than light lagers and radlers, 
and consumers will start drinking more heavy red wines than whites. As you’re introducing new 
products, be sure to educate your staff and customers on why they would enjoy savouring new 
flavours. Help them understand which products pair well with the food they will be serving. In this 
issue, we’ll share tips on pairing wine with food to help your staff give ideas on what to recommend. 

There are some fun holidays in October like Oktoberfest and Halloween, so theme your store and 
develop creative displays to celebrate them. Read about how you can plan a calendar of events to 
showcase something interesting and new each month. 

We are starting a new column with AGLC to give you an opportunity to “Ask the Expert” any 
question you would like addressed, so please submit your questions to me so we can feature their 
answers in upcoming issues.

I wish you all a very Happy Thanksgiving! I hope you can join with family and friends to celebrate the 
many reasons we have to be thankful.

Joyce Hayne, Publisher & Editor

joyce@emcmarketing.com

1-800-667-0955

Editor’s Notes

October 2-3 Edmonton Oktoberfest Expo Centre at Northlands
www.albertabeerfestivals.com/events-services/edmonton-oktoberfest

October 6   Alberta Liquor Industry Conference including  
IVSA New Product Salon & Tasting Seminar Hotel Chateau Lacombe, Edmonton
www.albertaliquorconference.ca | www.ivsa.ca

October 7 IVSA New Product Salon & Tasting Seminar Q Haute Cuisine, Calgary
Theme: Award-Winning Wines, Spirits & Beers
Seminar Theme: Alberta Beverage Award Features
www.ivsa.ca

October 16-17   Rocky Mountain Wine & Food Festival BMO Centre, Stampede Park, Calgary
www.rockymountainwine.com/calgary

November 6-7 Rocky Mountain Wine & Food Festival Shaw Conference Centre, Edmonton
www.rockymountainwine.com/edmonton
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by Joyce Hayne

upcoming events
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ALSA’s Message

This issue of Liquor Retailer marks the end of our first year of publication. 
We are delighted with the response and interest the magazine has 
generated in its first year, especially with the comments and feedback 
we have received.

Our partner, EMC Publications, has guided our first year and we are 
excited by prospects for year two, which is now in the planning stages. 
We hope that you will not miss the opportunity to meet the principals 
of EMC at the Industry Conference on October 6, in Edmonton, at the 
Chateau Lacombe. Joyce and Bruce Hayne have been dedicated to this 
industry for many years in BC and have shared that experience with 
ALSA in many creative and informative ways, and we thank them and 
their staff.

This time of year is always exciting for ALSA as we celebrate the 
achievements of many of our members with our annual awards. There 
are many retailers that excel at creating new approaches to reaching 
customers, creating interest in new products, and being responsible 
members of the business community. We applaud their commitments 
and try to recognize those who particularly excel by inviting other 
professionals, such as Agents, to help us select the best of the best each 
year. We have featured some of the recent winners in our magazine and 
will continue that recognition.

Fall is also time for us to elect new members to the ALSA board at the 
AGM held in conjunction with the Industry Conference. ALSA’s board is 
charged with leading the industry in Alberta by guiding ALSA’s efforts 
to help retailers continue to the lead the country as the province with the 
largest number of independent businesses selling liquor and related 
products.

We want to thank our partners who work with ALSA to provide 
specialized services to assist retailers with keeping control of their costs 
and protecting their investments. Most of our partners have been with 
ALSA for many years and many members have significantly benefited 
from those long associations. We also want to thank our sponsors of 
the Liquor Industry conference, since without their support, this unique 
forum for the industry would not happen.

Finally, we want to thank the 57 new members in 2015 for getting on board 
with ALSA. We encourage all retailers to join us in 2016 and be part of 
the voice for your industry.

How Can You Get Involved?

ALSA is a not-for-profit organization, which means that the board 
of directors must be elected by the membership and makes 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 members and 
have questions about some of our new programs and partnerships, 
please give us a call. 

For more information, find us at www.alsaweb.ca, info@alsaweb.ca, or 
call 1-888-233-3370 outside of Edmonton or 780-415-5176 in Edmonton.

by Ivonne Martinez All Season 
Gift Bags

Order at Connect Logistics Services
Liquor Accessories International Inc.

24 bags per case

Gold Metallic                                  
CSPC # 900455     

Green Metallic                                 
CSPC # 900460        

Red Metallic                                      
CSPC # 900459            

Silver Metallic                                 
CSPC  # 900457    

Glossy Metallic
3 Styles                                
CSPC # 900454    

Horizontal Hand Bags
3 Styles                                
CSPC #900458     

http://www.alsaweb.ca
mailto:info@alsaweb.ca
http://www.liquoraccessories.com
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Here is a sampling of thought-starters for 

in-store product promotions tied to seasons, 

holidays, festivals, and special events in 2016. 

January 25 - Robbie Burns Day  Exactly 

one month after Christmas, Robbie Burns 

Day arrives to liven up the month of January. 

It’s fitting to celebrate the life of Scotland’s 

famous poet - writer of the lyrics to “Auld 

Lang Syne” - so soon after New Year’s. It’s 

also the ideal time to “whisky” away the winter 

blues marketing Scotland’s national drink. 

From premium aged single malt to grain 

whisky to malt and grain blends, the Scottish 

appellations offer a wide array of premium 

choices. However, during Canada’s winter, 

a dram of warming whisky is welcome from 

anywhere it’s made. 

February 7 - Super Bowl Sunday Although 

it’s not an official holiday, many families and 

friends get together to watch the big game, 

including those who are not normally football 

fans. The chips and beer are important 

elements in this celebration, so be sure to 

promote your beer lineup. Create a display of 

beer favourites, decorated with team gear. 

February 14 - Valentine’s Day Sparkling 

wines can be even bigger sellers than 

champagne for today’s romantic celebrations. 

Consider a Valentine’s display of pink bubbles, 

including sparkling Pinot Noir, rosé brût as 

well as cava, prosecco, moscato or sparkling 

wine in pink bottles. And since flowers and 

chocolate go together on Valentine’s Day like 

the birds and the bees, highlight specialty 

vodka and gin with recipes for flower or rose-

infused cocktails. Add a check-out display 

of chocolate-flavoured vodka, chocolate 

liqueurs, or crème de cacao. 

March 17 - St Patrick’s Day  It is only fitting 

to commemorate St. Paddy’s day with a 

promotion on Guinness - a beer as rich, dark, 

and complex as many an Irish soul. Display it 

together with Irish whiskey and a shelf-talker 

with the words to this famous Irish verse:  

“May your glass be ever full. May the roof 

THEME IT
Upsell with a Calendar of 
Creative Holiday Promotions

Tracking sales of SKUs shows that in-store promotions work. Creative point-of-
purchase merchandising can move product, introduce new inventory, engage 
customers, and create a dynamic shopping experience. There’s an arsenal of 
marketing tools available to promote and upsell products in-store - from floor 
displays, shelf-talkers, and tasting notes to contests, check-out displays, and 
co-op marketing. Social media can help build awareness and excitement via 
Facebook, Twitter, and blog posts. 

by Kathy Eccles
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over your head always be strong. And may you be in heaven half an 

hour before the devil knows you’re dead.” Include the Irish Gaelic toast, 

“Sláinte” (to your good health). 

March 20 - First Day of Spring The arrival of spring is much anticipated 

by Canadians coast to coast. Create a display of BC VQA wines, add a 

contest to win a trip for two to the Okanagan Spring Wine Festival (April 

28 to May 8, 2016), and support it through social media. 

April 22 - Earth Day On Earth Day, turn on battery-powered candles 

to light up a display of wine and spirits that share earthly elements, 

including oaked Chardonnays or organic and biodynamic wines. Or 

build a promotion around specialty vodka and gin, flavoured with earth’s 

bounty, from orange, pink grapefruit and raspberry to cucumber, hot 

pepper and olives. Display a potted tree.                         

May 5 - Cinco de Mayo  Mexico celebrates its May 1862 victory over 

French forces with parades, festivals, and dances. Mark the occasion in 

Canada with a tropical umbrella over a display of gold tequila, triple sec 

or Cointreau, marketing it in tandem with margarita mix and a check-out 

display of tequila minis. Alternatively, create a floor display of Mexican 

beer and offer a trip for two to Puebla, Mexico, where the famous 1862 

battle was won. 

Oktoberfest is now the largest festival
 in the world.[ ]

June 18 - International Picnic Day This is the time to promote summer 

sippers that are easy to pack up for the cottage or beach. Think displays 

of coolers, ciders, or light white wines. Give away a picnic basket with gift 

items such as a corkscrew, wine stopper, cheese board, snack foods, and 

sparkling wine.    

July 1 - Canada Day Naturally, a celebration of all things Canadian 

includes promoting Canada’s top-selling beer brands as well as popular 

craft beers, premium craft ciders and artisan spirits produced in our 

great country. Displays of VQA wines from BC and Ontario’s wine 

country are other popular summer sellers.

July 14 - Bastille Day  This day provides a fantastic opportunity to 

promote rare and special French wines in conjunction with France’s 

national holiday. Fly the French blue, white and red tricolour flag over a 

display of Alsace whites, Champagne, or superior reds from Bordeaux 

and Burgundy.

August 1 - Heritage Day  Heritage Day in Alberta is timed right for 

barbecue season and that means beer and big reds. Display popular 

craft beer selections together with bottles of barbecue sauce and give 

away grilling accessories - including chef’s aprons, tongs, and a grand 

prize BBQ. You can also feature big, bold red wines, including Zinfandel, 

Shiraz, and Cabernet Sauvignon. Create a Facebook and in-store 

contest for the best barbecued steak marinade recipe. Give away a side 

of Alberta Prime beef.      

September 17 to October 3 - Oktoberfest Attracting six million 

people to Germany, Oktoberfest is now the largest festival in the world, 

surpassing even Mardis Gras and Carnivale. Running from September 

17 to October 3, this fall event is all about consuming German beer, 

culture, and fun. It’s also a prime time of year to introduce customers 

to Germany’s excellent dry and half-dry wines, dispelling antiquated 

notions that all German wines are sweet. 

http://www.escaladews.com
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October 31 - Halloween This is the month when spirits are high, so 

it’s high time to promote what else? Specialty spirits. Creativity has a 

chance to run wild with promotions built around Halloween’s themes of 

pumpkins, witches, goblins, and ghosts. Specialty liquors and liqueurs 

could include black and white Sambuca, or pumpkin, marshmallow, 

licorice, and other candy-flavoured vodkas. 

November 17 - Beaujolais Nouveau Day Carry the traditions of this 

French festival into your store with a tasting of fall’s highly anticipated 

fresh, fruity red. Wine barrel displays are fitting to exemplify the 

French harvest theme. Consider educational shelf-talkers and pre-

holiday specials, since traditionally Beaujolais Nouveau is meant to be 

consumed before Christmas. 

December 25 - Christmas  Entertaining and gift-giving are December’s 

themes. It’s time to bring out and display premium wines, unique spirits, 

and designer brews that will help customers stock their liquor cabinets 

with impressive beverages for the holidays. Last-minute shoppers will 

appreciate check-out displays of gift packs and samplers, wine bags, 

beer cozies, and mini-liqueurs - perfect as stocking stuffers.

Creativity has a chance to run wild with 
promotions built around Halloween’s themes[ ]

Calendar of Hashtags
In addition to the holidays, there are day events you can celebrate throughout the year. Use the 

following hashtags to join the conversation and generate interest.

January 25 Irish Coffee Day #IrishCoffeeDay

February 18 Drink Wine Day #DrinkWineDay

March 3 National Mulled Wine Day #MulledWineDay #MulledWine

April 7 National Beer Day #NationalBeerDay

April 17 International Malbec Day #MalbecWorldDay

April 24 Sauvignon Blanc Day #SauvignonBlancDay

May 9 Moscato Day #MoscatoDay

May 21 Chardonnay Day #ChardDay #Chardyparty

May 14 Caesar Day #CaesarDay

June 14 Bourbon Day #BourbonDay #NationalBourbonDay

July 11 Mojito Day #MojitoDay

August 1 Albariño Day #AlbarinoDay

August 29 Cabernet Day #CabernetDay

September 18 Grenache Day #GrenacheDay

October Celebrate Merlot all month #MerlotMe

 October 23 Champagne Day #ChampagneDay

November 12 Tempranillo Day #Tempranillo Day

November 19 Zinfandel Day #ZinfandelDay #ZinDay #ZAP

Regional  Focus  Months 

There are a number of well-organized social media campaigns to draw attention to a specific 

wine region. The best are below:

May Australian Wine Month #AussieWineMonth #AussieWine

  Oregon Wine Month #ORWineMonth #ORWine

August  Washington Wine Month #WAWinemonth #WAWine

September California Wine Month #CaliforniaWineMonth #CalifWines_US

Hashtags are not case-sensitive. The first letter of each word is often capitalized as it is easier 

to read.

by Margaux Burgess

http://www.beveragehandlingsystems.com
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So how can a retailer tap into a growing market 

safely? The answer is with education. Providing 

your customer with the tools to make informed 

decisions will set your store apart in a sea of 

retailers. 

While most whisky is fermented from gluten 

grains like wheat or rye, the distillation process 

removes the gluten particle from the finished 

product. However, there is a possibility, 

though remote, that a product could become 

contaminated post distillation.

The easiest way for a consumer to guarantee 

that a bottle of their favourite spirit is truly 

gluten-free (aside from a taste challenge) is to 

use an ELISA* test.

Enzyme linked immunosorbent assay test kits 

are readily available to the public. The test is 

easy to use and most will detect gluten levels to 

below 10ppm (parts per million), some to as low 

as 5ppm, both of which are below the Health 

Canada guideline of 20ppm to be considered 

gluten-free. In Canada, a pack of five test strips 

will cost about $100. A single test will show 

results in approximately 20 minutes.

Commercial labs will also test samples 

submitted from the public although at a 

significantly higher cost of $120 or more per 

single sample with a very long wait time for 

results.

As well, a few websites exist that test a wide 

range of food and beverages and provide 

reports to their subscribers at a low monthly fee. 

Information is cheap and can be provided on 

shelf talkers. The more information you can 

provide to your customer on how to choose an 

appropriate product, the more likely you are to 

see growth in a segment of the market that is 

currently underserved.

*The writer of this article tested nine of the 

most popular brands of whisky with an ELISA 

home test kit measuring 10ppm or less for 

gluten content. Unbleached white flour was 

also tested to act as a control for the validity of 

the test kit. The flour tested highly positive for 

gluten. The tests included a variety of double 

and triple distilled, single malt, blended, and 

non-flavoured whiskies of varying ages. All 

showed negative results for gluten. 

According to Agriculture and Agri-food 

Canada, nearly one third of Canadians are 

searching for gluten-free products. Of that 

number, 2.5 million are gluten sensitive. Over 

the past five years, the gluten-free market 

has seen compounded growth of 26% and is 

predicted to see that same growth over the next 

five years.

So what does that mean to a liquor retailer? 

Products certified gluten-free are very limited 

and expensive. Walk into any liquor store and 

ask for gluten-free beverages and you will be 

led to a few brands of beer, possibly a wine or 

two, and maybe one brand of vodka. 

While there are other products that are likely 

gluten-free, no retailer wants to recommend 

something uncertified only to have a customer 

come back complaining about a reaction, or 

worse complaining to everyone else except you. 

by Deb Johnston

Gluten-free 
Products

http://www.beveragehandlingsystems.com
http://www.bwibusinessworld.com
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spiritSpotlight

Rye

The demand for quality rye has never been 

more widespread. From the traditional ryes 

in wells worldwide to the high-end ryes that 

seemingly appear out of nowhere every 

year, rye is on the rise. Sales have grown 

exponentially, especially in the last five years, 

and the markets are scrambling to get their 

hands on all ryes. This trend is deeply rooted 

in the continued uncovering of knowledge 

and recipes from vintage cocktail books, and 

the turn-of-the-century need for rye in many 

cocktails. 

When speaking of true rye, we are speaking of 

American rye, not the ambiguous title given to 

Canadian whisky. While Canadian whisky can 

have a portion of rye in its content, there are no 

rules or laws that technically make it a rye per 

se. That being said, Canadian distillers have 

released 100% ryes in the last decade, and 

have actually fueled the incessant penchant 

for rye that the American and world market is 

screaming for right now. 

US law states that American rye must be 

at least 51% rye, aged in new charred oak 

barrels, and aged for at least two years at a 

proof no higher than 62.5% abv. Many of the 

big bourbon houses have been making some 

sort of rye for decades, but in recent years 

have stepped up in rebirthing “old” brands, 

creating new ones that look old and increasing 

their production and distribution to compete 

worldwide. This new demand in the American 

rye market has resulted in a lot of new brands 

controversially using distillate and passing it 

off as American rye, not really admitting that it 

is from elsewhere.

Many new brands have popped up with aged 

rye whisky, age statement whisky and the 

like, but they’ve only been around for a few 

short years. Many of the “new kids on the 

block” cashing in on the rye craze have been 

purchasing distillate from Canadian distillers 

and slapping a new logo on it. There is 

nothing wrong with this practice as long as 

there is transparency with the labelling and 

marketing. Various brands are experiencing 

great difficulties with labelling their products 

as handmade, craft and artisan. It’s a very 

slippery slope for a small distillery trying to 

get goods (whether bought or made) to the 

market.

With its inherent spiciness, mixability and 

the call for it in many classic cocktails, rye 

whisky’s resurgence is well warranted. Many 

classics from the turn of the century were 

modified after prohibition to use either the 

still widely available bourbon or Canadian 

whisky. With brands such as Old Overholt 

and Rittenhouse making a comeback at a 

reasonable price, rye is back in the worldwide 

spotlight. 

With the return of this classic spirit, there are 

more classic cocktails coming into the light 

that call for the use of numerous amazing 

ryes on the market. From mixing ryes to high-

end sipping ryes, the choices are becoming 

endless, and it’s necessary to have them in 

your store and behind the bar. American rye is 

back, and nothing will stand in its way. 

by Shawn Soole
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1884 Estate Grown Red 
Blend 2014
Red Wine
Argentina

An excellent addition 
to the top selling 1884 
Malbec.

The 1884 Estate Grown 
Red Blend is comprised 
of 68% Malbec, 25% 
Cabernet Sauvignon, 
4% Petit Verdot, and 3% 
Cabernet Franc. The 
grapes are sourced from  
Altamira (1250 m) and 
Agrelo (950 m) vineyards. 

Fermented 100% in 
stainless steel tanks, 
this wine is aged for 10 
months in a mix of French 
oak and American oak.

750ml
+771683 $12.99 Whsl

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

Dominio Del Plata 
Crios Malbec
Red Wine
Argentina

New packaging! Along 
with some incredible 
scores from leading 
publications such as 
Robert Parker’s Wine 
Advocate, and Stephen 
Tanzer’s Winophilia 2014 
that called the Crios 
Malbec a “screaming 
value”, this is a wine you 
will want in your store! 

Flavours of cherries and 
spice with jammy fruit 
qualities just keep coming 
on, with hints of spice and 
sandalwood lurking in 
the background. Susana 
Balbo, winemaker, was 
named Woman of the Year 
2015 by the distinguished 
The Drinks Business 
magazine of the UK.

750ml
+719752 $14.19 Whsl

403-374-0515
www.vwwinemarketing.com

product 
showcase

AGLC fiscal year 2014-15

AGLC
Retail liquor stores

Products available

General 
merchandise 
liquor stores

Off-sales

Other liquor 
retailers

Total liquor retailers

Quick Facts
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Now liquor store operators and their staff find 

themselves providing a significant amount of 

general knowledge about wine, winemaking, 

and wine consumption. Having this sort of 

information not only satisfies our customers’ 

desire to extend their wine knowledge, but 

also ties them closer to you and your business 

as a trusted source for useful information. The 

next logical step for your educational efforts 

is in wine and food pairing, both in matching 

appropriate wines and food, and matching 

your stock to the needs of a wide variety of 

menus. Food and wine pairing is something 

the average customer is rarely comfortable 

with, but it is not that complicated, and the 

few rules really aren’t rules - they’re merely 

guidelines for getting the most from both the 

meal and the wine.

A second function of food and wine pairing is 

matching your inventory to seasonal demand. 

In the summer, most people want lighter 

meals and the heat makes them crave cool, 

refreshing beverages. In the winter, hearty, 

richly flavoured foods chase off the chill, as 

does robust, hearty wine. 

There’s one thing to always keep in mind. 

Every wine a customer wants to drink is an 

appropriate wine. Although this article talks 

about the right wine, the intent is only to help 

get the most out of a pairing. No customer 

should ever feel intimidated about their food 

and wine choices, and everyone has a different 

idea of what tastes good to them. 

Pairing

The whole idea behind matching a 

particular wine to a certain food is to try 

and achieve synergy from the interaction of 

flavours. Synergy is defined as “increased 

effectiveness or achievement produced by 

combined action”. It helps to think of wine as a 

super-condiment. When mustard is slathered 

on a hot dog, or lime squeezed on ceviche, 

it’s because the two taste great together. Not 

many people eat mustard by itself or suck 

on plain limes, but they produce a very nice 

Wine & Food
A Match Made in Heaven

Thirty years ago our customers didn’t demand much wine knowledge from us 
- red wine with steak, white with fish, and a glass of port after dinner. As time 
passed, however, customers increased their sophistication and wine savvy, 
especially after the explosion in wine consumption that followed the revelation 
of the French Paradox (wine consumption potentially reduces the incidence of 
cardiovascular disease among the French). Suddenly staff were being asked 
to provide information on varietals, growing regions, wine styles, and stylistic 
variations by country. 

by Tim Vandergrift
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synergy combined with other foods. Wine 

does this as well, with the added bonus that 

it’s an excellent beverage on its own. 

Intensity of Flavour

When you match wine with food, the goal 

is to get the most out of both items. You 

probably don’t want to serve an intense old-

vine Zinfandel with a light pasta and cream 

sauce any more than you would serve a 

delicate, floral Washington Riesling with 

Carolina barbecue. In the first case, the 

Zinfandel would completely overwhelm the 

relatively innocuous flavour of the pasta, and 

in the second, the intensely smoky, unctuous 

barbecue would make the Riesling taste 

weak and thin. The idea is to try to match the 

intensity of the food with the power of the 

wine. 

As a good rule of thumb, light food (i.e., a 

poached, skinless chicken breast and steamed 

carrots) is best served with a light wine (in this 

case, perhaps a nice Italian Pinot Grigio). That 

way the delicate flavour of the food won’t get 

pushed around. Heavy food (i.e., a big slab of 

prime rib with garlic mashed and mushrooms) 

won’t overpower a big, flavourful Australian 

cabernet/shiraz. Everyone has to decide for 

himself where the cutoff for light or heavy is, 

but keeping it in mind will help you suggest an 

appropriate wine. 

Acid and Sweetness

Acid has a negative connotation in daily 

life, as does sour. This is too bad. While 

there’s nothing wrong with sweet, sour is 

really underrated. It heightens flavours, 

and lengthens their effect (this isn’t just a 

perception: the ions that the acid unleashes 

on the palate open up the tastebuds and zap 

the flavour intensity). Apple pie needs a bit 

of lemon juice, and oysters should have a 

squeeze of zesty lemon. 

A flinty-dry Sauvignon Blanc with high acidity will taste 
wonderful with dishes laced with citrus.[ ]

http://www.canadiangrowler.ca
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Riesling would highlight the sweetness of the 

fruit, and seem perfectly balanced. 

Fruit and Structure

Red table wines are usually dry (free of residual 

sugar), and any perception of sweetness that 

they carry comes from the fruit character of the 

grape or wine style. Shiraz is usually bursting 

with jammy fruit character, while French 

Cabernet Sauvignon or Bordeaux blends 

are less fruity, more austere, and structured. 

For the purposes of food matching, think of 

structure in a wine like the structure of a song. 

Is it light, airy, and gently melodic? Is it heavy, 

dark, and intensely moving? Or does it lodge 

in your head and bother you for the rest of 

the day? 

Wines described as having structure tend to 

have less fruit, and more alcohol, tannin, and 

acid. Really fruity reds work well with sweeter 

and more intensely flavoured sauces, such as 

barbecue sauce or cherry demi-glace, while 

less fruity, more structured wines work better 

on simpler dishes such as pan-fried steak or 

pork chops. 

Really fruity wines also tend to hold their own 

against salt. This is why overwhelmingly fruity 

wines such as Sauternes or Icewine taste 

great with Roquefort cheese or barbecued 

almonds, while an austere Alsatian Pinot 

Blanc (very dry indeed!) would be far less 

satisfactory. 

A quick word on wine and cheese: while the 

phrase seems to be lodged in the collective 

consciousness of wine consumers, the two 

don’t actually go well together in many cases, 

especially with dry white wines and most reds. 

Cheese is an earthy, savoury, high-fat, dense 

food, and finding a wine that enhances it is a 

challenge. 

Sparkling Wine

A word on sparkling wine: it’s the ultimate 

food matching wine and goes with everything 

from Thai food to foie gras, and pizza to 

partridge. It can be consumed from appetizer 

to dessert without seriously clashing with any 

food. When in doubt, call the bubbly out!

This is by no means a complete course on food 

and wine matching. When in doubt, rely on 

your taste and your own ideas about what goes 

together. It’s easier to sell a wine if you firmly 

believe it will match the customer’s menu.

Really fruity reds work well with sweeter and 
more intensely flavoured sauces.[

]
The Nitty-Gritty: a Thumbnail List
For a quick way of determining which wine will go with the food your customer is cooking, look at flavour intensity. 

Light Whites - Delicate fish, sole, cod, oysters, simply prepared chicken dishes 

Medium Whites - Medium white fish, snapper, scallops, flavourful (herbed) chicken dishes, veal or pork chops

Heavy Whites - Heavy or oily fish, salmon, tuna, lobster, Chinese food, or other spicy cuisine

Light Reds - Salmon, duck, roast chicken

Medium Reds - Game birds, grilled veal, pork roast, burgers

Heavy Reds - Lamb, steak, venison, rich sauces

There is a lot of overlap between different wines and different palates. You may think that really crisp, dry Sauvignon Blanc is a 

terrific match with Szechuan cooking, while someone else might favour off-dry, spicy Gewürztraminer: there’s always another 

choice that might work equally well with different foods.

The acid in wine helps a couple of things: 

it can either highlight or it can cut through 

sweetness, and it can help cleanse the palate 

of strongly flavoured dishes. It also helps 

the wine stand up to acidic flavours. A really 

flinty-dry Sauvignon Blanc with high acidity 

will taste wonderful with dishes laced with 

citrus, where a soft, off-dry Riesling would 

taste flabby and weak. 

This also works backwards: a flinty-dry 

Sauvignon Blanc served with a fresh, juicy 

peach tart will probably taste about the same 

as licking the battery terminal on a car. On the 

other hand, a delicate, off-dry Mosel Valley 
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Liquor Bag Campaign

This fall, some of Alberta’s liquor retailers will have an opportunity to 
support Alberta’s students in spreading the message about the dangers of 
drinking and driving. In its fourth year, the Students Against Drinking and 
Driving (SADD) Alberta Liquor Bag campaign represents an important 
opportunity for Alberta’s students (Kindergarten to Grade 12) to express 
their views on impaired driving. 

Starting in November, students at participating schools will complete their 
personal messages and decorate their own liquor store bags. Once the 
bags are completed, a teacher or adult will collect the bags and distribute 
them at a local liquor store(s) of their choice. 

Last year, 121 schools throughout the province created messages on 
25,000 liquor bags, and these numbers are expected to grow significantly 
for 2015. SADD Alberta and the AGLC encourage liquor retailers to 
support their efforts by distributing these bags when customers purchase 
products from your store. 

For more information about the campaign or to find out if your local schools 
are involved, visit saddalberta.com, or contact a SADD representative at 
403-313-SADD (7233) or at info@saddalberta.com.

by SADD

Students Provide Personal Messages 
on Impaired Driving

mailto:info@saddalberta.com
http://www.albertalocksolid.com
http://www.mcclellandbeers.ca
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BID Benefits Clients 
and Creatures through 
Specialty and Private 
Label Wines Beverage International 

Distributor

You may be looking twice the next time you 

pass the German section of your local liquor 

store. Dr. Zenzen, the #1 selling German 

white and red wine brand in Western 

Canada, just got a sleek new look! You’ll 

still recognize the bottle, but the label has 

undergone an exciting re-design, the result 

of which is an elegant and sophisticated 

new look for the best-selling family of fine 

German wines. 

For more than 10 years now, Dr. Zenzen has 

been the premiere product in the German 

section of all the liquor stores in Western 

Canada. Though times change, the quality of 

Dr. Zenzen has never wavered, consistently 

delivering the best German wines to the 

consumer. Now though, it’s time for a fresh 

coat of paint, and a chance for Dr. Zenzen 

to introduce itself to the next generation of 

wine drinkers.

With over 40 wines bearing the Einig-Zenzen 

crest, the wines can be found in nearly every 

liquor store across Alberta - showcasing 

the finest wines that Germany has to offer. 

Dr. Zenzen is the crown jewel of the portfolio 

of products represented by Beverage 

International Distributor (BID), a Western 

Canadian importer of fine wines and spirits.

Their portfolio also includes all the other 

great wine varietals you’ve come to expect 

from Germany - Riesling, Gewürtztraminer, 

Piesporter Michelsburg, Glühwein and 

many more products, including the newest 

additions to the Dr. Zenzen line - wine 

coolers that are really wine! 

Battista Brasil is a fruit wine infused with a 

medley of mango, coconut, açai and lemon, 

and Zentini is a rosé wine blended with 

grapefruit. With up to 80% wine in the bottle, 

these coolers are then infused with real fruit 

Dr Zenzen Spatlese 

308007 Maui Splash 

579680

Maui Blanc 

579656

Ice Cat 

776616

ADVERTISING FEATURE

Dr Zenzen Vegan Wine 

773057 (Red) 

773058 (White)
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flavours and not corn syrup, making them far 

more appealing to the palate than other more 

sugary options.

The BID portfolio could stop with Dr. Zenzen, 

and still have one of the finest selections of 

products in the catalogue. But BID - whose 

company motto states that they are “Revealing 

the uniqueness of the world to you”- offers so 

much more. BID’s mandate is to showcase 

and sell unique and extraordinary products.

Hawaiian wine from the Tedeschi vineyard 

on Maui is one of BID’s rare and remarkable 

products. You may not automatically think 

of pineapple as a varietal, but millions of 

visitors to the Islands have tried and enjoyed 

these wines while on their honeymoons and 

vacations. When they see it on your shelf, 

you’ve just brought them back to one of the 

happiest and most exciting times of their 

lives - and now that experience will forever be 

associated with your store too! 

BID also represents Glenora Distillers, a 

Nova Scotia distillery that produces “North 

America’s first single malt whisky”. This 

company produces a wide range of products, 

including the original Glen Breton Rare, 

Fiddlers Choice, and the “Battle of the Glen”, 

which was produced  to celebrate the legal 

victory won by Glenora against the Scotch 

Whiskey Association that sued over the use of 

the word “Glen” in Glenora’s products. 

BID represents Del Maguey, a high-end, 

low production single village mezcal. Your 

tequila section is only complete when you 

add mezcal, and these are the best of the best: 

rated #1 in the world!

Overall, the company avoids being pigeon-

holed and carries a little bit of everything 

- from ports and Madeiras to single malt 

whiskies and rums. BID prefers to sell quality 

over quantity, so it works with small, niche 

producers whose products are deserving of 

being more widely available. And sometimes, 

those small unique projects are BID’s own.

One of the hidden gems of the BID portfolio is 

a delicious French wine called “Reflections”. 

Reflections is sold with only one label, which 

allows the store or the consumer to put their 

own label on the other side. Whether it’s a 

label featuring the bride and groom at their 

wedding, or a corporate logo, Reflections 

offers a chance to put what’s near and dear to 

your heart on your bottle.

BID is currently working with the Edmonton 

Humane Society (EHS) to market wines 

with a private label to raise funds for four-

legged creatures in need. The special EHS 

private label wines will be available starting 

in October and will feature “media-friendly 

success stories”. Many fans of Instagram are 

familiar with the story of the adorable “warrior 

kitten” Henry that was hit by a car then treated 

through funds raised by the EHS. Now Henry 

has his own wine! It’s the kind of success 

story that will appear on the Reflection wines 

that BID will market and that your store will 

help to sell. 

More information on BID’s products can be 
found on their website, www.bidwine.ca or by 
contacting jpettinger@bidwine.ca

ADVERTISING FEATURE

Glen Breton Rare 

709757

Humane Society Shiraz

Humane Society Sauvignon Blanc 

Contact your Rep to enroll in the program
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BID Wine Alberta

http://www.bidwine.ca
mailto:jpettinger@bidwine.ca
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Those touches are evident in the black chandelier and drop lighting 
suspended over the store’s central u-shaped tasting bar. Along 
with its striking looks, Edmund says the tasting bar creates “a warm, 
relaxed area where customers can enjoy our selection.” And when it 
comes to a diverse product selection, deVine Wines and Spirits has a 
philosophy that sets it apart: According to Edmund, “We always try to 
identify trends before they become popular.” 

The first wine he tasted, when new to the business 35 years ago, was 
Blue Nun Liebfraumilch. However, it was a 1978 Beaujolais that hooked 
him on wine. “Everybody has to start somewhere. There is no such 
thing as a right or wrong wine for you; it’s whatever you enjoy.” He and 
his partners, Annabelle Evaristo and Dirk Chan, have developed their 
own set of rules when it comes to product selection. The partners 

When deVine Wine and Spirits moved into a heritage building in Edmonton in 2004, a 
demolition uncovered beautiful ornamental plasterwork. Partner Edmund Fong recalls, 
“We found a lot of history behind the walls. We preserved some of the plasterwork and 
maintained the big windows and high ceilings that were part of the building’s heritage, 
but added our own modern touches.”

Carving Out a Niche for Limited and Unique Products by Kathy Eccles
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recognized the quality of Portuguese wines before they were on other 
people’s radar, particularly since Annabelle is Portuguese herself.  

Edmund elaborates, “If there was no market, we thought maybe 
we should create a market.” Today, the partners travel frequently 
to Portugal’s wine-growing regions and work with their agents to 
bring in preferred selections. The store had more than 100 different 
Portuguese wines, long before 
they became widely popular. 

“That sets us apart,” stresses 
Edmund, who adds, “People 
love value. One of our jobs is 
to help them discover value and 
unique sectors to experience.” 
At deVine Wines and Spirits, 
customers are enticed to try 
new selections in a variety of 
ways. “We actively sample, tell 
the stories behind the labels, 
feature rotating cases of wines, 
and handsell the product in the 
store by talking directly to customers,” describes Edmund

He recently travelled to Germany, one of his favourite regions. “Again, 
we decided to go where no store agent would go,” he laughs. A big 
fan of Germany’s “fabulous” wines, he drinks what the locals do there. 
“In Germany, people drink dry and off-dry wines, while the sweeter 
wines are exported.” Back at deVine Wines and Spirits, he explains, 
“We show people the wines that people in Germany drink, including 
reds, creating a category that is part of our wine education program, 
offering innovative products for customers to enjoy.” 

In 2015, deVine Wines and Spirits was awarded the Alberta Liquor 
Store Association’s Irv Kipnes Award for Excellence in Liquor 
Retailing, based in part on nominations by agents. The store considers 
agents as their “partners in prosperity”. In particular, Edmund says, 
“We enjoy working with people who have philosophies similar to ours, 
and who are smaller and independent.” 

In the store’s liquor aisles, customers will find plenty of premium 
niche market spirits, including “wild and crazy stuff that’s hard to get a 
hold of,” shares Edmund. There are more than 80 single malt Scotches 
on hand and the store has now branched out into other brown spirits, 
including bourbon. “Phenomenal” Japanese whiskeys were a recent 
addition, along with ultra-premium Irish whiskey as well as whiskeys 
from India, Taiwan and “other far-flung places in the world”. 

The store’s beer selection has grown 250% in the last 18 months. 
“We had limited space, so we had to think outside the box,” Edmund 
explains. To maximize space, beer is grouped with wines based on 
regions, including 25 German beers now grouped with German wines. 
Customers can find Japanese beer next to sake and Belgian beer 
shelved with French wines. 

The store doesn’t advertise, 
but maintains a strong 
online presence through a 
fun, informative website. In 
Edmund’s view, community 

engagement programs and partnering with charities to create 
branded fundraising events is “money and time well spent.” The store 
recently brought back a popular summer event - Al Fresco at deVine - 
a block party and fundraiser attended customers and neighbours that 
raised funds for Edmonton’s Food Bank.   

In-store tastings are held year-round, ranging from a stand-up beer 
tasting for beginners to a sit-down dinner with a vertical tasting of 
vintage port for customers willing to pay $150 a ticket to try “special, 
interesting and rare products.” 

Edmund neatly sums up the trendsetting philosophy behind deVine 
Wines and Spirits: “We’re one small, independent business carving 
out a niche for customers looking for unique and limited spirits, beer 
and wine.” 

We always try to identify 
trends before 
they become 
popular.
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According to the Retail Council of Canada, 

between 2008 and 2012, the incidence of 

internal theft ballooned from 19% to 33.4%, a full 

third of the daily shrink of $10.8 million across 

Canada per shopping day. Meanwhile across 

the border, the National Retail Federation 

reports that, in 2011 alone, employee theft cost 

companies US$34.5 billion, accounting for 

43.9% of total losses, compared to 35.7% for 

shoplifting. 

If you think that’s bad, consider this: The 

National Federation of Independent Business 

notes that an employee is 15 times more likely 

than someone from outside the business to 

steal from an employer. Worse, that employee 

is most likely to be someone who’s worked 

for the company for several years, and will 

continue to steal for an average of three years 

before getting caught. No wonder the US 

Department of Commerce reports that nearly 

a third of business failures are the result of 

employee theft or fraud.

There are reasons for all this, of course. Since 

2008, the economy has crashed, personal 

debt has ballooned, and job security has all 

but vanished, taking employee loyalty with it. 

Whatever the reason, no business can afford 

to have stock and revenue walk out the door. 

That means liquor retailers have to protect 

themselves not just from the guy in Aisle 3 

slipping a mickey into his backpack, but from 

the person operating the till and stocking the 

shelves.

The best place to start is with these five 

strategies:

Know Your Staff

Protecting yourself from internal theft starts 

by knowing who, exactly, is working for you. 

The Canada Business Network suggests that 

the least you should do is check educational 

and employment references when hiring 

new employees. The NFIB also recommends 

Stop Internal 
Theft

It’s bad enough when a business suffers loss through theft, but it’s so much 
worse when the sticky fingers belong to someone on staff. It’s a betrayal of 
trust that’s a huge problem for liquor and other retailers, and sadly it’s a rapidly 
growing headache.

by Joanne Sasvari

Strategies to Protect Your Business
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conducting complete background checks, 

including potential employees’ criminal 

histories or any lawsuits they’ve faced, 

especially for anything involving theft, fraud, 

collections, restraining orders, or violence. 

Once you’ve hired someone, take the time to 

connect. Be interested in your employees’ 

lives outside of work. That way, you will be in 

a position to spot warning signs and step in 

before it’s too late. Those warning signs can 

include drug or alcohol abuse, compulsive 

gambling, persistent borrowing, and living 

a lifestyle well above their pay grade. The 

Michigan-based Shulman Center for 

Compulsive Theft, Spending & Hoarding also 

advises employers to be aware if staff are 

having financial difficulties or experiencing 

personal stress, which can lead to stealing. 

Remember, you can always intervene before 

things get desperate by offering extra shifts or 

directing staff to community services that can 

help with personal problems.

Warning signs can include drug or alcohol abuse, compulsive gambling, 
persistent borrowing, and living a lifestyle well above their pay grade.[ ]

http://www.timeaccessinc.com
http://www.profitek.com
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are working - and they let staff know that fraud 

prevention is a high priority for your business. 

Go High Tech

As thieves become more tech-savvy, so 

should you. The good news is that if you’ve 

already installed a high-tech security system 

to discourage external theft, it can also be a 

good deterrent for internal theft. 

Radio frequency identification tags and bottle 

caps, for instance,  are a great way to stop 

products walking out the door, front or back. 

Also, ensure any video surveillance systems 

cover the storage room, cash registers, and 

loading area as well as the store. Use high-

definition cameras so you can actually identify 

any culprits, and consider using an Internet 

Protocol system that allows you to keep an eye 

on things even when you’re not on site.

If you haven’t already done so, install computer 

security measures, and just as all the experts 

suggest, regularly change your passwords 

and entry codes.

Collect Tips

The Canada Business Network advises 

that employees should deal with any issues 

regarding internal theft quickly and fairly. 

However, you’ve got to catch the culprits first.

Experts widely recommend setting up an 

anonymous and confidential reporting system 

for co-workers, vendors, and customers to 

share information about employee misdeeds. 

Be sure to investigate every incident, no 

matter how large or small, and do it promptly. 

However, the Small Business Legal Center 

cautions that employers should be careful 

how they conduct their investigations. False 

accusations can be highly damaging to those 

accused and leave employers open to lawsuits. 

Next Steps

Once you’ve caught a thief, the best recourse is 

to terminate employment and consider further 

legal action. You won’t be alone: According to 

the Retail Council of Canada, of those store 

owners who’ve reported employee theft, 88% 

sought criminal charges, and virtually all of 

them dismissed the employee with cause.

After all, no one likes to think that someone 

they hired is stealing from them. However, no 

one can afford to let them get away with it.

Radio frequency identification tags and bottle caps are 
a great way to stop products walking out the door.[ ]

Do a Check Up

Set your business up so that it doesn’t 

offer easy opportunities for crime. Start by 

establishing policies related to theft and 

fraud. These should be clearly, and frequently, 

communicated to staff - along with the 

consequences for violating them. 

Employers should also review current 

operations and look for gaps in procedures. 

For instance, a popular way for employees 

to steal merchandise is to take it out with the 

trash and retrieve it later. This can be avoided 

by using clear garbage bags, insisting all 

boxes be flattened, locking the dumpsters, and 

just generally monitoring garbage disposal.

In addition, experts recommend the following:

• Separate your employees’ duties - you’re  

 just tempting fate by having the same  

 person responsible for both processing  

 and recording a transaction. A few things to  

 keep separate include shipping and  

 receiving; physical inventories and  

 inventory records; mail opening, and  

 posting.

• Determine how financial transactions are  

 to be initiated, authorized, recorded, and 

 reviewed, and then stick to those policies.

• Only allow authorized employees to have 

  access to accounting systems.

• Always have two people (preferably not  

 close friends) on hand for opening, closing,  

 and witnessing major transactions,  

 including refunds and voids. 

Follow the Money

Employees walk away from work with more 

than just illicit bottles of fine single malt 

tucked into their bags. While theft of product 

(larceny) is no joke, a more serious threat 

is the damage dishonest employees can do 

to your revenue. This can include skimming, 

fraudulent disbursements, and plain old 

embezzlement of cash or inventory.

To prevent these crimes, tighten up your 

accounting procedures. Use serially pre-

numbered sales slips, business cheques, 

and purchase orders, and make sure different 

individuals are responsible for their payment, 

receipt, and preparation. 

The Canada Business Network also 

recommends spot-checking your accounting 

processes. Regular assessments are a good 

idea too, but frequent, unannounced audits 

help you keep tabs on how well your controls 
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Ask the AGLC Expert

In this brand new column, we’ll be asking the 
experts at the Alberta Gaming and Liquor 
Commission to answer your questions 
around compliance, social responsibility or 
other aspects of the liquor business. Have 
a question you’d like answered? Send your 
question to Joyce, publisher of Liquor Retailer 
at joyce@emcmarketing.com. 

Question: I’d like to hold some tasting events 
in-store. Are there any restrictions around 
these events? What types of events are 
allowed?

Answer: Class D retail premises are able to 
hold events that focus on the promotion of 
liquor products. These events may be held in 
conjunction with a supplier, or independently 
by a licensee. Activities permitted in Class 
D retail premises to promote various liquor 
products include:

• tastings;

• liquor and food pairings with a featured  

 the perfect martini, the essentials for  
 stocking your home bar, etc.

• Events that focus on a region: Take a tour of  
 the Okanagan in-store via tastings of 
  featured wines of the region, try out beer 
  from local breweries, feature a tasting tour  
 of Scotland with selected scotch and  
 whiskey.

It should be noted that banquets, casual 
dining and drinking events, or events that 
don’t feature products the store sells, are not 
permitted.

The AGLC Inspectors are pleased to work 
with Class D licensees in helping them make 
the best use of their facilities while respecting 
the applicable policies. More information 
on permitted activities can be found within 
Sections 4 and 7 of the Retail Liquor Store 
Handbook at http://aglc.ca/pdf/handbooks/
retail_liquor_stores.pdf or by contacting your 
local AGLC Inspections office. 

 liquor product, where the liquor is the  
 primary focus;

• educational sessions where patrons can 
  learn about a particular region, country or 
  the history of a particular liquor product; 
  and

• a grand opening of the retail store,  
 customer appreciation or anniversary 
  events.

As Class D licensees are in the business of 
selling liquor for offsite consumption, events 
held in retail stores have to be focused on this 
particular aspect of business. For example:

• Tasting events that correspond with a 
  particular season or holiday: Conduct  
 tastings of mulled wine for Christmas,  
 champagne and chocolates for Valentine’s  
 Day, Canadian products around Canada 
  Day, etc.

• Events that demonstrate how to use certain 
  types of featured products: How to make  

mailto:joyce@emcmarketing.com
http://aglc.ca/pdf/handbooks/
http://www.alsaweb.ca
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Discover Eastern European Grape Varieties - 

Unlock their Secrets and Unleash the Profits 

Our customers all want the same thing: Something new, that presents 

great value, is tasty, and has some great talking points to remember and 

tell their friends about. Eastern European wines can offer all these to 

shoppers, while unleashing nice profits for your business.

Nobody seems to be overly familiar with the ancient regions of Eastern 

Europe or their local grapes, so the “newness” is attractive. Prices are 

low, and with the right producers, centuries of experience ensure good 

quality and lots to talk about tableside. The problem with selling these 

wines is that staff get stuck every time someone asks the inevitable 

question: What’s the grape? It seems that everybody wants to know, 

which is understandable as nothing informs the final flavours of the 

finished product more that the grape itself. In order to help staff sell 

these wines, it’s helpful to learn about the regions and their grapes. 

Here’s a quick tour.

Let’s start with an old player in the market that struggles to get respect - 

Austria. Austria has a strong claim to be the leader with the white variety, 

Grüner Veltliner. Almost as scary as Gewürztraminer to pronounce, it 

often goes by the regrettable hipster monikers of Grooner, GV or Groovy. 

Nonetheless, it’s a bracing, crisp, food-friendly white that is a crowd 

pleaser once you get customers to try it.

Heading east, Hungary is becoming famous for more than the sweet, 

botrytis-affected dessert wine Tokaji. Dry whites from Furmint are also 

showing up in the market. Bright acid keeps them fresh with notes of 

pears and lime. Not to be overlooked is Hungary’s most famous red, 

Egri Bikavér, or “Bulls Blood”. It’s made from ever-increasing amounts 

of Kékfrankos (a full-bodied, intense red grape) and Kadarka, (a spicy, 

red-fruited and juicy grape). Keep an eye out for more modern examples 

made exclusively from these grapes. 

Bulgaria uses a lot of French grape varieties, but maintains loyalty to the 

indigenous Melnik in the Thracian region bordering Greece. It delivers a 

reliable, perfumed red that gives robust red fruit flavours and stands up 

to long, softening bouts in oak. It can gain additional complexity from 

barrel programs. Don’t shy away from older vintages of this grape, as 

they age well.

Georgia, on the eastern edge of the Black Sea, has a long history (8,000 

years) of producing quality wines. They rely on Saperavi, a full-flavoured 

red grape that gains additional complexity from aging in ancient clay 

amphora called kvevris. They also grow the unique white variety Mtsvane 

that gives a soft, dry wine with citrus and mineral notes.

Greece seems to be in a position to grow marketshare, since they 

have an economic incentive to get their export products to market. 

This should keep prices reasonable and the quality high to maintain 

a competitive stance. Like most of their neighbours, the Greeks have 

their own indigenous red variety that is more than credible, Xinomavro. 

Produced with great success in the northern region of Naousa, this wine 

is complex, structured, and ages well. Rich flavours of red fruits and 

plums with floral notes and spice make it a real winner. The Greeks also 

produce a number of delicious whites including the famous wine from 

the island of Santorini, Assyrtiko. This grape gives dry wines that are 

potent and intense, redolent with notes of lemon, lime leaf, and mineral.

There are many more local grapes getting attention from the new school 

of winemakers from around the world. Moving away from the sameness 

of the (admittedly great) classic French varieties into something a 

little less well known is a great way to create some excitement for your 

customers and staff. Importers and agents are only too eager to support 

sales of these wines with educational/promotional tastings, and once 

your clients get comfortable with the names and origins, they will feel 

right at home with the taste and value.

So, stock up, raise your glass and, say “Nazdrave!” - To health!

Tim Ellison is a certified Chef de Cuisine, Sommelier (ISG), and holds his Diploma 

of Wine and Spirits from the WSET (UK) where he has also gained Level 3 Assessor 

status.

by Tim Ellisonwine report
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Dulce Vida Organic Tequila sources its 100% organic agave from the 

Los Altos highlands in the Tequila region of Mexico. These 100 proof 

artisanal tequilas are crafted in small batches. Blanco is full-bodied 

and vibrant, with a herbal citrus aroma and crisp, spicy flavour. 750ml  

$36.68 wholesale +775378  Reposado has spent 11 months in American 

bourbon whiskey barrels, giving it a yellow-gold hue and medium to full-

bodied taste with delicate agave, barrel wood and citrus. 750ml  $46.20 

wholesale +775376  Añejo is aged 24 months in American bourbon 

whiskey barrels. Enjoy intense agave and fruit notes with delicate hints 

of vanilla and wood, giving way to a sweet, smooth finish. 750ml  $56.43 

wholesale  +775377

Gancia Americano is a classic Italian aperitif. Fine herbs and spices 

are mixed and percolated, and then the concentrated liquid is combined 

with young white wines, sugar and extracts. It’s filtered and refined in 

tanks. Enjoy its slightly bitter taste, lightness and mixability. 750ml  $16.40 

wholesale  + 772344

Chic Choc Spiced Rum is made with six indigenous spices harvested 

from the Chic Choc Mountains in Quebec. Deep amber brown, this 

rum is bold and flavour-packed yet smooth and velvety. 750ml  $25.18 

wholesale  +767856

New Products

what’s by Debbie Minke

Casa Di Malia Organic Prosecco hails from the Veneto region of Italy. 

This frizzante wine offers a delicate and fragrant nose and a light, dry, 

refreshing palate with fruity notes of banana and apple as well as acacia 

flowers.  750ml  $13.49 wholesale  +775578

1884 Estate Grown Red Blend 2014 from Argentina is made from 68% 

Malbec, 25% Cabernet Sauvignon, 4% Petit Verdot, and 3% Cabernet 

Franc. Fermented 100% in stainless steel tanks, this wine is aged for 10 

months in a mix of French oak and American oak. 750ml  $12.99 wholesale  

+771683

Bench 775 Pinot Noir 2013, from the Naramata region of the Okanagan, 

has delicate notes of dried thyme, cherry and orange zest on the nose. 

On the palate, this wine has layers of complexity delivered by flavours of 

anise, orange rind, cherries, and dried herbs overlaid with subtle hints of 

cedar and fine tannins.  750ml  $15.58 wholesale  +85407

Luis Felipe Edwards Red Blend comes from Chile. This deep, intense, 

garnet-coloured red is a marriage of 60% Cabernet, 30% Carménère, and 

10% Merlot. Enjoy notes of mature red fruit and elegant touches of spice 

and dark chocolate.  750ml  $10.90 wholesale  +440859

Produced in the southern region of Moldova, Chateau Vartely 

Sauvignon Blanc 2013 has a complex yet delicate nose, with notes of 

citrus, pear, and green apple. Enjoy its fresh, crisp taste with undertones 

of effervescence, providing intense sensations and a persisting, pleasant 

finish.  750ml  $10.97 wholesale  +767753  Chateau Vartely Cabernet 

Sauvignon 2013 has flavours of black currant, cherry stone, vanilla, and 

oriental spices. 750ml  $10.97 wholesale  +767754

Zuccardi Brazos de los Andes White from Mendoza, Argentina is lively, 

fresh, and elegant with intense aromas of fresh fruits and flavours of 

pineapple and orange zest. This blend combines Chardonnay, Torrontes 

and Pinot Grigio. 750ml  $11.20 wholesale  +771686  Brazos de los Andes 

Red is a blend of Malbec, Cabernet Sauvignon, Syrah, and offers subtle 

spicy notes of black pepper with a floral touch of violets. 750ml  $12.18 

wholesale  +771701

2012 Emporadàlia Balmeta Empordà is crafted from Grenache “Old 

Vines” grapes. This intense cherry-red wine has aromas of strawberries, 

cherries, and blackberries, along with a final touch of spice. On the 

palate, it offers smooth tannin with lingering notes of mint and licorice. 

750ml  $12.99 wholesale  +774238

Joseph Mellot Sincérité Sauvignon Blanc 2014 is pale gold in colour, 

clear and brilliant. Enjoy floral notes on the nose. It’s expressive, fresh, 

and well-balanced on the palate with a lingering finish.  750ml $11.99 

wholesale  +481952

Liquor Accessories International has introduced an extensive line 

of new barware and drinkware for the liquor industry. Choose from 

various corkscrews and openers, wine pourers, beer cups, plastic 

wine glasses, coloured and clear shot glasses, shooter cups and more.  

www.liquoraccessories.com

Coravin is a simple hand-held unit that allows establishments to serve 

wine by the glass without committing to the whole bottle. A hollow 

needle is inserted through the cork to access the wine. It leaves the cork 

in place, safeguarding the wine from oxidation and still allowing the wine 

to evolve naturally. http://thewinesyndicate.ca/coravin-system/

The Bank of Canada unveiled and issued a special commemorative 

$20 bank note honouring Her Majesty Queen Elizabeth II. The bank 

will issue 40 million commemorative notes, the first of which became 

available at financial institutions across Canada September 10.

WineSpirits

New?

http://www.liquoraccessories.com
http://thewinesyndicate.ca/coravin-system/
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As a manager, I choose to believe that we can 
indeed impact the motivation level of our staff. 
However, there is no proven recipe or formula 
for motivating people. Motivation is often 
an individual challenge. It requires different 
strategies to address individual differences. 
What are some workable strategies that 
managers can use?

Set Goals
Set concrete, achievable goals and 
communicate the expectations and outcomes 
in a clear way. Staff need to know what is 
expected and what the results will look like. 
Try to avoid falling into the “They should 
know” assumption. They will know when 
communication is clear and concrete. 

Measure Progress
Measure success in progress as well as 
results. Waiting for final results always has 
an element of fear and trepidation. Knowing 
that we are on the way or how far we’ve come 
makes the trip less daunting! Provide interim 
or staged feedback to maintain motivation for 
the outcomes.

Balance Positive and Negative 
Feedback
Get rid of the old “Oreo Cookie” formula. 
This was the approach of positive/negative/
positive feedback. This formula is now easily 
recognized as ineffective. Staff in today’s 
workplace are more likely to accept negative 
feedback when it is delivered after building a 
bank of positive feedback. Indeed, the formula 
now suggests four positive pieces of feedback 
will motivate people to accept correction or 
criticism in a better way. Put directly, staff are 
more motivated to correct, improve and make 
changes when the information is balanced by 
recognition of positive actions and outcomes.

Include Staff in Planning
Engage, involve and include your staff 
in planning and developing new ideas and 
new approaches. Everyone is more invested 
in success when they have established the 
criteria. Discussion is much more motivational 
than direction.

Motivating Staff
Getting the Best Possible Results

It is easy to have expectations of our staff. The challenge is motivating our staff 
to meet those expectations. We often hear people say that their staff lacks 
motivation or that they are not as motivated as they would like them to be. What 
does this mean? What can we do to change this perception? Or is it the reality 
of the new workplace?

by Brenda Robinson
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what they do. Meet, greet, and converse with 
your team members. Ask questions and listen 
to their answers. Being connected motivates 
people to do their share and more. People are 
the greatest motivators of people.

Give Compliments
Recognize efforts and provide complimentary 
feedback. The old saying is still true. “Praise in 
public - criticize in private.” Give compliments 
to your staff in the presence of customers and 
other staff members. Let them know you value 
their efforts enough to share it with others.

Have Fun
Have some fun at work. People seldom say, “I 
want a job there because they never have any 
fun!” People seek work that is enjoyable. All 
of us are motivated to do our best when we 
enjoy what we do, enjoy the people we work 
with and the people we work for. Laughter 
and productivity go hand in hand. Laughter 
motivates!

Which of these strategies can you apply? 
Try any or all of them, and you will see 
the difference. Besides, it is motivational 
to work with motivated people. Motivation 
is contagious - catch it and share it with 
others.

Be Positive
Motivate with positive language and a 
positive approach. Our people are much more 
motivated by: 

“What can be done vs. what can’t be done.”

“What’s next instead of what’s past.”

“What will work vs. what won’t work.”

Focus on Solutions
Staff are far more interested and motivated by 
solutions than they are by problems. Focusing 
on what will work or what we can try is more 
motivating than focusing on problems, 
barriers, and challenges.

Foster Team Building
Encourage a work environment that is 
collaborative. Being part of a team is 
motivating, especially when the team is 
supportive. Plan some team building activities 
and events to motivate your staff to contribute 
to the team as well as the work that needs to 
be done.

Connect with Staff
Demonstrate interest in getting to know your 
staff. Show interest in who they are as well as 

Staff in today’s workplace are more likely to accept negative feed-
back when it is delivered after building a bank of positive feedback.[ ]

http://www.lionsportproducts.com
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New ALSA Members
ALSA is pleased to welcome the following new members since June 

2015: Unwined Fine Wines Spirits and Ales in Edmonton and St. 

Albert, Albertinos Liquor, and Sobeys Stores across the province.

Alberta Beverage Awards 2015

Brandy Torres Pisco

Canadian and American Whisky Crown Royal Northern Harvest Rye

Gin No.3 London Dry Gin

Liqueurs Cabot Trail Maple Whisky

Rum Flor de Cana Gran Tradicion Artisanal 25, Zaya Gran Reserva Rum

Sake Kaiun Iwaizake Junmai Ginjo

Scotch The Singleton of Dufftown 12-Year-Old

Tequila Casamigos Blanco

Vodka Arbutus Coven Vodka

BEER & CIDER

Ales Village Blacksmith

Cider Lonetree Authentic Dry Cider

Fruit Beer Fruh Radler Bottles

India Pale Ales Village Grandfather

Kolsch and Keller Fruh Kolsch Bottles

Lagers Wild Rose Switch Hitter

Mead and Others Spirit Hills Wild Rose Passion

Porters and Stouts Dandy in the Underworld Oyster Stout

Wheat Beer White Wolf Wit Bier

WINES

Bordeaux Based Blends Chateau Grand Clocher St. Emilion 2010

Cabernet Sauvignon  Santa Rita Reserva Cabernet Sauvignon 2011

Chardonnay Rodney Strong Vineyards Sonoma County Chardonnay 2011

Dessert Wines Paradise Ranch Riesling Icewine 2013

Fortified Wines Chapoutier Muscat Beaumes de Venise 2012

Fruit-Based Wines Fieldstone Strawberry-Rhubarb Fruit Wine 2014

Gamay and Carmenere Juliens chaintre bois de la salle 2013

Gewurztraminer Kuhlmann-Platz Cuvee-Prestige Gewurztraminer 2013

Malbec Kaiken Ultra Malbec 2012

Merlot  Black Sage Vineyard Merlot 2012

Moscato Still and Sparkling Beni di Batasiolo BOSC DLA REI 

    Moscato d’Asti 2014

Other Italian Blends Arcanum Valadorna 2007

Other Red Italian Varieties Jasci & Marchesani Nerube 2012

Other Red Single Varieties La Storia Petite Sirah 2013

Pinot Gris/Grigio Hillside Estates Reserve Pinot Gris 2014

Pinot Noir Fess Parker Pinot Noir Santa Rita Hills 2012

Red Blends Perlita by DiamAndes 2013

Rhone Blends Brotte Cotes du Rhone La Fiole 2012

Riesling Red Rooster Riesling 2013

Rose Chapoutier Belleruche Rose 2014

RSV Monastrell and Grenache Yalumba Old Bush Vines Grenache 2014

RSV Tempranillo Torres Altos Ibericos 2012

Sangiovese and Blends Jacopo Biondi Santi Morellino di Scansano   

  DOCG 2010

Sauvignon Blanc Villa Maria Private Bin Sauvignon Blanc 2014

Spanish Blends Faustino V Reserva 2008, Bodegas Borsao Berola 2011

Sparkling Wines Champagne H. Blin NV Brut

Syrah/Shiraz Moon Curser Syrah 2012

Veneto (Valpolicella and Amarone) Giusti Amarone Classico DOCG 2010

White Blends Casal Garcia Vinho Verde 2014

Zinfandel Tannat and Bonarda Chayee Bourras Bonarda Reserva 2011

If you have any recent noteworthy accomplishments or community contributions, 

please email the details to Debbie@emcmarketing.com.

NAMES IN THE NEWS
by Debbie Minke

mailto:Debbie@emcmarketing.com
http://www.fruh.ca
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Beer Notes

Pumpkin beer is a big thing these days. I can 
appreciate if you are a bit skeptical about 
that statement, since pumpkin is not really a 
flavour one would associate with beer. If I was 
writing this five years ago, I would say you were 
right, but something has changed in recent 
years. Pumpkin beer is now a huge seasonal 
seller. From Labour Day to Thanksgiving, 
consumers seek it out in droves. It appeals to 
both experienced beer aficionados and craft 
beer newbies. Women, in particular, seem to 
appreciate its flavour profile. This wide appeal 
is one of the secrets to its success.

Pumpkin beer has its origins among the 
early settlers in North America. In the 1700s 
and early 1800s they needed to use whatever 
ingredients they had to brew beer. In the fall 
they used pumpkin, which is full of highly 
fermentable starches and sugars, making it 
a great ingredient for beer. Benjamin Franklin 
and George Washington (both famous 
homebrewers) have recipes in their archives 
for pumpkin beer.

The modern day pumpkin beer doesn’t have 
a lot in common with those historic versions, 
however. It does have real pumpkin in it, yet the 
pumpkin is not what gives the beer its flavour. 
In fact, the pumpkin ferments out completely, 
leaving very little residual flavour behind.

Pumpkin beer is actually defined by the 
spicing. The beer has a variety of spices, 
including cinnamon, nutmeg, allspice, and 
maybe ginger. In other words, pumpkin beer 
tastes a lot like pumpkin pie, and that’s its 
appeal. The right base beer is needed to 
compliment these spices. 

An ideal pumpkin beer is amber-coloured, and 
offers a decent toffee and brown sugar malt 
flavour with just a touch of earthy fruitiness. 
The spices should rise during the middle of 
the palate, offering a sweet, musty character. 
The key to a quality pumpkin beer is balance. 
The spicing needs to accent the beer rather 
than dominate its flavour profile. Too thin 
a body and the spices take over; too heavy 
pushes them to the background.

A few years ago I would be hard pressed to 
find a single pumpkin beer in Alberta. Last 
year I counted more than 25 versions available 
in the province, and they are each unique.

I won’t dare to pick and choose which ones 
a store should carry, but I can offer a few 
ideas about different interpretations of the 
style. If you want to offer a more traditional 
take on the style, which offer a nice balance 
between the spice and the base beer and 
offer an enjoyable, if not particularly out-there 
experience, there are a few alternatives. A 
local option is Alley Kat’s Pumpkin Pie Ale, 
which they have released for the last few 
years. Other traditional pumpkin ales include 
St. Ambroise Pumpkin Ale, which is a bit 
lighter in body but also has that classic flavour 
profile.

The more adventurous might go for Elysian 
Night Owl Pumpkin Ale, which is a bit bolder in 
the overall profile and offers a spicier version 
of the style. Rogue Pumpkin Patch Ale finds a 
way to bring out a bit more pumpkin flavour to 
accent the spicing.

There are some bigger, more flavourful 
versions available as well. Howe Sound 
Pumpkineater Imperial Pumpkin Ale clocks in 
at 8% alcohol, and as you might expect, offers 
a bigger, fuller flavour all the way around. The 
most out-there brew - last year at least (as of 
writing, it was unclear if they were releasing it 
again) - might be Phillips Brewing Crookeder 
Tooth Barrel-Aged Pumpkin Ale, a pumpkin 

ale aged in oak barrels. With 7.3% alcohol, 
it offers pumpkin pie spicing along with a 
sweet, woody oak character for a whole other 
dimension. 

Pumpkin beer might seem like an odd choice 
for a beer, but over the past few falls it has 
demonstrated that it’s a big winner among 
beer consumers. You should definitely 
consider stocking it this season.

The Appeal of 
Pumpkin Beer
by Jason Foster
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Alberta Blue Cross is pleased 
to be the group benefit carrier 
of choice for the Alberta 
Liquor Store Association.

www.ab.bluecross.ca

If you are interested in joining the ALSA plan, 
or would like more information, contact The Alberta Liquor Store 

Association plan includes:
Prescription Drugs, Dental, 
Extended Health, Travel 
Coverage and Life Insurance.

When it comes to the

health of your
employees...
it’s important to

have a plan.

83282 2015/09

Brian Flood  403-217-1186 bflood@shaw.ca
Grant Sales  403-256-1337 salesg@shaw.ca 
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http://vodkamudshake.ca • www.facebook.com/VodkaMudshakes

www.independentdistillers.caTel. 780-660-4646

Alberta Agent

$1.99  PER 
CAN

NZ Pure Lager is a new class of  

premium lager made only from  

New Zealand malt, hops, water and 

a specially selected yeast with 

no additives or preservatives.

$15.21
WHOLESALE PRICE

NAUGHTY COW CAKE
SKU: 765968

NAUGHTY COW
SKU: 752755

$9.85
WHOLESALE PRICE

SKU: 149211

$9.85
WHOLESALE PRICE

SKU: 751477

WHOLESALE PRICE
SKU 771667

TWISTED SHOTZ 
ADVENT CALENDAR 

$32.63
WHOLESALE PRICE

SKU: 768856

Mudshake Chocolate 
Candy Cane

Mudshake Spiced 
Eggnog The Twisted Shotz Advent  

Calendar Pack contains 24  
individual shots, each within  
it’s own pull-tab window. 

http://vodkamudshake.ca
http://www.facebook.com/VodkaMudshakes
http://www.independentdistillers.ca
http://www.independentdistillers.ca



