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Liquor retailing in Alberta is becoming more challenging as consumers are spending less and 
changing what they’re drinking - moving from higher-end spirits and wines to more value-priced 
products. Operators need to address this issue by revising their product mix accordingly. It’s also 
an important time to fine tune your marketing. 

In this issue, we provide tips on creating a competitive advantage and merchandising techniques to 
ensure customers enjoy their shopping experience and become loyal patrons. We’re also looking at 
ways you can improve safety and security as theft has been increasing across Alberta. 

Now is the time to support Students Against Drinking and Driving (SADD) Alberta, who’ve 
partnered with the Alberta Gaming and Liquor Commission (AGLC) in this year’s liquor bag 
campaign for the May long weekend. These special bags feature original art from a Grade 6 student 
from Tofield School, giving her personal message on the dangers of impaired driving. One million 
bags will be distributed to liquor stores via Connect Logistics. See this year’s winning design on 
page 16.

For a unique team exercise demonstrating the power of positive feedback, be sure to check out the 
article on page 24.

The number of Alberta’s craft distilleries and breweries is growing and we’re featuring these local 
companies in Beer Notes and the Spirit Spotlight columns. If you support these new businesses, 
I’m certain they will support you in turn.

Happy Spring!

Editor’s Notes

May 6 - 7 Calgary International Beerfest  Stampede Park BMO Centre, Halls A-E
www.albertabeerfestivals.com/events-services/calgary-international-beer-festival

May 8 - 11 Into the Vineyards Okanagan Wine Tour
www.alsaweb.ca  info@alsaweb.ca

June 3 - 4 Edmonton Craft Beer Festival Edmonton Expo Centre at Northlands
www.albertabeerfestivals.com/events-services/edmonton-craft-beer-festival

June 9 Liquor Industry Golf Tournament Stony Plain
www.alsaweb.ca   info@alsaweb.ca

October 4 Alberta Liquor Industry Conference Edmonton
www.alsaweb.ca   info@alsaweb.ca
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ALSA’s Message

It has been 23 years since Alberta privatized its liquor retailing system, 
and today the province still boasts the best selection of liquor products 
in Canada. Other provinces continue to try to emulate components 
of the Alberta model, namely BC and Ontario, while provinces like 
Saskatchewan are looking to implement our privatized model. Alberta 
has led the way and continues to bring improvements based on consumer 
and industry input. 

After two decades, there are many changes coming to our industry. 
Issues regarding liquor retailing we never thought would be possible 20 
years ago are being considered by governments across jurisdictional 
boundaries. We hear from members about the challenges they face 
today and we’re working together to find solutions and advocate on their 
behalf.  ALSA also continues to work in partnership with the Alberta 
Gaming and Liquor Commission to ensure the Alberta advantage of 
liquor retailing continues. 

We need to hear from you. We need to have your voice at the table so 
that we can continue to grow and prosper for the next 20 years. Whether 
you have been a former member or are new to the industry, your input is 
valuable. If you are already a member and have questions about some of 
our new programs and partnerships, please give us a call. 

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.

by Ivonne Martinez

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

Upcoming Events

This year ALSA is hosting some exciting events, providing excellent 
opportunities for our members to learn, interact, network, and of course, 
have fun. 

Into the Vineyards - Join ALSA in a one-of-a-kind Okanagan wine 
industry 2-day trip, which includes visiting 12 wineries and as well as 
receiving your official BC Wine Ambassador certification. The trip takes 
place May 8-11, and space is limited.

Liquor Industry Golf Tournament - On June 9, join members from 
across the industry, Connect Logistics and AGLC for a day of golf in 
Stony Plain. This year’s tournament will feature a PGA member from 
Australia, highlighting wines from his vineyard. Last year the event sold 
out, so be sure to get your registration in. 

Alberta Liquor Industry Conference - Mark your calendar for the 2016 
conference, which will take place October 4 in Edmonton. Interesting 
and educational sessions will be given by AGLC Compliance, Liquor 
Services, and Connect Logistics, and liquor product tasting seminars 
will also be offered. Last year’s forum with AGLC President and CEO Bill 
Robinson was a sell-out, and we hope you can attend this year. 

Stay tuned for the dates for ALSA’s educational workshops in Grande 
Prairie and Medicine Hat. Our guests will include Alain Maisonneuve, 
VP Liquor Services, AGLC. Check www.alsaweb.ca for details. 

http://www.alsaweb.ca
mailto:info@alsaweb.ca
http://www.alsaweb.ca
http://www.lionsportproducts.com
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The most common ways to create a competitive 

advantage in Alberta’s liquor environment 

include building a loyal customer base, and 

offering a selection that resonates with your 

clientele - whether they are local customers, 

or customers that seek you out based on your 

selection or strengths (a destination store). 

Offering competitive pricing, consumer 

events or special services, and having quality 

staff can also give you an edge over other 

liquor retailers.

Staff

Quite simply, having great staff is a huge 

benefit to any business. In the liquor business, 

employing knowledgeable, passionate staff 

who know the products - and can sell them - is 

much better than having the least experienced, 

“wage earner” who can only be counted on to 

show up. Trained or certified sommeliers and 

cicerones have at least a basic understanding 

of most product types and global production 

regions, and can hand-sell tricky products, 

understand the customer’s needs, and select 

the best products for those needs. At the 

same time, having a person on hand who 

is friendly and passionate about providing a 

positive customer experience can be just as 

valuable. 

Events 

Hosting special tastings and events can 

provide an effective way to get customers 

interested in your selection and attract new 

customers to your store. Some stores have 

additional space perfect for accommodating 

events - from sit-down, educational seminars 

to stand up, or mingling-style events where 

people can network or learn a bit about a style 

of product in an informal setting. It could even 

be as simple as having a few products open 

for sampling during a specified period, such 

as a Thursday evening or Saturday afternoon. 

Creating a 
Competitive 
Advantage 
Capitalize on Your Strengths

How do you as a business owner or operator distinguish your business from the 
competition? Why should potential customers visit your shop over that of the 
competition?

by Tom Firth

Courtesy of Tom Firth
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Selection and Pricing

In the retail liquor environment here in Alberta, 

we are anything but stuck in terms of who is 

supplying you. With around 20,000 different 

products available, retailers have a virtually 

infinite choice to customize which products 

feature on your shelves. If you want to have 

the largest selection of French wines, organic 

wines, whisky or craft beer, you can. 

Marcia Hamm is the manager of Hicks Fine 

Wines in St. Albert. The store only opened its 

doors in the fall of 2014, and in a short time has 

done well carving out a niche in the market. 

They’ve focused slightly more on Italian 

wines, but also stock a complete range of 

products. As Hamm puts it, “We have plenty 

of unique and weird wines - geeky wines”, 

offering something unique to consumers. In 

the store, they are opposed to the use of shelf-

talkers, preferring to stock wines that are 

“hand sells” with knowledgeable employees 

that have tried the wines, and are confident 

recommending them. In-store tastings are 

a common occurrence at Hicks, from formal 

guided tasting events to simply just having 

an importer on hand pouring some wine for 

visitors to the shop. 

We have plenty of unique and weird wines - geeky wines”, offering 
something unique to consumers.[ ]

Creating a Loyal Customer

It costs much more to attract a new customer 

than to retain one. Greeting your customers as 

they walk through the door and thanking them 

for their business as they leave goes a long 

way. Be sure to let everyone know what’s new 

in the store, and reach out to your regulars 

through social media, emails, or newsletters. 

Recognize and personally address your 

regulars when they drop in, pointing them to 

products that might interest them, especially 

new ones. Ask them for feedback on what 

they like about your store as well as areas of 

improvement. 

Photo by Marcia Hamm ~ Courtesy of Hicks Fine Wines

http://www.canadiangrowler.ca
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Spirits of Cranston is a small, family-run 

store in the south end of Calgary. Owned 

and operated by Roy and Irma Phinney, it is 

the epitome of a neighbourhood liquor store 

doing it right. Right from the get-go, it’s a store 

that focuses on customer service. Everyone 

who walks through the door is greeted and 

welcomed - often by name. Measuring about 

1,200 square feet, it’s in the smaller range 

of shops, but it has a walk-in beer cooler, 

a wine chiller, and ample space for wines 

and spirits. When it opened in 2004, it was 

the only liquor store south of the 22X, and it 

serviced a number of newer communities in 

the south end of the city. These days, it faces 

stiffer competition from other stores, but it 

differentiates itself by offering a personalized 

experience and a number of added-value 

services, such as delivery service, special 

ordering opportunities, and even letting 

customers phone ahead to have a special 

wine chilled. 

While it might be beyond the capabilities 

of the average store, some retailers create 

custom wine selections for their customers. 

Co-op Wine Spirits Beer runs a locker 

program that serves about 300 customers. 

First, clients meet with a sommelier from 

Co-op and submit a detailed profile regarding 

their wine preferences. Once a month, their 

locker - and yes, it’s a physical locker - is 

filled according to the subscriber’s budget 

and quantity requested. Wine notes, cellaring 

suggestions, and the like are provided, and the 

wines selected for the program are generally 

exclusive. Co-op’s locker program is nearing 

capacity, but it boasts a terrific retention rate - 

even in a tough economy.

While having the right location is important, 

most stores don’t have the option of picking up 

and moving across the street if the grass looks 

greener over there. Recognize and capitalize 

on your store’s strengths - the things that 

separate you from the competition. Provide 

an excellent shopping experience every time, 

converting new customers into loyal patrons, 

and maximize your competitive advantage. 

Added-value services include delivery service, special ordering 
opportunities, and even letting customers phone ahead to have a 
special wine chilled.[ ]

Photo by Marcia Hamm ~ Courtesy of Hicks Fine Wines

Courtesy of Tom Firth

http://www.blackflybooze.com


     Liquor  Retailer 9

product 
showcase
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Casa di Malia Frizzante 
Organic Prosecco
Sparkling White Wine
Italy 

A superb new Organic 
Prosecco from the 
hills around the Veneto 
region of Northern Italy. 
This Frizzante (lightly 
sparkling) wine is 
beautifully packaged with 
a stylish and practical 
clamp closure. It is a 
fresh, delicious and 
characterful Prosecco. 

Pale lemon in 
appearance, with a 
delicate and fragrant 
nose and a light, dry, 
delightfully refreshing 
palate with fruity notes of 
banana and apple as well 
as acacia flowers. 

A perfect aperitif or a 
great match for lighter 
starters and canapés. 

750 ml
+775578  $13.69 Whsl

403-374-0515
vwwinemarketing.com

RELAX 
Pink & Riesling
Rosé/White Wine
Spain/Germany

RELAX Riesling:
People’s Choice  Winner - 
Calgary Wine Festival
People’s Choice Runner 
Up - Edmonton Wine 
Festival 
RELAX Pink is a fun, fruity 
Spanish Rosé with fresh 
aromas of strawberries, 
raspberries and cherries. 
It’s nicely balanced with a 
refreshing crispness and 
soft, round finish.
RELAX Riesling is 
a refreshing, crisp, 
authentically German 
Riesling. Slightly dry with 
an enticing fruity bouquet, 
it shows intense flavours 
of apples and peaches 
with a hint of citrus. Promo 
materials available.

RELAX Pink 750ml
+774552 $10.99 Whsl

RELAX Riesling 750ml
+717708 $10.99 Whsl

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

AGLC REPORT

The AGLC’s Requirements for Liquor Delivery Services

Recent news of an exciting new liquor delivery app called Drizly starting up 
in Edmonton provides a timely opportunity to remind all liquor retailers of the 
AGLC’s requirements for liquor delivery services.

A Class D licence is required from the AGLC to deliver liquor in Alberta. This 
means that all liquor retailers have the ability to provide delivery services. 
Liquor retailers also have the option of contracting liquor delivery providers; 
however, these contractors must have a delivery service licence - that is, a 
Class D licence of their own.  

Liquor delivery is subject to a number of conditions outlined in Section 
4.11 of the Retail Liquor Store Handbook. In addition, all requirements related 
to responsible liquor service - such as no service to minors or intoxicated 
individuals, and checking for ID if the recipient appears to be under 25 years of 
age - must be followed. 

Considering the outlined requirements, here is how Drizly works within the 
context of AGLC’s policies:  Drizly is a technology platform that connects 
liquor retailers with customers. The order, sale, and delivery of liquor all 
take place with licensed liquor retailers. The drivers are employed by liquor 
retailers, which means the actual liquor delivery service falls under the  
Class D retail liquor store licence. The drivers are also responsible for checking 
IDs and making sure liquor is delivered responsibly.

http://www.dhs-wine.com
http://www.barnetpos.com
http://www.vwwinemarketing.com
http://www.dhs-wine.com
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In a market driven by deep discounting, 
especially in a down economy, many liquor 
store managers are sticking with traditional 
merchandising techniques to sustain revenues. 
Those stores looking to stand out will want to 
check out the high-tech visual alternatives, and 
most importantly, the integration of physical 
and digital systems to create a frictionless 
shopping experience online, on site, and back-
of-house. 

For Edmonton-based Liquor Stores N.A. 
Ltd., North America’s largest publicly traded 
liquor retailer, the last 18 months have focused 
on brightening and modernizing outlets as 
well as upgrading the chain’s information 
technology systems. “In 2015 we launched our 
e-commerce platform in Edmonton and have 
continued to expand the geographic radius in 
order to serve more customers,” says Jason 
Fremstad, SVP, Merchandising. “The great 
part about our e-commerce program is that 
we are able to offer our customers a much 
wider selection than what is available in their 
neighbourhood outlet, and when a customer 
orders from our site they can pick up from their 
local store.”

The company has also just launched a 
partnership with Drizly, an American liquor-
delivery app that anticipates being able 
to fill most orders within an hour. Already 
operating in 18 cities across the US, Drizly 
chose Edmonton as its first foray into Canada 
because of the success of other service 
delivery apps like JUST EAT and Uber. “To 
date, the program has been very successful 
and we are looking forward to expanding the 
service to other regions,” Fremstad notes. 

Foster a Mobile Advantage

A study by MasterCard found that 8 out of 10 
consumers now use a computer, smartphone, 
tablet, or in-store technology while shopping. 
Success in any retail endeavour means 
harnessing mobility, and in the liquor industry 
- where an outlet’s customer base is largely 
local - proximity marketing will be crucial. 
Find a way to offer downloadable flyers and 
coupons on your website, connect with 
customers via their smartphone to direct 
them to promotional specials, and use SMS 
messaging to merchandise old stock.

“We are fast approaching a place where 
mobile technology will offer retailers a channel 
that will create a perfect synergy between 
payments, loyalty, marketing, and advertising,” 
says Jon Worley, CEO of a leading proximity 
marketing firm. “The mobile device is 
becoming an essential part of a customer’s 
shopping journey across the board.” 

Effective 
Merchandising 
Trends in the Art of Silent Selling

Effective merchandising is no longer solely about racking up bottles within 
a physical space. It’s about embracing how online opportunities and mobile 
technology can draw customers into your store, and then engaging them with 
a personalized shopping experience. However, that’s easier said than done. 
Mobility has changed the rules, and the omnipresence of the Omni Consumer 
(a term IBM coined to describe the empowered, more-connected-than-ever 
Millennials), means that today’s merchandising techniques are on the move.  

by Chris McBeath
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Technologies like QR codes and Bluetooth 
Low Energy (BLE) beacons, sensors that are 
embedded digital touch points like shelves, 
signs, and product displays, help customize 
a shopper’s experience and provide an 
opportunity to engage with customers via 
their smartphones. Karen Spear, a director of 
shopper marketing, comments, “Interactivity 
is the new visual merchandising and has many 
different applications in the retail space. It can 
add value to a customer’s shopping experience 
through entertainment and education, 
encourage the decision-making process, and 
demystify more complex categories.”

Mobility is also impacting click-and-collect 
initiatives such as having the store send out 
notifications whenever an order is ready for 
pick up. One enterprising outlet is even testing 
a new car-hop service. The customer texts or 
calls their arrival, an employee meets them 
outside and delivers their order directly to the 
trunk of their car. 

Digital Depth Displays

Physical and digital integration means 
rethinking traditional sales strategies, or 
at the very least, augmenting displays with 
new visual merchandising techniques and 
concepts. On this front, the buzzwords for 2016 
are depth deception.

Inbuilt monitors, LED screens, and almost 
frenetic levels of digital content are becoming 
visual merchandising staples to broadcast 
in-store advertising messages. Table displays 
can now engage shoppers with cocktail 
recipes at the swipe of a finger, while kiosks 
with touch-screen computers can function as 
interactive sales tools, allowing customers to 
learn more about products and services and 
even place orders.

Look also for wall displays with cubbyholes 
that contain LCD panels showing digital 
images of various products. Static displays 
will start to take on new life with images that 
can change to offer special sales, promotional 
features, or a particular brand. Images can 
even change throughout the day according to 
who shops at what time.

Worley explains, “As technology broadens 
marketing and merchandising techniques, it’s 
important to know your customers both online 
and offline. Analyzing them together will give 
you a more comprehensive picture of your 
customer’s shopping habits and tailor on-site 
merchandising accordingly.” 

Retail is Detail

Trending technology aside, several traditional 
merchandising concepts are always worth 
reviewing (see sidebar), especially in a weak 
economy. “There are a lot of unpredictable 
buying patterns out there at the moment, but 
as with other downturns, it’s the tried and 
true that seem to stay the course,” says Rod 
Archibald, an industry veteran with a wines 
and spirits agency. “It’s a question of keeping 
it clean, and keeping it simple. Just making 
sure neck tags have up-to-date scores (and 
not from 2014), or a quality quote associated 
with the product can freshen up a display. 
Removing outdated information and offering 

Double and mass facing a single product vertically, horizon-
tally, or as an eye-catching waterfall are proven winners.[ ]

Courtesy of Liquor Stores NA

https://vonalbrecht.com/xfour/
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time-limited discounts really help to move old 
product.” 

Archibald often adds Twitter, Pinterest, and 
Facebook handles to shelf-talkers, inviting 
customers to comment on social media. 
“These vehicles let us gauge attitudes 
towards a particular product beyond just sales 
numbers,” he continues. “Not only do they 
enable us to engage customers with specials, 
promotions, and events, but keeping an eye on 
posted comments can guide displays and help 
us make products more appealing.”

Other tried-and-true merchandising strategies 
include the following:

• The power of end-of-aisle locations is no 
longer anecdotal. An observational study 
has shown that alcohol sales can increase 
significantly: beer (up to 23%), wine (up to 
33%), and spirits (up by as much as 46%). This 
is prime space for high-demand, seasonal, 
impulse, or promotional items. A common 
end-cap technique is grouping together 
related items to encourage add-on sales. 

• Micro-merchandising can still steal the 
show in an otherwise mundane middle section 
of a long aisle; make it intriguing enough to 
have customers stop in their tracks. Display 
the most profitable items between belt and eye 
level.

8 out of 10 consumers now use a computer, smartphone, 
tablet, or in-store technology while shopping.[ ]

Courtesy of Drizly

http://www.mcclellandbeers.ca
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• Theme displays, especially as a method of 
cross-merchandising to tie in with a community 
or seasonal events, will always earn customer 
support. 

• Partner products help push sales too, as 
in upscale olives near martini mixes, cocoa 
beans around Kahlua, or truffles as part of a 
craft beer tasting.

• Décor stimulates buying. Showcasing 
vintage objects and creative artwork 
encourages people to stay longer in your store.

• Category displays, a store-within-a-store 
as well as pop-up walls that feature just one 
or a minimal amount of brands create interest. 
Use the “good, better, best” approach so 
the shopper has a choice of quality. Double 
and mass facing a single product vertically, 
horizontally, or as an eye-catching waterfall 
are proven winners. 

The Eyes Have It!

If the art of silent selling is to appeal to as many 
customer senses as possible, then knowing 
your customer is essential to that equation. 
So here’s a peek into a future that top fashion 
houses are test-marketing as the first of many 
retailing sectors. Using cameras behind their 
eyes, mannequins are recording a customer’s 
every nuance, using facial recognition 
technology to gather data about the people 
who stop to view displays. According to the 
Association for Retail Environments, the 
information determines how long people 
look at the display as well as their gender, 
race, and age. These mannequins are taking 
customer profiling to a whole new level of 
merchandising, and watch out, they could be 
coming to a store near you! 

Action Points for 
Effective Merchandising
• Make your display match your customer profile

• Remove all unsaleable clutter

• Keep it clean and well lit

• Promote products to meet your objectives

• Establish a new product area

• Group related items for the next sale

• Group product categories together

• Back up the display with product knowledge

• Change it regularly

• Sell more of your most profitable products

Source: Ali Carter, former BLL Licensee of the Year

http://www.ab.bluecross.ca
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In Edmonton, customers searching for that big Californian Cabernet Sauvignon or bold 
Aussie Shiraz know just where to go: Baseline Wine & Spirits. “Our focus is very New 
World-centred,” says owner Che Bechard. “We like the big, massive, rich Cabernets, 
Malbecs and Shirazes. We like them, and have cultivated many like-minded customers.” 

It’s not just the bottles on the shelves that bring the customers in, though. It’s the store’s 
attention to service, education, and great tasting events. It’s a reputation that Che has 
built since he bought Baseline on May 1, 1998.

by Joanne Sasvari

14      Liquor  Retailer

Baseline Wine & Spirits
Going Big and Bold
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“I started working at this store, which I now own, when I was in 
university,” Che describes. As he was debating what to do with his 
career, the then-owners decided to sell, and gave him the opportunity 
to buy the business. Eighteen years later, he’s still here and loving it. 
“It seems like forever, and it seems like I just started,” he says with a 
laugh.

A lot has changed since Che began working with Baseline. At one 
point, it was one of only seven private wine retailers in a province 
of mainly government liquor 
stores. When the government 
announced, in 1993, that it would 
privatize all its 208 liquor stores, 
it changed the whole playing 
field. Today, Alberta has over 
1,400 retail liquor stores, all 
competing for a dwindling 
dollar. 

It’s not just the number of 
competitors that makes things 
challenging, it’s also how big 
they are. At 3,500 sq ft, Baseline 
is not tiny, according to Che, 
but it’s pint-sized compared to 
the massive, 20,000 sq ft liquor 
stores that have moved into the 
market. He’s already felt the 
effects. “In 2011, we were forced 
to move. Another retailer moved 
into our area, my lease ended up 
expiring, and we got muscled out,” he explains. “I considered doing 
something else, but my customers loved the store, and I do too.”

Four years ago, he re-opened Baseline in a new location in Sherwood 
Park. It’s bright, spacious and airy, easy to navigate, and comfortable 
to spend time in.

Where the old store had a mezzanine for wine tastings and special 
events, the new one has a stylish glassed-in tasting room with clear 
acrylic “ghost chairs” clustered around a long table made from a 
tree harvested on Vancouver Island. It’s not just a popular spot for 
wine tastings; it’s also become a popular source of inspiration for 
decorating ideas. “Once a month, we have someone coming in just to 
look at the table,” Che boasts.

The tasting room is put to good use. Every second or third Friday, 
Baseline offers ticketed tastings that sell out within hours of being 
posted. Baseline also hosts a twice-yearly fundraiser for prostate 
cancer as well as numerous informal in-store tastings. As Che 
says, “With more than 1,400 liquor stores in Alberta, you have to do 
something to differentiate yourself.”

He also points out that although they are known for their wine, 
they also offer a range of interesting spirits, notably fine rums 
and whiskies. “The amount of rum that is available to us is just 
staggering,” Che describes. 

However, wine is still his biggest passion. Baseline’s selection 
emphasizes wines from Canada, Argentina, California and Australia 
as well as France and Portugal, but there’s one region that really 
stands out. “Our bread and butter here is Napa Valley,” Che says. 

“We go to Napa two or three 
times a year, so we’ve met 
a lot of winery owners and 
winemakers, and get a lot of 
products that are exclusive 
to us.” 

In other words, if you’re looking for something rich and delicious from 
Screaming Eagle, Lail Vineyards or Kamen, this is the place to find it. 
Indeed, Baseline’s staff know exactly which of their customers will 
want the special wines they bring in. 

That said, the current economic downturn has had an impact. “The 
last 15 to 18 months have been a bit more challenging,” he says. “The 
customers that used to spend $125 a bottle are now drinking down 
their cellar or buying wine in that $50 to $75 range.”

No matter whether a customer is looking for a $125 wine, a $50 one, 
or even a $17 bottle, the most important thing Baseline has to offer 
is quality service. That’s why Che takes care to hire staff with wine 
training. “Service is absolutely our number one priority,” he notes. 
After all, it’s not just about selling wine, but sharing wine culture with 
customers who are increasingly well-informed. “The consumers are 
becoming savvier,” Che observes. “The wine culture is growing in 
Alberta.”

With more than 1,400 liquor 
stores in Alberta, you 
have to do 
something to 
differentiate 
yourself.
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Ryan Tycholas 
& Che Bechard
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Child’s Anti-Drinking and 
Driving Message to Touch 
Customers This May

A colourful paper bag will carry a child’s message of hope that Alberta’s 
roads will be safer this May long weekend. Since 2012, Students Against 
Drinking and Driving (SADD) Alberta, in partnership with the Alberta 
Gaming and Liquor Commission (AGLC), has implemented a liquor bag 
campaign whereby Alberta students from kindergarten to Grade 12 add 
their personal message on the dangers of impaired driving to a paper 
liquor bag.

What began with SADD Alberta in the early 1990s as a holiday awareness 
campaign is now a province-wide campaign with the added support of the 
AGLC. This year, one million paper bags emblazoned with the winning 
student message will be distributed via Connect Logistics to liquor stores 
around Alberta. With the vital support of the province’s liquor retailers, 
this important message will reach consumers on the May holiday 
weekend, typically one of the busiest weekends for travel and for drinking 
and driving offences. SADD Alberta’s Provincial Community Liaison 
Arthur Lee recalls that the project began many years ago with the schools 
themselves doing the legwork. Seizing on the campaign’s ongoing merits, 
Lee brought the suggestion of a partnership to the AGLC. They said, 
“Let’s give it a shot.” SADD Alberta projected distribution of 10,000 bags 
that first year and actually distributed 18,000. It was a good start. Last 
year, more than 60,000 bags customized by students from more than 250 
schools were given out in Alberta’s liquor stores.

Eric Baich, AGLC Manager of Social Responsibility - Liquor, says the 
Commission aims to foster a culture of moderation. “Our goal is to 
enhance the environment to support and promote safer and smarter 
choices for Albertans. When better choices are being made, there is a 
significant reduction in the harms that will occur. We strive to consistently 
promote that a person can have a great time, but also a safe time, and that 
responsibility is the social norm.” Baich sees the artwork on the bags as 

by Kathy Eccles

ADVERTISTING FEATURE

Liquor Bag Design 
Contest Winner 
Keana Hollmann, Grade 6

Tofield School

“My liquor bag states that you 
shouldn’t drink and drive because 
you could hurt yourself and others.”

“Never forget that others have 
feelings. If you hurt yourself, you’re 
also hurting others so never drink 
and drive.” 

http://www.saddalberta.com
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an organic way for young people to see the message through the lens of 
someone even younger than themselves. “It’s a powerful messaging for 
adults too,” he adds, noting that the campaign’s message touches on the 
past, present and future in people’s lives.

Lee sees continuity as well. “This campaign takes our message full circle. 
It starts with the students, is supported by teachers and parents, and 
then involves the liquor stores and their customers.” He continues, “I 
can’t stress enough the powerful effect that the children’s personalized 
drawings have on the consumer.”

Traditionally, the bags - each one an original piece of student art - are 
given to customers in the weeks leading up to Christmas. This year, a bag 
design contest was rolled out to encourage school kids to participate, 
and there was a good response. More than 150 students submitted their 
artwork into the contest.

Lee stresses, “I’ve been really impressed with how teachers are creating 
a conversation about why the kids are doing this. They’ve taken it upon 
themselves.”

A seven-person panel from SADD Alberta and the AGLC selected the 
top 10 submissions based on originality, messaging and design. The 
10 winners from each of the three age categories were awarded gift 
certificates ranging in value from $100 to $500. Congratulations to all the 
winners!

One overall winner was selected from all of the entries, and their artwork 
will appear on one million bags distributed to consumers via liquor 
stores during the 2016 May long weekend. Special congratulations to the 
overall winner, Keana Hollmann, a Grade 6 student from Tofield School 
in Tofield, Alberta. Keana’s winning design shows a drunk driver and a 
scared child in one frame, and then the same child weeping at a grave in 
the frame below. The message in bright red crayon reads: “If you drink 
and drive… you’ll make someone cry.”  

Lee is excited about the choice. “It’s colourful, creative and clear. I think 
people will stop and read the message.” Baich agrees, “It’s a combination 
of a powerful message with a youthful approach.” 

SADD Alberta and the AGLC extend their appreciation to everyone 
involved, from the students who participated in the program, their 
teachers, Connect Logistics that is distributing the bags to liquor stores, 
and the liquor stores that are supporting the campaign to keep Albertans 
safe.

Lee concludes, “A lot of what we do is to encourage everyone to plan 
ahead. That’s the reason this campaign works so well. The bags send 
the message that you should be thinking about what you are going to do 
if you drive and if you have been drinking alcohol.” It’s a message that will 
be brought home a million times to liquor customers of all ages this May 
long weekend. 

To view all of the winners’ liquor bag artwork, go to www.saddalberta.com.

ADVERTISTING FEATURE

Category  1 Winner
Karina, Grade 6

Our Lady of Peace 
School

“I wanted my drawing to 
show them that we care. 
Drinking and driving is no 
joke. We can stop this if we 
just try.” 

Category 3 Winner
Nicole, Grade 11

Fairview High School

“My design represents 
how death could be 
just around the corner 
anytime you put yourself 
behind the wheel while 
intoxicated.” 

Category 2 Winner
Eva, Grade 8

Madeleine d’Houet School

“Drinking and driving kills 
so many people, and I 
can’t stress enough the 
importance of that one 
choice that could prevent so 
much pain.” 

http://www.saddalberta.com
http://www.saddalberta.com
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That happened before the oil crash. Liquor 

stores have always been targets for sticky-

fingered desperadoes, but since the price of 

oil plummeted, from over $100 a barrel in June 

2014 to around $40, things have gotten much 

worse.

In Alberta, a province where the price of oil is 

inextricably linked to the economy, thousands 

of jobs have vanished, followed by a swift 

uptick in crime. In July 2015, Calgary police 

reported that property crimes were up by 43% 

in the first few months of the year. In October, 

Edmonton Police reported that, year over year, 

violent crime had increased by 12%, property 

crime by 18% and the number of 911 calls rose 

nearly 14%. By November, Statistics Canada 

was reporting that even the homicide rate 

was on the rise in Alberta, while falling to its 

lowest rates in half a century across the rest 

of the country.

All of this has a direct effect on liquor retailers. 

Thefts - or at least attempted ones - are 

definitely up, reports Kullar. “People try to 

steal, but most of the time we catch them 

right away,” he explains. That’s because he’s 

learned the hard way to pay attention to the 

safety of his business - and the people in it.

Be Prepared

Theft not only affects a business’s bottom 

line, it also puts the physical safety of both 

staff and customers at risk. Accordingly, just 

as smart business owners install handrails 

on stairways and clear the sidewalks of ice 

in winter, they should also do their utmost to 

create a safe and secure environment in their 

stores.

It starts with a plan. Security experts insist that 

all stores should have procedures to deal with 

everything from counterfeit currency to armed 

robberies. Staff should be made aware of the 

procedures, and be required to review them 

regularly, just as they are at the Dickinsfield 

Liquor Store in Fort McMurray. “There’s a 

policies and procedures binder to do with 

armed robberies and such that staff need to 

read monthly,” describes Assistant Manager 

Angelia Jurich. “The robbery section is [also] 

posted in the bathroom.”

For Safety’s Sake

Back in 2013, Calgary liquor stores saw a spate of smash-and-grabs, where 
thieves would drive a pickup truck (usually stolen) through a shop’s loading door 
and make off with whatever they could get their hands on. Bobby Kullar, manager 
of the Bridgeland Liquor Store, located in the heart of the city, remembers when 
it happened to him: “Somebody backed into the back door,” he recalls. The 
crooks broke through the metal shutters, made off with 10 cases of liquor and 
caused thousands of dollars of damage.

by Joanne Sasvari

Hope for the Best; 
Prepare for the Worst

Courtesy of Bridgeland Liquor Store
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[ ]When people see the cameras, they get worried and they 
leave right away.

The Alberta Gaming and Liquor Commission’s 

Liquor Licensee Handbook recommends asking 

local police to conduct a crime analysis of 

the store’s premises, including crime activity 

in the surrounding neighbourhood. Use this 

valuable information to put safeguards in 

place.

One thing is certain: If there’s one thing a store 

cannot afford to do, it’s nothing at all, because 

when a crime like a break-and-enter happens, 

it happens fast. “Last time they did it in three 

minutes,” Kullar shares. “They’re so quick.”

Secure the Perimeter

It’s essential to know what to do when 

something bad happens, but it’s equally 

important to prevent it from happening in the 

first place.

The AGLC suggests such common-sense 

measures as installing deadbolt locks, 

alarm systems, and ample lighting inside 

and out - including parking areas. They 

recommend protecting windows with metal 

bars or shutters, especially at nighttime. They 

also advise clearing sightlines in stores of 

obstacles like high shelving and large displays.

http://www.halometrics.com
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Owners are encouraged to keep any foliage around the shop low and 

discreet, so thieves can’t hide behind it. Forget about putting benches 

outside - they just give panhandlers, prostitutes, drug dealers and other 

troublemakers a place to loiter. “We’re located close to the downtown 

area, so we’re most worried about drug users. Those are the scariest 

people,” Kullar says.

Keep an Eye on Things

One of the most useful initiatives a store owner can employ is to install 

video cameras, which have the dual benefit of deterring criminals, and 

should a crime occur, preserving evidence that can be used later in court.

The Bridgeland Liquor Store, for instance, has installed video cameras 

inside the store and all around the plaza where it’s located. “We did it 

10 years ago because we had people hanging around the back of the 

building and drinking,” Kullar explains. “When people see the cameras, 

they get worried and they leave right away.”

It’s the same at Dickinsfield Liquor Store. “There’s not one part of the 

store that’s not covered by cameras,” Jurich says. “There used to be 

[gaps], but then there was an incident where I was assaulted.”

Just the presence of a camera can prevent a crime, so even a cheap one 

is worthwhile. However, if you actually need to present evidence in court, 

you’ll need a camera that records images of adequate clarity to identify 

the criminals. 

Security companies recommend high-resolution megapixel cameras 

that offer panoramic, 180° or 360° views of your premises. They also 

recommend using remote video monitoring so you can keep an eye on 

what’s happening even when you’re not there.

Protect Your People

Ultimately, the biggest security asset in your store is also the one you 

most need to protect: the people who work there. The best way to protect 

employees is to make sure enough of them are working at any given time. 

Kullar has noticed that in the plaza where his store is located, the 

convenience store has repeatedly been hit by thieves, while his store 

hasn’t. He believes that’s because the convenience store often only has 

one person working, while his store almost always has three. “We have 

an extra person here all the time. We never leave anyone alone,” he says. 

“It’s a small store, but we overstaff a little bit.” 

Security experts also suggest going the extra step and installing panic 

buttons throughout the store, so staff can quickly summon police in 

an emergency - or even having staff wear them at all times, as they do 

at Dickinsfield. “We have panic buttons that we’re supposed to wear. 

They’re pretty much standard, and when you wear them it’s supposed 

to deter [robbers]. Police should be able to come right away,” describes 

Jurich. She adds, reassuringly, “I’ve only had to use it once.” With any 

luck, and with the right safety measures in place, she won’t have to use 

it again.
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Year over Year in HL from Jan 1 – Feb 29, 2016
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Source: Connect Logistics
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http://www.globalpay.com
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LiquorConnect.com is the ordering website that 

connects (pardon the pun) industry stakeholders 

and Connect Logistics Services (Connect). It’s 

a critical piece of infrastructure that supports 

liquor ordering and distribution in Alberta; 

pivotal to retailers, agencies, and Connect as 

well as savvy consumers. Accordingly, Connect 

has taken great care to ensure the website is 

easy to use and reliable. This emphasis has 

helped grow site traffic and adoption rates to 

support the efficient distribution of nearly 20 

million cases annually in Alberta. Today, over 

97% of orders are completed on LiquorConnect.

com and the site has more than 15 million annual 

page views. 

Then and Now

LiquorConnect.com was launched in 2004. The 

first significant upgrade to the website was 

completed in 2011. This improvement consisted 

of a complete revision of the design and features 

of the site as well as a brand new architecture 

and servers on the back end. The upgrade 

also combined the Alberta Liquor Guide (ALG) 

website with the ordering website. Prior to 2011, 

the ALG was the consumer product search and 

location website. Combining all audiences on 

one platform streamlined various technologies, 

reduced costs, and offered a superior 

experience for everyone.

In 2015, Connect built on the success with further 

design and feature enhancements. Technology 

is ever changing and Connect continually 

receives feedback on feature suggestions and 

site improvements. These are taken to heart 

and considered for immediate implementation, 

batched for a future development and release, 

or discounted as not practical or cost-

effective for the industry. The 2015 feature 

upgrades were a combination of the batched 

improvements recommended by users, along 

with recommendations from a focus group a 

third party conducted on Connect’s behalf.

The 2015 focus group monitored a number 

of ALSA retailer volunteers and agencies 

while they conducted day-to-day business on 

LiquorConnect.com. The primary intent was to 

identify how they used the site, extra steps, and 

any inconveniences. It was a scientific process 

that measured mouse movements, click counts, 

plus where a user physically looked on a page to 

complete ordering tasks. All in all, it identified 

a number of ways to improve usability. One 

example is the “In Stock” indicator added 

directly to the search results, instead of having 

to navigate to the product page.

What’s New?

Tons. It’s impossible to summarize all of the 

new features in this article. I’ll recap four 

advancements I think are significant:

1. Search Enhancements - Improving search 

and reducing the time it takes to find and add 

something to an order was a key objective of 

the recent upgrades. We consolidated search 

to one format instead of having advanced and 

basic versions. The new search has more 

options, easier-to-use filtering, and an improved 

grid layout. For example, you can now filter by 

stock availability, recent price changes, size, 

etc. all on the same page. Pertinent information 

is customized depending on the user type. 

2. Summary Order View - Liquor orders 

are summarized for quick review while in the 

various statuses, such as draft, submitted, and 

confirmed, on the main ordering page. 

3. Mobile Friendly - The vast majority of the 

site is now a “responsive design”. This means 

that the layout will change depending on if you 

view it on a phone, tablet, or desktop. Search 

works great on a smartphone. Admittedly, one 

of the remaining mobile designs is for ordering 

and we’re actively working on this.

4. Chat - Retailers can now click on the chat 

button and instant message directly with 

Connect Customer Service. It’s easy and great 

for getting a quick response without calling the 

service desk. 

The Future

In 2016, Connect has two objectives for 

LiquorConnect.com:  get a mobile app deployed 

and shorten the product development cycle for 

the main website. The app will be targeted to 

Alberta consumers at first. However, it will also 

be useful for retailers to quickly search products 

on-the-go and save it to a list for reference later 

on. Shortening the development cycle means 

implementing incremental changes more 

frequently based on reports from the trade. No 

site is ever perfect, so please help us revise, fix, 

or create functionality with your feedback!  If you 

have ideas for an improvement or have found 

something not working “just right” please  

email details to Customer Service at 

connectcs@dhl.com. As always, notifications 

of news and updates will be posted under 

“Announcements” on LiquorConnect.com as 

they are released.

by Stephen Dougans

connecting with 
liquorconnect.com

mailto:connectcs@dhl.com
http://www.liquorconnect.com
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BC White Wines: Fresh and Lively 

Bright, fresh, crisp, and lively have become the signature traits of BC 

white wines. There isn’t one white wine style that defines the regions of 

BC, but many. The vast array of climates, soils, slope of the vineyard, and 

proximity to water (be it lakes, rivers, or ocean) throughout the province 

contributes to the unique variety of BC white wines. Spectacular 

summers with long hours of sunlight followed by warm autumn days and 

cool nights allow grapes to ripen slowly while preserving natural acidity 

to develop balanced fruit with complex, exceptional flavours for a style 

that is uniquely from BC. 

There are over 10,200 acres of vines in BC’s five designated viticultural 

areas (DVA), and 49% are white varietals. 

Last year, Wines of British Columbia celebrated 25 years of BC VQA - a 

standard of quality ensuring wine is 100% grown and made in BC. One of 

the joys of being a relatively young wine region is being unencumbered 

by tradition, and with such diverse soils and climates, grape growers are 

able to select the sites that are optimal for each varietal. 

The hottest sites are in the south Okanagan around Osoyoos and on 

the south-facing benches in the Similkameen Valley. The climate cools 

slightly as you head north, and the dominant varieties change from late-

ripening reds and fuller-bodied whites like Chardonnay to varieties such 

as Riesling, Gewürztraminer, and Pinot Gris, boasting bright natural 

acidity along with ripe fruit for pure and intense flavours. 

Even though 84% of the vineyards are concentrated within the Okanagan 

and Similkameen Valley regions, there is a diverse group of other 

terroirs making interesting white wine across BC. On the coast, the 

regions of Vancouver Island, Gulf Islands and the Fraser Valley all 

enjoy a moderate, maritime climate perfect for producing Pinot Gris, 

Gewürztraminer, Riesling, Chardonnay, Pinot Blanc, and Siegerebe. 

New frontiers for grape growing are also appearing inland - including 

Spallumcheen/Shuswap, Kamloops, Lillooet, Lytton, Creston, Trail, 

Castlegar, and Grand Forks - with top varieties including Riesling and 

Chardonnay. These areas are already producing good quality wines, 

showing the potential for emerging regions to develop.

Top Styles of BC White Wine 

Pinot Gris - This is the number one white grape variety in terms of 

acreage in BC. The style of Pinot Gris in BC is quite varied, but the 

majority could best be described as somewhat fruitier and fuller-bodied 

than the Pinot Grigio of Italy, yet lighter and fresher than the wines 

of Alsace. They are typically dry or off-dry with a medium body and 

flavours and aromas of pear, honeydew or cantaloupe melon, lemon, and 

sometimes a little honey, minerality, and baking spice.

Chardonnay - The style of Chardonnay produced in BC varies from a 

few unoaked versions with crisp acidity and often crisp apple flavours 

to world-class barrel-fermented wines with complex lees, oak, and fruit 

flavours. The naturally high acidity and the peach, lemon, and nectarine 

flavours - when combined with quality oak barrel fermentation and aging 

on lees - can make for very highly regarded wines. Many of the province’s 

most internationally-awarded wines have been Chardonnay.

Gewürztraminer - This grape has been planted in the province for many 

years and continues to gain popularity. Known for generating wines with 

intense aromatics and fruitiness, BC’s unique climate provides an ideal 

location for producing such a pronounced floral variety. The cool nights 

allow the variety to retain acidity while ripening to high alcohol levels. 

The wines typically show aromas of lychee, rose petal, and ripe stone 

fruit, often with a touch of sweetness.

Riesling - Increasingly building a top-quality reputation in BC, Riesling 

plantings grew by 86% from 2006 to 2014. BC Riesling can be found in 

both the soft, fruity, off-dry style or, increasingly, a dry, high acid, intense 

apple, lime and mineral-flavoured style that has received international 

attention. A few producers are also making sweeter, low-alcohol German 

Kabinett-style wines. Many of the Riesling wines have a great ability to 

age and some have been cellared for more than a decade.

Sauvignon Blanc - Plantings of Sauvignon Blanc in the province 

increased quite rapidly in the middle of the 2000s. The BC style benefits 

from the natural high acidity and fruit ripeness for both the crisp, zingy, 

green bean, grass and asparagus style as well as a riper, tropical fruit, 

richer version. The classic white Bordeaux blend of Sauvignon Blanc and 

Semillon shows real potential in both the Okanagan and Similkameen 

Valleys. It can be viewed as a solid alternative to Chardonnay with a 

richness and complexity that can rival the world’s most popular white 

wine.

Laura Kittmer is Media Relations Manager of the BC Wine Institute. She can be 

reached at lkittmer@winebc.com or 250.762.9744 ext. 108.

by Laura Kittmerwine report
Courtesy BC Wine Institute

mailto:lkittmer@winebc.com
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As an educator, over the years I have 

conducted the “orange peel exercise” 

many times to demonstrate the importance 

of positive feedback in the learning 

environment. To set up this exercise, I give 

each participant an orange, a paper napkin 

and a felt pen. I give the instruction clearly 

and concisely: “Please peel your orange. 

When you have peeled your orange, please 

present your orange and its peelings on the 

paper napkin. Print your name on the paper 

napkin.”

I repeat the instructions to ensure 

understanding.

As directed, participants peel their oranges, 

prepare their presentation and print their 

names on the napkins. When they have 

finished, they are fascinated to realize that 

there are many different ways to peel an 

orange. There are many comments on the 

variety and diversity of the end result. 

Then, I begin the second part of the 

exercise. I ask each participant to get up, 

and tour the room. I ask them to choose 

their 3 favourite oranges and I ask them to 

justify their choices with 2 or 3 reasons. 

I reassure those concerned about being 

evaluated by pointing out that as we go 

through the learning process, we are always 

being evaluated - even marked and scored. 

“Besides,” I say, “This will all be positive 

feedback - the oranges we like and why.” 

They relax. It seems we all fear negative 

feedback.

Positive Feedback 
A Best Practice in Staff Training

Of all the best practices we’ve explored as trainers, the practice of providing 
positive feedback to motivate learners and to encourage change in order to 
improve and enhance outcomes takes precedence. The following exercise 
demonstrates the importance of this best practice.

by Brenda Robinson and Harley Robinson

David Gummer & Sparky Marquis. Photo courtesy of Vines Wines Merchants
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The people who receive positive feedback agree to work as hard and 
as well the next time.[ ]

When the evaluation is complete, they return 

to their places and I begin the third step in 

the activity. I start by asking a participant to 

share his/her choices with the group. 

“I like Mike’s orange because he kept the peeling 

all in one piece - like a slinky.”

“I also like Maureen’s orange because she kept 

her peeling in one piece and put the peeled 

orange back into the peeling - like a bird in a 

nest.”

I thank them for their feedback and move on 

to another participant. 

“I like Maureen’s orange as well. I like the way 

she put the orange back in. That’s neat.”

“I also like Kelly’s orange because she broke it 

into pieces - ready to eat.”

“But I like Sam’s orange best. He made 

a decoration out of the peelings. That takes 

creativity.”

As I collect more and more feedback, a 

pattern begins to develop. In every group, 

there are certain oranges that receive more 

positive feedback and other oranges that 
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receive none. I keep track of the feedback as 

it is provided, noting how many times each 

person’s orange is chosen.

When I have heard from a number of people 

in the group, I move on to step four in the 

exercise. 

Taking with me an unpeeled orange, 

I approach one of the participants who 

received the most positive feedback. I hold 

out the orange and say:

“Seventeen people chose your orange. If I were 

to give you another orange, what might you do 

differently?”

Now, keep in mind that this participant has 

Those participants who receive the positive, 

encouraging feedback are uninhibited in 

sharing the ways that they can improve 

and develop. When two participants 

who are sitting side by side both receive 

positive feedback, there will often be 

a side discussion between them as they 

reveal to each other ideas they’ve had for 

improvement. It’s amazing how interested 

people are in peeling their orange even 

better!

However, I also approach those people 

who did not receive positive feedback. 

Again, with an unpeeled orange in hand, I 

approach a participant who did not receive 

any feedback. Remember, participants were 

not given negative or corrective feedback 

at all. They were simply not included in the 

positive feedback.

Extending the orange, I say to the participant:

“Your orange didn’t receive any positive 

feedback.”

Again, except for a very few examples, the 

response is consistent and similar to all 

the participants I approach. Those who 

received no positive feedback do one of 

three things. 

• They defend their orange.

• They blame their lack of feedback on the  

 orange, the situation or me.

• They de-value the task and make it  

 unimportant.

Some comments I hear:

“This is the way I’ve always peeled oranges and 

this is the way I’ll continue to peel oranges.”

“I could have done a better job if I had a knife. It’s 

hard to do a good job without proper equipment.”

“My orange was hard to peel - it was a crappy 

orange to start with”.

“I don’t see what difference it makes. All the 

oranges were peeled and that was the objective. 

An orange is an orange is an orange.”

“The next time I peel an orange I certainly won’t 

put it on display. I don’t care what other people 

think.”

What is the difference? Why is one group so 

willing to improve and develop and the other 

group so defensive and stuck in its ways? 

Is positive feedback really that effective? I 

believe it is.

been able to hear all the feedback given 

and has had some time to reflect on it. It’s 

fascinating to hear the results. Without 

hesitation, the people who receive positive 

feedback agree to work as hard and as well 

the next time. They seek ways to improve 

on their presentation the next time. Some 

comments I hear sound like this: 

“The next time I’ll take more time to remove the 

white pulp - I could have done that.”

“I’ll break mine into pieces and have it consumer 

ready.”

“I’ll work harder to keep the peeling in one piece 

- I like that.”

Those who receive no positive feedback de-value the task and make 
it unimportant.[ ]
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Black Fly Vodka Grapefruit combines real pink grapefruit juice with 

Canadian vodka in a crisp, delicious mixed drink that’s not too sweet. 

The custom-designed, wide mouth 400ml PET1 bottles are quick to chill 

or freeze, and serve over 2 standard-sized drinks each.  4 x 400ml bottles  

$5.26 whsl  + 781115

Black Fly Whisky Sour is tangy and tart, made with premium whisky, 

real lime juice and lightly sweetened with cane sugar (not high fructose 

corn syrup). It offers the perfect balance of sour with a hint of sweetness 

in a smooth, refreshing RTD. 24 x 473ml cans  $33.78 whsl  +776511  

Vodka Sour Grape is a mouthwatering mix of pure sour grape juice, 

tart elderberry juice and smooth Canadian vodka.  24 x 473ml cans  $33.78 

whsl  +781113

Captain Morgan Spiked Cola combines Captain Morgan Original 

Spiced Rum with the authentic taste of cola and a hint of vanilla and 

buttery rum notes.  4 x 473ml bottles  $8.64 whsl  +779170  Captain 

Morgan Spiked Iced Tea offers crisp, lemony iced tea paired with 

spiced rum.  4 x 473ml bottles  $8.64 whsl  +779172  Captain Morgan 

Spiked Root Beer teams classic root beer with smooth spiced rum.   

4 x 473ml bottles  $8.64 whsl  +779166

Spirits

Beer

Other

what’s by Debbie Minke

Chayee Bourras Buhonarda Rosé 2015 is an Argentinian beauty with 

raspberry, strawberry, cherry, and rosehips on the nose. Red fruit notes 

carry into the palate. Good acidity and a long off-dry finish.  750ml  $18.40 

whsl  +766464 

Joostenberg Family Organic Blend Red 2014 is a medium-bodied 

South African wine that marries several grape varieties including Syrah, 

Shiraz, Mourvèdre and Viognier. Enjoy distinctive plum and savoury 

notes.  750ml  $13.99 whsl  +778785

Blackbilly Shiraz 2012 hails from Australia. Enjoy cedar and nutty 

oak notes with a hint of vanilla, along with black fruits reminiscent of 

mulberries and blackberries. A touch of licorice, cedar, and crisp acidity 

on the palate adds complexity. 750ml  $15.19 whsl  +732809

Casa di Malia Frizzante is an organic Prosecco with a delicate and 
fragrant nose. It’s light, dry, and delightfully refreshing.  750ml  $13.69 
whsl  +775578

St. Lucia Kwèyòl Spiced Rum offers a sweet, spiced nose with 

vanilla, nutmeg and cinnamon notes. Enjoy ripe honeyed raisin fruit with 

an explosion of vanilla and nutmeg on the palate. Each bottle contains a 

vanilla pod, and this imparts a rounded, mellow flavour to the rum.  750ml  

$22.99 whsl  +755015

Hardy’s Coq D’Or is a Pineau des Charentes, a French fortified 

wine aperitif made from Cognac eau-de-vie. Its very delicate bouquet 

develops hints of dried fruits, honey and linden. It’s well-rounded and 

ample, with hints of fresh grapes. 17% alc./vol.  750ml  $17.99 whsl  +776421

Hardy’s XO Rare Cognac is a masterful blend of Grande and Petite 

Champagne cognacs. Enjoy aromas of fresh rose petals and mature 

dates with a hint of tobacco. Aged a minimum of 20 years in Limousin 

oak, this cognac offers a smooth, silky texture.  750ml  $85.99 whsl  

+776420

Turner Valley’s Eau Claire Distillery has launched its new Spring 

Equinox, a sweet elixir that showcases Alberta’s prickly pear cactus 

along with a special blend of spring flavours.  Barley based, this infused 

white spirit has a flora and fresh aroma that reminds you of a warm sunny 

day in the orchard, and is nicely balanced with a citrus finish. It’s an 

exciting alternative for gin and vodka fans. 750ml  $39.23 whsl delivered 

from distillery  +771608

Small Batch West Coast Pale Ale is Granville Island Brewing’s first 

offering in their small batch program available year-round. A malty base 

topped with light, fruity Australian hops give this mainstay an outgoing 

flavour that’s refreshingly laid back. 650ml bomber  $6.11 whsl  +780048

Granville Island Brewing’s Summer Mingler 12-Pack Bottles is back 

with a new line-up and new design with a focus on flavourful variety.  It 

includes three bottles each of their False Creek Raspberry Ale, Hey Day 

Hefeweizen, English Bay Pale Ale, and Two Tides India Session ale.   

12 x 341ml bottles  $23.83 whsl  +780189  GIB’s Summer Mingler 12-Pack 

Cans has three cans each of the False Creek Raspberry Ale, Granville 

Island Lager, Cypress Honey Lager and Two Tides India Session ale.  

12 x 355ml cans  $23.83  +780188 

Village Friend - Baltic Porter is a big-hearted, full-bodied brew, dark 

and rich, with a fine nose of herbs and spices. This beer is ripe with 

complex flavours such as dried fruit, licorice and molasses. 650ml  $9.13 

whsl  +779225

Giffard Egg White Syrup helps create egg white-based cocktails, 

bringing taste, texture and foam easily and rapidly with complete food 

safety. This pure sugar syrup smooths and balances any bitterness or 

acidity. 700ml $17.99 www.giffardcanada.com

WineRTDs

New?

http://www.giffardcanada.com
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NAMES IN THE NEWS
by Debbie Minke

Calgary Winefest People’s Choice Awards

Best Sparkling Wine  Therapy Vineyards Fizzio Therapy Blanc 2014 Naramata, BC

Best White Under $20 Schmitt Söhne Relax Riesling 2014 Germany

Best White Over $20  Black Market Wine Co. Secret Society 2014 Okanagan Falls, BC

Best Red Under $20  Bostavan Bastardo 2013 Moldova

Best Red $20-$30  SINN Red 2014  USA

Best Red Over $30  Purcari Negru 2010 Moldova

Best Other Under $25 Colio Estate Wines Girls’ Night Out Sangria Harrow, Ont.

Best Other Over $25  Taylor Fladgate 20 Year-Old Tawny Port NV Portugal

Edmonton Winefest People’s Choice Awards

Best Sparkling Wine  Therapy Vineyards Fizzio Therapy Blanc 2014 Naramata, BC

Best White Under $20 Two Oceans Moscato 2015 South Africa

Best White Over $20  Kalala Wines Pinot Gris 2014 West Kelowna, BC

   Therapy Vineyards Freudian Sip VQA 2014 Naramata, BC

Best Red Under $20  Bostavan Bastardo 2013 Moldova

Best Red $20-$30  Tommasi Arele 2013 Italy

Best Red Over $30  Purcari Negru 2010  Moldova

Best Other Under $25 Chocovine Chocolate and French Wine Holland

Best Other Over $25  Taylor Fladgate 20 Year-Old Tawny Port NV Portugal

http://www.parkdistillery.com
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spiritSpotlight
The Art of Distillation: A New 
Wave of Alberta Craft Distillers 
Emerges

With a history of moonshining and a 

pioneering spirit that prevails today, Alberta 

is a natural home for a new generation of craft 

distillers. The AGLC changed the regulations 

in 2013, and removed the minimum production 

capacity requirements, and suddenly a much 

more accommodating environment ensued 

for those who wanted to take advantage of 

Alberta’s pure Rocky Mountain water and 

selection of homegrown grains and malts 

to start a distillery. Prior to the change in 

requirements, distillers had to produce a 

minimum capacity of 2,500 hectolitres a year. 

Considering that translated into over 330,000 

750ml bottles, it made it almost impossible to 

set up a craft operation. 

Strictly determining what makes a distillery 

“craft” can be difficult, as there is no universally 

agreed-upon definition. The American Craft 

Distillery Association states that a craft 

distillery must be “an independently-owned 

distillery where the product is physically 

distilled and bottled onsite”. In this way the 

product is grain-to-glass with the fermenting, 

distilling, and bottling done onsite. Within 

Alberta we can now boast a number of 

homegrown distilleries that do exactly that.

Park Distillery

Park Distillery is in the enviable position 

of being located in Banff National Park, 

and utilizes glacier water from high in the 

Rocky Mountains. Mineral-driven flavour 

characteristics are drawn from the limestone 

deposits the glacier water comes in contact 

with as it travels through the mountains to 

reach the distillery. Only Albertan grain 

sourced from the foothills of the Rocky 

Mountains is used. Glacier Rye is currently 

available through liquorconnect.com along 

with four vodkas - The Classic Vodka and three 

flavoured choices - Chili Vodka, Espresso 

Vodka, and Vanilla Vodka.

Eau Claire Distillery

In the foothills of the Rocky Mountains, Eau 

Claire was the original Alberta craft distillery. 

Based in Turner Valley, Eau Claire Distillery 

opened in the summer of 2014 and focuses 

on using only locally farmed ingredients. In 

tandem with this connection to their local 

suppliers, Eau Claire is also connected to the 

history of the region by utilizing plough horses 

to farm their grain as the area moonshiners 

would have done during Prohibition. Eau 

Claire London dry-style Parlour Gin and 

barley-based Three Point Vodka are currently 

available through liquorconnect.com, while a 

Rye Whiskey is in the works for a 2017 release 

and a Single Malt whisky will be reaching 

completion in 2020.

Red Cup Distilling

Located in Vegreville, Red Cup Distilling has 

an eye to history and a commitment to using 

only local products. All of the wheat, barley, 

and rye used in the distillation process is 

harvested within 10 miles of the distillery. 

It is then twice distilled in an Edmonton-

made copper pot still and bottled unaged 

just as the Vegreville moonshiners did 

during Prohibition. While not yet available on 

liquorconnect.com, Red Cup does deliver to 

licensed establishments and expansion plans 

are in place.

Big Rig Distillery

Located in Nisku, Big Rig Distillery is 

considered to be the first craft distillery in 

(greater) Edmonton. Family-owned and 

dedicated proponents of supporting local, 

Big Rig makes a number of spirits with unique 

Albertan products. Their Premium Vodka is 

made from Alberta rye and red winter wheat 

that is distilled 16 times. Flavoured vodkas 

are infused with local Albertan garlic or 

Saskatoon berries. Wildrose Gin uses juniper 

from the Rocky Mountains and Albertan wild 

rose hips. Rum, by law, must be distilled from 

sugar cane. As there is no sugar cane in 

Alberta, Big Rig uses local sugar beets to 

make Brum - a fruity, earthy-sweet alternative 

to traditional rum. These, and other limited 

edition bottlings, are available through 

liquorconnect.com.

These are not spirits meant to compete with 

the mass-produced and easily-available 

options found in most liquor stores. These 

local Alberta distilleries produce high-

quality, small-run products made with local 

ingredients, in a very hands-on and specific 

way. Premium offerings such as these are ideal 

for Generation X and the growing Millennial 

segments of alcohol consumers who seek 

out these craft products regardless of cost. 

Words like “craft”, “local”, and “artisan” draw 

attention and encourage engagement.

Craft distilled spirits represent another 

value-added area where you are able to 

help consumers make their own educated 

decisions, and to guarantee they are able to 

fully enjoy the high-quality liquor products 

Alberta offers. As the category grows and 

the number of Alberta distilleries focused on 

quality ingredients and traditional methods of 

production increase, so too will the successes 

from offering these products.

by Margaux Burgess
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Beer Notes

Starting a brewery is a major undertaking, to put it very lightly. Numerous 
tales speak of crafty entrepreneurs brewing around the clock on tiny 
homemade brewing systems, trying everything to make enough money 
to keep the doors open and lights on (or in many cases failing to do so). 
Many of these stories have become akin to legend in the brewing world, 
and some stories have even been published as bestselling biographies 
and memoirs. Several Alberta brewers have similar tales, and indeed 
there are countless stories to be told. That being said, start-up craft 
breweries in Alberta have, up to this point, been few and far between 
- that is until a certain fateful day in December of 2013 when everything 
changed.

Prior to December 2013, if you wanted to open a brewery in Alberta, you 
essentially had to come up with a ton of cash to do so. This was because, 
due to government regulations, you had to have a production capacity 
of at least 5,000 hectolitres as well as minimum capacity levels for all 
fermentation vessels. That basically meant that before you could even 
receive a licence to brew and sell beer, you had to have a facility that was 
actually quite large compared to the average size of craft breweries from 
other regions. Although there were some companies that were willing to 
take the risk (and have proven to be successful at that scale from start-
up), it was definitely a considerable roadblock for many aspiring, though 
investment-challenged brewers, and the result was a fairly minimal 
regional craft beer landscape. In fact, as of the end of 2013, there were 
barely more than a dozen small breweries in Alberta. Contrast that with 
BC, where at least 10 new breweries opened their doors in that year alone.

This all changed in December of 2013, when the AGLC removed the 
capacity regulations as well as a few other key stipulations that were 
limiting for breweries. These were very significant changes, and it did not 
take very long to see the results. In fact, the number of small breweries in 
Alberta has approximately doubled in the last couple of years, and there 
are also a large number of breweries in various stages of development. 
What is perhaps most interesting is the level of diversity that has 
appeared. There are breweries of all shapes and sizes, and although 
many have been primarily focusing on traditional styles, others have 
now begun to push the envelope and experiment with innovative brewing 
techniques and contemporary interpretations of beer styles. 

Even more changes were recently introduced as a part of the new NDP 
budget, which basically lowered taxes for craft breweries in Alberta. 
This has proven to be controversial, especially from the perspective of 
individuals that import beer from outside of the New West Partnership, 
but ultimately the new tax mark-up scheme will mean lower overall costs 
to Alberta craft brewers. This could be just enough of an incentive for 
any number of would-be brewers to take the leap and start their own 
breweries. 

Indeed, over the last couple years, we have seen many entrepreneurs take 
that leap. Breweries such as The Dandy Brewing Company (Alberta’s 
first “nano brewery”) and Tool Shed Brewing Company (which had been 
contract brewing in BC prior to the change in regulations) opened in 
Calgary. Soon to follow were Calgary’s Last Best Brewing and Distilling 
(the latest offering by parent company, Bear Hill Brewing), and Red 
Deer’s Troubled Monk Brewery. 

Most recently, the newest wave of breweries are brewing either at their 
own facilities or under contract, as their facilities are being completed. 
Interestingly, they hail from such diverse locations as Lacomb (Blindman 
Brewing), Lethbridge (Coulee Brew Co.), Okotoks (Six Corners Brew 
Works), Edson (Bench Creek Brewing), Turner Valley (Brauerei Fahr), 
and even Plamondon, Lac La Biche County (Fat Unicorn Brewery). 

Add to this a number of locations currently under construction that 
should be open later this year, including (but not limited to) Banded Peak 
Brewing (Calgary), Half Hitch Brewing Company (Cochrane), Situation 
Brewing (Edmonton), Trolley Five Brew Company (Calgary), and GP 
Brewing as well as Grain Bin Brewing (both from Grande Prairie). 

The regional craft beer scene in Alberta is growing steadily. It appears 
that we are now fully engulfed within the craft beer boom that has been 
sweeping the continent for the last number of years. We may not be 
experiencing the same kind of explosion that BC, or various locations 
in the US have been, but most of us feel that we are just witnessing the 
beginning of something very special.

The Future Looks Bright for 
Alberta Brewers
by Kirk Bodnar
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