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Ontario’s first legal cannabis shops are finally here. One 
challenge they’ll face is Canada’s nationwide product 
shortage. That’s despite repeated federal government 
assurances of ample supplies. Read more...

Significant growth, uncertainty for licensed producers, and 
a 30% increase in average annual cannabis spend are all in 
store for Canada’s cannabis industry. Read more...

Changing federal government regulations are forcing 
licensed producers to roll out new packaging for 
medical cannabis products by April 17. Read more...

Vancouver’s Donnelly Group announced they will be 
launching a chain of cannabis retail stores under the 
name ‘Hobo Recreational Cannabis Store’. The nine 
stores are set to open in Ontario and BC, beginning 
April 2019. Read more...

https://cannabisretailer.ca/subscribe/
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Albertans are very proud and love to support anything Albertan. We’ve taken that theme this issue 
and looked at ways that you can deepen your ties with other businesses in Alberta. 

The rise in craft breweries and distilleries has been increasing at a steady rate since the AGLC 
changed the rules around small production. Beer and spirit enthusiasts took advantage of the 
opportunity by starting new businesses. They are building breweries and distilleries providing a 
range of new products in the marketplace. Cideries and meaderies are also appearing across the 
province and offering up unique products to tantalize your taste buds. Some products are available 
only by direct delivery and others have reached a high enough level of production and sales that they 
are distributing via Connect Logistics.

At a time when consumers are craving craft products, you have a whole new range of items to stock 
in your store. Customers also love to buy super-local, so be sure to research what new producers 
are in your area and reach out to them to develop partnerships. Check out the article “Develop 
New Markets: Partner with Local Manufacturers” for ideas on how to start developing these 
relationships.

While some retailers were upset when the AGLC allowed craft brewers and distillers to sell at 
farmers’ markets, others realized that it’s a great opportunity to educate customers on their 
products, so they’ll request them at your store. Read the article “Producers and Retailers: Cohorts 
or Competitors?” to learn more about collaborating with local businesses.

Liquor stores across the west are battling with shoplifting. Manitoba’s Liquor Marts have seen 
aggressive thieves and an increase in the frequency of thefts, so Manitoba Liquor & Lotteries is 
deploying a multi-point theft reduction plan to combat Liquor Mart thefts and robberies while 
protecting the safety of employees and customers. Our article “Strategies for Loss Prevention” 
reviews a wide range of things you can do to reduce theft from customers and employees.

Keeping staff is another challenge in an industry that can’t afford to pay high wages, so we’re giving 
you tips on reducing turnover in “How to Retain Employees”.

If there are specific topics that you’d like us to address in upcoming issues of Liquor Retailer, please 
email me at Joyce@emcmarketing.com. 

Enjoy the start of spring!

Editor’s Notes

Apr 25-May 5   Canmore Uncorked Food & Drink Festival, Canmore
www.canmoreuncorked.com  

May 3-4   Calgary International Beerfest,  Stampede Park BMO Centre
www.albertabeerfestivals.com/festivals/calgary-international-beerfest/

May 9  Chef Meets BC Grape Calgary,  Hudson 
www.winebc.com/wine-bc-events/chef-meets-bc-grape/chef-meets-bc-grape-calgary

May 31-Jun 1  Edmonton Craft Beer Festival,  Edmonton Expo Centre
www.albertabeerfestivals.com/festivals/edmonton-craft-beer-festival/

2018-2019
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by Joyce Hayne
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ALSA’s Message

Over the last few years, Alberta-made products 

have grown to unprecedented levels in the 

province. Over 150 manufacturing licenses 

have been granted in Alberta, and they range 

from craft beers, spirits, fruit wines, to mead.

Although some Albertan beers have made 

it to the shelves of liquor stores, the majority 

of Albertan products remain unknown by 

the public and liquor retailers. Alberta liquor 

stores have access to the largest selection of 

liquor products in Canada and the Alberta 

Liquor Store Association (ALSA) supports 

all Alberta-made products.

As such, ALSA is working to create an 

encompassing marketing program for all 

by Ivonne Martinez

Alberta-made products, providing education 

tools and advertisements for liquor stores, 

bars, and restaurants. The program will focus 

on communicating the quality of the products 

made right here in Alberta and a guide to 

Alberta’s products, including craft beer, 

mead, fruit wine, and spirit producers through 

education, exposure, and promotion.

The Alberta-made marketing program will 

include developing a tool kit that can assist 

owners and operators to better feature and 

promote Alberta-made products. You can 

expect to see the new Alberta-made brand 

during the summer months. 

Summer 2019UPCOMING ISSUE

Call 1-800-667-0955  to book 
your ad by June 7.

The Shifting Duty of Care – How can you 
recognize intoxication from cannabis to deny a 
liquor sale?

Promotions – Develop innovative promotions to 
drive new business to your store.

Food & Cocktail Pairing – What 
recommendations can you provide customers to 
pair food with cocktails?

Best Practices for ID Checking – How can 
you work towards 100% compliance with age 
verification?

https://www.barnetpos.com
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Upon further investigation, it is often 

discovered that people have either 

deliberately or inadvertently cost the retail 

business money. Loss prevention is a strategy 

that all retail businesses must implement and 

manage to avoid shrinkage. 

When considering shrinkage, the first thing 

that usually comes to mind is consumer 

shoplifting. While this is an ongoing battle 

for store owners, other areas of the business 

should be monitored as well. Administrative 

paperwork errors and internal theft of 

supplies can cause havoc to your store’s 

bottom line, if it’s not continually reviewed 

and understood as well. 

Shoplifting

The US National Association for Shoplifting 

Prevention (NASP) states that approximately 

1 in 11 people are shoplifters. This is a 

significant number that can inadvertently 

increase the cost of products, cause a loss 

in tax dollars to the province, and take up 

the time of police. It is important that every 

retailer have a solid strategy in place to avoid 

the loss.

The most common method of shoplifting 

is concealing product and removing it from 

the retail store. Retailers have implemented 

layout strategies within stores to reduce blind 

spots and ensure employees can visually 

monitor the store. 

Loss Prevention 
Strategies
Reduce Shoplifting, Fraudulent 
Returns & Employee Theft

Each Alberta liquor retailer runs their store in a unique way, but there’s one thing 
they all have in common. When costs start to creep up and numbers don’t seem 
to add up, they embark on an examination of internal and external operations. 

by Rebecca Hardin
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Another way to combat shoplifting is the 

use of Radio Frequency ID Labels (RFID). 

These labels or tags give every bottle a 

unique electronic identity. Not only can your 

products be tracked if they walk out the door, 

tags, such as reusable Electronic Article 

Surveillance (EAS) tags. EAS hard tags are 

generally placed over a bottle cap and are 

removed when a purchase is made. If items 

are shoplifted when a tag is in place, an exit 

alarm will go off and identify the shoplifter 

to staff. 

Just having some type of visible security 

tag or video monitoring equipment will 

be a deterrent to shoplifters. If product it 

taken, video monitoring equipment helps 

enforcement and AGLC officers post the 

incident. Having a combination of security 

systems and policies in place will drastically 

reduce shrinkage at your store. 

Fraudulent Refunds

Disappearing product is not the only cause 

of shrinkage. Did you know that fraudulent 

refunds are on the rise? Be sure that staff 

policies are in place that limit refunds to 

exchanges only with a receipt of purchase. 

In a liquor store, there is generally no reason 

for a consumer to return a product, unless 

there has been an issue with stale dates or 

but the latest technology in RFIDs allows for 

streamlined inventory and can even interact 

with consumers using personal messages 

to build brand loyalty. Retailers seem to 

be transitioning into RFIDs from security 

Photo courtesy of deVine Wines & Spirits

http://www.halometrics.com
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done. That way, when shrinkage errors occur, 

they can be traced and corrected. 

Loss prevention strategies and ongoing staff 

training are still retailers’ top strategies to 

mitigate loss. It is important to be mindful 

of employee and consumer actions and to 

make sure your team is comfortable in having 

ongoing dialogue with consumers as they 

shop. These conversations and interactions 

truly enhance shoppers’ experiences and 

deter those guests who may have had an 

alternate plan. 

count, or a transposition of numbers. These 

human errors can cause a malicious attack 

to your bottom line. Consider automating 

whatever you can. Most retailers should have 

automated pricing, inventory, and time lock 

safes to protect cash from being mishandled. 

Integrated credit / debit terminals that 

communicate directly with POS systems 

further reduce human error and increase 

accuracy and reporting. If you are not ready 

to automate, implement specific and detailed 

written procedures on how you want things 

Train your team to be aware of recognizing fraudulent refunds.[ ]

a one-off occurrence. Management should 

review daily reports that show if refunds have 

occurred. When your systems are reporting 

this occurrence, investigate. Train your 

team to be aware of recognizing fraudulent 

refunds. Have them check the receipt for 

a date of purchase, to make sure it was a 

recent transaction, match loyalty points on 

the receipt to the person’s ID requesting 

the refund, and be sure the product came 

from your location. If possible, have staff 

confirm the refunded item is not an item that 

had recently been documented as stolen. 

Consider declining the refund and offer an 

exchange to try and maintain guest service.

Internal Theft 

Another element of loss comes from 

inside the store. Employees often become 

complacent and feel as though they are “at 

home”. Store supplies go missing, friends 

and family get special discounts, or products 

start to go missing during certain employee 

shifts. Prevention strategies include ensuring 

that specific procedures are in place. For 

example, employees should not be permitted 

to ring through their own sale when they want 

to make a purchase. If a discount, refund or 

void needs to occur, then have the employee 

log the explanation, so the manager or office 

person can review the transaction in a report. 

If reports start to trend upward out of a 

normal range, investigate the logs and decide 

if there is an issue. If your store is seeing 

increases of its own purchases on items such 

as pop and chips, or even toilet paper or 

office supplies, review what is going out the 

door by comparing past purchase history 

and try to understand what is causing the 

change. Often it’s a team member who didn’t 

think much of it when they were in desperate 

need of a snack. Communication and zero 

tolerance policies are critical to ensure this 

internal shrinkage doesn’t continue.

Administrative and Paperwork 
Errors 

Administrative errors can also be a source 

of loss within your store. If you still work with 

log books, Excel spreadsheets, and manual 

inventories, human error can get in the way. 

While this is not a malicious attack on your 

business, often your helpful team member 

has made a simple error of pricing, inventory 
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product 
showcase

ATTILA THE HONEY
Amber Ale
Canada

The Buzzzz is genuine about 
this rich amber ale. 

Brewed with pure mountain 
water, local malts and clover 
honey, this exceptional beer 
is crisp and well balanced. 

All natural, no preservatives, 
unpasteurized. 

Crush your thirst, catch 
Attila by the can!

355ml +816148
$11.36 Whsl – 6-pack

250-837-2756
www.mt-begbie.com

BAROKES
Sparkling Wines
Australia

WINEINACAN.COM

Barokes Moscato 5.5%
This lovely bubbly Moscato 
has a crisp, fresh, fruity 
aroma. Sweetness is well 
balanced with crisp acidity 
and lingering citrus. It has 
floral and grapey flavours 
with a mouth-watering finish 
and length. 
Barokes Rosé Bubbly Bin 
382 13.5%
A fine rosé with medium 
texture and flavour 
delivering fruity sweetness 
and character.
Perfect for the beach, park, 
or anytime. 1/3 bottle of wine 
in each can.
 
Rosé Bubbly 
250ml +790292
$3.89 ea Whsl – Case of 24

Moscato
250ml +790293 
$3.89 ea Whsl – Case of 24

604-737-0018
dhs-wine.com
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PA&CO (PACO) 
SANGRIA
Sparkling Wine
Spain

PACO Sangria is a 
premium artisan Sangria 
made from Carignan 
grapes sourced from 
selected Spanish 
vineyards. The name is 
inspired from the Spanish 
words: “Pasión, Alegría 
& Compañia,” Passion, 
Joy and Company. Fruity 
aromas lead to orange 
and lemon overtones that 
blend perfectly with hints 
of peach and cinnamon. 
Frizzante style, with fine 
bubbles, good balance, and 
a long, sweet, tasty, and 
mouth-watering finish. 
The eye-catching 
packaging is sure to draw 
the customer’s attention 
at shelf. Perfect for patio 
season or for entertaining 
friends and family.

750ml +816119
$13.51 Whsl - Case of 6

403-374-0515
www.vwwinemarketing.com

GIGGLEWATER
PROSECCO DOC
Sparkling Wine
Italy

Gigglewater, a term used
in the 1920’s for alcoholic
beverage.

Winner - Best Sparkling
Alberta Beverage Awards

Best Buy – Winescores.ca
“The palate is moussy; it
is fine-boned and juicy and
doles out crisp orchard
fruits and citrus flavours.

It’s a completely agreeable
fizz, a nice addition to the
lineup of the world’s most
quaffed sparkling category.

The tempting packaging
alone is an open invitation
to get your giggle on.”

750ml +791849
$13.99 Whsl - Case of 12

604-737-0018
dhs-wine.com

http://www.vwwinemarketing.com
http://www.dhs-wine.com
http://www.mt-begbie.com
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Retailers are developing new markets by 

partnering with local manufacturers to offer 

self-guided consumer tours. With over 130 

breweries, wineries, meaderies, cideries, and 

distilleries in the province, there are plenty of 

opportunities to do so!

Rise of Craft Beer and Culinary 
Tourism

Craft brewery, distillery, meadery, cidery, 

and other on-site tours are not a new thing 

in Alberta. Given the resurgence of Alberta’s 

tourism and its growing culinary tourism sector, 

it’s no surprise that manufacturers are tapping 

into this tourism and marketing opportunity.

According to the Travel Alberta 2017-18 Annual 

Report, the province saw its highest-ever 

visitation numbers in 2016. The visitor economy 

is now valued at $8.5 billion—reflecting an all-

time record—with goals to surpass $10 billion 

in tourism revenue by 2020. Visitor spending 

on food and beverage in Alberta accounts for 

almost 30% of all tourism expenditures in the 

province. 

Tourism organizations are already working 

with craft producers to establish self-guided 

consumer tours with both the domestic and 

international tourist in mind. Now is the time for 

liquor retailers to get in on this opportunity too.

For instance, Travel Alberta created its 

Northern and Southern Alberta Beer Trails: 

multi-day self-guided road trips highlighting 

craft breweries and other producers in the 

province. On the local level, Tourism Calgary 

worked with breweries to create the Calgary 

Beer Map. Similarly, Tourism Medicine Hat 

has partnered with various manufacturers, 

including the Medicine Hat Brewing Company, 

to organize self-guided tours in the area.

There is also no shortage of breweries and 

other craft producers in rural Alberta and the 

Rockies. See the previous two issues of Liquor 

Retailer for an Alberta Rockies Beer Tour and 

the Ultimate Southern Alberta Beer Tour.

Why Partner with Manufacturers 
in New Ways?

It is common practice for retailers to host 

in-store tastings and manufacturers to offer 

public tours, but both parties generally work 

independently, versus partnering on tours and 

events. Yet, by establishing new partnerships 

with manufacturers, numerous benefits await.

Develop New 
Markets 
Partner with Local Manufacturers

Combine the rapid growth of local breweries in Alberta with ongoing product 
innovation and rising consumer interest in craft products, and you have a unique 
opportunity for liquor retailers to grow their businesses.

by Danielle Leroux

Courtesy of Medicine Hat Brewing
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Burwood Distillery in Calgary is already experiencing success doing this. 

“We have partnered with several liquor stores,” says General Manager 

Cory Gaudette. “It is the largest way that we sell and move our products.” 

He encourages other manufacturers and stores to do the same: “I believe 

that anytime you can have two local businesses partner together to 

educate the public on the services they both offer, it is very effective. We 

very much value our local liquor retailers.”

Developing new markets isn’t the only reason to partner with 

manufacturers. Tours give you the opportunity to share your unique story, 

differentiate your store, and stay ahead of the competition. 

Tours have been essential to Origin Malting’s success. “We offer public 

tours and promote this very heavily,” says Operations Manager Kyle 

Geeraert. “We have a different story than the majority of breweries in the 

world—our malt house is in the same building—and tours give us the 

chance to tell it.”  

By partnering with manufacturers and hosting tours, you can also 

highlight specific producers, increasing exposure to the products, your 

store, and sales. 

Lesley Fillion, General Manager, Rocky Mountain Liquor Store, believes 

the more exposure you have to anything, the better. “When a new product 

launches or a new manufacturer opens, we all try to help them,” says 

Fillion. “We’ll promote the product within our store. When there is more 

exposure to a product, more people see it, and then buy it.”

Tours give you the opportunity to share your unique story, 
differentiate your store, and stay ahead of the competition.[ ]

Courtesy of Crossroads Liquor Store

http://www.canmorebrewing.com
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opportunity to collaborate and partner with retailers. “Everyone benefits 

with promotion and collaboration, so the more [partnerships] the better. 

And craft continues to grow, so promoting local is win-win,” says Brian 

Dunn, President and Founder of the Canmore Brewing Company. 

Reynolds suggests looking at how manufacturers are already working 

together in your area and exploring how you can fit your retail store in as a 

destination on the tour. He also encourages retailers to think of logistics 

and consider time, money, and return on investment when planning and 

hosting consumer tours. 

You can also try reaching out to your regional tourism association for 

support and more information.

Tips for Working Effectively with Manufacturers

Are you ready to start working with manufacturers on consumer tours? 

Here are some tips for working effectively with your local producers: 

1. Regular communication: Medicine Hat Brewing Company General 

Manager Kaiden Vancuren says successful partnerships rely on regular 

communication and responding to all emails, even if the answer is no. 

2. Help each other in mutually beneficial ways: Consider how 

you can help each other. Gaudette believes it is key for both parties to 

mutually benefit. Vancuren also encourages co-sponsoring events.

3. Bring your strengths to the relationship: By utilizing the unique 

services that each business offers, Gaudette says you can help ensure 

the relationship is mutually beneficial.

4. Focus on staff and consumer education: Geeraert believes 

consumer and staff education is key to ensuring successful tours and 

driving sales. Burwood Distillery also focuses on education. Gaudette 

says they regularly host liquor retail staff at the distillery for tours and 

product information sessions.

Everyone benefits with promotion and 
collaboration.[ ]Consumers are craving locally-made, unique products. Local 

manufacturers can fill this niche and tours can help educate customers—

again helping drive sales. “People typically buy products when they 

understand and know where they come from,” describes Geeraert. 

Crossroads Liquor Store Owner Jason Reynolds agrees. “People are 

more open and looking for local and new products—products they aren’t 

necessarily used to or have grown up with. Consumers are definitely 

exploring more now. That is what I am seeing in my store—people coming 

in and asking for recommendations for something different.” 

Partnering with manufacturers can also help you tap into the rapid 

growth of craft products. Reynolds recognized the growth of the craft 

beer industry and is renovating his store to take advantage of it. “We’re 

currently renovating the store so we can really focus on craft products,” 

he explains. “We’re making better use of the space to increase our 

selection of craft beers, whiskeys, and distilled products. There are new 

manufacturers popping up all the time!”

How You Can Get Started

Find an existing craft beer or other manufacturer trail in your area 

and reach out to the producers on the list. Many are excited by the 

Courtesy of Canmore Brewing

http://www.blindmanbrewing.com
http://www.rebeccahardin.ca
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Natural Wine:  
The Wild West of Winemaking
Natural wine. Everyone’s talking about it, 
but what exactly is “natural wine” and what 
makes it natural? In a few words, natural 
wine receives little or no intervention by 
the winemaker. The idea is that we let the 
wine make itself and hope for the best—or 
something like that.

History
Since the introduction of the scientific method 
of winemaking, it seems we have not been 
able to keep ourselves from interfering with 
Mother Nature. In the old days, winemakers 
would gather whatever fruit was growing in 
the field (known as field blends) chuck them 
in the tank, and let fermentation run wild. If the 
ferment got too hot they would simply open 
the barn doors or throw in some ice or snow. 
Sometimes this worked out well, but other 
times, not so much.

Then science got involved. We DNA-tested the 
grapes so we could vinify varietals separately, 
used carefully selected cultured yeast, put the 
juice into temperature-controlled tanks for 
fermentation, used oak “essence” for flavour 
(cheaper than a real barrel), and filtered and 
fined the wine to within an inch of its life. It 
was clean, varietally correct, and crystal clear 
and bright in the glass. Perfect for a scientist, 
but to a wine lover, the wine may have no soul.

Enter stage left—natural wine. The idea is to 
grow healthy grapes in the field, chuck them 
into the tank, let the ambient yeast on the 
bloom and impregnated in the walls of the 
winery kick-start fermentation, don’t filter, 
then bottle and hope for the best. Sometimes 
it’s magic, sometimes it’s disaster.

But life is a gamble. Don’t you want your 
wine enjoyment to be just as unpredictable? 
There is a growing segment of wine drinkers 
that do. They are willing to take the risk that 
a wine will be less than delicious in return 
for the prospect that the wine will be a pure 
expression of the grape and will show its 
greatest potential without any intervention by 
the winemaker in the winery.

So, there is a market for natural wines and 
our customers may want us to carry a natural 

by Tim Ellisonwine report

wine or two, so we may as well know a bit more 
about them.

Product Regulations
What regulations govern the production of 
natural wine? You may be surprised that the 
answer is none really.

A loose definition might be the following 
penned by Isabelle Legeron, MW, who put 
together a set of unofficial criteria for natural 
wines in 2012: 

“Natural Wine is farmed organically 
(biodynamically, using permaculture or the 
like) and made (or rather transformed) without 
adding or removing anything in the cellar. 
No additives or processing aids are used, 
and ‘intervention’ in the naturally occurring 
fermentation process is kept to a minimum. 
As such neither fining nor filtration are used. 
The result is a living wine–wholesome and full 
of naturally occurring microbiology.” Nobody 
has come up with anything else since.

While no legal definitions of natural wine 
currently exist, various definitions have 
been set by groups of growers in various 
countries, including France, Italy, and Spain. 
These self-regulated charters of quality are 
far stricter than the regulations imposed 
by organic or biodynamic certification 
bodies. All require a minimum of organic 
farming in the vineyard and prohibit the use 
of any additives, processing aids, or heavy 
manipulation equipment like spinning cones 

in the cellar—apart from gross filtration, 
which most tolerate, and sulfites, which vary 
according to the association. 

So, there is an attempt to regulate the 
production of natural wines and the tendency 
is to insist on non-intervention, organic 
farming at a minimum, and bio-dynamic 
farming as an ideal, but there are no strict 
regulations. This results in a wide range of 
quality in the finished wines.

The Results?
What would you expect from natural wines? 
They are lighter, more delicate wines and 
will most likely be a bit cloudier than what 
the consumer is used to. Natural wines are 
more fruit-driven, with less applications like 
malolactic fermentation and heavy, new oak 
use. There may also be “mousiness”, which is 
a result of very low or no sulphur use. There 
could be high levels of Brettanomyces or 
volatile acidity. The former manifests itself as 
a strong geranium scent and the latter gives 
lifted notes of nail polish remover. These 
faults can manifest themselves at such high 
levels that the wines can be undrinkable.

At the end of the day, natural wines may merit a 
place in your store. If customers are asking for 
them, talk with your suppliers and determine 
what they have to offer. Make sure you taste 
these wines because your customers are 
expecting you to have sorted through the 
winners and losers. Don’t disappoint them.
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Although it’s spring, Alberta has endured a long, rough winter. We 

broke or came close to all the big cold-weather records: longest cold 

streak, coldest temperatures, most snowy days, and the list goes on. I 

know I’m not the only one who longed for warmer days and for winter to 

be over. Finally, now that the weather has warmed up and spring is here, 

I have been able to reflect on the winter that we just had—and the one 

thing that I really enjoyed about this winter. The cold temperatures and 

gloomy dark skies created the perfect conditions for me to indulge in 

something that I appreciate very much—big, bold, high-strength beers. 

Call them Winter Warmers, or Boozy Brews. In any case, there is truly 

nothing as enjoyable as sitting in front of the fireplace, wrapped up in 

a warm sweater or blanket, sipping on a big, flavourful beer and just 

letting the time tick on by, and contemplating the meaning of life. (But 

I digress…)

Here are three beers in particular that I personally enjoyed this winter as 

the mercury dipped ever lower:

Paulaner Salvator Doppelbock (CSPC 788685)

Doppelbock, as an overall style, is a dark German lager brewed to a 

higher strength than a standard “bock” beer—perfect for evening 

sipping in front of the fire. Salvator in particular is a moderately dark 

brown beer with gorgeous amber hues, featuring characteristics of 

dried fruit, toasted dark bread, and caramel. It can trace its history 

back to the first Doppelbock beer brewed by German monks as a higher 

strength beer to provide sustenance during the fasting season of Lent. 

This beer was served as “liquid bread” so to speak, with its higher 

concentration of carbohydrates and calories, providing—at least in 

theory—enough nutrients to help any beer-loving monk through the 

fast. The original Doppelbock was called Salvator—or Saviour—and 

since that time, German brewing giant Paulaner was able to trademark 

this name. Breweries now often name their own Doppelbocks ending 

with “-ator” as a sign of recognition and respect for the original 

“Salvator” moniker.

Olde Deuteronomy Barley Wine – Alley Kat Brewing Company 

(CSPC 809865)

Alley Kat’s Olde Deuteronomy Barley Wine is a fabulous beer. It is 

not surprising at all that it has won several awards over the years, 

including a Gold Medal at the recent 2019 Alberta Beer Awards. It is 

a very flavourful beer with dried fruit and toffee notes. Barley wine, as 

the name suggests, is brewed to a strength nearing the alcohol content 

of wine—often somewhere between 10% and 15% ABV—though it is 

most definitely beer, not wine. The style is British in origin, though 

many North American craft brewers now brew a version of their own. 

A common characteristic is that barley wines are often allowed to 

condition for an extended period of time—in fact many brewers will 

brew a barley wine, allow it to condition for the entire year, and release it 

the following year, roughly 12 months from when it was first brewed. The 

best barley wines improve even more with additional conditioning—or 

aging—like a fine wine. As the beer is left to age in the bottle, the 

very slow oxygenation that occurs produces a desirable Sherry-like 

characteristic and accentuates the malt character and dark fruit notes. 

I was fortunate enough to have a couple Olde Deuteronomys aging in 

my cellar for the past five years, and they were absolutely delicious on 

a cold winter’s night.

KBS – Founders Brewing Co. (CSPC 802921)

Michigan’s Founders Brewing Co. is a true heavyweight in the craft beer 

world, and when it comes to their KBS (formerly known as Kentucky 

Breakfast Stout) they are definitely punching above their weight. If 

boldness and intensity is what you appreciate in a beer, then this is 

exactly the beer you are looking for. KBS is an Imperial Stout, which 

implies from the start that it is brewed to a higher strength than a stout, 

imparting a full body, with rich, deeply roasted characteristics. Add 

to this a large dose of both coffee and chocolate to accentuate the 

already-prominent espresso and chocolate notes that would naturally 

be there due to the excessive amount of dark malts. Finally, to elevate 

this beer well over the top, it is aged for a full year in bourbon barrels—

which adds very subtle notes of vanilla from the oak as well as a good 

dose of bourbon character. This is a monster of a beer, and it is clear 

with one taste that it has a fair amount of alcohol (a whopping 11.8% 

actually), though it is quite well balanced and easy to drink—possibly 

because it is so delicious! This is definitely not a beer to be enjoyed on 

a hot, sunny beach, but it went down exceptionally well in front of my 

fireplace this winter.

Not all beer needs to be “chugged”, nor is all beer necessarily intended 

to be enjoyed on a hot patio in the summer. Big beers deserve to be 

enjoyed slowly—“experienced” if you will—and they can definitely 

make a long, cold winter just a little bit more enjoyable. 

Fending Off the Cold with a 
Winter Warmer
by Kirk Bodnar

Beer Notes
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Paco Sangria is a premium artisan Sangria made from Carignan 

grapes. Fruity aromas lead to orange and lemon overtones that blend 

perfectly with hints of peach and cinnamon. Frizzante style, with fine 

bubbles, good balance, and a long, sweet, tasty, and mouth-watering 

finish. Released April 15, 750ml $13.51 whsl +816119

Northwest Pale Ale blends Cascade and Centennial hops to create a 

hop-forward but not over-the-top beer with citrus flavour and a full floral 

aroma. Released April 3, 4x473ml $10.70 whsl +814725

German-Style Pilsner is crisp and thirst-quenching, finishing with 

a balance of hoppy bitterness. Released April 3, 4x473ml $10.70 whsl 

+814727

West Coast IPA Dry-hopped for full effect, this crisp, balanced IPA 

delivers a floral, citrusy taste rounded out by a subtle malt character. 

Released April 3, 4x473ml $10.70 whsl +814729

False Creek Raspberry Ale Real Fraser Valley raspberries give this 

ale its bright colour and fresh aroma. It has a pale malt character that 

accents the refreshing, fruity flavours. Released April 3, 4x473ml $10.70 

whsl +814730

Moosehead Peach Mango Radler This refreshing radler is made from 

combining 85% Moosehead Lager with 15% natural peach and mango 

juices. It is naturally cloudy with 10 IBU. Releasing May 15, 6x355ml cans 

$12.85 whsl +813493

Saskatoon Honey Gin This gin incorporates Rocky Mountain water, 

locally sourced honey, Saskatoon berries, rose hips, and Alberta malted 

barley into a smooth, sweet, floral, and mildly tart varietal gin. Released 

March 15, 750ml $43.95 whsl +813507

EquineOx Mule This ready-to-drink canned cocktail combines the unique 

flavours of Eau Claire Distillery’s Prickly Pear EquineOx and Annex Ale 

Ginger Beer with a hint of spice and citru s - a unique twist to the famous 

Moscow Mule. Released April 12, 4x355ml cans $11.46 whsl +815460

Cherry Gin Collins This pleasantly tart, ready-to-drink cocktail uses 

Eau Claire Distillery’s Cherry Gin, which is infused with sour cherries, 

lemon juice, and a hint of natural sweetness. Released April 12, 4x 355ml 

cans $10.96 whsl +815459

Wine Beer

Spirits

RTD

what’s by Marina LecianComing?

http://www.liquorretailer.com
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“We’ve established ourselves as THE wine store in St. Albert and 

North Edmonton for fine wines,” says General Manager and Buyer 

Marcia Hamm. “People from South Edmonton come to us and that’s 

a long way to go for tastings and events.”

The store is owned by Doug Hicks, who cultivated his love of wine 

travelling around Europe at the end of a 15-year professional hockey 

career, three of those years spent playing with the Edmonton Oilers. 

In 1994, just as Alberta privatized its liquor stores, he opened 

When Hicks Fine Wines opened in the fall of 2014, it was one of only four tenants in the 
brand-new Shops at Boudreau centre in St. Albert. In the four years since, it’s become a 
destination unto itself.

16    Liquor Retailer

Hicks Fine Wines
An Impressive Selection and Thoughtful Service

by Joanne Sasvari



     Liquor  Retailer 17

Crestwood Fine Wines & Spirits. He later sold his shop and spent 

three years living in the Caribbean before returning to Edmonton and 

opening Hicks Fine Wines.

The result is a beautiful, well-stocked store, featuring 1,800 sq. ft. 

of beer, spirits and about 1,000 SKUs of wine. Big, bold artworks 

inspired by Brazilian artist Juarez Machado brighten the space. A 

stunning light fixture made from riddling racks and Riedel glassware 

hangs overhead. There’s a table for formal wine tastings, and space 

for more in-depth classes, but 

the heart of the store is the 

welcoming tasting bar made 

of gleaming redwood, where 

industry reps pour tastings 

on Fridays and Saturdays, 

so customers can carry their 

drinks with them as they shop.

However, the real draw here is 

the thoughtful, well-educated 

service, led by Marica herself. 

She has not only earned the 

prestigious Wine and Spirits Education Trust Level IV Diploma, 

she is also one of only a handful of people on earth to become an 

Italian Wine Expert through the Vinitaly International Academy. Not 

surprisingly, Hicks Fine Wines has a special niche for Italian wines, 

especially the more unusual and exciting varieties.

“I like to offer a lot of tastings of native (Italian) grapes, so customers 

can find a new favourite,” Marcia explains, noting that Italy has more 

than 600 listed grape varieties and another 470 that haven’t yet been 

registered. “My favourite is Nerello Mascalese, which grows on 

the slopes of Mount Etna. And we have five SKUs of that, which is 

unheard of.”

To encourage customers to break out of their habits and try 

something new, whenever Marcia brings in a new native grape, she 

likes to offer two variations on it, one at a lower and one at a higher 

price point. That way, shoppers can feel comfortable taking a risk on 

an unfamiliar wine without blowing the budget. “Then, whichever one 

they’re not buying, I’ll delist it and replace it with something new,” 

she adds.

Marcia leads a team of loyal staff who have been with the store since 

it opened, and who have all been honing their own wine knowledge, 

both formally and informally. “For most of my customers, it’s all 

about the food and what you’d pair with it,” she describes, noting 

that everyone on her team is an expert at suggesting pairings. 

“Most of our reviews mention the wine knowledge.” Those reviews 

tend to recognize the “friendly and warm, smiling staff,” who are 

“educated without being condescending,” and comment on the 

store’s impressive selection.

We’re really customer-service 
first, but at the same time, I’m 

hoping I can get them out of 
their wine box.
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“Then again,” Marcia says, 

“there’s always the customer 

who asks, ‘I’m just going to 

have a glass by the fireplace 

and what should I drink?’ We’re really customer-service first, but at 

the same time, I’m hoping I can get them out of their wine box.”

One way they encourage customers to expand their favourites is 

through their staff picks, which are presented in a most engaging 

way: Inspired by the Hedonism Wines stores in the UK, they’ve 

attached sculptures of hands to the walls. “Every month our staff pick 

a wine feature and we put them in the hands,” Marcia describes. The 

presentation is witty and almost impossible to resist.

And that goes not just for the customers who live in St. Albert, and, 

increasingly across Edmonton, but also for the industry experts who 

come by to pour their single malts, Champagnes and quirky Italian 

varieties too. 

“We have this very beautiful shop and some of our distributors have 

said it’s the most beautiful shop in the Edmonton area,” Marcia 

shares. “We just have so many unique things.”
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experience that Starbucks was known for.  As 
a result, Aramark was at risk of losing its 
Starbucks license.

Now this would have been a huge problem for 
Aramark, so we pleaded with Starbucks to give 
us a chance to turn things around.  In a last 
ditch effort to salvage the relationship, a team 
of Aramark executives was invited to spend a 
few days at Starbucks headquarters in Seattle 
to get immersed in the company’s operational 
philosophy and approach.  I was fortunate to 
be among those that made the trip.

During our visit, I expected to hear about how 
Starbucks prepared their coffee, designed 
their stores and standardized their customer 
experiences.  And we certainly heard about 
some of those things.  However, the thing that 
stood out most for us–the thing that Aramark 
was missing–was something entirely different.  
It related to how Starbucks recruited, managed, 
and motivated its employees.  

In particular, they told us about something 
called the Little Green Apron Book, which 
as the name suggests, was a little green 
handbook sized to fit inside the pocket of a 
Starbucks’ apron.  The book describes for 
employees what Starbucks call “The Five 
Ways of Being,” which are: be welcoming, be 
genuine, be considerate, be knowledgeable, 
be involved. For each of these ways of 

The Key to 
Lasting Loyalty 
in the Digital Age
by Chris Malone

As digital devices and services have 
proliferated in retail over the past decade, it 
seems that customer and employee loyalty 
have generally become more difficult to 
build and sustain.  Despite this trend, a few 
companies have managed to continue their 
growth undeterred by The Digital Age.  One of 
these is Starbucks, which has generated +4% 
same store sales growth in each of the past 
five years.  What accounts for their consistent 
growth and loyalty?  I learned the answer the 
hard way over a decade ago and the lesson 
remains just as relevant today.

It was the summer of 2006, when I first learned 
that Starbucks’ tremendous success is largely 
due to something other than the quality of its 
coffee or the location of its stores.  At the time, 
I was senior vice president of marketing at 
Aramark, a $13 billion company that provides 
food service in schools, hospitals, universities, 
corporate offices, and stadiums around the 
world.

At the time, Aramark was a licensee of 
Starbucks and operated about 75 of its coffee 
shops on college campuses, but Aramark had 
been struggling to deliver the kind of customer 
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being, the book offers specific examples of 
behaviours that describe what that way of 
being looks like. 

Perhaps most surprisingly, these “Ways of 
Being” weren’t just training ideas that sat 
on a shelf somewhere. They were the core 
management approach in every location.  
Every day, Starbucks “partners” would catch 
one another in the act of one of these Ways 
of Being, whether on behalf of a customer 
or a colleague.  They would present one of 
these cards to their colleague with a short 
description of what they had done on the back.  
The cards would then be collected for each 
person in an apron on the wall with cardboard 
cuffs in the back room.   

At the end of each month, these cards were 
sent to the district office where they were 
summarized in stories that were shared across 
the organization, celebrating all the ways these 
“Ways of Being” were practiced. They shared 
some of these stories with us and one story in 
particular made a big impact on us.

We were told about a Starbucks’ store with 
a regular customer named Pete.  Pete was a 
quiet, elderly man that came in several times a 
week for a simple cup of coffee while he read 
the newspaper. The Starbucks’ baristas knew 
him by name and how he liked his coffee.  Pete 
had been a regular at the store for a few years, 

but then one day his visits suddenly stopped.

Some weeks later, a young woman showed 
up at the store asking if anyone there knew 
of an older man named Pete, and of course, 
everyone did.  She told the employees that 
Pete was her father, and that he had recently 
passed away. 

While cleaning out her father’s apartment, the 
young woman found something that surprised 
and confused her.  There were two large bags 
filled with Starbucks cups with hand written 
notes to her dad that said things like “Have a 
nice day”, “Come back soon” and “Hope you 
feel better.”

Apparently they meant so much to her dad 
that he couldn’t bear to throw them away, 
so she wanted to come down and thank the 
staff for the obvious difference they had been 
making in her dad’s life.  She never knew about 
it before. 

So it begs the question, what caused Pete 
to keep the cups?  Was it the quality of 
the coffee?  The price?  The location or 
the rewards program?  No, it wasn’t any of 
those things.  It was those simple gestures 
of goodwill and kindness that make another 
person feel valued and cared about.  These 
little things that cost us nothing more than a 
bit of extra effort and consideration make all 
the difference in the world.  

That’s what we were lacking at Aramark in 
operating Starbucks stores.  We needed to 
aim higher than delivering prompt service or 
a properly made beverage.  We needed to aim 
for making a lasting difference in the lives of 
customers every day.  If we are willing to aim 
for that higher purpose, we’ll get all the lasting 
loyalty and growth we want right along with it.  
That’s the real secret to Starbucks continued 
success, as highlighted by CEO Kevin Johnson 
in their Q1 2019 earnings call.

“Our Starbucks store partners who proudly 
wear the green apron are at the center of 
connecting with customers and we are on a 
mission to support them by simplifying work 
and reducing some of the non-customer-facing 
tasks that historically have taken up to 40% of 
their time,” he explained.   

So even in The Digital Age, the key to lasting 
customer and employee loyalty remains the 
basic human connections that can occur 
between them.  Operators of all kinds would do 
well to remember and embrace this in their own 
establishments.

Chris Malone is Managing Partner of Fidelum 
Partners and co-author of the award-winning book, 
The HUMAN Brand: How We Related to People, 
Products & Companies.
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Thanks to lobbying efforts by the Alberta 

Small Brewers Association, local breweries 

and distilleries now have the option of selling 

their products in farmers’ markets, something 

that wine and mead producers have been able 

to do for the past nine years. AGLC Acting 

President & CEO Alain Maisonneuve is on 

record calling it “a win-win for Alberta’s 

businesses and consumers”.

Let’s look at the potential impacts this decision 

will have on liquor retailers in the province. 

How can retailers maintain and grow strong 

relationships with these producers who are 

selling their own products in-house and now 

also at farmers’ markets province-wide?

On-site Sales

It’s important to keep in mind that breweries 

and distilleries have been able to sell their 

products out of their own facilities for 

many years. This is where the vast majority 

of their products are sold beyond the walls 

of a traditional liquor retailer. Brewers and 

distillers love being able to sell out of their own 

facilities, where they have much more control 

over their brand, message, and product there.

This can, however, create a somewhat 

competitive relationship. If producers choose 

to sell their products at their own respective 

Producers and 
Retailers
Cohorts or Competitors? 

Thanks to lobbying efforts by the Alberta Small Brewers Association, local 
breweries and distilleries now have the option of selling their products in farmers’ 
markets, something that wine and mead producers have been able to do for the 
past nine years. AGLC Acting President & CEO Alain Maisonneuve is on record 
calling it “a win-win for Alberta’s businesses and consumers”.

by Ron Scott

Courtesy of Tool Shed Brewing
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breweries, taprooms, and distilleries as well 

as at various farmers’ markets in the province, 

they theoretically are less reliant on retailers to 

sell those products on their behalf.

Farmers’ Market Sales

Selling in farmers’ markets is a relatively new 

opportunity for brewers and distillers, but it’s 

not an especially lucrative one, and it’s largely 

seasonal. While some markets are open year-

round, they really see significantly less volume 

during winter months. Although farmers’ 

markets offer a great opportunity for producers 

to reach out to customers face-to-face and 

interact with them, putting a face on their brand 

and pitching their products, it isn’t where a 

significant portion of their sales are made.

An Opportunity for Retailers

For these reasons, retailers don’t need to be 

concerned that this change in legislation will 

seriously impact their bottom line. Instead, 

they should find out which products they carry 

are also being sold at farmers markets, so 

This increase in brand awareness can be something retailers can 
harness to further increase the sales of those products.[ ]

Courtesy of Eau Claire Distillery

www.albertalocksolid.com
www.ocbeer.ca
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that they can use it as a talking point with 

consumers. This increase in brand awareness 

can be something retailers can harness to 

further increase the sales of those products.

While a producer might capitalize on the 

ability to sell their product at their own facility 

where they can provide customers with a more 

immersive experience, it is still something that 

happens on an extremely local scale. Having 

their products on as many shelves as they 

can across the province and possibly in other 

provinces is where they’re likely to see the 

lion’s share of their sales. 

Price Points

Producers that I’ve spoken with have told me 

that they must be mindful that their in-house 

pricing is comparable to that at liquor stores, 

so that they don’t see a lot of pushback from 

those retailers. Remember: they want their 

product on your shelves, and it’s in their best 

interest to work with you.

With this in mind, let’s look at some ways that 

retailers can still foster strong relationships 

with these producers so that they can continue 

to view you as attractive clients.

Fostering Relationships

Allowing producers to set up inside your store 

to do tastings is something that you’ve likely 

been doing already. This is a great opportunity 

for them because they can speak to end 

consumers one-on-one and describe their 

product the way they want to. This is also 

a great opportunity for you as a retailer to 

study how they do this, so that you can do the 

same. Spend time with the representative to 

learn about how they’re pitching their product. 

Ask as many questions as you can about the 

product to broaden your knowledge base. Be 

sure that you know how the product is made, 

how it should be stored, and how it should be 

consumed, according to the producer.

Spend time with the representative to learn about 
how they’re pitching their product.[ ]

Courtesy of Medicine Hat Brewing

https://www.blackflybooze.com/


     Liquor  Retailer 23

ALSA  23
Barnet POS 5, BC
Black Fly Beverage Co. 22
Blindman Brewing 12
Canmore Brewing 11
Connect Logistics 27
David Herman & Son 9

Halo Metrics 7
Hospitality Solutions 12
Lock Solid 21
Mt. Begbie Brewing Co. 9
Olds College Brewery 21
Vintage West Wine Marketing 9

Advertisers

Spend time training staff on a continual basis. 

There’s nothing more important than product 

knowledge in the service industry. Producers 

will be more than happy to have their product 

in your store knowing that it’s in the capable 

hands of competent staff and sales personnel.

Host Special Events and 
Encourage Cross-Promotion

Having reps set up for a few hours to do tastings 

is great, but consider other opportunities 

or events as well. If you have a growler bar 

on-site, speak with brewers about hosting a 

tap takeover, where you tap many of their beers 

and have reps in store to fill growlers and sell 

to customers. Promote these events via social 

media, and have the brewery do the same.

Instead of viewing the new legislation from 

an angle of competition, look at it as cross-

promotion. Customers will likely speak to 

you about having tried products at a farmers’ 

market or visiting a specific producer. They 

might describe how they toured the distillery 

or brewery. They might talk about the food 

or ambiance in the taproom. If you have 

visited those producers, you can share that 

experience with customers and start to 

develop a rapport with them. This is just 

another level of product knowledge, and one 

that makes the sale feel more personal to a 

customer.

Collaboration is Profitable

Brewers enjoy collaborating with one another, 

and from what producers tell me, they actually 

see their sales increase in farmers’ markets when 

they have other brewers selling their products 

alongside them. This spirit of collaboration is 

one that can be shared with retailers as well. 

http://www.albertaliquorconference.ca
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Awards  

2019 Canadian Artisan Spirit Competition

Canadian Artisan Spirit of the Year  Ethos Gin Monashee Spirits Craft Distillery

Best in Class–Absinthe   Absinthe Deep Roots Distillery

Best in Class–Aged Gin   Aged Gin  Ironworks Distillery

Best in Class–Aged Spirits  Railspur No. 3 Switch The Liberty Distillery

Best in Class–Akvavit   Långbord Akvavit  Long Table Distillery

Best in Class–Brandy or Eau de Vie   Johnny Ziegler Senior  Winegarden Estate Winery & Distillery

Best in Class–Gin    Ethos Gin  Monashee Spirits Craft Distillery

Best in Class–Infused Vodka   Tall Grass Dill Pickle Vodka Capital K Distillery, Tall Grass Dill Pickle Vodka

Best in Class–Liqueur   Morning Glory Cream Liquor  Hansen Distillery, Morning Glory Cream Liquor

Best in Class–Rum    5 Fathom Dark Rum  Barrelling Tide Distillery

Best in Class–Vodka    Single Grain Vodka Strathcona Spirits Distillery

Best in Class–Whisky   Red Fife Whisky  Sheringham Distillery

Best in Class–White Spirits   Resurrection Spirits White Rye  Resurrection Spirits Inc

Best in Class–Young Whisky   Glen Saanich   de Vine Spirits

For the complete list of winners go to www.artisandistillers.ca/2019-results

Calgary Winefest 2019 People’s Choice Awards      

Best Sparkling Wine   Gigglewater Prosecco DOC NV  Italy

Best Rosé    Roscato Rosé Dolce NV  Italy

Best White under $20   Corkbeard Wine Co. Chardonnay 2016  USA

Best White over $20   Bread & Butter Chardonnay 2016  USA

Best Red under $20   Corkbeard Wine Co. Cabernet Sauvignon 2015 USA 

Best Red $20-30   Royal Khvanchkara Aleksandrouli 2017  Georgia

Best Red over $30   Purcari Negru 2014  Moldova

Best Other under $25   Anyday Rosé 2018  USA

Best Other over $25   Adega de Favaios Porto Monge Tawny 10 Years Portugal

Edmonton Winefest 2019 People’s Choice Awards   

Best Sparkling Wine    Gigglewater Prosecco DOC NV  Italy

Best Rosé    Dirty Laundry Vineyard Hush Blush VQA 2018 Canada

Best White under $20   Cavit Collection Moscato 2017  Italy

Best White over $20   Royal Khvanchkara Tvishi 2017  Georgia

Best Red under $20   Vazisubani Estate Georgian Sun Saperavi 2016 Georgia

Best Red $20-30   Castoro de Oro Estate Winery Merlot 2016 Canada

Best Red over $30   Purcari Negru 2014  Moldova

Best Other under $25   Anyday Rosé 2018  USA

Best Other over $25   Adega de Favaios Porto Monge Tawny 10 Years Portugal

2019 Alberta Beer Awards  

Brewery of the Year   Alley Kat Brewing Company  Edmonton

New Brewery of the Year   Paddy’s Barbecue & Brewery  Calgary

Retailer of the Year   Sherbrooke Liquor  Edmonton

Restaurant/Pub of the Year  Cilantro and Chive  Lacombe

Community Builder of the Year (Partners)  Red Shed Malting  Red Deer County

Community Builder of the Year (Breweries)   Blindman Brewing  Lacombe

For the complete list of winners go to www.avenuecalgary.com/restaurants-food/best-beer-in-alberta/

NAMES IN THE NEWS
by Marina Lecian

New ALSA Members 

ALSA welcomes the following new members:   

Arena Liquor, Edmonton

Crown Liquor 50th St, Edmonton

Crown Liquor Argyll, Edmonton

Crown Liquor Commonwealth, Edmonton

Crown Liquor Ritchie, Edmonton

Kegs and More, Edmonton

Little Guy Liquor, Sherwood Park

Public Liquor Outlet, Cold Lake

www.artisandistillers.ca/2019-results
www.avenuecalgary.com/restaurants-food/best-beer-in-alberta/
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0.86109,887.01

-1.81107,389.99

14.6140,023.20

9.402,063.98

0.5411,765.69

2.5310,697.34

6.3619,213.36

1.58

-7.92

2.91

16,555.52

8,137.79

1,056.37

Sales Dec 1, 2018 - Feb 28 2019 in HL, with % change over 2018

% change

Source: Connect Logistics

liquor sales trends
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Hiring

Staff retention starts with smarter hiring. Hiring 

a person because he appears alive and can 

spell his own name is probably not going to get 

you the best fit with your team. It’s hard during 

this time of labour shortages to hold out for 

the best, but it will pay off. These days, having 

a good hiring process will show prospective 

employees that you have a professionally-run 

company. 

Here are some tips for conducting a professional 

interview:

Interview in a quiet place and don’t allow 

interruptions. It’s important that you and the 

applicant are able to show your best side. 

Remember, the applicant may have several job 

offers by the end of the week. You want your 

interview to be remembered favourably. 

Have a clear job description and a list of job-

related questions. Ask every applicant the same 

questions and keep notes of answers. Keep 

these notes for at least a year, as you could be 

asked to produce them. 

If possible, have another employee assist with 

the interview. One person can ask questions 

and the other can take note of the answers.

How to Retain 
Employees 

It’s exasperating to have a revolving door. You hire, they work a short time and 
leave. And sometimes they don’t even bother to tell you. And you start the whole 
time-consuming process again. 

by Gillian Macgregor

David Gummer & Sparky Marquis. Photo courtesy of Vines Wines Merchants

TIPS FOR CREATING A GREAT WORKPLACE
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If the position requires skilled manual labour, 

set up a test of the skill and watch the applicant 

perform it. If this is done as part of an interview, 

you don’t have to pay. However, if you invite 

people for a test shift, you must pay them the 

appropriate minimum wage for that test shift. 

It’s extremely important to require references 

and check them. Always ask, “Why did the 

person leave?” and “Would you hire this person 

again?”

Orientation and Training

Once you have hired someone who seems like 

they will be a good team member, it’s important 

to invest time orienting and training them. If 

you have an employee handbook outlining the 

rules, policies, and values of your business, 

now is the time for them to read it. If you don’t 

have an employee handbook, it would be a 

good idea to create one. For minimal cost, 

there are templates you can follow to make your 

own, or you can contract it to a professional. 

The handbook should include company values, 

dress code, breaks, vacation assignments, 

punctuality, sick time, harassment and bullying 

policies, availability of benefits, time off, etc. 

For the new employee’s first few shifts, pair the 

person with one of your best people to show 

them the ropes and introduce them to their 

coworkers. A training plan is a useful tool. 

It should cover everything from the location 

of staff toilets and break areas to how the 

POS system works, and the manner in which 

the company likes employees to interact 

with customers. The sooner the new hire is 

integrated into the workplace and welcomed by 

their colleagues, the sooner that person will be 

a functioning part of the team.

Having A Great Workplace

It is interesting to note that employees say that 

they will stay longer if they feel part of a team 

and their contribution is appreciated.

Appreciation doesn’t have to cost much:

• Tell employees, publicly, privately and often, 

how much you value their contribution. 

• Keep some greeting cards and gift cards 

in your desk. A little reward to show your 

appreciation is always nice. 

• Working in this industry is hard on the feet and 

back. Gift cards for pedicures and massages 

at a nearby spa will always be appreciated. 

You can probably make a deal with the spa to 

Employees say that they will stay longer if they feel part of a team and 
their contribution is appreciated.[ ]

http://www.liquorconnect.com/Pages/default.aspx
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• If an employee has a problem, help them to 

deal with it.

• Don’t use alcohol as a reward. Be very clear 

with all your employees that you are a clean and 

sober business and that drinking or drugs at 

work will not be tolerated. 

• If you have rules, make sure you apply 

them equally. Don’t show favouritism for 

one employee over another as it will foster 

resentment.

• Pay fairly. Don’t expect employees to use their 

own time to close up or do other tasks. 

Be the boss you would have liked to have had 

when you first started out. Wouldn’t you have 

liked a boss who was open and honest, praised 

you when you did well, didn’t yell if you made an 

error, who knew your pets’ or your kids’ names, 

treated everyone fairly and equally, kept calm 

when things were hectic, rolled up her sleeves 

and helped out when it was busy, didn’t play 

favourites, and encouraged staff, listened to 

suggestions, and often used employees’ ideas? 

Be that boss. 

discount the services if you discount meals for 

their employees. 

Here are some other important ways to create a 

great team and workplace:

• Provide medical and dental benefits if you can 

afford them. You may find them less expensive 

than you think. You will attract employees who 

will stay with you for those benefits.

a different employee out on a coffee date each 

week to get to know them as people. Discuss how 

they are feeling about their jobs, what their goals 

are, and what they like to do. If possible, integrate 

some of their passions into your business. 

• As part of your mission statement, support 

charity. Make sure the public, by way of your 

social media accounts, knows you support 

charity. Find out what charities your employees 

hold dear and support them too. People like 

to be proud of where they work. Having an 

employer who gives back will make them proud. 

• Be as green as you can be. People like working 

for employers who reduce their carbon footprint 

by using biodegradable products, limit waste, 

and compost organic material.

• Always back your employee up. If the staff 

member is being harassed by a customer, 

intervene on their behalf.

Find out what charities your employees hold dear and support them too. ][
• Offer training to help your employees reach 

their goals in the hospitality industry, such as 

Sommelier or chef training. 

• Offer predictive scheduling. Schedule your 

employees to work when you need them, as far 

in advance as you can. They have lives too and 

will prefer to work for you rather than someone 

who schedules at the last minute. 

• Know your employees: their lives, their 

hobbies, and their interests. One employer who 

is very successful at retaining employees takes 
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Wildfire. Drought. Searing heat. Sudden 

cold. Relentless rain. Fierce hail and winds. 

Swarms of insects destroying crops. Sounds 

like something out of a bible story, right? 

Unfortunately, it’s reality for the world’s wine 

growing community.

Climate change is a reality and the wine industry 

is a ‘canary in the coal mine’ according to Gary 

Pickering, a Professor and Research Scientist 

at Brock Cool Climate Oenology School in 

Ontario. The world is getting warmer. The past 

four years have been the hottest on record 

for planet Earth. The effects of changing 

temperature are playing havoc with weather and 

if there is any crop that suffers the vagrancies 

of unpredictable climatic conditions, it’s grape 

growing. And, these effects are increasing in 

frequency and magnitude, says Pickering.

How Weather Affects Grapes

The grapes used in wine production, Vitis 

Vinifera, can be one of the most fickle crops 

a farmer could choose. It can’t be too hot 

as grapes will reach sugar levels that create 

burning alcohol levels before flavours can 

develop. It can’t be too cool as grapes won’t 

ripen properly and will make wines that are 

thin, flavourless, and acidic. Uneven growing 

conditions can alter sugar and tannin levels 

that will affect a wine’s character. And not 

usually for the better.

Early frosts can damage flower buds, reduce 

yields, and cause uneven ripening. Rain at 

harvest can dilute juice and the result is wines 

that are watery. Hail mid-season can destroy 

crops and has wiped out the production of 

entire regions. Searing heat causes vines 

to ‘shut down’ and not focus any energy on 

producing grapes at all. Changes in climate 

can allow conditions for normally unseen 

pests or diseases to prosper and negatively 

affect grapes, resulting in the requirement for 

spraying, chemical use, and its accompanying 

increase in costs to the farmer. These costs 

are ultimately downloaded onto the consumer 

and make wine more expensive.

CLIMATE CHANGE AND WINE
by Tim Ellison

Perfect Growing Conditions

There is a relatively narrow range for 

successfully growing and ripening vinifera 

grapes. Between 30–50 degrees latitude both 

north and south. The warmer areas are quickly 

becoming too hot to allow a sufficiently long 

enough growing season – before sugar levels 

get too high and grapes can’t develop the 

phenolic ripeness that develops flavours and 

structure.

Cooler regions are also becoming too hot 

for the grape varieties previously selected 

for the climate. Grape growers are having 

to make serious changes in the vineyard to 

accommodate the fluctuations in temperature 

and growing conditions. 

Warmer Weather Changing 
Varieties Planted

Greg Jones, a Professor of Wine Education 

and Environmental Studies at the Linfield 

College in McMinnville, Oregon, notes that 

the 16 cool climate regions in the world have 

witnessed a 2.52 degree increase in average 

temperature since measurements started to 

be recorded consistently in the late 1800s. 

It doesn’t sound like a big change, but 

even the smallest incremental change has 

dramatic effects on farming. Jones points 

out that it takes years to establish a vineyard 

and many more before vines are mature 

and offering fruit at their peak in terms of 

balance between yield and quality. It takes 

three years in the ground before the fruit 

is even worth considering for a low-quality 

commercial wine and up to decades more to 

really see the vines hitting their stride and 

producing ‘world class’ products. Planting 

a vineyard is now requiring a crystal ball to 

predict varieties that will not only tolerate the 

climate today, but also the one anticipated 

in the future. Vineyards are being planted 

to avoid the most solar radiation (facing 

NE in the northern hemisphere and SW 

in the southern) and existing vineyards 

are being re-orientated, with the direction 

of rows reconsidered to reduce exposure 

to sunshine. Locations that were thought 

too cool for grape growing are getting 

planted and famous hotter areas are being 

abandoned.  

Changing Techniques  
in Hot Zones

Hotter zones suffering from drought are 

seeing ‘dry farming’ techniques introduced 

to reduce the stress on irrigation water 

supplies. Drought resistant varieties are 

being created and are replacing traditional 

grapes in some areas. Vine canopies are 

being allowed to grow bigger to shade 

grapes from the hot sun. This creates humid 

conditions for damaging mould and mildew 

and can cause challenges for harvest, both 

hand and mechanical. 

Industry buyers need to accept the fact 

that some varieties, which were unsuited 

for a particular growing region may now be 

perfect. Be aware that some of your favourite 

hot climate regions are going to produce 

wines that are burning with searing alcohol 

and have flabby, unbalanced profiles. 

Storied vineyards may have to re-evaluate 

the varieties that dominate their vineyards 

and growers will have to be open to planting 

in what are historically unsuitable regions. 

No longer will we be able to count on 

centuries old perceptions and reputations. 

The savvy buyer will cast out preconceived 

notions and start selecting wines using 

their palates and support growers that are 

innovating to keep producing the best wines 

their regions and changing climates will 

allow.

Tim Ellison is a Certified Chef de Cuisine and 
Sommelier with approaching half a century of 
experience in the hospitality industry. He currently 
serves as Director of Operations at the Pacific Institute 
of Culinary Arts. www.picachef.com

A SOBERING REALITY
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spiritSpotlight
Japanese Whisky
Japanese whisky is trending, a global 
sensation finally being discovered by a larger 
audience. It’s hard to believe that a little more 
than a decade ago Japanese whisky distilleries 
were cutting back production and pondering 
their future. To the average non-Japanese 
consumer, it was assumed Japan was new 
to the game, unaware they have been at it 
for nearly a century. All it took were a couple 
of timely, well-deserved spirit awards to be 
noticed by more than just aficionados and 
enthusiasts. 

Often compared to Scotch for good reason of 
influence, Japan has always understood its 
own whisky identity, respecting and honouring 
tradition while employing the “kaizen” 
approach, continual incremental improvement 
and the refusal to accept that the template 
is fixed. Kaizen is present in many Japanese 
crafts: pottery and ceramics, woodwork and 
metalwork, cooking and bartending, design 
and architecture. Whisky is a product of 
environmental and cultural influences, leading 
the way to explore countless adventures in a 
dram.

Japan has had a relationship with alcohol 
dating back centuries, yet its love affair with 
whisky began circa 1850 when a US fleet arrived 
in Japan to negotiate a treaty. The commodore 
brought a barrel and an additional 110 gallons 
(416 litres) of American whiskey to present 
to the Emperor. Over the next 60 years, trade 
missions brought all sorts of things with them, 
including Scotch. 

Without question, the two most influential 
people in Japanese whisky history are Shinjiro 
Torii, and Masataka Taketsuru. Without 
them, it’s hard to say if Japan would even 
be producing whisky today. Torii founded a 
pharmaceutical wholesale company named 
Kotobukiya (later becoming Suntory), making a 
lot of money selling fortified wines. Taketsuru, 
a chemist whose family owned a Sake brewery 
for generations, took it upon himself to travel 
to Scotland in 1918, to be the first Japanese 
person to study distilling then apprentice 
at Longmorn, Haelburn, and learn the art 
of blending at Bo’ness. While in Scotland, 
Taketsuru married Rita Cowan, who traveled 
back to Japan with him in 1920 where she 
stood by his side for the next 40 years, playing 
a pivotal role in the development of Taketsuru’s 
businesses. Initially, Taketsuru worked for 

by David Wolowidnyk

Torii’s company, Kotobukiya. The two of them 
were determined to create a Japanese whisky 
for Japanese palates. Although their opinions 
differed on location and climate, Taketsuru 
helped Torii open Japan’s first whisky distillery 
in 1932, Yamazaki, and launch the first Japanese 
whisky. By 1934 Taketsuru left to create his own 
company Dainippokaju, later renamed Nikka, 
and set up the Yoichi Distillery in Hokkaido. 
Today, Suntory and Nikka are the two largest 
whisky companies in Japan, both with two 
distilleries and a diverse selection of whiskies. 

It’s obvious that Scotland had some influence 
on Japan when it comes to whisky. It’s where 
Taketsuru learned to distill and blend, and 
where the majority of their stills come from.The 
sites of distilleries in Japan are also chosen 
based on similar conditions that are found in 
Scotland, and for the most part have stayed 
true to the Scottish blueprint; single malts, 
vatted malts, blended whiskies, and grain 
whiskies. 

However, unlike Scotland, but similar to Canada, 
typically, the Japanese have never exchanged 
stock with other Japanese competitors, with 
most of their blending stock being produced 
in-house. Blending requires a diverse range of 
whiskies, so one way to ensure adequate supply 
would be to use stills of different shapes and 
sizes, different types (pot or column), different 
strains of yeast, and maturing young whiskies 
in a variety of different casks. Both Nikka 
and Suntory’s distilleries are fully capable of 
producing the diverse range of whiskies they 
need, but not all Japanese distilleries are in 
the same position. The alternate solution has 

been arguably unfairly scrutinized, as some 
producers have been importing malt whiskies 
from Scotland and using them in their blended 
whiskies. Japan is not alone in this practice, 
both India and Canada permit distilleries to 
import distillates from other countries to blend 
with their own, so perhaps it does seem a little 
unfair to be criticized for an allowable practice. 

For most of its history, Japanese whisky has 
been primarily consumed by its domestic 
market, making distilleries vulnerable to market 
swings. This all started to change in 2003 when 
the talented blenders at Suntory created the 
Yamazaki Single Malt and the Hibiki Blended 
whisky. The 12-year old Single Malt winning 
gold at the International Spirit Challenge 
(ISG) gave ambassadors the hardware they 
needed to break into the Western market. Not 
anticipating this new success proved to be a 
challenge as production had been previously 
scaled back. Ample blending stock just wasn’t 
available to keep up with demand. Distilleries 
started to remove some age statements and 
discontinue some older malts, focusing more 
effort on their blended ranges. 

Although it’s sometimes hard to break away 
from direct comparisons when influence is 
apparent, Japan has successfully created its 
own unique style of whisky. Often described 
as smooth, well balanced and complex, the 
common thread of elegance and grace in 
Japanese whisky holds a distinct identity that 
is directly influenced by location, climate, and 
culture. 

Kampai!
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