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Summer is upon us and it’s time to stock up on refreshing beers, ciders and wines. Summer is also a
great time to promote slushy cocktails, so bring out your best recipes and create displays to make it
easy for your customers to purchase all the ingredients at one place. Your website should highlight
the recipe that is being featured that week.
In this issue, we share ideas on ways to increase your number of followers on social media and how
to increase online sales with a dynamic website. Look for tips on improving your store’s layout to
best utilize each square foot. On the staffing front, you can review various approaches for utilizing
progressive discipline and terminating an employee.
Wishing you a happy summer!
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Phone: 780-415-5176
Toll Free: 1-888-233-3370
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upcoming events
September 23-24 Calgary Oktoberfest Upper BIG Four Building, Stampede Park
www.albertabeerfestivals.com/events-services/calgary-oktoberfest/
September 30 - October 1 Edmonton Oktoberfest Expo Centre at Northlands
www.albertabeerfestivals.com/events-services/edmonton-oktoberfest/
October 4 Alberta Liquor Conference Renaissance Edmonton Airport Hotel, Edmonton
www.albertaliquorconference.ca/
October 14-15 Rocky Mountain Wine & Food Festival - Calgary Rocky Mountain Wine & Food Festival - Calgary
www.rockymountainwine.com/calgary.html
October 18 IVSA New Product Salon & Tasting Seminar Hotel Chateau Lacombe, Edmonton
www.ivsa.ca/events
October 19 IVSA New Product Salon & Tasting Seminar Q Haute Cuisine, Calgary
www.ivsa.ca/events

ALSA’s Message
by Ivonne Martinez

Celebration of Alberta – Alberta Liquor
Industry Conference
Alberta has always been the leader in Canada
in liquor retailing and product selection. It is
not surprising that the province is seeing an
unparalleled growth in local craft brewers,
distillers, cottage wineries, and meaderies.
This year alone over 20 new craft breweries will
be opening their doors to beer connoisseurs
who are always looking out for new brew
gems. With many more applications going
through the process, more growth is expected
in Alberta in the years to come.
The 5th Annual Alberta Liquor Industry
Conference (ALIC) will be celebrating this
amazing accomplishment by holding the first
Alberta product salon – A Taste of Alberta.
Participants will have the opportunity to

sample products from across the province
and meet the owners and brewmasters who
create these innovative products. This will
truly be a first for ALIC and we hope you can
join us and raise a glass to celebrate Alberta’s
local home-grown products. ALIC will be held
in Edmonton on Tuesday, October 4 at the
Edmonton Airport Radisson Hotel. Stay tuned
for information about how to register.

Industry Issues
ALSA is currently conducting surveys with our
members to find out the issues they are facing.
This information will help our association
be more responsive to our members’ needs

and ascertain upcoming issues ALSA should
work on. Please participate in our industry
surveys, so we can ensure we’re speaking on
behalf of the majority of the industry.
ALSA has just concluded a survey around
marijuana and liquor stores and we will be
putting forward a position for the Alberta
government to consider. Other issues the
association is currently working on include
municipal liquor store distance separation
bylaws, minimum wage consultations, and the
upcoming Liquor Review.
For more information, find us at www.alsaweb.
ca, info@alsaweb.ca, or call toll free 1-888233-3370 or 780-415-5176 in Edmonton.
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Successful campaigns on Instagram, Twitter
and Facebook can guarantee increased
opportunities to connect with your audience
and grow brand recognition while cultivating
loyalty. In a competitive market, higher
recognition and loyalty have a positive
influence on your bottom line by increasing the
number of visitors to your store, the frequency
of visits, and the number of purchases. For
existing customers it is an effective way to
offer prompt and personalized customer
service.
There are three main social media platforms
that are of primary importance to small
business: Facebook, Twitter and Instagram.

Increase your
Followers
Develop Engaging Social
Media Campaigns
by Margaux Burgess

Social media is a key component of your marketing program. Particularly for
small businesses it is a powerful way to reach potential customers with minimal
financial investment.

6
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Facebook
With over 1.5 billion users and still growing,
Facebook is the biggest site. Everyone is there
and so you need to be too. For many people it
is the first place they will look to find out about
your business. Facebook is the best location
to tell stories. It is a platform that allows you
to use as many characters as you want as well
as many forms of content. You can upload
pictures and video, you can share what you
are listening to or how you are feeling. Sandy
Lane Liquor is a great example of how to use
Facebook well. They share valuable personal
pictures of people enjoying the store and
introduce their staff and willing customers.
While following the rule of 80/20 – that is
80% non-promotional and 20% promotional
information – Sandy Lane Liquor creates
a relationship between the store and its
followers without relying solely on promoting
product. This guarantees followers will stay,
share information, and bring more people into
the community.

Twitter
The second key network is Twitter. Twitter is
an open space where anyone can engage with
anyone. It is here that you have the opportunity
to talk to the people you want to know, not only
those you do know. Unlike anywhere else,
Twitter allows for the chance to microblog
and interact regularly. People want you to join
the conversation. You can respond publicly
to anyone and gain followers daily by sharing
your expertise. Kensington Wine Market
has capitalized on this by showcasing their
Scotch selection and knowledge, so they are
known as experts in their market. By creating
confidence through this expertise, they are
able to gain new and interested followers,
who have a demand for other products in their
Twitter feed. This then drives engagement
and increases traffic to the store.

Instagram
Third and currently the most exciting
platform is Instagram a social sharing site
built exclusively around the most successful
medium of content: pictures. Whether
daydreaming, educating or acting as a voyeur,
people love to look, and this is the medium
to actually show, not just tell, what you are

[

If you are able to create visual content that is appealing and honest,
you can build trust in your brand and business while increasing your
community of followers.

]
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Photo by Marcia Hamm ~ Courtesy of Hicks Fine Wines

[

]

It is important to ensure you are providing content
that encourages and even demands engagement
while you yourself engage and communicate.

about. It is rapidly growing, especially with millennials, the group that
will take over the bulk of consumption in the coming years. It is here
that you can tell your story in attractive and attention-grabbing images.
If you are able to create visual content that is appealing and honest,
you can build trust in your brand and business while increasing your
community of followers. Sierra Springs Liquor has a brilliantly conceived
and executed Instagram strategy. By using a consistent style of branded
photo to showcase their comprehensive product range, Sierra Springs
is showing their followers that they are dedicated to providing the best
selection available as well as showcasing a reliable source of visual
content. Through focused hashtag use, they are able to find followers by
highlighting their geographical location, the product being showcased,
and always doing it with a sense of personality and fun.

Creating a Community
For these platforms to be successful, you must consistently build a
growing community of fans. It is important to ensure you are providing
content that encourages and even demands engagement while you
yourself engage and communicate. Without this relationship your
followers and fans get bored, tune you out, and eventually unfollow and
unlike your accounts.
To successfully create a community and build your follower base on any
of these platforms, your customers and potential customers must know
you are there and have a presence on social media. There are a number
of ways to do this:

8
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•
Add all your handles, preferably with a
link, to your email marketing and signatures.
Whoever receives an email or your newsletter
can be easily directed to your accounts.
•
Put your usernames, addresses and
handles on all your print material – fliers,
business cards and signage for example.
•
Be sure to cross-promote all accounts.
Ask your Facebook followers to follow
you on Instagram and Twitter. Mention
your accounts in your blog or tweet about
interesting conversations on your Facebook
page.

Garner Engagement
Now that you have begun to build your
community and increase followers, there are
ways to garner engagement and ensure your
base grows and not shrinks:
•
Do it well! Use proper grammar, don’t
make spelling mistakes, and create images
that are beautiful. You want to communicate
your expertise, and that message is sent
more convincingly when there are no errors.
•
Communicate with candid, behind the
scenes information that cannot be found
anywhere else. Your followers come to you
to see what really happens in the day-to-day
operation of your business and they love it.
•
Like and comment on other accounts,
retweet, ask questions and tell someone
you love their picture. Engagement works
best when it is a two-way street. The more
accounts you engage with, the more people
will notice you and the more they will engage
with you.
•
Hashtags are a powerful tool. Less
so on Facebook, but with Twitter and
Instagram they are an excellent way to create
communities or interact with specific causes
and subjects. Regional hashtags can be
especially powerful for small businesses as
you can reach out to those in your local
market.
To understand what your audience wants,
it is important to know who they are. Spend
time on Facebook, Twitter and Instagram.
If you know your audience, you know how
to appeal to them and you can harness the
potential power and excitement of wellexecuted campaigns to consistently increase
followers and drive business through
engagement.
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spiritSpotlight

by Shawn Soole

Bitters and Amari
Most people in the modern Western world
don’t have a penchant for bitter liquors as
do some cultures. For many it reminds them
of childhood medicine forcibly given to them
when they were sick. However, the modern
bartender has discovered the beauty of bitters
- both potable and non-potable.

Courtesy of Jeff Savage for Bittered Sling

Mediterranean cultures have used bitters
and amari for centuries to enjoy before
dinner, to help them digest meals, and to
contribute to their overall well-being. Famous
brands such as Campari, Aperol, Averna,
Ramazzotti, and Fernet Branca, which once
adorned bars throughout Italy and Spain, are
now commonplace in high-end bars all over
the world. You can now see people on patios
enjoying Campari and soda again, while more
and more amari - such as Cynar (an artichoke
bitters made by Gruppo Campari) - are making
their way onto back bars.
What makes an amaro, an amaro? In simple
terms, macerated herbs and spices are put
into a base spirit, which is then coloured
with caramel or fortified wine. The botanicals
that can be used in amari are varied and wild
- gentian, wormwood, juniper, saffron, and
citrus peel are among the most notable - but
the combinations of herbs and spices are
usually very specific to the region that the
liqueur is from. Made predominantly in Italy,
each amaro is unique, being made from what
is available in the region or the nearby port.
Amari are the epitome of a farm- to-table
spirit.
There are many sub-styles within the
category of amaro that many will never
have the opportunity to try. Alpine, Tartufo,
and Rabarbaro are all very interesting subcategories that are extremely hard to find in
Canada. Alpine amari uses high mountain
(alpine) herbs; Tartufo - made in Umbria - uses
black truffles; and Rabarbaro uses rhubarb as
a main ingredient. Zucca, from Milan, is the
most prominent type of Rabarbaro. Fernets
(a style bigger than Branca itself) are usually
higher-proof bitters heavily flavoured with
myrrh and saffron. China amari (made with

10 Liquor Retailer

the bark of Cinchona calisaya plants) hold a
higher level of quinine than most bitters, along
with heavier citrus content.
Becherovka, Underberg, Unicum from Czech
Republic, Germany and Hungary respectively
are all regional examples of amari, but one that
surprises many people is a top seller in the
world - Jägermeister. That bittersweet liquor
that you shot neat or dropped into Red Bull
is an example of a German bitter. Created to
keep hunters warm on their many snow-filled
expeditions into the woods, it has always been
thought to have medicinal qualities - almost
magical restorative powers.
Most bitters were created for this exact
reason. Before shots at the bar or cocktails
were prolific in the modern age, bitters were
developed to help everything from digestion
to menstrual pain. There was a story of a
hundred-year-old lady living in Boston who

shared her secret of long living as, “Cynar in
the morning and in the evening, every day.”
Bitters and amari have been known to be an
ingredient in cocktails in Europe for a long
time. Early cocktail books from the US mention
Amer Picon (a near-impossible-to-source
French Amer), Fernet Branca and Campari,
but it hasn’t been until the new renaissance
of these liqueurs that the influx of imports
have started to creep into the North American
market. Bars such as Amor y Amargo, headed
by Sother Teague in New York’s East Village,
have been established to educate people on
this bittersweet liqueur. At any given time,
there are 110 potable bitters behind the bar.
Bitters have now become any bar’s staple,
and with the myriad of options that continue
to line the shelves of liquor stores over the
world and in Canada, the sky is the limit for this
bittersweet liqueur.

One such avenue for Alberta retailers is the
development of websites and the creation of an
online business platform. Here are a few tips to
consider when trying to increase online sales
and ensure your business is going to create a
great first impression.

Ease of Use
All of us have been to websites that take forever
to load, don’t fit your screen properly, and are
so cluttered that you have no idea where to look!
When considering your layout, make sure your
website home page is clean, well organized,
and allows guests to find what they are looking
for quickly. The clean, clutter-free sites tend to
use a white background with select images to
make visitors take notice of the products and/
or services the site is trying to sell. Once you
have your design concept created, consider
ease of purchase for customers. Have your
website developer build in a component that
triggers suggested purchases to build basket
size. Think about how your customer will
obtain his purchase. Give guests either the
option to pick up in-store or have their items
delivered direct to their door. The easier it is for
your customers to make a purchase, the more
likely the transaction will complete and that the
customer will shop with you again.

Integration

Developing a
Dynamic Website
Increasing Online Sales
by Rebecca Hardin

I once heard an Alberta retail client describe liquor retailing in Alberta as the
“Wild Wild West of Liquor Retailing”. What he meant is that the market is truly
free and if someone wants to open a liquor store near you, they can simply apply
for a license and move through the process. In contrast, neighbouring BC has
a moratorium on liquor retail licenses and provincially legislates the distance
around them. The relaxed rules within the province of Alberta create a hypercompetitive market and are forcing retailers to seek avenues to differentiate
themselves from the competitor next door, literally!
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When deciding to develop your online
presence, think big! You do not have to build
everything at one time, as that can be extremely
expensive. Have a discussion with your web
developer to allow for future online growth
in your liquor store or investigate well known
software such as Revel Systems, ShopKeep
or Bindo that offer services on a monthly
subscription model with support. Customized
solutions will require the most resources and
time while out of the box solutions may offer
a more economical solution for your store.
Consider how your site can be tied to inventory
levels, can relate to your POS systems in the
store, and can work with other logistical items
required to run your operation. Even though
the customer doesn’t see this aspect of the
business, you will save time and money when
you need to expand to keep up with your online
sales demand.

Mobility
Mobile Internet usage surpassed desktop
Internet usage last year! Build your website
to allow for mobility. Wordpress, Joomla and
Drupal are common website technologies
today that allow for small businesses to

economically build a website built for mobile.
Consider tying in an app! Industry trends are
seeing retailers build their own apps to allow for
convenient ordering, and ease of finding a location
as well as providing real-time inventory updates.
Customers want to discover new and innovative
ways to use the products you are selling.

Create a Reason to Revisit
Organize your site in such a way that it encourages
repeat visits. Guests are seeking to not only make
a purchase, but to obtain fast knowledge. An
educational component is a great way to keep them
coming back. Highlight a different product each
week and include tasting notes, recipes and videos
on what to do with it. Visually show the customers
how to mix the latest and greatest cocktails, FAST!
Hint: be sure to have all products available for
sale including any mix and containers used in the
recipes. This will build incremental purchases and
add-ons at the checkout cart. Another great way
retailers are connecting with customers online is to
highlight up-and-coming events that are occurring
within the store and around the community. Drive
traffic into your brick-and-mortar location and
continue to showcase how you differentiate your
business from your competitors.

[

make sure your website home page is clean, well organized,
and allows guests to find what they are looking for quickly.

]
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additions and changes. Continue to crosspromote between the website and the brickand-mortar location and make the experience
for your customers easy and straightforward
both in-store and online. When staff is given
key tools, such as knowledge on how the
website works, how purchases can be made
or what products are being showcased, they
can upsell to a client inside the store to further
build basket size. One great example was a
client in Alberta who had staff upsell cocktail
ingredients at the checkout counter any time a
customer was going to purchase a vodka that
was showcased on the website. The client saw
great success with guests adding onto their
basket size while in the store, then going online
to see the recipe.

[

Highlight a different product each week and include tasting
notes, recipes and videos on what to do with it.

Match Online Experience With Brick-andMortar
Don’t forget your core business is that of your
physical liquor store. An online presence will
further enhance your products and services

In summary, developing a streamlined easy-touse mobile website or app will further enhance
your customer’s experience and will be sure
to build an additional revenue channel. The
online version of your business will showcase
what your business is, why it’s different from
the “guy next door”, and that your team is
willing to do what it takes to earn a customer’s
repeat business. Don’t forget to follow up with
staff training in your store! What you portray
online should be mirrored in your location.
First impressions are critical! Ensure your
customers continue to come back time and
time again by creating a dynamic and unique
online customer experience to compete in this
hyper-competitive market.

]

and offer an additional revenue channel for
your core business, however, it won’t replace
where the majority of your sales are still going
to come from. Retailers should take extra care
to update and train in-store staff on any online

Subscribe to

Rebecca Hardin, Vice President with Rising Tide
Consultants, specializes in liquor license and operations
consulting for the hospitality industry across BC,
Alberta and Ontario.

straightshots

Contact us for details
info@liquorretailer.com
1-800-667-0955

a biweekly e-newsletter to
keep you updated on the latest
news in the liquor industry.

Subscribe online at
www.liquorretailer.com
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AGLC REPORT

product
showcase

Liquor Advertising and Product Promotions Policy Amendments
The AGLC recently announced a series of changes to policies related to
advertising and promotions. During the consultations on these policies, the
topic of tastings generated significant feedback. Here is what the AGLC heard
during the consultations and the overview of the resulting changes.
During consultations, most participants felt that tastings provided them
the opportunity to showcase their products and educate consumers on the
large array of products available in the Alberta marketplace. Although no
one disagreed on the benefits of tastings, areas of improvement for current
policy were identified, such as the amount of money that a licensee can charge
an agency for the product being tasted. To address the concerns brought
forward, the AGLC amended the tastings policy to specifically state that liquor
used from tastings must be purchased from the licensee at the “licensees
cost”. This policy amendment should ensure that registered agencies are not
charged far in excess of the actual product cost and it also allows licensees to
recoup small administrative costs associated with the purchase.
The tasting size for beer was also amended from two ounces to four ounces.
The consensus from the participants was that two ounces was not a sufficient
amount to allow consumers to get an adequate taste of the product.
The sampling frequency allowed for a registered agency was increased from
once to twice a year giving agents the ability to reintroduce products that may
not be selling well.
Clarification was also provided around tastings records, specifically what
must be included in those records and who must keep them and for how long.
Consultation participants understood the need for record keeping but felt the
AGLC could better define what was required.
While the review focused on advertising and product promotions,
additional information provided by the participants may be used for future
policy revisions. A complete list of the policy amendments can be found at
http://bit.ly/LiquorPromo.
The focus group discussions during this review demonstrated the importance
of collaboration between the AGLC and their partners in the industry. This,
and future collaborations, will allow for successful responsible growth in the
liquor industry.

Chronic Cellars Purple
Paradise
Red Wine
USA

RELAX
Pink & Riesling
Rosé/White Wine
Spain/Germany

Brainchild of Josh and
Jake Beckett, who in
2004 decided to put their
combined knowledge and
love of wine into “The
Chronic”- a term used to
describe anything that
was likable.
Targeting a casual
lifestyle, these wines are
fun, yet seriously well
crafted. Purple Paradise
has beautiful dark purple
hues with intense smoky
vanilla, ripe cherries,
white pepper, allspice,
nutmeg and cinnamon
aromas.
Super rich tastes of
ripe, juicy cherries and
strawberries, chocolate,
mocha, leather and
marzipan. Mild tannins
and balanced acidity.
Paradise in a glass!

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.

750 ml
+770956 $17.99 Whsl

RELAX Riesling 750ml
+717708 $10.99 Whsl

403-374-0515
vwwinemarketing.com

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

RELAX Pink 750ml
+774552 $10.99 Whsl
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Highlander Wine & Spirits
Relying on Educated Staff and an Exceptional Selection to Grow its Brand

by Joanne Sasvari

Looking for an extraordinary Brunello di Montalcino to tuck away in the cellar? An
intriguing craft brew for taco Tuesday? A wide-ranging selection of vino for your
restaurant’s by-the-glass list? Calgary’s Highlander Wine & Spirits has got you covered.
“People love us because we’re approachable,” says managing director Elliot Porozni. “At
every price point we over-deliver.”
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That’s especially true for the retailer’s newest location on Seton
Crescent, the fourth in the chain: It’s a 6,100-square-foot store with
20-foot-high ceilings, two levels of glass windows, giant coolers for
beer, and wide aisles that encourage customers to browse. “That’s
the future of all Highlanders,” Elliot says. “It will be the blueprint for
all our locations.”

Highlander’s biggest change has come about in the type of service it
offers. When the first store opened, it didn’t have a single dedicated
wine expert on staff. Now the company employs 15 sommeliers, 12
of them with at least advanced Wine and Spirits Education Trust
(WSET) certification as well as a wine educator who provides staff
with regular training.

It’s also a long way from the retailer’s origins. These days Highlander
may specialize in exquisite wines and spirits, but it began by selling
off-sales in a legendary motor inn on the Trans-Canada Highway in
northwest Calgary.

“We do seminars and tastings that are regional and product specific,”
says Elliot, who himself has earned his WSET diploma. When a
customer glances at a wine label, there is always someone on hand with
the knowledge and expertise to help him out. That’s especially important
at the new Seton Crescent store, which was designed for customers to
linger and learn (and, of course, buy). Among other things, it features
a critics’ corner highlighting
favourites from international
experts, including an area for
wines that have earned 90-plus
points; at the same time, it also
offers a top value section.

When the 88-room Highlander Hotel opened in 1961, it was a big
enough deal that the provincial
treasurer and some of Alberta’s
most famous families showed
up for the ribbon cutting. (The
moniker “Highlander” was
a nod to Calgary, which was
named for a town on Scotland’s
Isle of Mull.) Its Black Angus
dining room and Clansman
Mixed Beverage Room soon
became popular hangouts,
and off-sales were a steady
revenue generator. Then, in
1996, not long after Alberta
privatized its liquor stores,
Highlander opened its retail
store, which many considered
a best-kept secret source for
exceptional wines. The hotel
was eventually demolished to
make way for a Home Depot, but
the Highlander legend lives on
in its retail stores.

the company employs 15
sommeliers, 12 of them with at
least advanced
Wine and Spirits
Education
Trust (WSET)
certification

As the store evolved from selling six-packs of beer to cases of
premium wines, the branding and merchandising changed to reflect
a more sophisticated product and the market that was buying it. The
company began selling to restaurants and hotels. It became the first
Alberta liquor retailer to offer an in-house rewards program. And
along the way, the stores became bigger – they now average about
4,000 sq. ft. – and the stock more varied, with some 4,000 skus in their
database, most of it wine.
“California and Italy are our biggest categories by far and that’s
true at all our locations, even our restaurant business,” Elliot says.
Additionally, each store’s stock is customized to fit the community
it’s in. “Marda Loop might have 40 Brunello labels, and another store
might not have as much.”
Highlander has also carved out a niche with craft beers and artisanal
spirits, especially those produced in Alberta. “We’re really taking
advantage of the artisanal movement here,” Elliot says. “I don’t think
people realize how many distilleries there are in and around Calgary.
We try to support them all.”

“We try to niche out the areas to draw attention to new or acclaimed
products,” Elliot explains. “People spend more time in the store
looking at labels. That’s really important to me, especially with so
many educated staff.”
The Seton Crescent location just opened in winter 2015; Highlander’s
fifth store is scheduled to open next year around the same time.
“We’ve been opening one store every year or 18 months,” Elliot
describes. However, they’re not opening stores just anywhere. “The
location is really, really crucial. We’re really selective in where we go.
We just don’t want to be another liquor store. We want to add value.”
Most importantly, he says, Highlander offers a vast selection and
educated service that is meant to be helpful, not intimidating. “It’s not
snobby. It’s not pretentious,” he says. “There might be 40 Brunellos at
the Marda Loop store, but there are also 150 options under $15.” And,
above all, he states, “It’s very calm and approachable.”
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Here are the five steps to get the most out of
your space:
1.
2.
3.
4.
5.

Measure your efficiency.
Set a goal.
Analyze your layout.
Maximize your shelves and use your walls.
Place your products.

Measure Your Efficiency and Set a Goal
The first step to improving your efficiency is to
measure your sales per square foot. Do this by
dividing your annual sales by the total square
feet of retail space. You can drill down further
by dividing your sales into categories, like
wine, beer, liquor, refreshment beverages, etc.
Getting even more granular, you can calculate
a SKU’s Space Productivity Index (SPI). SPI
is the sales a product generates compared to
the percentage of total floor space it occupies.
Even tracking efficiency in the simplest form
is a powerful business tool. Data is available
to compare your store to similar operations.
According to Colliers, Canadian retail stores
generate an average of $580 per sq. ft., but this
covers many different businesses.

Maximizing Space
Utilizing Every Square Foot
by Tim Vandergrift

Maximizing a store’s efficiency is crucial for the success of any business. Liquor
retailers are no exception. After payroll, real estate is your number one expense,
and utilizing every square foot is key to a healthy bottom line. And not just
because of rent; business insurance, maintenance and janitorial costs go up as
square footage increases. Security and loss prevention also become issues in
larger spaces. It’s a good retail strategy to reduce costs by displaying as much
product as possible in your available space.
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A good comparison for liquor stores is the
government-run stores in BC and Ontario
(because Alberta’s stores are fully privatized
the AGLC does not track this). According to
the BC Liquor Distribution Board’s (BCLDB)
2013-14 annual report, sales per square foot
in government liquor stores was $1,222. The
Liquor Control Board of Ontario’s (LCBO)
figures for 2015 were $1,745.
Once you’ve calculated your sales per square
foot, you’ll need to decide on a goal and a
timeline for achieving it. If you’ve never done
this exercise it might feel like a shot in the dark.
However, having a defined goal will help keep
you on track. One caution: if your current sales
are closer to the Canadian average than the
BCLDB or LCBO figures don’t try to make it all
up in one day. Adding 5-10% to your sales per
sq. ft. is an excellent start, plus you can tweak
your plan as you go.

Store Layout
There is no single correct floor plan for a liquor
store. Every store has to adapt to their space
and customer needs. High-end stores for
clothing, accessories, or jewellery will often
have layouts that force customers to navigate
past displays. This angles them deeper into

the store and past tempting merchandise. This
works well for retailers with fewer SKUs and
higher priced items, as it increases consumer
time in the store. It won’t have the same impact
in a store with many SKUs and lower prices.
Almost all the packaging in a liquor store is of
a standard size (the 750ml bottle) so it makes
sense to have a uniform layout. A grid pattern,
with straight shelves aligned with the walls,
and displays and fixtures set at right angles
works best. While it’s not as trendy as other
layouts, customers are familiar with it and it
gives excellent visibility. It allows you to fit
the most aisles and shelves in a standard
rectangular layout, and accommodates all
display options and shelf types.

Layout Practices
Liquor stores can take a page from big-box
retailers, who all follow the same layout plan.
First, they have an attractive display visible as
soon as customers enter the store, giving a
good first impression.
Second, they allow for a ‘decompression
zone’ at the entryway. This gives the customer
space to make the transition into the business
without being overwhelming. Confronting
them immediately with merchandise, signage
and offers makes customers feel pressured
and uncomfortable. A welcoming, open space
brings down their guard.

[

have an attractive display visible as soon as customers
enter the store, giving a good first impression.

Third, big-box retailers lead shoppers to the
right. Most of the population is right handed,
and turn in that direction immediately on
entering a store. This means that the wall to
the immediate right of your entryway is your
power wall. Place high value items here, both
to encourage impulse buying and to create a
positive impression of your product mix.

]

Fourth, they place the most popular items
farthest from the entrance. If you have a
cooler, it should be on the back wall, and any
in-store specials need to be as far back as
possible. This will lead your customers past
other merchandise and can tempt even goaloriented buyers.
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as narrow as possible allows you to put in
more shelves, thus more selling space.
Second, taller shelves allow you to put more
stock in front of your customers. When US
discount store, Dollar General raised their
shelves from 62 inches to 78 inches, they saw a
jump in revenue from $165 per sq. ft. to $201—
with no increase in floor space.

Planogramming software is available, but it’s
not necessary. You can generate planograms
with a pencil and graph paper. A photograph
of the shelves and sections can help keep
things as accurate as possible when you’re
sketching.

Walls are another area to consider. A bare wall
wastes floor space that is better dedicated
to shelving. Shelves running along walls are
usually half-width, as they are only accessed
through one side. That’s enough extra sales
space to drive your per sq. ft. revenues. It will
be easier to work with a planogram (scale floor
plan, see below) and a ruler to figure out the
greatest shelf space with the least amount
of aisle.

Keep in mind, a planogram doesn’t get used
once and then filed. It can be a guide for
new employees, letting them face shelves and
replenish product easily. The best way to
clean and dust a shelf is to strip it bare first—
with a planogram in hand it can go back up
as fast as it came down, faced correctly and
looking great.

Taller shelves allow you to put more stock in front of your customers.

Finally, they place impulse items near the
checkout. Grocery stores are champions
at this. They know consumers reward
themselves with small purchases, and when
the checkout line is long, the impulse to buy
increases. Even inexpensive add-ons can add
up to an increase in sales. Consider placing
a grab-and-go fridge with single cans by the
checkout.

Your Shelves and Walls
An old adage for retail is ‘what shows, sells’.
Well stocked shelves with plenty of inventory
have an inherent pull for consumers. During the
last recession some retailers reduced inventory
to lower costs. They opted for uncluttered
shelves with fewer displayed products.
The New York Times reported positive
consumer sentiment towards shorter shelves
and uncrowded aisles, but they also noted
steady sales decreases. Consumers enjoyed
the uncluttered experience, but spent less
money. Envirosell, a leading retail consulting
firm noted, “Historically, the more a store is
packed, the more people think of it as value—
just as when you walk into a store and there
are fewer things on the floor, you tend to think
they’re expensive.”
There are two take-aways from this: first,
make sure your store isn’t wasting any display
space on wide aisles or airy layouts. The
narrowest aisle you can use is 42 inches,
the minimum to accommodate disabled or
mobility challenged shoppers. Keeping aisles
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To keep your merchandising organised, it’s
very helpful to make a planogram. A planogram
is a diagram that shows the placement of
products in your store and on your shelves.
It’s a high-detail map of your sales space, and
it’s a simple, powerful tool, allowing you to
optimize shelf layout and make plans on paper,
before you’re committed to them.

Product Placement
A truism for shelf merchandising is ‘eye level
is buy level’. Research shows consumers are
more likely to buy products that appear at eye
level on shelves.
Divide your shelf heights into four zones:
· Highest shelves: boutique, rare or desirable
brands;
· Eye level: the sweet spot for high margin
products you want to move;
· Lower level: standard products; and
· Bottom shelf: high volume or bargain products
that consumers are willing to search for.

An Ongoing Process
Once you have calculated your sales per sq.
ft., set a sales target, analysed your layout,
maximized your shelves and walls, and
improved your product placement, the next
step is to go through a selling period and
calculate your results. Did you meet your
goals? Which products have the highest
Space Productivity Index? Which have the
lowest? How will you improve that?
Even if your numbers show improvement, you
can go right back to the beginning and look at
your store with a fresh eye. There will always
be another step you can take to maximize your
profits from every square foot.
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wine report

by Shelley Boettcher

Rosés are Trendy
When it comes to wine for the patio this summer, think pink.
Rosé wines—occasionally called pink or blush wines—are one of the
hottest trends in wine these days. They’re beautiful, food-friendly,
affordable and delicious, plus they have tons of style and history.
While only four per cent of the wines we drink in Canada are rosé,
according to a 2015 study from Vinexpo the number is growing faster than
any other wine category. And according to some reports, rosé sales have
doubled in Canada in the past decade.
Rosé wines likely date back to the time of the ancient Greeks, roughly
2,600 years ago. France made them famous, however, and the country
still leads the way when it comes to the crisp, dry style we’re embracing
most in Canada. Even Bordeaux winemakers make rosés, from Merlot
and Cabernet Sauvignon grapes.
Nowadays rosés are made in most of the world’s major wine regions and
wine-producing countries. Wineries in Australia, France, Spain (you’ll
see “rosado” on the labels), Italy (rosato), California, and Canada’s own
Niagara and Okanagan Valley make fantastic examples.
Depending on the winemaker and region, they can be sweet and
sparkling or dry and delicious. They’re made with myriad red (sometimes
referred to as black) grapes and they range in colour from the palest of
salmon colours to intense bright cherry hues. They’re definitely worth
checking out.

How Rosé Wines are Made
Saignée - During the process of making red wines, some of the juice
(depending on the winery, about 10 per cent) is bled off early. The
process, which literally translates as “bleeding” in French, increases
the concentration of the red wine that’s been left behind, while the pale
pink juice that has been removed is then fermented, becoming rosé wine.
Maceration - The grapes are crushed and the juice is left in contact with
the skins for a very short period of time, as little as a few hours, to get
the desired colour and tannins. All of the juice is then removed from the
skins and the wine is made like a white wine.
Blending - literally what it sounds like: red wines are mixed with white
wines to get one that’s pink. Blending is popular in the Champagne
region of France, where it is used to make the region’s famous rosé
Champagnes. But outside of Champagne it is forbidden by French law
to use blending to create rosé wines, and blending is seldom found in
other wine regions.

Renowned Regions for Rosé
Provence, France - Sunny, beautiful Provence, in southern France, is
home to many wonderful rosés. Typically made from Grenache, Cinsault,
Syrah or Mourvedre grapes, as well occasionally from an indigenous
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Provencal variety called Tibouren, these wines are very dry and crisp.
American culinary legend Julia Child was a big fan; she liked them paired
with pâtés, eggs and pork.
Tavel, France - Tavel is located in the Southern Rhone Valley, just across
the river from Chateauneuf-du-Pape. All wines from Tavel must be
rosé. The main grapes include Grenache and Cinsault, but Syrah and
Mourvedre are also grown in the region. The wines are dry, with at least
11 per cent alcohol, which gives them more body than some pink wines.
They can also be aged, but they’re terrific young. American writer Ernest
Hemingway was a big fan of Tavel rosés, just in case you need further
convincing.
Okanagan Valley, British Columbia, Canada - While the Okanagan’s
winemaking history certainly isn’t as ancient as France, the region’s
winemakers are still turning out some fine rosés. Grapes include Pinot
Noir, Gamay, Cabernet Sauvignon, Cabernet Franc, Malbec, Merlot and
Syrah. There are even pink icewines being made in the valley!

Rosé flashback
Rosés developed a bad rap in the 1970s and 1980s, thanks to the cheap
and sweet “blush” wine known as white Zinfandel that flooded our
market from California.
Despite the name, this wine style is actually pink in colour and is made
from Zinfandel, a red grape. Created by accident in Napa in 1975, white
Zinfandel almost immediately took off in popularity and was widely
copied by other wineries—and widely slammed by “serious” wine
drinkers. Confected both aromatically and on the palate, it’s not likely
to appeal to aficionados of the dry European rosé styles, but it still has
plenty of fans. In fact, at least one American winery claims that one out of
every 10 bottles of wine opened in the US is white zin. They are typically
very inexpensive and pair best with spicy foods such as hot curries.

NAMES IN THE NEWS
by Rita Alterio

Awards

Welcome New ALSA Members

Congratulations to Canadian winners at the SIP International Spirit
Competition. XFOUR Vodka Company received a platinum award
for Percy’s Old Fashioned Lemonade and a gold award for their XFOUR
Chocolate Cocktail. Another gold award went to Persian Empire Saggi
Arak by Canadian Distribution Channel Inc. Joining the recipients
of gold was Virgin Island Distilleries, which won for their Satin & Lace
‐ Raspberry Liqueur, and Brutus Beverages that won for their Walter
Craft Caesar Mix.

Leduc Co-op, Leduc
Avienda Liquor Market, Calgary
Maverick Wine (Highlander), Calgary
Highlander Wine And Spirits, Calgary
Highlander Wine & Spirits Marda Loop, Calgary
Highlander Wine & Spirits – Richmond, Calgary
Highlander Liquor Store, Calgary
South Country @ Redcliff Liquor, Redcliff
South Country @ Westgate Liquor, Lethbridge
South Country Coop @ Chinook Liquor, Lethbridge
South Country @ Brooks, Brooks
13th Ave Liquor Store, Medicine Hat
Northlands Liquor Store, Medicine Hat
Eagle Butte Crossing Liquor Store, Dunmore
Whole Cellars, Calgary
One Stop Liquor, Red Deer
Road King Liquor, Beaumont

Calgary International Beerfest
Metro People’s Choice Beer Award: Gold Früh Kölsch
Best in Show: Charles Wells Brewery – Imperial Russian Stout
Best of Alberta: Gold Winner – Big Rock Brewery – Bourbon Barrel-aged
Porter

Edmonton Craft Beer Festival
Metro People’s Choice Awards for Best Brewery:
Gold - Alley Kat Brewery
Silver - Yellowhead Brewery
Bronze - Phillips Brewing & Malting Co.

Canadian Brewing Awards Results
Brewery of the Year: Side Launch Brewing Company, Collingwood,
Ontario
Beer of the Year: Four Winds Brewing Co., Delta BC – Nectarous Dryhopped Sour Ale

Anniversaries
Congratulations to Wild Rose Brewery on their 20-year anniversary.
EMC Publications, publisher of Liquor Retailer and other industry
trade media, is celebrating its 25th anniversary.

San Francisco World Spirit Competition 2016
Canadian Double Gold Award Winners
Victoria Oaken Gin

Victoria, BC

Romeo's Gin

Montreal, Quebec

Alberta Pure Vodka

Calgary, Alberta

Georgian Bay Vodka
* Best Vodka

Georgian Bay, Ontario

Houpert & Frère Vodka

Montreal, Quebec

J.P. Wiser's Legacy Canadian Rye Whisky

Windsor, Ontario

Lot No. 40 Canadian Whisky
* Best Canadian Rye Whisky

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

What are some of the reasons termination
may be the outcome?
• The employee is not a fit for the position.
• The employee is not able to meet the
outlined or required expectations of the
position.

Terminating
Employees
A New Look at Approaches
and Alternatives

• The employee has not taken the steps
required in the progressive discipline
process.
• The employer and employee agree that
the position is not meeting mutual goals
and expectations.

Stages in the Process
Employers today want to be proactive in
preventing termination and be strategic
in planning the process which leads to
termination. Indeed, there is a proactive
stage, an active stage, and a follow-up
stage. Employers want to ensure that they
engage in all of these stages:
Stage 1- Proactive Stage:
• Ensure clear job expectations.

by Brenda Robinson and Harley Robinson

Termination of employment can be used as a negative consequence, a threat
and even as a power statement. This should not be the case. Termination
could be and should be the outcome of a carefully considered, fully discussed,
participative process.
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• Provide an adequate probationary period.
• Carry out a clear discussion of employee’s
rights and responsibilities.
• Set specific time frames to provide
evaluative feedback.

• Document all discussions and provide
copies to the employee and maintain copies
for future reference.
• When the third discussion occurs, refer
back to each previous discussion.
• When improvements have not been
made and expectations have not been
mutually addressed, outline the specifics
of termination: dates and times; follow-up
required; and options/resources available.
Stage 3 - Follow-up:
• Check in with the terminated employee to
provide support for follow-up activities.
• Remind the
resources.

employee

of

available

• Offer to provide final feedback, which
focuses on strengths and strategies for
moving ahead.

[

Written feedback is provided in response to a persistent problem or
ongoing lack of response to the verbal feedback.

Stage 2 - Active Stage:
• Meet regularly with the employee to
provide evaluative feedback.
• Ensure that employer/employee outcomes
include a balance of strengths, successes,
and areas requiring improvement or
development.
• End each discussion with an action plan
and specific date for review.

]

• At the end of each discussion outline the
possible outcomes including termination.
• Use the specific dates and action plan to
springboard the progressive discussions.
• Clearly outline the progress made and the
progress needed.
• Clarify that there will be opportunities
given to make required adjustments.

Termination is not always a negative action.
It’s often the best decision for the employee
and the employer. However, that may not
always be the feeling in the moment. Use
your progressive process to support you
in assessing your decision and supporting
your action.

Steps in a Formal Process
Some organizations want to follow a more
formal process for termination in which the
following steps are necessary:
Step 1 - Verbal feedback is required to
ensure that the employee knows what
expectations are not being met and how
to meet them. This feedback will be given
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• Is there a contractual relationship that
must be addressed?
• Should the employee be given notice or
asked to leave immediately?
• Should the employer provide any followup resources to the employee?
• Should the employer provide referrals for
support?
• How should the termination be announced
to other employees?
Even after a termination, employers
today want to look forward to preventing
negative interaction and possible future
terminations. Performance issues are
often related to three factors: 1) The skills
necessary to perform the job; 2) The clarity
and understanding of expectations or
the requirements of the job; and 3) The
suitability of the employee to the job.
Some approaches to addressing these
factors are:
• Providing training and coaching - skill
development can overcome many barriers
to improving job performance.

[

skill development can overcome many barriers to
improving job performance.

]

in conversational format with a follow-up
email to ensure understanding.

the employee must achieve the desired
improvement or face termination.

Step 2 - Written feedback is provided in
response to a persistent problem or ongoing
lack of response to the verbal feedback. This
written warning must include a follow-up
email to the employee and documentation
for the employee’s file. This written warning
will include an action plan with time frames
for improvement or development. It will
also describe the possible outcome of
termination.

Step 4 - A termination review is undertaken
during which time the employer outlines the
termination process and ensures that there
is shared understanding of the process that
has been completed.

Step 3 - Final written feedback is given to
address performance that has not improved.
A shorter timeframe must be given in which

Activities After Termination
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Step 5 - Termination of the employee is based
on completion of the progressive discipline
process and shared documentation.

What are some of the things to keep in mind
once an employee is terminated?

• Setting clear and well defined goals for
performance improvement - put a plan in
place to achieve goals. A performance
improvement plan ensures that goals,
actions and timelines are clearly defined
in writing and that the action plan is both
understood and agreed upon by employees
and employer.
• Making adjustments to the job, role or
position - poor job performance is often
related to the employee being a poor fit for
the particular role he is in. More simply, there
may even be parts of the job that are a poor
fit. Yet there may be parts of the job where
the employee excels. This can sometimes
be overcome with adjustments to the role,
a job change, a workload shift or reduction,
even reassignment or redeployment.
Indeed, the decision to terminate an
employee could be the outcome of a carefully
considered, fully discussed, participative
process. Alternatively, could creative,
alternative approaches lead to more positive
outcomes for your organization?

Brenda Robinson is principal of the Robcan Group
and can be reached at 780-467-4112.

what’s New?

by Rita Alterio

Wine

Beer

Hammeken Cellars Radio Boka Tempranillo 2014 is a delicious Tempranillo with a
mouth full of big Valencia fruit. It offers juicy ripe strawberry with succulent dark cherries
plus an exciting hint of cassis. The Tempranillo is grown mostly on the mountainside, on
head pruned vines 25-50 years old. $29.85 whsl +775545

McClelland Premium Imports has introduced Stiegl
Radler in a 6-bottle format $13.49 whsl +780944

Anthonij Rupert offers award-winning bottles crafted by designer Mark Eisen, designed
for reusing and recycling. Protea Chenin Blanc 2015 offers green apricot, pear drop and
tangerine fruit aromas, which vie for prominence on a somewhat shy nose. Protea Cabernet
Sauvignon 2014 offers whiffs of dark cocoa, cigar and tobacco leaves with blackcurrants,
spice and fruitcake to populate the bouquet. Protea Chenin Blanc 2015 750 ml $12.21 whsl
+778892 Protea Cabernet Sauvignon 2014 750 ml $12.21 whsl +778891
Gil Family Estates HONORO VERA Rosé 2015 is dry and medium-bodied with a nicely
crisp acidity that it is refreshing to drink. The flavours are primarily red fruit and cherry,
though some find they can detect strawberries and watermelon as well. 750 ml $12.18 whls
+780358
Painted Rock Estate Winery 2015 Chardonnay has tropical aromas and flavours, ranging
from lychee and peach to citrus. On the palate this wine is dry with crisp, mouth-watering
acidity and a rich, weighty body. Complex yet refreshing, this wine has a lingering finish.
750ml $26.73 +130997
Periseco Sparkling Aperitivos offer wine infusions with natural flavour, lower in alcohol
and calories. Perisecco Hugo + 782324 , Perisecco Iced Melon +782325, and Perisecco
Cucumber +782326 offer a fresh and fruity wine beverage infused with the floral bouquet of
elderflower, iced mint and luscious water melon. 750ml x 12 $10.99

Wild Rose Brewery will be releasing the new
Anthology 12-pack into Alberta for the craft beer
fan who wants to enjoy something special, but can’t
decide on just one beer. A 12-pack includes 4 different
Wild Rose beers - Velvet Fog, Wraspberry Ale, IPA,
and Electric Avenue lager.
Four Mile Brewery released a new line of craft beers
now available in Alberta. Brothel Brown Ale +780472,
Powder Keg IPA +632257, Tangerine Dream +780471
and Cactus Grapefruit IPA +783169 650ml $4.99 whsl

Correction
Black Fly Vodka Grapefruit is sold in cases of 8 fourpacks of 400ml bottles $76.32 per case whsl +781115
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CLS UPDATE
Connect Logistics Services (CLS) receives
questions about “Allocations” quite
frequently, so we’d like to clarify the process.

What are Allocations?
In short, it’s a process, outlined by Alberta
Gaming and Liquor Commission (AGLC)
policy, which allows Agencies to earmark
product inventory for specific Licensees or
Retailers. The intent of this program is to give
sales control to the Agencies for specialty
products that are in limited supply. For
instance, for some exclusive beers, wines,
and spirits an Alberta Agency may only be
allotted a limited number of cases of the total
production. The allocations process allows
Agencies to sell this exclusive product to
whomever they wish.
Allocation Rules
Allocations are governed by certain rules
to ensure the program is being used for its
intended purpose for specialty products.
Rule 1 – 1,000 case allocation maximum
Allocations are limited to a maximum of 1,000
cases in a calendar year for each product.
Once 1,000 cases have been allocated by the
Agency they cannot allocate any additional
cases. Cases that sell while allocated will
count toward this total, so if 500 cases have
sold while under allocation in 2016, they can

by Stephen Dougans

only allocate 500 additional cases in 2016.
Rule 2 – 2,000 case sales maximum
An allocation will not be allowed if a product
has had greater than 2,000 case sales in the
past calendar year or 2,000 case sales in
the current year (year-to-date). If a product
is selling in excess of 2,000 cases, it’s not
deemed to be a specialty item. As soon as the
product sells 2,001 cases in the current year,
all allocations are revoked and the product will
move to open stock. Or, if a product sold more
than 2,000 cases in 2015, it cannot be allocated
in 2016.

on LiquorConnect.com. The Agency has a
choice to show consumers the location details
of the fully allocated product or not show it.
As the product is not available for general
sale, Retailers who log in will not see the
product listed on LiquorConnect.com. This
causes some confusion for Retailers since
they can see some products while browsing as
a consumer, but not after logging in.
Retailers can see which products have been
allocated to them by viewing their allocation
reports on LiquorConnect.com under
“Reporting”. If you’d like information about
an allocated product, contact the Agency
directly.

Private Labels
Private label products are items that are
branded and created for a specific Retailer.
Although the Retailer is involved with these
products, they are still arranged through an
Agency and shipped through CLS. Private
label products, when approved by AGLC, are
not bound by the case maximum rules; all of
the inventory received at CLS will be reserved.

Why Can’t I See a Product?
Sometimes the entire inventory of a product is
allocated to specific customers; this is called
“fully allocated”. If a product is fully allocated,
the product page is only visible to Consumers

How Do I Get an Allocation?
Agencies have sole control of their
allocations. They submit allocation requests
through LiquorConnect.com and pay a small
administration fee. The allocation is effective
immediately during order desk hours and the
system will reserve the inventory for their
specified customer.
Hopefully this answered all your questions
regarding allocations. As always, if you have
any questions, please call Connect Customer
Service at 1-800-265-6784; we’d be happy to
walk you through any policy or procedure.
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Beer Notes

The Increase in Alberta’s Craft
Breweries
by Greg Zeschuk

You have undoubtedly noticed an enormous increase in demand for craft
beer all over North America. In Alberta, this demand was historically
being satisfied by a small number of local breweries and, thanks to
our free market access for imports, by famous breweries from all over
the world. Recently, a regulation change led to Alberta seeing an
unprecedented number of local brewery openings.
In December 2013 the Alberta Gaming and Liquor Commission made
what initially appeared to be a very small change in its regulations:
Alberta breweries would no longer be required to have capacity to brew
5,000hl (or 500,000 litres) of beer per year to get a manufacturing license.
In the world of brewing that’s actually not an enormous amount, but
what it did do was prevent the establishment and growth of nano and
microbrewers that often transform into larger breweries. Throughout
North America many famous international breweries started as nano
operations (with New Belgium being one famous example). That wasn’t
possible in Alberta until December 2013.
In Alberta, there was a bit of a delay before people started taking
advantage of this change. In early 2014 we had 12 independent, local
breweries in Alberta, but very quickly new breweries started popping up
both in the big cities and in smaller towns across the province. Now, in
mid-2016, there are 28 breweries operating in the province, with another
20 either in the process of opening or under construction. There will
be more than 50 local and independent breweries operating in Alberta
within a couple of years. Think about that for a moment! Very soon the
local brewing industry will have four times as many breweries as it did
just a few years ago.
What does this mean to liquor retailers? One thing you may not have
considered is that you’re now going to have access to more fresh, local
beer. Beer is a perishable product that is best kept refrigerated. While
some beers can tolerate being aged (particularly darker, high alcohol
beers, and Belgian-style beers bottled with live yeast still in the beer),
most beer, as soon as it’s packaged, immediately begins suffering the
effects of oxidation, which reduces flavour and eventually gives beer a
cardboard-like character. Refrigeration slows oxidation and keeps beer
fresh longer. Local beer is guaranteed to be fresher than beer that’s
traveled across the globe. In the rare case that a problem arises, with
local beer, the people that can solve issues are nearby.
The next benefit of having so many breweries in the province is that
Alberta breweries now provide beers of almost every style and will have
something for almost every consumer. Most of Alberta’s breweries will
provide three or more standard styles of beer (e.g. a lager, a pale ale,
and a fruit beer) that are always available, but many local breweries also
offer even more variety, or commonly have special seasonal offerings
available for a limited time throughout the year. If you’ve got customers
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that are looking for a good beer they can purchase regularly, or if your
craft-beer geeks are always looking for something different, Alberta’s
breweries have you covered.
In terms of quality, Alberta breweries have also recently been flexing
their creative muscles and demonstrating that we’re making some of the
best beer in Canada here in the province. Last year’s overall winner at the
Canadian Brewing Awards was an Albertan Kölsch (a light, drinkable
beer that sits somewhere between a lager and an ale). This year at
the Canadian Brewing Awards, Alberta brewers received accolades
for a Porter, a Blond Ale, two American Sours, a Session Ale, and a
Barrel-Aged Barley Wine. At the recent World Beer Cup competition
(arguably the most prestigious competition in the world), an Alberta
brewery won a silver medal for its American Brown Ale. With even more
breweries operating in the future, we should see even more awards for
the province’s breweries.
Given the incredible growth we’re seeing in beer brewed locally here in
Alberta, we’re exceptionally excited about the future. No matter where
you are in the province, you should be able to visit a local brewery. Take
the time to meet your local brewer, you won’t be disappointed!

Greg Zeschuk is Executive Director at the Alberta Small Brewers Association. He can
be reached at execdirector@albertabrewers.ca.

