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Creating Memorable Experiences:
Nurture your Clientele
Create an entertaining and interactive encounter and
make shopping a fun learning experience.

Building your Database:
Extend your Reach
Sign up people for contests, educational events,
and loyalty programs, so you can stay in touch.

Special Event Licenses:
Educate your Staff
Help customers select the most appropriate license
for their event to protect your customer and your store.

Liability Insurance:
Your Coverage & Risk Explained
Identify potential hazards and liquor liability issues
and then work to reduce or eliminate them.
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Editor’s Notes
by Joyce Hayne
2015-2016
Board of Directors
Chairman
Paul Howe
8th Street Crescent Heights
Wine & Liquor Store

Interprovincial trade barriers are a hot issue in the liquor industry recently, so we are giving you
three different perspectives in this edition. Read ALSA’s position on BC and Ontario being able to
ship directly to Albertans, AGLC’s review of how the Alberta model is a leader in the industry, and a
lawyer’s perspective on the wine trade deal, which also cites a recent court decision that could hold
immense ramifications for interprovincial trade restrictions.

Vice-Chairman
Bob Richardson
Crowfoot Liquor Store

As the cooler weather is upon us, customers will be switching to spirits and beer that will warm
the soul, so we’re looking at bourbon in the Spirit Spotlight and maltier styles of brews in the Beer
Notes column.

Secretary
Grant Graves
Kensington Wine Market

In this issue, we’re also sharing tips on ways to make your store memorable, so customers will share
their experience with friends. Adding customers to your marketing lists will grow your business,
so look for ways to build your database. On the operational side of your business, find out how to
reduce your risk for liability issues and licensing special events.

Treasurer
Allie Radford
Anderson’s Liquor
Past-Chairman
Adam Koziak
Chateau Louis Store
Central Alberta Director
Jay Robinson
Wainwright Liquor and Cold Beer

This summer we launched LiquorRetailer.com - a one-stop site for news and information covering
all aspects of liquor retailing in Western Canada as well as upcoming industry events and profiles
of people working in the industry. Search for topics of interest at any time. Archives of Liquor Retailer
magazine are also available on that site.
Sign up for StraightShots! bi-weekly e-newsletter featuring news, articles and events of interest
to anyone working in the liquor industry in Western Canada. Subscribe at www.liquorretailer.com/
news/newsletter/

Northern Alberta Director
Scott Mather
Liquor Town
Southern Alberta Director
Brent Newman
Sobeys
Edmonton Director
Gerald Proctor
Liquor Stores GP Ltd

upcoming events

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

ALSA Office
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2707 Ellwood Drive
Edmonton, AB T6X 0P7
Phone: 780-415-5176
Toll Free: 1-888-233-3370
info@alsaweb.ca
Liquorwww.alsaweb.ca
Retailer

October 14-15 Rocky Mountain Wine & Food Festival - Calgary Stampede Park BMO Centre, Calgary
www.rockymountainwine.com/calgary.html
October 18 IVSA New Product Salon & Tasting Seminar Hotel Chateau Lacombe, Edmonton
Featuring Alberta Beverage Awards 2016 “Category Winners”
www.ivsa.ca/events
October 19 IVSA New Product Salon & Tasting Seminar Q Haute Cuisine, Calgary
Featuring Alberta Beverage Awards 2016 “Category Winners”
www.ivsa.ca/events
November 4 Alberta Craft Distillers Association Meeting Last Best Distillery, Calgary
November 4-5 Rocky Mountain Wine & Food Festival - Edmonton
Shaw Conference Centre, Halls A - C, Edmonton
www.rockymountainwine.com/edmonton.html

ALSA’s Message
by Ivonne Martinez

The issue of interprovincial trade laws for
liquor is a hot issue in the news lately. Groups
like #Freemygrapes and #Freethebeer are
pushing the federal government to allow
breweries and wineries to ship directly to
consumers across provincial borders. The
argument on the surface seems logical until
you look at the implications for the Alberta
liquor retail industry.
Although the federal government is
responsible for regulating liquor under the
Importation of Intoxicating Liquors Act, it is up to
the provinces to implement these regulations.
Unlike the rest of Canada, Alberta already
has a fully open market with no barriers for
liquor products to be listed and sold in the
province. Alberta does not have limits to the
quantity or frequency of wine/beer products

that Albertans can bring with them across
provincial borders for their own personal
consumption.
Despite the advantages of the Alberta model,
provinces like BC and Ontario would like to
ship their products directly to consumers
here in Alberta, bypassing our liquor stores.
Alberta already has over 1,400 SKUs of wine
from BC and more than 300 from Ontario,
and Albertans are indeed able to order wine
directly from vintners and wineries, as long
as they go through a local store. The wine can
even be delivered to their doorstop as long as
proper ID is produced. So Alberta is already
ahead of the game in terms of providing
consumers with the best and most convenient
way to access liquor products.

From ALSA’s perspective, allowing direct
shipment to consumers in Alberta constitutes
bypassing the over 1,400 liquor stores and
their owners and operators who work hard to
serve their communities and contribute to our
economy.
ALSA’s opinion is simple: If BC and Ontario
want to support their small businesses by
allowing direct access of their wine products
to Albertans, then we expect reciprocity – that
Albertan liquor retailers be allowed to ship
directly to consumers in BC and Ontario. After
all, Alberta does have the biggest selection
of liquor products in Canada with over 21,000
liquor products available to Albertans in
liquor stores, including wines from across
the country and 32,000 special order products.

Coming soon this winter...
Boldly crafted artisan spirits
handcrafted in the
Rocky Mountains
Albertans will soon have a brand-new tasting experience to enjoy.
With RAW Distillery, husband and wife team Brad and Lindsay
Smylie are combining their expertise in craft spirits with their love
of the beautiful Rockies. Opening this fall in Canmore,
RAW will lead guests on tasting adventures in their
large, modern facility. Visitors will explore the purity
and uniqueness of fresh Alberta ingredients and
discover why our province’s craft spirit industry is
a hidden gem about to step onto the world stage.
Find out more at rawspirits.ca
or call 587-899-7574.
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Tender Loving Customization
Customers become regulars for many
reasons−value pricing, staff knowledge,
product selection, and store layout to name
a few, though in all likelihood it’s how their
experience is personalized that encourages
casual customers to become regular patrons.
From there on in, it’s appreciation and TLC
that will create a lasting impression.

Courtesy of Willow Park Wines & Spirits

Creating
Memorable
Experiences
Nurture your Clientele
by Chris McBeath

With increasing competition in the liquor industry in Alberta, liquor retailers
need to up their experiential ante. That includes checking in on your outlet’s
ambiance and vibe, service and selection, and developing a no-stone-leftunturned approach to marketing, and your ability to nurture your clientele.
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Rapport is the catchword of the day. Not
only must staff be product savvy, they need
to be considerate and conscientious about
customizing a guest’s visit. This may be as
simple as addressing them by name (nothing
is more flattering), or texting them when a
particular new Chardonnay has arrived
because you know they are partial to that
blend.

A Learning Culture
With 32,000 sq ft of space spread over two
levels, Willow Park Wines & Spirits was an
industry anomaly when it opened as a private
enterprise in 1994. But Peggy Perry, Vice
President of Marketing & Purchasing, was
quick to see the opportunity.
“When I worked in Almhult, Sweden, hometown to IKEA, I realized how entertaining
and interactive shopping could be,” recalls
Peggy. “We adopted and adapted the IKEA
model for Willow Park, centred around
offering a fun learning experience. Education
is one of our most important core values.”
Consequently, the store was the first in
Alberta to introduce free consumer-focused
tastings, which over the years, have evolved
into an energetic program that has sustained
a consistent growth in revenues in spite of
variable economies.

“Today, we run approximately 10 customer
events each week−pairings, tastings, and
meet-the-vintner nights to name a few, that
draw in upwards of 500 participants,” says
Peggy, whose industry experience and
passion is evident. “In addition, we host
private groups, and stage ticketed events such
as festivals and formal seminars, so the venue
is a happening place the whole time. Events
create a buzz in the store and online, which
together really drives our business.”
The learning ethos also contributes to staff
productivity and retention, which in turn,
creates a great customer experience. Willow
Park Wines & Spirits is a Certified Education
Centre for the Wine & Spirits Education
Trust, and all staff members are certified
Sommeliers, three are Cicerones and one is
an accredited teacher. “The key is to get the
staff out to the vineyards,” explains Peggy.
“Our earlier incentives included a visit to
Okanagan vineyards. Now, after two years
of employment, we offer trips further afield

Courtesy of Craft Cellars

[

We have many staff members who started with us as teenagers and are
still with us 10 and 15 years later.

]
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The Heritage Hook
Photo by Marcia Hamm ~ Courtesy of Hicks Fine Wines

Courtesy of Craft Cellars

[

Customers can sample any tap, free of charge, and are able to discover
the many exceptional beers that these breweries are putting out.

like France and Italy. As a result, we have
many staff members who started with us
as teenagers and are still with us 10 and 15
years later, offering a depth of knowledge
and expertise our customers have learned to
trust.”

Local Partnerships
Although it only opened in June 2015, Avenue
Magazine has already heralded Craft Cellars
among the top 12 boutique liquor stores in
Calgary, in large part because of its support
of local suppliers, and most especially for
craft breweries.
“When we were envisioning our business,
we really wanted to establish an experience

that connected our customers with their
community,” says Steve Trickett, Certified
Beer Specialist at Craft Cellars. “The growler
bar was borne from that passion because
it gives small, independent craft breweries
a way of sharing their story and their beer
to a broader clientele than going it alone.
Customers can sample any tap, free of charge,
and are able to discover the many exceptional
beers that these breweries are putting out.
We’ve become the go-to place for local beer
and growlers.”
Craft Cellars has a similar philosophy when
it comes to distilleries and meaderies. “We
build a relationship with these producers and
sharing that trust and confidence enriches our
customer’s experience.”

Tammy is equally careful about her stock
selection, and keeps it largely within
a Canadiana theme. “We are a tourist
destination, so while we have a good selection
of international products, including unique
spirits, we specialize in Canadian wine (the
store has more than 200 labels), Canadian
maple whiskies and liqueurs as well as
selections from local microbrewers. We
also try to secure as many sample bottles as
possible so customers can try a brand before
committing to a full bottle. It’s a gesture they
really appreciate.”

Making Social Media Count
When used properly, social media really
supports relationship building and helps
demonstrate and personalize customer

Subscribe to

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

straightshots
8

]

Whether an outlet is located in a heritage
building, or the business itself is a part of
local lore, story telling can play a big part
if creating a memorable experience. Many
venues use history as their unique selling
point, polishing it up with an old-world charm
and cozy ambiance, which at Jasper Park
Liquor is as much about family heritage as it
is about the pride of being Canadian. “We’re
located in a Class A heritage building that
my grandmother purchased in 1960 and that
our family has owned ever since,” explains
Tammy Vathje, owner. “The building has seen
many incarnations—including a hair salon,
a rental residence, and various retailers—
before my mother turned it into a liquor store
in May 1994. Everything about the store speaks
to the warmth of its history and although
modernizing it would certainly be easier to
manage, it’s our heritage that sets us apart.
I even made sure the new coolers had wood
laminate outside to keep that ambiance.”

Liquor Retailer

appreciation. The idea is to use various
platforms to not just make announcements,
but rather to converse with people and thereby
grow your client base.
Ideas that create online commentary are
what attract the sought-after millennials
(18-34 yr olds). This demographic is constantly
tapping into review sites and apps to find quality
venues and destinations that offer untraditional
(i.e. memorable) retailing experiences. Since
they will represent 50% of the consumer market
for liquor within the next decade, it behooves us
all to get with their psyche.

Innovative Ideas
Why not turn the tables on booksellers and
baristas by offering book-signing events,
and wine appreciation evenings paired with
locally made chocolates? Try coffee klatches
where cappuccino tasters are spiked with new
innovative liqueurs.
Consider going even more digital. Games may
not be a part of your store’s mix, but it’s
hard to ignore Pokemon GO, the all-the-rage
augmented reality game that is particularly
geared to the high-spending millennials.
Download the free app to check if there’s a
PokeStop or Pokemon Gym location near you
and start marketing. Ideas include specialized
signage and discounts to players posting
pictures on social media of the Pokemon GO
adventures inside your venue – if they tag you!
Take a look at Lure Modules. Operating within
the app itself, lures are an inexpensive and
surprisingly effective way to tempt players into
your venue.
Then there are innovative ideas like those
from Honest Brew in the UK that are starting
to generate spin-offs in the retail sector.
These include their hosting a pop-up ‘honesty
bar’ night where customers pay for its craft
brews on a donation-basis, contributing what
they feel the beer is worth. And to further
promote their conversation with customers,
all online orders receive a paper bottle opener,
the instructions for which are found on the
company’s YouTube page. Targeted? Yes.
Engaging? Very. Memorable? Absolutely. And
the results? The business started with just
seven breweries on the books in January 2014
and today it has more than 50. Honest Brew’s
approach to selling may be unconventional,
but their success is undisputable and is
morphing into events at retail locations. Could
a pop-up partnership be in your mix?

Liquor Retailer
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spiritSpotlight

by Margaux Burgess

Bourbon: The Spirit of America
Bourbon−is there a more quintessential
American spirit? The Caribbean has rum, in
Canada we celebrate our rye whisky, but in
America, it has always been bourbon.
Corn whiskey was one of the first innovations
to come from early American colonists, and
what we now think of as bourbon evolved
from the early settlers in Kentucky. Corn was
plentiful, as it was one of the ways to stake
your claim for land. If you happened to find
land and plant a crop of corn, in the eyes of
the government, you had settled that land
and it was yours. Another contributor was
the fact that Kentucky has unique water with
many springs naturally filtering water over
the state’s limestone geology. This is an
integral difference as limestone filters out
impurities in the water, most importantly iron,
that would translate to unpleasant flavours in
the bourbon. Fermentation is also maximized
as the water comes out of the ground at an
ideal temperature, a huge benefit in the days
well before refrigeration. Of course, the
predominance of Irish and Scottish settlers
familiar with the workings of a still ensured
people knew what to do with the abundant
corn and ideal water source!
Surprisingly, given this Kentucky history,
it is contended that bourbon is not named
for Bourbon County in Kentucky, but rather
takes its name from Bourbon Street in New
Orleans. Historian Michael Veach suggests
that the name evolved because whiskey from
Kentucky was sent down the river, in barrels,
to New Orleans. Bourbon Street has been
the hard-drinking locale we have known for
many generations. It was there that the barrelaged whiskey from Kentucky developed a loyal
following and was known to those who drank
it not as whiskey from Kentucky, but as ‘that
whiskey from Bourbon Street’. This moniker
naturally shortened over time to the ‘bourbon
whiskey’ we hear today.
Regardless of where the name may have
come from, there are precise guidelines to
what constitutes bourbon whiskey. It must be
produced from at least 51% corn mash and it
must be aged in new white oak barrels, most
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of which come from the white oak forests of
Appalachia. Barrels can only be used once as
the fresh char contributes to the complexity
found in bourbon. During the production
process, the whiskey cannot be distilled
greater than 160 proof (80% ABV) and must
be put in barrels for aging below 125 proof
(62.5% ABV). Lastly, no artificial colouring or
flavouring is allowed. Distillation can occur
in any of the continental United States and be
considered bourbon. It does not have to come
from Kentucky, although 90% of bourbon
available today is produced in Kentucky!
The flavour profile of bourbon is influenced by
a number of things and there are many subtle
differences. The level of corn used, upwards
of 51%, causes an increase in the sweet, fruity
flavours. Higher rye levels contribute boldness
and spicy notes, sharing the spotlight with the
corn sweetness. Some producers use wheat
in the mash, and this encourages a taste
profile with more caramel, vanilla, and toffee
characteristics. The barrels must be charred,
so there will always be a smoky element, but
the intensity of the toast and carmelization,
which creates complexity on the palate, will
vary with the amount of char the distiller
chooses for the barrels.

The alcohol by volume (ABV) will also affect
the taste profile of bourbon. When bourbon
is removed from the barrel to prepare it for
bottling, a small amount of water is usually
added back to make up for the evaporation that
has occurred during aging. This softens the
whiskey. Bourbon with an ABV of approximately
40 to 50% range will achieve this softness. If a
bourbon is labeled ‘cask strength’ it has come
out of the barrel and been bottled without the
softening water addition. These are generally
above 50% ABV and can occasionally reach
into the 60% ABV range. These cask strength
bottlings have a much spicier, intense flavour
with notes of tobacco and leather. Regardless
of the style preferred, bourbon is a complex and
nuanced spirit with many subtleties.
Bourbon as a category has been increasing
year over year, and while the premiumization
of the category is relatively new, it is showing
no sign of slowing. As with any aged spirit,
there can be supply issues as the aging stock
being released to the market catches up with
demand. In Alberta, we are lucky enough to
have in excess of 80 different bourbons to
choose from, so you will always be able to
offer your customer the right bourbon to pour
over ice, stir into a cocktail, or sip neat.

liquor sales trends
January – July 31, 2016 in HL

Hectolitres

Beer
Wine
Coolers
Gin
Rum
Vodka

Whisky

360,504
241,799
142,860
4,544
25,569
47,445
37,767

% change from 2015

-10.29
1.49
-2.97
0.47
-6.99
-0.61
-1.66
Source: Connect Logistics
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Email Updates

Courtesy of UnWined

Building Your
Database
Extending Your Reach
by Alex van Tol

If you build it, they will come. Because by building it—your customer database,
that is—you can stay in touch and coax your buyers back with great offers,
promotions and discounts. Following are some tips to build the crowds, and
keep them coming back.
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Email and social media are some of the most
powerful ways for stores to reach their target
audience. Once you’ve got your customers’
email addresses, you can keep them updated
on specials and promotions with regular
newsletters or periodic mailouts. There’s
no hard and fast rule about how often to
send out email updates; some liquor stores
email newsletters on a monthly basis, while
others reach out as needed. “We don’t do a
newsletter per se,” says Graham Usher, owner
of Un-Wined in St. Albert, which offers events
like whisky tastings and cocktail-creationthemed nights. “We just send out event
notices depending on what we’ve got going
on.” Usher encourages people to provide their
email addresses when they sign up for events.
While software analytics can tell you how
good your reach is in terms of clicks and
opens, it’s still tough to determine the ROI
of email marketing. One thing everyone
agrees on, however, is that it’s important not
to overwhelm your customers with repeated
mailings. “People don’t like getting email after
email,” notes Usher. “You’ve got to be strategic
about sending them out, and really make it
worth their while to open them.”

Social Media
Some establishments put more emphasis
on social media — an increasingly important
platform to reach your customers, and one
that mustn’t be overlooked if you’re wanting to
draw Gen Y and millennial customers to your
store. “We use social media and our website to
announce events,” describes Chris Carleton,
co-owner of 7 Degrees Wine, Beer & Spirits
in Edmonton. “Once people are at an event,
we give them a business card and maybe a

gift certificate to get them to come back to the
store.” Carleton announces upcoming events
using Eventbrite, which helps 7 Degrees build
its database through ticket sales and contests.
Encouraging customers to post reviews of
your store on your website or on other review
sites (think Yelp) is also a good way to build
your database. “Social media is important,”
explains Usher. “If we get people tweeting
and retweeting about what’s happening in our
store, it’s a good thing.” After a tasting, Usher
and his staff encourage people to post a review
on Yelp.

Loyalty Programs
A loyalty program doubles your selling power.
The strategy is two-pronged: encourage
customers to come in and shop for specials
or enter to win merchandise like barbecues
or patio sets, and once they’re there, reward
them with points for their purchases. They
can then collect these points toward future
shopping trips. After a certain dollar amount
in purchases, some stores offer extra ballots
toward draws for items like iPads, bikes and
tickets to NHL games. Getting people signed
up for contests keeps them coming back, and
also lets you identify your highest-spending
customers. It also helps you track trends for
inventory purposes. Beyond this, a loyalty
program is a strong offering in a city where
there’s a lot of choice between liquor stores.

this sale, but the next one. “If someone asks
about a Cabernet Sauvignon from the US,
we’ll tell them about it whether they buy it from
us or whether they go to Superstore. I’m not
concerned about it. If you spend 20 minutes
talking to them about wines and they don’t buy,
they’ll be back if you gave them good advice.
They will still think about you when they’re
drinking that wine.”

Customer Service & Education

Educational Events

In a crowded market, often what will truly set
you apart is your customer service. “You have
to make yourself known in the community to
get people to come visit you, otherwise they’re
just going to shop by price,” says Usher. “Early
on I decided I’m not carrying products that
are carried by all the chains. I can’t compete
on price; I don’t have a major grocery chain
backing me up.” Instead, Un-Wined focuses
on customer service and education. “People
don’t come to our stores to pull stuff off the
shelf, they come to ask us for advice,” notes
Usher. “That lets us promote wines in a certain
way: We can say here’s a great barbecue wine,
and maybe we’ll feature two barbecue wines
on the weekend and let people come in and
have a taste.”

Creating innovative educational events in
locations around your community can also
boost sales. “We use events like our European
Wines for Every Occasion to take the store
to the people,” says Carleton. 7 Degrees also
offers a new twist on beer dinners, calling it
their beer school. “Wine dinners are a dime
a dozen and there are lots every weekend,”
he says. “Nobody was doing beer dinners,
so that was the first thing we did, combining
it with an educational component. So now
instead of an evening where you drink all
wine from the same couple of producers, we
organize beer and wine dinners according
to a theme,” says Carleton. An example is
The New World Wine’s European Ancestors,
where the 7 Degrees team introduces, say, the
French Malbec from which the more commonly
understood Argentinian Malbec originated.

Sales pitches are accompanied by education,
with Usher urging his staff to focus on not just

[

Courtesy of Seven Degrees

7 Degrees also offers a new twist on beer dinners,
calling it their beer school.

]

These events are held off-site at restaurants,
usually on a Tuesday or Wednesday night.
7 Degrees sells tickets to these popular events,
that are advertised through multiple channels,
which benefit both the restaurant and the
liquor store. “We pay for the food and supply
the wine or beer,” says Carleton.
The effort is paying off: after just a year of
partnering with restaurants to create unique
wine- or beer-themed dinners, Carleton
says people are coming into the store to find
the featured products. The store is always
careful to include budget-friendly offerings
along with moderate and higher-priced wines.
Educating customers about beer and wine is
still a relatively untapped market in Alberta,
according to Carleton, and it’s one he has
chosen to focus on in order to set his store
apart from the pack. “Building customer
loyalty takes time, and you have to really give
them something worth coming back for rather
than just 10% off,” he says. “It’s a slower build
but a more sure one.”
At the end of the day, whether you run a loyalty
program, sell tickets to events, offer prizes or
promote specials, it all ties back to customer
service and offering something distinctive.
It’s about the importance of honouring the
people who walk through your door, and
acknowledging them for choosing your store
instead of the many other options.
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Trade Deal Falls
Far Short of
‘Freeing the Grapes’
by Al Hudec

inefficiencies within the LCBO’s own internal
distribution systems. Where the consumer
proposes to pick up the order at a nearby
LCBO store, it will take 4-7 weeks for the order
to be ready.
Is there more meaningful reform yet to come?
Canada’s Premiers announced in Whitehorse
that they are working on a “ground-breaking”
and “historic” agreement on internal trade
within Canada that would eliminate most
inter-provincial trade barriers. In the same
breath, however, they announced that there
will be exceptions to protect local interests.
Specifically, when it comes to alcohol, they
will establish “a working group on alcoholic
beverages, which will explore opportunities
to improve trade in beer, wine and spirits
across Canada.” Given the important
provincial revenue base sourced from the
provincial liquor stores, substantially freeing
interprovincial liquor trade is unlikely.
A more hopeful path to free trade in liquor
among the provinces might be the recent
Regina vs. Comeau court decision in New
Brunswick, which struck down interprovincial
restrictions as contrary to Section 121 of the
Constitution Act. Section 121 provides in its
entirety that: “All Articles of the Growth, Produce,
or Manufacture of any one of the Provinces shall,
from and after the Union, be admitted free into each
of the other Provinces.“

The wine trade deal recently announced at
the Premiers’ Conference in Whitehorse does
nothing to facilitate interprovincial sales by
liquor retailers. In fact it further entrenches
the role of the provincial liquor monopolies.
The new agreement allows online sales of
BC, Ontario and Quebec wines in each of
these provinces through the LDB, LCBO
and the SAQ only. However, it does not ease
rules prohibiting such sales by retailers or
producers.
Truly opening up the Canadian liquor market
requires that retailers be allowed to take orders
from and ship liquor directly to customers
across the country. This new deal does not do
this, but instead inserts the LDB, LCBO and
the SAQ as middlemen between producers
and consumers.
The deal is nothing more than an add-on
appendage to Ontario’s recently announced
e-commerce portal, which allows Ontario
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consumers to order liquor online 24 hours a
day for home delivery or pick up at the nearest
LCBO outlet.
It sounds simple and convenient, but the devil
is in the details. The LCBO will not increase
its shelf stock of wines from BC or Quebec,
but will order directly from the out-of-province
winery to fill its customer orders and will apply
its usual 73.5% mark up on out-of-province
wines. This will result in an extremely high
price for the wine in Ontario unless the
producers reduce their usual wholesale price
and settle for a lesser margin.
This exorbitant pricing might be justified if it
was accompanied by extraordinary service.
Unfortunately, this is not the case. In today’s
Internet world, an Ontario consumer should
be able to order a case of Okanagan wine
online and receive courier delivery the next
day, but the LCBO time frames for fulfillment
are ridiculously slow, presumably as a result of

The trial judge threw out a fine against
Gerard Comeau, who had legally bought
beer and spirits in Quebec and driven them
home across the New Brunswick border. The
court engaged in a thorough review of the
‘constitutional moment’ i.e. the historical
context in concluding that the Fathers of
Confederation fully intended that their new
country be a single economic unit with the
free movement of goods among the provinces.
The Comeau decision is currently winding its
way through the appeal courts and whether or
not it will be upheld in the Supreme Court of
Canada remains an open issue. If it is upheld,
the ramifications would be immense, not only
for the alcohol industry, Canada’s private
liquor stores, and the provincial monopoly
liquor boards, but also for Canada’s various
agricultural supply management regimes and
other interprovincial trade restrictions.

Al Hudec is a Vancouver lawyer at Farris LLP who
writes frequently about wine law issues. He can be
reached at ahudec@farris.com or at 778 886 9356.
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Breaking down the Topic of inter-Provincial Trade
A conversation with the AGLC VP of Liquor Services – Jody Korchinski
Inter-provincial trade can be complex. When it comes to alcohol, this subject
is further complicated by the fact that each province has a slightly different
retail model.
Recently the Premiers of BC, Ontario and Quebec reached an agreement
allowing their residents to order wine from their respective provinces online.
The sales will continue to be overseen and regulated by each province’s
respective liquor distribution agency: BC’s Liquor Distribution Branch (LDB),
the Liquor Control Board of Ontario (LCBO), and the Société des alcools du
Québec (SAQ).
We get asked by many people, including retailers, what does an agreement like
this mean for Alberta?
Well, simply put, here in Alberta such an agreement is not required. In our
successful private model, we already have many private stores that offer online
ordering and delivery services. Expanding services to include online delivery
is easy−as long as the service is provided within Alberta and is in line with
policy. Also, with our open listing policy, wine from any corner of the country is
available to consumers; either online or on liquor store shelves.
When it comes to fair and open trade, Alberta is a leader. We are proud of
our province’s open listing policies−while supporting inter-provincial trade,
this practice has ensured our consumers have access to the widest variety
of products (including Canadian wines) through stores or online. We also
place no limits on the amount of alcohol Albertans bring back with them when
travelling from other jurisdictions.
This agreement is just one example of the many discussions taking place
on interprovincial trade. While discussions so far have been largely focused
on allowing wineries to ship to consumers, interprovincial discussions
will continue and Alberta is prepared to ensure Alberta’s model is well
understood. We work to ensure that these discussions take Alberta’s model
into consideration and consider opportunities for Alberta retailers to ship
elsewhere in a fair, balanced and trade-compliant manner. This includes having
full conversations about the impact any change would have on the consumer,
the taxpayer, and all elements of the liquor industry.

Cioccolata Wines
Chocolate and
Chocolate/Cream
wines
Germany
A new taste sensation
that will surely please the
wine lover and chocolate
lover alike! Rosso Nobile
al Cioccolata is a blend
of fine red wine infused
with chocolate flavours.
Intense flavours of
dark berries and the
soft vanilla notes of the
red wine are carefully
blended with finest
chocolate notes. Crema
Nobile al Cioccolata is
a blend of fine red wine
with infused chocolate
flavours and the finest
cream. Both create
an irresistible taste
experience!

RELAX
Pinot Grigio 2014
White Wine
Italy
New to Alberta
A Wine Enthusiast
“Best Buy”

Rosso Nobile 750ml
+783783 $11.50 Whsl

RELAX Pinot Grigio is a
light to medium-bodied
wine boasting peach,
citrus, pear and green
apple flavours with a
bright, crisp acidity and
fresh, lingering finish.
This wine is perfect on its
own or as a complement
to light foods like salads,
seafood, poultry and
pastas.
It’s ideal for a night spent
laughing with friends
and worry-free weekends
filled with good company
and great music.
For promotional materials
please contact David
Herman & Son.

Crema Nobile 750ml
+783785 $11.50 Whsl

750ml - cases of 12
+783114 $10.99 Whsl

403-374-0515
vwwinemarketing.com

1-877-737-0018
www.dhs-wine.com
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Smart drinking
starts with
DrinkSense
by Chris McBeath

That’s why the Alberta Gaming and Liquor Commission (AGLC)
launched DrinkSense, a campaign that represents the AGLC’s
commitment to responsible drinking.
“DrinkSense is all about education and awareness,” says Eric
Baich, Manager, Social Responsibility-Liquor, AGLC. “We have many
initiatives that speak to key issues such as binge drinking, pre-drinking
and Fetal Alcohol Spectrum Disorder (FASD), but up until now, each
campaign has had a very different look and feel. Adopting DrinkSense
will help AGLC and liquor stores show a consistent message to
consumers about responsible liquor consumption, under the realm of
Canada’s Low-Risk Drinking Guidelines.”
The guidelines, established to promote moderation on a national level,
have opened the door for all Canadians to educate themselves about
lifestyle choices when it comes to alcohol. It supports the premise that
the enjoyment and hospitality that so often defines drinking is often
best served through moderation.

Tailored Consistency
Originating from Manitoba, DrinkSense will incorporate programs
for both service providers and consumers. This includes targeted
messages to groups such as millennials, adults, and women in childbearing years, as well as staff and managers at licensed venues.
“We recognize that how we speak to the 18 to 24 demographic is
very different to how we will reach older Albertans, but with a unified
focus, every initiative will connect to another,” Baich explains. “Each
campaign will build upon the next with a long-term goal of providing
creative, yet consistent messaging. That messaging will also adjust to
shifting attitudes and continually changing environments as we strive
to show all Albertans that they can have a great time while still making
smart choices when it comes to alcohol.”

DrinkSenseAB.ca

Promoting Partnerships
DrinkSense is also about partnerships−with health, law enforcement and regulatory groups,
social responsibility branches across the country, and those working in the industry as well as
the general public.
The new DrinkSense website (DrinkSenseAB.ca) features tips and videos to help people better
understand what responsible drinking looks like. It also links to 130+ accredited Best Bar None
venues and affiliates such as Alberta Health Services.

Asking Albertans to Enjoy Responsibly
DrinkSense launched across Alberta on September 9th, 2016 via an awareness campaign
that included videos playing at movie theatres, online advertisements and other promotional
materials such as coasters at the Alberta’s Best Bar None venues. In late September,
DrinkSense branded liquor bags arrived at all Alberta liquor stores to help spread the
word to consumers. This launch coincided with a new DrinkSense-branded Fetal
Alcohol Spectrum Disorder (FASD) campaign.
“DrinkSense is a program that will exemplify the AGLC’s commitment
to help reduce the harms associated with over-consumption of
alcohol.” Baich concludes, “It’s an exciting and innovative
step to share the message of responsible drinking
with Albertans.”

Whole Cellars

Starting Small, but Planning Big

by Joanne Sasvari

The Whole Cellars store in Calgary’s McKenzie Towne is only 1,400 sq ft, which is tiny
when you compare it to some of its big box competitors, but there are some big ideas
within that small space.
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“We have plans to open more locations,” says Dr. Ishpinder Singh
Ranu, one of the owners, noting that although the store just opened in
April, they’ve already received approval to open their second location.
“At the moment, we are sticking to Calgary, but as we go on, we might
look across Alberta.”
Not only are they planning to open more stores, they are making online
ordering and speedy delivery a cornerstone of their business plan,
added Pankaj Garg, another one of the owners. So far, they are only
delivering to licensees, but they plan to have a website in place soon,
so anyone can order quickly and easily.
“There is demand because there are people
who work or don’t want to drive because
they’ve been drinking or just want to stay at
home with their families,” Ranu explains.
“The basic concept, when we have multiple
locations, is to be able to deliver liquor
downtown within 30 minutes.”

have six beers on tap all the time, mostly draft from breweries across
Alberta and a few from BC. It’s very popular since we’re the only ones
with a growler bar in this area.”
In fact, craft beer is the most popular product in the store, and as the
sector grows, it will likely only become a bigger part of Whole Cellars’
game plan. “More than 10 new craft breweries are coming in the next
few months.” the owners say. “That is about double the amount of
breweries currently in Alberta.”
That said, the store does offer a wide range of products – some 1,700
of them – including high-end wine and single malt whiskies. They
carry about 700 different types
of imported, domestic and craft
beers as well as ciders. The
inventory includes 500 types
of wine from different regions/
countries and about 500 spirits

Everything is approachable
and it’s affordable for
everyone

Smart, right? That shouldn’t be too
surprising, though. There are some
serious brains behind the operation.
Dr. Ranjan Kumar is a neuroscientist who earned his PhD last year
from the University of Calgary, where he was studying stem cells, and
one of his business partners is a family physician and another is an
engineer graduated from the Indian Institute of Technology.
Despite his education, Kumar insists he always wanted to run a
business, and liked the idea of a liquor store because it is relatively
recession-proof. Besides, he enjoys fine scotch—Lagavulin 20-year
is his favourite—as well as good wine and craft beer, so it only made
sense. “I am now a full-time liquor store owner,” he says with a laugh.

The store’s location, though it may seem remote, has proven to be
a winner. For one thing, there’s no walk-by traffic—everyone has to
drive to reach it—so they’ve not been affected by the rise in shoplifting
and smash ’n’ grabs that have hit some inner city retailers. They also
have been able to carve out a niche in the community, developing a
reputation for service, selection and value.
“We have a few unique things in our store,” Kumar describes. “The
first is our tasting bar. We have a bright tasting bar with a granite
top, and every Friday we conduct tastings.” Those tastings could be
craft beer, wine or spirits, and the store’s management will typically
bring in sommeliers and other experts to lead them. Education is a big
part of what they do at Whole Cellars, the owners say, adding, “We
do very well with customer service and educating customers about
products.” In turn, they will often follow up on customer suggestions
for bringing in new products.
“Another unique feature is our growler bar,” the owners note. “We

including whiskey, scotch, tequila, vodka, and liqueur. “Every week we
add two to three new products,” the owners say.
What sets them apart is the emphasis on both selection and value—
indeed, that’s where the name “Whole Cellars” came from. It’s a pun
on the idea of wholesale pricing, with a nod to the exceptional quality
and exquisite products peddled by posh stores with the word “cellar”
in their titles.
Toward that end, although they certainly are not a wholesaler, they
have kept prices lower than you will find in most retail stores. Even the
store’s delivery charges are a bargain—$7.50 if your order has to travel
more than three kilometres, and $3.50 for less than three kilometres.
“Everything is approachable and it’s affordable for everyone,” the
owners say. “Prices are a little bit lower, and the selection is just as
good. We have a wide selection of products at an affordable price.”
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wine report

by Mel Priestley

Orange Wine
Red, white, pink—and now, orange: the fourth colour in the wine
spectrum has been around for a very long time, but has only recently
started getting mainstream attention.
Orange wine is a niche category—easily mistaken for rosé, upon first
glance—as it can have a similar hue, ranging from pale gold to deep
amber. Essentially, orange wine is a white wine that’s made like a red:
rather than crushing the grapes and fermenting just the juice (as in white
wine production), the grapes are crushed and the entire mixture (juice,
pulp, skin and seeds) is allowed to macerate for a period of time–from a
few days to a few years—just like red wine.
That prolonged skin contact gives orange wine its signature rusty
colour as well as its unique flavour profile: dried citrus peel, apple
cider, sourdough bread, marmalade, walnut skin, and raw almonds are
common descriptors. Orange wine often has a slightly oxidative note
and sourness on the palate, and is tannic like red wine—sometimes
significantly so. Also like red wine, orange wine should be served slightly
chilled, but not cold.
Orange wine should not to be confused with wines from Orange,
a wine region in New South Wales, Australia. As well, sometimes
people include other amber-hued wines, like Vin Jaune and Tokaji, in
discussions about orange wine, but that’s a misnomer.
Orange wine is heavily linked to the natural wine movement and many
(but not all) orange wines also fall into the natural wine category. Natural
wines are made in a very traditional winemaking style, with little to no
additives or intervention; many orange wines are also made in a similar
manner.
In fact, this is the original style of winemaking. Archaeological evidence
shows that the oldest wines came from the Black Sea region and were
fermented in clay vessels. The area in and around Georgia is the only
place in the world that continued this tradition: many Georgians still use
qvevri—huge clay fermentation vessels buried in the ground—to make
wine. However, outside that area, this technique fell into obscurity and
was virtually unknown by the end of the 20th century.
That changed in the late 1990s when an Italian winemaker from the
Friuli-Venezia Giulia region, Josko Gravner, became disillusioned
with the increasing use of chemical additives and various technical
manipulations to make wine. He set out on a quest to learn how to make
wine in a more “natural” manner and was inspired by Georgian qvevri
wine. In 1997, Gravner released an orange wine; in 2001 he switched his
entire production to qvevri.
Since then, orange wine has occupied a small, but slowly growing,
corner of the wine world. A few other producers in Friuli-Venezia Giulia
also make orange wine, mainly from the Pinot Grigio and Ribolla Gialla
grape varieties. Orange wines are also made in Slovenia, just over the
border from Friuli. Georgia is home to the greatest number of orange
wines, most commonly made from the Rkatsiteli variety.
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Outside of Italy, Slovenia and Georgia, however, orange wines are still
quite rare—though a few enterprising winemakers are experimenting
with the style in the US, South Africa and Australia.
Orange wine is often a hand-sell item, as it’s fairly obscure and most
average customers won’t be familiar with the style. They can also be
difficult to identify from the label alone: Italians sometimes label orange
wines ramato, the Italian word for auburn; others refer to them as amber
(instead of orange). There are no appellations for orange wine—it’s
officially labelled as white wine.
The history and quirkiness of orange wine, combined with the growing
natural wine movement, can help steer customers towards giving them
a try. Rosé is another category that has experienced a big boom in
popularity, and orange wine offers an interesting alternative to rosés.
Because of its unique flavour profile, orange wine has the potential to
make some very interesting food pairings. Its astringency, sourness and
distinctive flavours must be taken into account, as these wines can easily
overwhelm lighter dishes. As with so many classic food pairings, some
of the best matches to orange wine are dishes from (or inspired by) the
same regions in which the wine is historically made: Georgian cuisine,
with its sweet-tart flavours and predominance of roasted meats, fresh
walnuts, pomegranate juice, pungent cheese, and aromatic flowers
and herbs, is a great inspiration. Choose similarly bold dishes to pair
with orange wine, such as lamb stew infused with olives and dried fruit,
roasted meat served with sour plum sauce, or perhaps even a simple
garlicky hummus and flatbread.

NAMES IN THE NEWS
by Rita Alterio

New ALSA Members
Biggies Liquor, Airdrie
Color de Vino, Edmonton
Craft Cellars, Calgary
Everest Wine and Spirits, Calgary
JR Liquor Store, Spruce Grove
Lacombe Liquor Store, Lacombe
Safeway Liquor Store Town Square, Cochrane
Safeway Liquor at Leduc, Leduc
Safeway Liquor at Fairway Plaza, Lethbridge
Safeway Wine & Spirits Palisades, Edmonton
Safeway Wine & Spirits Canmore, Canmore
Safeway Wine & Spirits Saddleridge, Calgary
Safeway Wine & Spirits Thorncliffe, Calgary
Safeway Wine & Spirits Garrison Woods, Calgary
Safeway Wine & Spirits Crowfoot Crescent, Calgary
Safeway Wine & Spirits South Trail, Calgary
Safeway Wine & Spirits Northgate, Calgary
Sobeys Spirits, Wine, Cold Beer – Summit, St. Albert
Sobeys Spirits, Wine, Cold Beer – Millwoods, Edmonton
Sobeys Spirits, Wine, Cold Beer – Clearwater, Fort McMurray
Sobeys Western Cellars Garneau, Edmonton

Aquisitions
Wirtz Beverage Canada announced in August that it has joined Breakthru
Beverage Group and will begin operations as Breakthru Beverage
Canada.

Awards
Congratulations to Lilloet-based Fort Berens Estate Winery, which
had all of its signature wines awarded gold medals at the 2016 San
Francisco International Wine Competition.

The 2016 Alberta Beverage Awards
by Tom Firth, Competition Director, Alberta Beverage Awards
Now in its 4th year, the Alberta Beverage Awards were designed to
celebrate the incredible selection of beverages available to Albertans.
Judged each July in Calgary, the awards bring some of the finest palates
in the province to blind taste wine, beer, spirits, and everything in
between. Below is a selection of the Best in Class awards from this year’s
competition. For a complete list of results go to Culinairemagazine.ca

SPIRITS
Aperitif and Digestif Hardy Coq D’Or Blanc Pineau des Charentes
Brandy Torres 30-Year-Old Jaime 1 Brandy
Gin Inverroche Gin Classic
Liqueurs Berta Sambuca di Anise
Cream Liqueurs Maya Rum Horchata
Rum Chic Choc Rum & El Dorado 12-Year-old Rum
Sake Houraisen Kuu Junmai Daiginjo
Bourbon (American Whisky) Evan Williams Vintage Single Barrel
Straight Kentucky Bourbon
Single Malt Whisky Tomintoul 16-Year-Old
Single Malt Scotch Whisky

Rye Whisky Alberta Premium Dark Horse Whisky
Tequila Tequila Ocho Anejo
Vodka Alberta Pure Vodka
Flavoured Vodka Zubrowka Bison Grass Vodka

BEER & CIDER
Ales Russell Brewing Blood Alley Bitter
Cider Rock Creek Dry Cider
Coolers and Pre-Mixed Drinks Crazy Uncle Hard Root Beer
Fruit Beer Stanley Park Brewing Co. SunSetter Summer Ale,
Village Squeeze
Gluten Free Glutenberg Blanche Ale
Saison Deep Cove Sun Kissed Tea Saison
Pale Ales Bench Creek Brewing Naked Woodsman Pale Ale
India Pale Ales Bench Creek Brewing White Raven IPA
Ales Reds and Browns Brewsters Hammerhead Red Ale
Pilsner Nelson Brewing Hooligan Organic Pilsner
Lager Innis & Gunn Lager Beer
Wheats and Wits Alley Kat Lemon Hefeweizen
Mead Spirit Hills Saskwatch
Stouts and Porters and Belgian Darks Red Collar Dubbel

WINES
Bordeaux Blends Chateau de L’Annonciation, Tolaini Picconero
Cabernet Sauvignon Liberty School Cabernet Sauvignon
Chardonnay Vasse Felix Filius Chardonnay
Dessert Wines Alvear PX Solera 1927
Fortified Wines Taylor Fladgate 20-Year-Old Tawny Port
Fruit Wines Field Stone Black Currant Fruit Wine
Grenache d’Arenberg Custodian Grenache
Gewürztraminer Hillside Winery Gewürztraminer
Italian Varietals Cavit Bottega Vinai Teroldego Rotaliano DOC
Malbec El Esteco Michel Torina Don David Malbec
Merlot Emmolo Merlot
Moscato Still and Sparkling Banrock Station Moscato
Pinot Grigio/Gris 2014 Blue Fish Pinot Grigio
Pinot Noir Marimar Estate Mas Cavalls Dona Margarita Vineyard
Prosecco La Marca Prosecco
Red Blends Tamari Reserva Red Passion
Red Single Varieties 2012 Hillside Winery Cabernet Franc
Rhone Style Blends Gerard Bertrand Grand Terroir Tautavel
Riesling Deinhard Green Label Riesling
Rosé 2015 Domaine Houchart Rosé
Sangiovese/Tuscany Rocca delle Macie Chianti
Classico Riserva DOCG
Sauvignon Blanc Saint Clair Family Estate Sauvignon Blanc
Sparkling Wine Comte de Dampierre Brut 1er Cru Champagne
Syrah/Shiraz Vina Falernia Reserva Syrah
Tempranillo Torres Altos Ibericos
Un-aged Spirits Chinook Signature White Whiskey,
Park Distillery Glacier Rye
Veneto Blends 2012 Giusti Valpolicella Ripasso
White Blends Torres Vina Esmeralda
White Single Varietals Spier Signature Chenin Blanc,
Gnarly Head Viognier
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David Gummer & Sparky Marquis. Photo courtesy of Vines Wines Merchants
Courtesy of Travel Alberta

The Alberta Gaming and Liquor Commission
(AGLC) receives around 3,000 license
applications each year. Consumers are often
unaware of the rules and guidelines, so more
education of staff is necessary to ensure the
appropriate license is issued. If a retailer fails
to comply with all Section 8 policies, it could
result in a warning, fine, suspension of license,
or suspension/cancellation of the Class D
licensee’s authority to issue the licenses. As
a result, some stores choose to only issue
permits to customers that buy alcohol from
their stores (there is no official ruling that
stores must supply the liquor and the license)
to minimize some of the risk.

Types of Licenses
There are two types of special event licenses.
The “Special Event Private Resale License” is
issued for the possession, storage, sale, and
service of liquor in relation to a private event,
which is specified in the license and open only
to invited guests. This is the sort of license
that is intended for private events, not open
to the general public, and a fee is charged
for admission or for drinks. At its simplest,
it would be for reunion parties where there
might be a cash bar. This license costs $25
and the issuing store is able to collect a $2
service charge as well.

Special Event
Licenses
Educate Your Staff
by Tom Firth

Most consumers will never know the variety of mixed emotions that retailers
undergo when it comes to buying liquor permits. While it’s a necessity for a
consumer trying to organize an event that requires a special event license, many
stores now choose to not offer them citing a litany of risks or liabilities that
simply aren’t worth offering the service.
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The “Special Event Private Non-Sale License”
is the same sort of license as the resale permit,
but differs significantly in that no entry fee
or charge for drinks can be collected. This
license is typically issued for weddings, where
it’s a private event for invited guests, with
an open bar. This license costs $10 and the
issuing store is able to collect a $2 service
charge as well.
Other events, such as public, ticketed events
or festivals, recurring annual events, or party
buses can be issued a permit, but organizers
best deal directly with the AGLC for approval.

Licensing Venues
So, what sort of venue requires a license?
If you want to have a party at your private
residence or the common room of a condo
complex, you probably don’t require a license.
However, if you are renting a house to use as
a venue, you probably should get a license.
Community halls, rented rooms at sport
venues like community rinks, or other rented
spaces, including hired buses require a permit
if alcohol is going to be served.

Purpose of the License
According to the AGLC, the rationale behind
a special event license is that a person cannot
sell or consume liquor in a place other than
prescribed in the Gaming and Liquor Act section
50 and 89. The Gaming and Liquor Regulation
section 62 establishes special event licenses
(the act and regulation can be found on aglc.
ca).

[

More education of staff is necessary to ensure the
appropriate license is issued.

While it’s easy to say that the typical event
is a wedding or anniversary party in a rented
community hall, there are a number of
different styles of events, innumerable types
of venues, and all sorts of things in between,
from functions very small to epic events. It
is very easy to tell a customer that you need

]

to ask them a few questions regarding the
event and then you are going to check with
the AGLC before you complete the license.
The customer might not appreciate a delay in
getting his permit, but he should be grateful
for avoiding some unpleasantness during his
special event.

Retailers should educate consumers that this
is a contract saying in effect: “You are aware
that there are certain limitations for this event.”
These limitations are on the back side of the
permit forms, and note that minors can’t be
served at special events, homemade beer, wine,
or spirits can’t be served, and there are certain
hours that people are allowed to serve alcohol.
Most importantly, it provides a mechanism for
someone attending the event to be “in charge”,
which brings us to the next point.

Enforcement
What happens if an inspector from the AGLC
shows up or local law enforcement wants
to check out one of these events? They’ll
probably be very interested to know if minors
are being served, and if the capacity of the
room is the same as listed on the license.
They may also be interested to know if the
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alcohol came from a liquor store or if any homemade products are being
served. They’ll be making sure that there is at least one supervisor for
every 50 patrons, who isn’t under the influence of any drugs or alcohol,
and is making sure that people aren’t being served who are inebriated.
A responsible person should be checking the entrances or exits as
well. It is in the interest of everyone to comply with requests from law
enforcement or ALGC inspectors and to be courteous and helpful to
them. Events that are recurring may benefit from at least some people
obtaining their ProServe card to help identify inebriated patrons and
help ensure that people are being properly served.
Although there may be some difficulties in selling special event licenses,
in most cases, there are no problems, and your store is offering a
valuable service, which will be appreciated by your customers.

AGLC Offices

[

]

Limitations are on the back side of the permit forms.
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St. Albert (Head Office)
50 Corriveau Avenue
780‐447‐8600

Red Deer
3‐7965 49 Avenue
403‐314‐2656

Calgary
110‐Deerfoot Atrium,
6715‐8 Street NE
403‐292‐7300

Grande Prairie
100‐11039 78 Avenue
780‐832‐3000

Lethbridge
3103 12 Avenue North
403‐331‐6500

what’s New?

Beer

Happy Jack Pumpkin Ale is balanced pumpkin ale with a hint of oak and spices. Single
batch brewed with real pumpkin, whole spices and aged with oak. 650ml bottle $4.52 whsl
+448167

Cerulean Dragon Double IPA is a single hopped beer with Calypso. This latest release in
the Dragon series starts with a beautiful sweetness up front and ends with a big bitter finish.
Apple and pear combine with notes of citrus to add a crisp flavour to this bold and fruity
dragon. 650ml x 12 bottles $75 per 12-bottle case whsl +749778

Spirits
Quartz Vodka is created with ESKA water, one of the purest spring waters in the world with
a perfect PH balance of the great Québécois north. Made with a selection of superior quality
grains, Quartz vodka is micro-distilled five times to give it an exceptionally smooth taste.
Produced in small batches. 750ml $27.99 whsl +780481

Park Distillery Alpine Dry Gin is an alpine dry style with a crisp, dry, citrus taste with a
finish of Canadian spruce. 750ml $39.15 whsl +781550

Pasote Blanco Tequila is made in a pure traditional way and is named for the fierce spirit of
Aztec warriors. Made with 60% spring water, this tequila has naturally earthy minerals which
adds to its profile. Crisp, zesty citrus dominates the foreground, unfolding mid-palate to pure
succulent blue agave. Bottled in unique custom-made bottles with hand-screened graphics.
750ml $54.53 whsl +783086

RTDs
SoCIAL LITE Vodka Pineapple Mango is bursting with all-natural pineapple and
mango flavours. Only 80 calories per 355ml. Sparkling water mixed with premium Canadian
Silverlake vodka. 4 x 355ml cans $9.33 per 4-pack whsl +782032

Smaak Fire Secco. Smaak means ‘taste’ in German. It is a fermented fruit-based German
product. With no artificial colouring and no added sugar, it is %100 Vegan, Gluten Free with
10% alcohol. Smooth and refreshing taste. 250ml cans $2.27 per can whsl +296145

Programs
The Alberta Gaming and Liquor Commission (AGLC) launched DrinkSense in September,
a campaign that represents AGLC’s commitment to responsible drinking. The campaign
includes videos playing at movie theatres, online advertisements, and branded liquor bags
distributed to Alberta liquor stores this fall. If you’d like to promote DrinkSense, download
and use the campaign images at aglc.ca/media/DrinkSense. More information can be found
at DrinkSenseAB.ca.

by Rita Alterio

Wine
Marquis de la Tour Brut has delicate floral aromas
coupled with citrus and melon. The palate is crisp
and clean with light, fine bubbles and flavours of ripe
melon and green apple. 750ml $10.99 whsl +140418

2011 Marques De Murrieta Reserva, just released,
is a red reserva wine with a balanced aging of two
years in new and partly new American oak barrels
and a year and a half in bottle. An elegant wine that
combines complexity and fineness. 750ml $30.56
whsl +207027

Nagging Doubt 2014 Merlot is a true artisanal wine
made at a bespoke winery. It’s produced by hand with
centuries-old winemaking techniques, including
natural fermentations and foot stomping. Plum,
blackberry, cherry and mocha notes are plentiful
on the nose and palate, backed by a moderate plus
range of acids and tannin structure. 750ml $19.99
whsl +257253

Rosso Nobile al Cioccolata is a blend of fine
red wine infused with chocolate flavours. Intense
flavours of dark berries and the soft vanilla notes
of the red wine are carefully blended with finest
chocolate notes. 750ml $11.50 whsl +783783 Crema
Nobile al Cioccolata is a blend of fine red wine with
infused chocolate flavours and the finest cream.
750ml $11.50 whsl +783785
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David Gummer & Sparky Marquis. Photo courtesy of Vines Wines Merchants

Following are just some examples of typical
claims you may be faced with:
• A customer slips, trips and falls at your
premises, either in the store or in the
parking lot.
• A customer is sold liquor while intoxicated
or is under-aged and then causes injury to
others or to themselves.
• Fire breaks out at your store due to your
negligence
causing
damage
to
neighbouring premise(s).
• An employee leaves a tap on in a
bathroom and causes water damage to
your neighbour’s premises.
• You use reasonable force to eject a
customer from your store because you
are concerned about damage to your store
or injury to other customers, and the
person is hurt in the process of being
ejected and sues you.
• A bottle you sold allegedly has a foreign
object in it causing the customer an injury.
Having a well-designed insurance policy
with adequate limits is your first step in
protecting your business from these types
of unexpected loss. Your second priority
should be to avoid having a liability claim
in the first place! Not only will a claim likely
increase your insurance rates and cost you
a deductible payment, you will also need
to spend time working with an adjuster to
assist in the claim process, which can be
stressful and time-consuming as opposed
to using that time to grow your business.

Liability
Insurance
Your Coverage & Your Risk Explained
by Doug Davis

What is covered?
General liability insurance for your liquor store compensates others due to
bodily injury or property damage caused by your business operation, including
your legal defense costs.
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Risk Management Tips
Conduct regular on-site inspections of your
store to identify hazards and then reduce or
eliminate them. Following is a checklist of
potential hazards and solutions:
• Aisles are free of debris and clutter.
• Cords that cross walkways are covered
with rubber mats or otherwise secured.
• “Employee Only” signs are posted at all
entrances to restricted areas.
• Your floor is in good shape with non-slip
material.
• Rubber-backed floor mats are placed at
all entrances so customers can wipe their
feet as they enter your store.
• Shopping carts are available.
• Shelving is solidly constructed of steel
or hardwood, so leaning on them will not
cause them to topple over.

[

Conduct regular on-site inspections of your store to identify hazards
and then reduce or eliminate them.

]

• Signs are clearly posted at all cash
registers informing customers that
assistance is available to carry purchases
to their vehicles.

identification requirement(s). Regularly
review how to deal with intoxicated
customers, including techniques to deny
a sale.

• Packaging materials are broken down and
removed from the sales floor as soon as
the liquor has been removed.

Leasehold improvements

• Stepladders are kept in the storeroom and
only brought out when needed.
Ongoing maintenance will alleviate
problems before they happen. Ensure floors
are swept, mopped and/or vacuumed daily.
Replace or repair worn, torn, or loose floor
coverings immediately.

Liquor Liability Issues
All employees are required to complete
ProServe training (see AGLC website for
resources) and those certificates should
be kept in a binder in your store. Post
signs informing customers of your photo

When you are building a new store obtain a
Certificate of Insurance from the contractor
performing the work. This certificate needs
to confirm that the contractor doing major
renovations in your existing building has
his own General Liability Insurance as well
as Installation Floater or Builders Risk
coverage to cover the material and labour
costs during the renovation. Once the job
is completed and accepted by you, make
sure you adjust your policy to reflect the
increased values. The certificate should
add your company as an Additional Insured
to their liability insurance to protect you
under their policy in the event of injury or
damage caused due to their operations.

Owning versus Leasing
Understand what your responsibilities are
and what you are legally liable for under
your lease. You should be seeking clarity on
subjects such as: Who is responsible for the
front sidewalk or parking lot maintenance
and snow clearing? Who is responsible
for damage to the store front in the event
of a break-in attempt by a thief in a stolen
vehicle? If there is water damage due to
a pipe burst, who is responsible for the
damage?
Owning a liquor store presents a unique set
of risks, so it’s important that you minimize
risks and the ensuing liability.

Hub International has been ALSA’s insurance
partner for over 20 years. Contact Doug Davis, CIP,
CRM at 780-453-8410 to access exclusive insurance
products for the liquor store industry.
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CLS UPDATE
Receiving Orders
Thousands of orders are shipped each week
from Connect Logistics Services (Connect)
to liquor retailers all across the province.
Receiving an order is simple and quick if the
retailer is prepared for the delivery. Following
are key best practices and requirements to
facilitate the receipt of orders.

Delivery Preparation
The delivery, aside from special holidays,
will be static and arrive on the same day(s)
each week. A good practice is to prepare the
physical “Receiving Area” for the delivery
prior to the delivery day. The receiving area
is defined as the area entered directly from
the outside and does not include a separate
storage area, cooler, or elevator. In advance of
delivery a retailer should:
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by Stephen Dougans

• clear any debris and obstacles from the
receiving area;
• ensure the driveway area is clear for easy
access. In winter, the snow must be removed
down to the pavement as pallets are heavy
and the power jacks do not operate well in
the snow;
• maintain and test all receiving equipment,
such as a scissor lift or overhead door, for
safe operation;
• sort and stack any pallets to be returned
to CLS and remember to separate other
suppliers’ pallets;
• have tagged and non-tagged kegs separated
and ready for pickup. If the quantity warrants,
palletize these separately; and
• have the appropriate office and warehouse
supplies, such as a knife, available for staff
use.

Of course, the most important preparation is
to schedule adequate staff to receive the order.
Connect recommends, as a best business
practice, that there be two staff in the store
when the delivery arrives. One to accept the
delivery and one to maintain the business flow.

Accepting Delivery
The
delivery
process
is
usually
straightforward–accept the product, count
the cases, note any breakage, sign for the
delivery, and send any empty keg or pallet
returns back with the driver.

Case Count
The carrier is responsible for ensuring safe
delivery from Connect to the retailer. Connect
is responsible for the product accuracy of the
delivery. For this reason, upon delivery, a case
count MUST be conducted, but a product by

product inventory check is not required. Each
pallet will contain a manifest(s), which will
outline the total number of cases that should
be counted on the pallet.
Connect builds pallets like chimneys so that
case barcodes can be scanned for auditing.
This process ensures a very high degree of
order accuracy and also makes it easier to
count the cases on the pallet, because they
all face outwards. The exception is layers or
full pallets of a single item. While conducting
the count, some retailers find it helpful to use
a marker to physically check the cases. A tip
is to remove shrink wrap slowly, layer by layer,
starting from the top, to reduce the likelihood
of cases being inadvertently pulled off of
the top of pallets. Over time, this counting
process will become second nature.
The total case count for all pallets should
equal the total cases delivered on the Bill
of Lading (BOL) or Proof of Delivery (POD)
document. The BOL/POD document is a legal
document that provides an opportunity for the
retailer to report discrepancies on the case
count received or any breakages. Only then
should the document be signed by the retailer
and driver agreeing on any exceptions.

Breakages

Wrong Products

The delivery is the last leg of the supply chain
and the vast majority of orders are delivered
without any issues, however, sometimes
breakage may occur. Breakages in shipping
are called “wet” breakage and MUST be
reported on the BOL/POD document in order
to receive a Product Delivery Claim. If you
suspect breakage please carefully examine the
pallet to ensure you are accurately marking the
BOL/POD. This may require breaking down
the pallet to identify exactly which products
are damaged. Damage is usually associated
with liquid pooling under the pallet and you
can smell open liquor.

After the driver departs, the retailer should
review the product in detail. If an ordering
error has occurred, it must be reported to
Connect within 48 hours of receipt. Returns
may be authorized by the Agent and Connect
if the error is reported immediately. Similarly,
if the wrong product is shipped to you, contact
Connect immediately to resolve the situation.

The retailer must contact Connect Customer
Service within two business days of receipt of
goods to start the Product Delivery Claim and
submit the appropriate form.
Any damaged product and/or packaging must
be kept for at least 60 days or until the product
delivery claim has been paid to the retailer.
Breakages that are “dry” and not a result of
shipping are dealt with by AGLC’s Dry Breaks
Guideline 5.8.5 in the AGLC Retail Liquor Store
Handbook.

Returns
At this point the goods have been verified and
any breakages noted. The last step is to send
any Connect-specific pallets, empty kegs, or
authorized returns with the driver. Pallets and
empty kegs returned will be noted on the BOL/
POD before final signing. Authorized returns
will be documented on a Product Return
Authorization document.
Connect is pleased with the service provided
by its carrier partners in delivering nearly
20 million cases each year. Overall, the
delivery of your product should be smooth
and hassle-free. If any aspect of the physical
delivery seems incorrect or strange, then
please contact Connect Customer Service. If
appropriate, take pictures of the issue so that
you can share them with the service team.

LIQUORRETAILER.com
A one-stop site for
news, articles, people
and events in the
liquor industry
www.LiquorRetailer.com
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Beer Notes

Brews for Fall & Oktoberfest
by Jan Zeschky

As surely as the leaves turn red, gold and brown in the fall, the craft beer
selection gets maltier.
It makes sense. As the days get colder, we start turning to soups and
stews to provide warming, nourishing comfort. Richer, sweeter, maltier
beers have a corresponding effect—and, true to the ever-diversifying
nature of the craft beer industry—a wealth of such hearty styles are
brewed at this time of year.
Even normally pale lagers assume a bronzed shade at the start of fall,
with the appearance of Märzen-style lagers. This is the traditional beer
enjoyed at the world’s most famous beer festival, Munich’s Oktoberfest
(and you may well see this style marketed as “Oktoberfest” beer).
Slightly stronger than a standard lager at around 5.5% ABV, Märzen is a
robust style that has an enhanced, toasted, bready, malt profile. It should
still finish crisp, which makes for an immensely satisfying pint – or onelitre stein, if you want to keep it traditional.
On that traditional note, any pork dish is an absolute lock with Märzen,
from a pot roast to grilled chops or the classic bratwurst, whose spices
and juiciness marry beautifully with the beer’s lightly spicy hop profile
and rounded body. Try it and you’ll realize why the Germans have been
pairing them for centuries.
Maltier styles traditionally hold sway further north in Europe, particularly
in Scotland, a country with a long brewing history. That said, Scottish
beer styles are still something of a rarity in North America, perhaps
because they’re generally malt-forward and lower in alcohol, as opposed
to the hop-forward, higher-ABV beers that power much of the industry
on this continent.
However, the fall months see some breweries release a “wee heavy”,
a stronger Scottish style (usually around 6.5% ABV) that’s rich with
caramel, toffee, and dark fruit flavours and has just enough hops to
balance the sweetness. Many assume these ales should also be smoky
to mirror the peaty profile of Islay malt whiskies, but historically, peatsmoked malt has no place in beer.
When brewed traditionally, a wee heavy—or Scotch ale, or 90 shilling,
as it’s also marketed—makes for a splendid snifter, and a luxurious
accompaniment to roast beef, lamb or game.
The UK is the origin of another two classic malty styles that make for a
hearty pint in cooler times. Porter first became popular in 1700s London,
but rose to prominence when Victorian brewers began to master the art
of roasting malted barley to ever darker degrees. They found that the
darker malts lent their beer a deeper colour and delicious flavours such
as coffee and chocolate.
Demand for stronger beer led to the rise of the “stout porter”, which soon
overtook its predecessor in popularity and became known simply as
stout. Guinness, of course, is the classic example of this inky style. Craft
brewers are showing the enormous variety of flavours that can be eked
out of dark roasted grains, such as nuts, molasses and tar as well as a
range of light-to-intense chocolate and coffee notes.

30 Liquor Retailer

The classic pairing for porter and stout is oysters, but both are versatile
when it comes to food, and can match up to barbecued foods, meat pies,
and even light desserts.
Many craft brewers increase their malt even further with “imperial”
versions of porters and stouts. “Imperial” generally denotes the beer
is richer, more flavourful and stronger—many imperial stouts top 10%
ABV. They generally have hugely complex malt profiles running from
toasted grain to thick notes of molasses. Their strength means they’re
also popular styles to age in barrels in which they take on an oaky depth
and nuances of the liquor that the vessel previously contained (bourbon
barrels are most common).
Meant to be sipped and savoured, imperial porters and stouts are
fantastic dessert beers, offering a delicious contrast to crème brulée
and fruit tarts, and a decadent complement to dark chocolate cake.
A much more modern fall style that has appeared amid the craft brewing
revolution is the spiced pumpkin ale, which has become common in
the run-up toward Thanksgiving and Halloween. It’s become a little
maligned of late, partly because many examples don’t actually contain
any pumpkin—just a mix of pumpkin pie spices such as clove, cinnamon
and nutmeg. However, when done well, these dark-amber ales make for
a delicious, slow-sipping treat for chilly evenings. Look for pumpkin ales
that actually list pumpkin in the ingredients—it adds a rich fleshiness
to the body. The spices should be warming, but subtle. It’s more of a
dessert style of beer, so keep any pairings simple—just a few scoops of
rich vanilla ice cream will be tasty.
Face it, you can drink hop-forward beer all year round. So why not take a
break this fall, make the most of the seasonal releases, and investigate
the delicious variations of malted barley instead?

