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The economy in Alberta is continuing to improve, more Albertans are working, and retail sales are 

up 2.5% year-to-date as of August 31. Liquor stores are seeing the impact of these positive changes 

as sales in all categories except beer have been increasing. Full-time jobs are up 1.7% year-to-date 

and average weekly earnings grew by 3.2% as of May. Alberta’s population is also expanding faster 

than the national average. It is estimated that the provincial population increased by 62,000 people 

between July 2017 and June 2018.

Alberta will be a leader when it comes to economic growth this year and next. The 2019 forecast 

has been revised upward to 2.7% GDP growth. The number of rigs drilling in Alberta was up 6.7% 

year-to-date, whereas other oil-producing provinces were down 9.7%. Exports, manufacturing, and 

wholesale trade have also seen notable gains this year.

Let the good times keep rolling on!

Editor’s Notes

Oct 19-20   Edmonton Rocky Mountain Wine & Food Festival, Shaw Conference Centre, Halls A-C
www.rockymountainwine.com/event/edmonton/event-details/

Nov 3   World of Whisky Festival,  Stampede Park BMO Centre, Calgary
www.eventbrite.ca/e/vip-admission-world-of-whisky-festival-tickets-45942186316 

Nov 22-24  Banff Craft Beer Festival,   The Cave and Basin 
www.albertabeerfestivals.com/events-services/banff-beer-festival-2/

Jan 16’19  Edmonton Whisky Festival,  Delta Edmonton South
www.edmontonwhiskyfestival.ca

Jan 20’19  Southern Alberta Food & Beverage Expo,  Exhibition Park Lethbridge
www.eatdrinkalberta.com/events/lethbridge/
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ALSA’s Message

Liquor

This year, Alberta will celebrate 25 years of 

privatized alcohol sales and our most recent 

public satisfaction survey confirms it was 

absolutely the right decision. Fully 84% of 

Albertans are happy with the industry as it 

functions today.

As Albertans, we enjoy the broadest 

selection and widest availability of beverages 

anywhere in Canada. And it’s consumers, 

not bureaucrats, who decide what sells here. 

Before privatization, Alberta had roughly 200 

liquor stores selling 2,200 products. Today, 

we have just under 1,500 stores stocking 

a total of 24,334 wines, beers, spirits, and 

liqueurs. 

Thanks to our open market with no barriers 

to entry, Alberta has become a mecca for 

brewers looking to perfect their craft and 

make their fortune, much to the delight of 

the partaking public. We not only have an 

unfettered flow of beer coming in from other 

provinces, but also internationally from 

many different countries. One liquor store in 

Calgary offers more beer varieties than in the 

entire province of Ontario!

by Ivonne Martinez

Ontario’s newly elected Premier Doug Ford 

wants to make alcohol cheaper. He should 

also make it more convenient, more profitable, 

and more abundant. This has been Alberta’s 

experience since we privatized our liquor 

industry in 1993.

Cannabis

Cannabis sales in Canada become legal on 

October 17th, and ALSA has been working with 

AGLC, producers, municipalities, and newly 

approved retailers to ensure our Association 

can provide the best information and facts to this 

industry. Stay tuned for future developments on 

our website www.alsaweb.ca. 

ALSA

What are the issues facing your business? 

Are you having difficulties with the new 

Tastings regulations? Issues with WCB? Do 

you need information on new trends in the 

liquor industry? We want to hear from you. 

Join the Alberta Liquor Store Association 

and be part of the next 25 years of responsible 

retailing in the province.

Canadian Consumer Spending on Alcohol, 
Tobacco and Cannabis (2016)

Tobacco

Beer

Cannabis

Wine

Spirits

Source: CIBC’s 2018 Cannabis: Almost Showtime Report

$BILLION

1612 1410 1511 139876543210

www.barnetpos.com
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These portable computer programs run on 

smart phones, tablets and watches, providing 

a world of information on everything from 

what the 2015 Burgundy vintage was like 

(extraordinary for reds; uneven for whites) to 

how to make a Negroni (equal parts gin, sweet 

vermouth and Campari).

Whether you’re a consumer or a retailer, 

liquor apps are indispensable sources of 

information and potential revenue. Here 

are the most essential free apps that your 

customers are using. All are available for iOS 

and Android unless otherwise indicated.

Essential Apps

Alberta is home to more than 1,500 liquor 

stores, which means that finding a specific 

bottle can be a challenge. That’s where the 

Liquor Connect app comes in. Its product 

search tool lists thousands of products and 

where you can purchase them. 

Alberta is the first region in Canada for the 

US-based delivery service Drizly, which so 

far is available in Calgary and Edmonton. It 

promises delivery within 20 to 40 minutes, or, 

of course, you can always order ahead.

The globe-trotting bargain hunter and/

or hard-core partier should download the 

membership-based Hooch. This app connects 

to more than 100,000 bars, hotels, and 

restaurants worldwide, offering free drinks, 

discounts, VIP experiences and exclusive 

access. 

Thirsty? There’s 
an App for That
Fit A World of Liquor Knowledge in 
Your Pocket with These Mobile Sites

Long before consumers walk through the door of a brick-and-mortar liquor 
store, chances are good that they’ve already started their shopping with a mobile 
app. 

by Joanne Sasvari
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Trying to practice moderation? Then these 

per apps are for you. DrinkControl tracks what 

you’re drinking, how many calories you’ve 

consumed, and how much you’ve spent, then 

converts it all into standard alcohol units 

tracks your blood alcohol count (Android).

Wine Apps

Vivino and Delectable are two similar apps that 

are like having a tiny sommelier in your pocket. 

They let you scan both wine labels and wine 

lists, then offer you wine ratings, reviews and 

average prices, help you pick the best options 

from a wine list, track wines you have tasted, 

and create a personalized taste profile.

Considered by many to have the world’s most 

comprehensive wine database, Wine-Searcher 

lets you find, compare and (if you’re in the 

right country) buy wine from your phone. 

Hello Vino is like a virtual personal shopper 

that offers recommendations for food and 

wine pairings as well as personalized wine 

picks based on your ratings, preferences, 

special occasions, and information gleaned 

from a Q and A.

Looking for something specifically for 

retailers? Wine Ring is an “AI-driven, B2B 

personalization software” designed for the 

wine industry. It makes recommendations 

based on analysis of sales and ratings, and 

to let you know when you’ve hit your limit. 

DrunkGuard charts your blood alcohol count, 

calls a cab if you need it, and stops you 

from drunk texting (iOS). Similarly, AlcoDroid 

Alcohol Tracker charts your drinking habits and 

Photo courtesy of deVine Wines & Spirits

http://www.mcclellandbeers.ca/
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RateBeer.com, widely considered the most 

comprehensive database for craft beer, 

recently launched its first mobile app; while 

early reports suggest it’s a bit buggy, it still 

offers loads of information and has plenty 

of promise. 

Meanwhile, consider BeerCloud your beer 

sommelier, suggesting all the best food 

pairings for your favourite pints, and Beer 

Pad your handy notebook that autofills all the 

essential information (both iOS). 

Cocktail Apps

Whether you’re a home bartender or a pro, 

Mixology is the quintessential cocktail app. It’s 

been around since 2009 and has thousands of 

Flaviar is an encyclopedia of more than 15,000 whiskies 
and other spirits.[ ]

recipes right at your fingertips. More than 

that, it lets you search for cocktails by name 

or ingredient–or you can let it randomly pick 

one for you. It provides loads of information 

on ingredients, tools, glassware, techniques, 

and everything you need to know when you 

want to whip up a Corpse Reviver or Vieux 

Carré.

Cocktails Guru is similar, with more than 15,000 

recipes and detailed information on each 

cocktail. It also allows you to rate favourite 

cocktails and follow other mixologists 

(Android).

Designed for the home bartender, Mixtura is a 

cocktail recipe guide that fits in your pocket. 

Its most useful feature is one that allows you 

to type in what you have in your home bar, then 

offers suggestions for drinks you can make 

with the ingredients.

Highball is another handy app that lets you 

create your own recipes with instructions, 

images, glass type, ice and garnishes, 

then share it on social media. You can also 

import recipes and create your own library of 

favourite cocktails (iOS).

serves retailers, restaurants, importers, 

distributors, producers, wine clubs, tasting 

rooms, and trade groups in more than 150 

countries.

Spirits Apps

Consider Flaviar an encyclopedia of more 

than 15,000 whiskies and other spirits, with 

some of the most useful tasting notes going. 

They’re illustrated with a “flavour spiral” that 

includes custom-drawn graphics of flavour 

components–handy if you’re struggling to 

identify just what those fruity notes are. Plus 

it allows you to rate a spirit and add it to your 

virtual bar, then suggests similar spirits to 

try (iOS).

Distiller uses an expert panel of reviewers to 

rate whisky, brandy, gin, vodka, rum, tequila, 

and mezcal, and offers a short survey that 

makes this a great tool for those who want to 

try something new but are uncertain where to 

start. You can add your own ratings, search 

for rare bottles of Scotch, and even get gift 

recommendations. 

For serious whisky nerds: Whisky Log (iOS) 

and Whisky Journal (Android) let you keep 

track of whiskies you’ve tasted by uploading 

photos, tasting notes and other details, while 

the Scottish Whisky News offers a whisky news 

feed that’s updated hourly (Android).

Beer Apps

Beer is all about social gatherings, and so is 

Untappd. It’s a geosocial networking service 

that encourages users to check in when they 

go for a beer, then share their experiences 

with their friends. It also offers beer and 

brewery ratings so you know what to order 

and can rate it after you do. 

Learn to rate beer the way the professionals do 

with the Beer Judge Certification Program (BJCP) 

Styles app. It tells you everything you need 

to know about almost every type of beer and 

is particularly useful for brewers, retailers, 

servers, and other industry professionals.
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product 
showcase

FALERNIA RESERVA 
CARMENERE 2015
Red Wine
Chile

92 points Winescores.ca

“Plush, impressive, 
generous.
The Falernia estate is 
located in the northernmost 
viticultural region of Chile, 
in the Elqui Valley. It is made 
from what has come to be 
known as Chile’s grape - 
Carmenere. 

The 2015 vintage offers 
aromas of sweet red berries 
and juicy plums, vanilla, 
chocolate, fleur de sel and 
roasted red bell peppers. 
It is plush and robust; 
almost liqueur-like on the 
palate. Concentrated with 
a generous character and 
appealing sweet and salty 
finish. 
Impressive.” 

750ml + 732577
$14.99 Whsl

604-737-0018
www.dhs-wine.com

CONDOR PEAK 
MALBEC
Red Wine
Argentina

Condor Peak wines are 
grown in the foothills of 
the Andes Mountains. 
The vineyards rely on the 
balance of nature to produce 
superior fruit.  

This wine is 100% Malbec 
and is a rich ripe red with 
smooth black fruit flavours. 
On the palate, it has soft 
tannins and dark berry 
flavours.
Serve this wine with grilled 
or roasted meat as well as 
tomato-based pasta dishes.

Also available - Sauvignon 
Blanc (+874834, 12 x 750) and 
Reserve Cabernet Sauvignon 
(+798553, 12 x 750) 

Imported by The Drinks List 
– info@thedrinkslist.ca 

750ml +798366
$8.99 Whsl – Case of 12

1-888-630-3076
andeanvineyards.com.ar

AUGEY BORDEAUX 
RED
Red Wine
France

Augey Bordeaux Red is 
estate bottled at their 
chateau in Entre-Deux-Mers, 
an area nestled between 
the Garonne and Dordogne 
Rivers known for producing 
fantastic Bordeaux wine 
values.  

The blend is 75% Merlot and 
25% Cabernet Sauvignon. 
The wine has aromas of dark 
plum and spice with a hint of 
mint. On the palate you taste 
black currant and dark red 
berries with a subtly of oak. 
Its elegant, velvety texture is 
soft and easy to drink.
Also available Augey 
Bordeaux White (+660126, 
12 x 750) 

Imported by The Drinks List 
– info@thedrinkslist.ca 
 
750ml +798135
$11.49 Whsl – Case of 12

1-888-630-3076
cavederauzan.com

GRAN PASSIONE 
BIANCO VENETO IGT
White Wine
Italy

Gran Passione Bianco is 
the newly arrived partner 
to our Gran Passione 
Rosso (+764358) that is 
affectionately nicknamed 
“Baby Amarone”.  

This white is a blend of 
Garganega and Pinot Bianco 
that grow close to the Piave 
River in Northern Italy. The 
Garganega is fermented 
in barriques, while the 
Pinot Bianco is fermented 
in stainless steel tanks; 
both are then blended to 
marry their complementary 
flavours. 

Floral aromas lead to ripe 
fruit notes with delicious 
hints of vanilla and a crisp, 
fresh fruit-flavoured finish.  

750ml +807863
$13.99 Whsl – Case of 12

Vintage West Wine Marketing
403-374-0515
vwwinemarketing.com
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PLUNGERHEAD LODI 
ZINFANDEL 2016 
Red Wine
USA

Our 2016 Plungerhead Old 
Vine Zinfandel holds a dark 
ruby colour with aromas 
of brambly raspberry, 
fresh-from-the-oven cherry 
pie, cinnamon-infused tea, 
toasted cedar and clove. 

The flavours start with 
touches of Bing cherry, 
sweetened cranberry, 
raspberry jam, caramel and 
toasted coconut. 

The finish lingers with a 
medium body and notes of 
dried cranberry, Mexican 
vanilla and a round 
mouthfeel from American 
Oak aging. 

750ml +802962
$15.99 Whsl

604-737-0018
www.dhs-wine.com

http://www.dhs-wine.com
http://www.dhs-wine.com
www.vwwinemarketing.com
www.thedrinkslist.ca
www.thedrinkslist.ca
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The purchasing cycle has become multifaceted 

and truly dependent upon the mood of each 

consumer, who is now more informed and 

impatient when he shops. Consumers expect 

regular product availability, a very quick 

purchase transaction, and generally, the 

cheapest price possible. How can liquor store 

owners stay in business with escalating labour 

and operational costs and ever-shrinking 

margins? Innovation seems to be key. 

Keep reading to discover a few tips and tricks 

in tech—procedures and marketing platforms 

that liquor retailers are using to enhance 

customer experiences and create efficiencies 

with innovation that directly contribute to the 

bottom line. 

Technology

Innovation and efficiencies simply cannot be 

discussed without considering technology. 

One attention-grabbing, high-tech item 

emerging within the retail market is digital 

price tags. Weekly price changes are a 

common occurrence since buying on LTO 

and bulk buying have taken off. Micro price 

management has started to occur where 

liquor retailers are making changes daily and 

even hourly depending upon competitors’ 

ongoing promotions. This constant price 

management has taken a toll on operational 

Industry 
Innovations
Improve Your Store’s Efficiency

Managers must change and evolve the operational components of their retail 
stores to stay competitive within their marketplace because consumer demands 
are no longer one dimensional—where shoppers show up at a brick and mortar 
store, make a purchase and leave. 

by Rebecca Hardin
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In-Store Processes and Procedures

As a manager of a retail store, what takes most of your time? What do you 

procrastinate on? Is it the human resource aspect of the job, the required 

paperwork or something else, such as the social aspect of tastings or 

marketing initiatives? Take a few moments and really consider your day 

and what consumes the bulk of your time. Jot these tasks down every 

day for a week and you will see commonalities. Now consider what can 

be done to streamline just a few of those items. This is how you innovate 

to become efficient. More often than not, we find our time being sucked 

away due to the constant interruptions or an archaic way of working 

through current procedures, such as receiving an invoice or an interview 

process. Modernizing your procedures will contribute to your store’s 

success. 

Take those owners who hate the idea of social media. It’s become an 

important component to any retailer to communicate trade events, but 

when a store has a limited budget to hire outside help or lacks a team 

member to take it on, it gets dropped. A quick solution is to sit down and 

come up with 20 posts, search out 20 pictures to accompany the posts, 

and schedule a series of bulk posts over a couple of months. It takes a 

few hours, but then a plan is created. This certainly is not reinventing 

the wheel, but for people who hate the idea of social media, this is a 

real innovative way to get a task done efficiently. This will create a best 

practice to follow only a few times a year that gives consumers the 

engagement and product awareness they are seeking.

Learning Events

It’s kind of odd to be mentioning learning events in an article about 

innovation and efficiencies, right? Here’s why it’s not such a far-out 

idea: Consumer shopping has become an engaging, involved and even 

efficiencies as administrators and managers find themselves solely 

focused on pricing and margins at all hours of the day. Retailers are 

so busy monitoring their cost of goods that they forget about the 

increased labour expenses to monitor and maintain this information.

Enter the electronic price tag. Initially expensive to implement compared 

to its competitor—the “stick-on shelf label”—electronic price tags have 

been slightly slower to move forward in the liquor retail sector. However, 

this innovative product has created savings in labour costs for owners 

as well as enhanced customer experiences within the store. Retailers are 

quickly seeing a return on this investment. Systems can be integrated via 

radio frequency into the POS system for real time price changes. No more 

sticky labels, dealing with printer malfunctions or the dreaded human 

error of not updating prices. Prices are updated with speed, accuracy 

and ease and the team can get back to focusing on what matters—their 

customers. 

An additional benefit of streamlined efficiencies is an enhanced shopping 

experience. Digital price systems can feature QSR codes for consumers 

to scan for real-time inventory levels, tasting notes, product recipes, 

and even ingredients for those who have allergies or ethically sourced 

concerns. These features end up increasing purchases or at least 

contributing to an alternate product selection.

One attention-grabbing, high-tech item emerging 
within the retail market is digital price tags.[ ]

http://demo.globaltill.com
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social process that retailers are taking advantage of. Larger 

footprint stores are still evolving, and every square inch of retail 

space is being maximized to incorporate learning rooms where 

pre-booked or even ticketed events are occurring. (Always refer 

to your AGLC Liquor Retail Store handbook to ensure tasting and 

event guidelines are followed.) Sommeliers and Cicerones alike 

are passionate about educating consumers. This passion drives 

consumer involvement and education, which in turn drives sales 

to the retail store. 

Still can’t see the correlation between learning events and 

efficiencies, right? Well, a by-product of these in-house, 

consumer-focused events is a stirred curiosity among team 

members who start to participate in learning during their off time. 

Staff become engaged and passionate about products in their 

store. This translates to a fun and efficient way to educate your 

team, and they naturally engage and apply their knowledge during 

their shift. Customers who didn’t attend the event receive some 

of the benefit because your team will share their newly found 

knowledge with customers. This will contribute directly to your 

bottom line. Turnover expenses are lowered since staff are happy 

and engaged. Revenue will bump up due to an improved shopping 

experience, and the positive reputation of the store grows within 

the community. 

Improving your store’s efficiencies is a continuous commitment. 

Talk to your team and work together to find efficiencies in 

procedures and services that will allow the retail store to keep 

pace with industry demands. By making it a fun and engaging team 

best practice, you will see a direct impact on your bottom line. 

Modernizing your procedures will contribute 
to your store’s success.[ ]

www.rawspirits.ca
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Port: History, Categories & 
Vintages

The documented history of winemaking 
in Portugal dates to Greek and Roman 
times, before the Kingdom of Portugal was 
established in 1143. Although wine was an 
important export for the country for many 
years, the first wines known by the name 
‘port’ were shipped in the second half of the 
17th century. In the 18th century, Portugal 
and specifically port wine had the benefit of 
preferential tariffs and treaties with Britain, 
leading many English, Irish, and Scots to set 
up business in the Douro region—a legacy 
we see today in the names of shippers and 
producers such as Graham’s, Warre’s, and 
Smith Woodhouse. After generations of 
this preferential treatment, these benefits 
were restricted, and port had to evolve. 
The demarcation of the appellation in 1756 
directed the focus of port to the quality of 
vineyards, paving the way to port as we know 
it today, high quality and highly prized with the 
most prestigious bottlings being tied to each 
vintage and the fluctuations of the growing 
season.

In the Douro Valley, where port vineyards 
are planted, the vines somehow hold fast to 
centuries-old handmade terraces. Touriga 
Franca, Tinta Roriz, Tinta Barroca, Touriga 
Nacional, Tinto Cão, and Tinta Amarela are 
the principal grapes of the 30 indigenous 
varieties of the region allowed for port. 

Port begins its life like a red wine, however, 
at a certain point during the fermentation 
process the winemaker decides the wine is 
at an ideal level of sweetness and it is time to 
fortify. Aguardente, a high-alcohol, neutral 
grape spirit is added and halts fermentation 
by killing the yeasts. This preserves the sugar 
so you end up with a wine around 20% ABV 
and moderate sweetness. 

Port can be divided into two categories: tawny 
and ruby. Tawny port is aged in the barrel 
developing more toffee, roasted nuts, and 
dried fruit flavours. Tawny ports include an 
age date (10, 20, 30 or 40 years) on the label. 
What is generally accepted as the best quality 

by Margaux Burgesswine report

port, known as vintage port, falls into the 
ruby category. Possessing rich and complex 
flavours vintage port is the most serious 
offering, comprising only 2-3% of production. 

The declaration of vintage port occurs only 
every few years, approximately three times 
per decade. Vintages are declared when the 
growing season has worked in harmony to 
create the best and most age-worthy wines 
of the region. If the port house feels the 
wine is extraordinary and capable of great 
complexity and long aging, the vintage is 
generally declared. There is no distinct 
formula or criteria to determine whether a 
vintage should be declared, but more a bit of 
art and magic found in the wine that inspires 
the winemaker to proclaim it to be of vintage 
port quality. 

While this is a designation left in the hands 
of the winemakers and producers—it is not 
determined by any governing bodies or wine 
organizations—there are certain steps that 
must be taken to put the vintage declaration 
in place. After several months, specifically 
the second January after harvest, a sample 
is sent to the Instituto dos Vinhos do Douro 
e Porto (IVDP) for approval for sale as a 
vintage port. Then around April the port 
house announces the vintage declaration, 
often to great fanfare and the excitement of 
port lovers around the world, and of course 

with cask samples. Then the wine is bottled 
and released. The requirements stated by 
the IVDP allow for bottling up to the end of 
July the third year after harvest, but many 
producers bottle a little earlier so as to not be 
doing it during the heat of summer. The wine 
can be sold from the 1st of May onwards. 

Most recently, 2016 has been declared a 
vintage year, the first declared by numerous 
port houses since 2011. In May of 2018 these 
wines were released, and we are starting 
to see them in Alberta. The 2015 season 
was also viewed as being quite good, and 
certain houses did declare that a vintage 
year, but most producers held off for the 
anticipated greatness of 2016. With heat, rain 
at all the right times, and lovely cool evenings 
during harvest, 2016 was a banner year. The 
wines are of course meant to be aged, but the 
richness of black and blue fruits, cassis, and 
velvety tannins with acidic freshness make 
for a vintage port that could be enjoyed young 
in addition to standing up to three or more 
decades of aging. 

While the tradition of finishing dinner with a 
glass of port is sadly not what it used to be, 
vintage port is one of the great classics of the 
wine world and for quality-price ratio it has 
Bordeaux and Burgundy beat. Now is a great 
time to charm your customers with the magic 
of great vintage port.
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Beer Notes
New breweries keep popping up in Alberta. It is extremely difficult to 
keep track of all of the new openings and the countless new beers that 
are becoming available. Of course, Edmonton and Calgary are seeing 
the lion’s share of these new openings (by the end of this summer, eight 
new breweries will open in Calgary alone), but not to be outdone, rural 
Alberta has been experiencing its own craft beer renaissance of sorts. 

So what does this mean? Road Trip of course! I’d like to take you on what 
I like to call “The Ultimate Southern Alberta Beer Tour”. 

Turner Valley
We’ll start by heading south from Calgary down Highway 22. Commonly 
known as The Cowboy Trail due to the region’s rich ranching history, 
the route takes us past picturesque farmland and the gorgeous rolling 
landscapes of southern Alberta’s Foothills. 

We soon come to the town of Turner Valley and to the authentic 
German beers of Brauerei Fahr (123 Kennedy Drive SE). Owner/Brewer 
Jochen Fahr, PhD, left a career as a biomedical engineer, deciding 
to focus on the finer details of fermentation in a beer context, and 
the results are evidence of his academic and professional expertise. 
Fahr’s beers expertly reflect traditional German characteristics, but 
by adding his own subtle tweaks and influences the beers are unique 
and very delicious. You would be hard pressed to find a more authentic 
Hefeweizen than his Fahr Away Hefeweizen. Brauerei Fahr’s beers have 
been available for a while now, but the taproom at the brewery in Turner 
Valley is slated to open in mid-September, which will be a welcome 
addition to the community.

Black Diamond
From there we head just a few kilometers down the road to Black 
Diamond to visit relative newcomer, Hard Knox Brewery (445 1st Avenue 
NE). The ownership team swiped brewer Isaac Privett up from Knoxville 
Tennessee, and he has set to work producing three core beers with the 
odd seasonal here and there. Hard Knox has been brewing since March 
and their taproom opened at the beginning of summer. 

High River
We then take a quick detour off the Cowboy Trail and head east to visit 
High River Brewing Company (510 21st Street SE). After completing 
the Brewmaster & Brewery Operations Management diploma program 
at Olds College, founders Kevin Guichon and Emily Gusse made their 
dream a reality by opening High River Brewing Co. It has a cozy taproom 
serving four core beers and the odd seasonal. The Diving Fox IPA is a 
standout. 

Lundbreck
It’s now time to get back to Highway 22 and head south until we come 
to the Crowsnest Highway and the hamlet of Lundbreck. There we find 
Oldman River Brewing (101 Breckenridge Avenue). Lundbreck is located 

just west of Pincher Creek. Keep your eyes open because it’s a small 
place that could be easily missed, but you definitely won’t want to miss 
the beer. They say they brew “good honest beer” at Oldman River, and I 
would agree. The Pale Ale was honestly good for sure.

Fort MacLeod & Lethbridge
From here we head east along the Crowsnest Highway through the town 
of Fort MacLeod, where Stronghold Brewing Company is scheduled 
to open later this fall. It fits in just perfectly as a quick stop on the 
way to Lethbridge and the first of the two breweries located there: 
Theoretically Brewing Company (1263 2nd Avenue S, Lethbridge). If 
you’re into vinyl records and board games, then Theoretically Brewing’s 
taproom is your happy place. Theoretically’s beers tend to be science-
themed as they like to experiment with their seasonal releases. 

The second Lethbridge brewery is Coulee Brew Co. (4085 2nd Avenue 
S). Coulee Brew is the proud recipient of two medals at this year’s 
Canadian Brewing Awards. Winning gold was their Coalbanks Porter 
and the Red Coat Trail Ale. They are fantastic beers that pair well with a 
number of the delicious dishes from Taps Restaurant—their adjoining 
restaurant.

Weekend Getaway Options
So where do we go from here? I’d say my list makes for a fairly good day 
of beer tasting, and if a day trip is all you are up for, then I guarantee 
you a great time on this tour. However, it wouldn’t be all too difficult to 
continue the tour east to Medicine Hat to visit Hell’s Basement Brewery, 
Medicine Hat Brewing Company, and the soon-to-open Travois Ale 
Works. While you’re at it, from there you could make your way back 
to Calgary and step into Piston Broke Brewing in Brooks (set to open 
this fall), and then continue on through Strathmore and Chestermere 
visiting Origin Malting and Brewing as well as Township 24 Brewery and 
Bottleshop. This would definitely turn the day trip into a beer-focused 
weekend getaway, but wouldn’t it be a great way to see southern 
Alberta and enjoy some fantastic beer along the way? Cheers! 

The Ultimate Southern Alberta Beer Tour
by Kirk Bodnar
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In August, multinational brewing giant Molson 

Coors announced that it was partnering with 

one of Quebec’s premier cannabis companies, 

Hexo, a sister brand of medical cannabis 

company Hydropothecary, to develop cannabis-

infused beverages, even though such drinks 

are not legal in Canada. The pair will form a 

separate business entity with its own board 

and independent management, with Molson 

Coors controlling 57.5% of the as-yet unnamed 

venture, and Hexo owning the remainder.

It’s not the only alcohol company to make a 

move on Canadian cannabis. In May of this 

year, Aphria Inc. announced a deal that will 

see Southern Glazer’s Wine & Spirits become 

its sole distributor of recreational cannabis in 

Canada. Other companies have inked deals 

with the alcohol industry. Aurora Cannabis 

announced in February that it would purchase 

a 20% stake in Liquor Stores N.A. Ltd., which 

has since changed its name to Alcanna Inc. 

to reflect its new cannabis division. Canopy 

Growth Corp. recently reached a deal that saw 

Constellation Brands invest $245 million in 

return for a 10% stake.

Are these companies just doing good 

business, or are these partnerships indicative 

of the anticipated impact that legal recreational 

cannabis could have on alcohol sales?

Finding Clues in Medicinal Sales

A joint study conducted by researchers at 

the University of Connecticut, Georgia State 

University, and Universidad del Pacifico, Lima 

claims that an overall reduction in the use of 

alcohol across the US seems directly related to the 

increasing number of states that have legalized 

cannabis for medicinal use. The research used the 

sales data gathered from 90 alcohol chain stores 

using the Nielsen Retail Scanner for the period 

2006 – 2015. The reason for this was the integrity 

of the data; researchers Michele Baggio, Alberto 

Chong, and Sungoh Kwon took this approach 

because they believed consumers didn’t supply 

reliable information about their personal alcohol 

consumption habits.

Alcohol sales in states that do not have medical 

marijuana were compared to those that do, both 

before and after the laws were implemented. 

The research also accounted for demographics 

and income, as these have a measurable impact 

on consumption rates.

Over the period studied, overall alcohol sales 

in medical marijuana states showed a 15% 

reduction per month. Breaking this figure down 

shows that:

• Beer sales were down 13.8%

• Wine sales were down 16.2%

The influence on spirit sales was excluded from 

the study, due to the limited data provided by the 

Nielsen Scanner, but the authors found results 

comparable to other types of alcohol. 

The conclusion of the study was that cannabis 

and alcohol are substitutes for each other. They 

appeal to very similar markets, therefore legal 

cannabis could well have a negative effect on 

beer, wine, and spirit sales.

A Groundbreaking Moment in 
Colorado

In 2017, three years since it became the very 

first US state to legalize recreational use, the 

municipality of Aspen saw sales of cannabis 

eclipse those of alcohol. Licensed cannabis 

retailers earned an income of  $11.3 million USD 

compared to $10.5 million USD in sales of beer, 

wine and liquor.

An end-of-year sales tax report from Aspen’s 

Finance Director, Don Taylor, showed that 

although retail sales for 2017 were down by 

1%, sales of cannabis increased by 16%. In 

comparison, December’s year-to-date sales 

for liquor showed that although it had not 

decreased, it had not increased.

CIBC Speculates Cannabis Sales could 

Surpass Spirits

Can this trend be a sign of things to come in 

Canada? It could, according to the Canadian 

Imperial Bank of Commerce (CIBC). It forecasts 

that legal recreational cannabis sales could hit 

$6.5 billion in 2020, which would surpass the 

$5.1 billion that Canadians spent on spirits in 

2017. It would also take a serious chunk out of 

the $7 billion we spent on wine.

The big winners will be the provinces. CIBC 

estimates that the industry will generate $3 

billion for their war chests, which accounts 

for 70% of industry profits. In contrast, private 

companies will accrue nearly $1 billion in 

earnings before interest, depreciation, and 

amortization.

CIBC’s calculation is based on some big 

assumptions, however. Statistics Canada 

estimates that 733,000 kilograms of cannabis 

was sold on the black market in 2017, and the 

figures are based on the expectations that this 

figure will hit 800,000 kilograms, and that the 

legal market will be able to capture a majority 

share of cannabis consumers within a relatively 

short period of time.

Statistics Canada noted that roughly 5 million 

Canadians used cannabis in 2017; this is at a 

time when recreational use was still illegal. It 

also shows that consumption has grown at a 

consistent 5% per year since the 1960s.

Price Will Be a Deciding Factor

The signs point to the Canadian cannabis 

industry making a huge impact on alcohol sales, 

but as the CIBC points out, the price could be a 

major deciding factor. Should licensed retailers 

think that $20 per gram is feasible, they may 

find that customers are reluctant to pay such a 

price, and will continue to source product from 

the black market. 

It’s tough to say exactly how much legal 

recreational cannabis will cost Canadians; as 

a range of studies have found, there are many 

determining factors. An increase in supply can 

be associated with a drop in price as well as 

more competition in the market, but at this 

early stage, it’s hard to estimate the demand for 

premium or craft cannabis, which would sell at 

a higher price point.

In the year following legalization, we may well 

see more alcohol companies join forces with 

the new cannabis kids on the block, instead of 

being forced off their turf.

Will Legal Cannabis 
Impact Alcohol Sales?
by Mark Glenning
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Part of the Fabric of Jasper

Hector Bowen was there at the beginning. As part of the original 

construction crew of the first Jasper Park Lodge in 1923, his toil literally 

shaped what Jasper was to become. The next generation was to 

find success as operators of the world-famous “Malowney’s British 

Woolens” following the Second World War and by the time DJ—

Hector’s grandson and owner of Jasper Liquor Store & Wine Cellar—

was 23, he had sharpened his instincts for retail, running the counter-

culture clothing store Moon Street in the early 1970s.

The woolen store had established an exemplary reputation in the 

town, so it was a natural choice to make it the site for the next family 

business. Max Bowen, DJ’s son, tells how they adapted to selling 

alcohol.

“My uncle Dan Bowen saw an opportunity in 1993 when the government 

privatized the liquor industry. We slowly changed Scottish sweaters 

into scotch and wine. With my uncle’s passing in 1998, my dad wanted 

to do something special, and not do the same thing as everyone else. 

He wanted to sell products that were unique and had history,” Max 

describes.

Jasper Liquor Store & Wine Cellar not only provides fabulous choices, it offers a hidden 
treat for true connoisseurs. Jasper National Park, the largest park of its kind in the Canadian 
Rockies at 11,000 km2, sits west of Edmonton and north of Banff National Park. It’s a place 
of stunning natural beauty that boasts towering glaciers, hot springs, and breathtaking 
waterfalls. Established in 1907, there is one other feature that has been just as permanent—
the Bowen family—owners and operators of Jasper Liquor Store & Wine Cellar; home of 
one of the most comprehensive selections of wine, liquor, and beer in the area.
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Jasper Liquor Store
A Mecca for Wine Tourists by Mark Glenning
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As a tourist town of only 5,000 residents, Jasper tends to get many 

more visitors passing through. DJ wanted to provide both residents 

and visitors alike with as wide a selection of products as possible 

and worked hard to connect with local suppliers to achieve this fine 

balance. 

Today, the store has an amazing array of choices on offer. At any given 

time, it will typically have 2,000 wine labels, 700 beer labels, and 200 

Scotch labels. 

“You walk in and there are a lot of different products showcased 

from every angle,” Max explains. “Our shelves are always full, so it 

never has that ‘empty’ feel. If you’re looking 

for something and we don’t have it, chances 

are that we have the next thing you’re looking 

for.” He continues, “It’s impossible to have 

everything, but it feels like we’re close.”

In fact, the magnitude of their collection 

inspired so much curiosity in their customers 

that DJ and Max decided to do something 

extra special for them.

The Oak Room

When you visit Jasper Liquor Store & Wine Cellar, ask the friendly 

staff if you can head downstairs to the basement where the wine 

cellar is. There you’ll come across the Oak Room. It’s a space devoted 

to showcasing the higher-end products, and aficionados are bound 

to find it a treat. There are single malt Scotches, famous Old World 

wines, and coveted bottles of Champagne. Pride of place in the 

collection goes to a 1938 bottle of cognac, a Macallen 18-Year-Old and 

a 1975 Dom Perignon.

It turns out that DJ is quite the collector and has come across some 

fantastic specimens over time. Not all of them are for sale however, 

and the family takes great pleasure in displaying them for their 

customers’ enjoyment. “A lot of the time,” says Max, “if there’s only 

one of something, we’ll hold on to it because we’re not going to get 

another one. It’s part of the personal collection. Part of experiencing 

the character of the store is to see them on display.”

A Finger on the Pulse

Max started to become more involved in the store in 2009, and soon 

became very knowledgeable about products in the market, along with 

the business aspects. “I like to figure out where the trends are, what 

people want, and what makes them come through the door,” he explains.

“When I first started, there was not a whole lot of craft beer. It was 

still an up-and-coming phenomenon, but the selection in BC and 

Alberta now is a lot more extensive. My main focus is Canadian craft 

beer, but I like to have a little bit of everything. I try and have an eye out 

for anything new coming in.” For example, although IPAs have always 

been popular, he sees a rising trend in sour beers, like barrel-aged 

sours from Oregon or dry hop sours from Vancouver. 

“The Oak Room is 
devoted to showcasing 
higher-end products.”
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Giving Back to the Community

Along with the valued support from their team of six, DJ and 

Max Bowen have worked hard to ensure that the store’s excellent 

reputation not only brings in tourists from far and wide, but also 

serves the community in the form of the Whiskey, Wine and Hops 

event. As a fundraiser for the local Jasper Museum, it’s a huge 

contributor to the stewardship of Jasper’s rich history, and plans are 

afoot to stage it again in 2019.

Honouring history—whether it’s preserving rare vintage Champagnes 

and aged Scotches or breathing life into Jasper’s heritage—is worthy, 

but the store still needs to look forward. After all, there will come a day 

when DJ will take a well-deserved break from the day-to-day aspects 

of running it. Max is more than prepared, saying, “My vision is to keep 

the long-standing reputation maintained by having knowledgeable 

customer service staff and continuing to offer that wide selection to 

Jasper and it visitors. It’s part of our business plan.”

What of the Oak Room? If Max saw an opportunity to add a collector’s 

item to the menagerie of rare wines and spirits, would he take it? His 

answer? “Absolutely!”
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We are in a day and age where social media 

has more power over human connection than 

the One Ring did over Frodo Baggins; where 

attention spans no longer span, they simply 

flicker; and where newer generations of humans 

are intuitively redacting advertising efforts: 

Internet banners and online ads are ignored; 

sponsored and boosted social media posts are 

met with eye-rolls.

How on earth do you reach these people? 

Merchandising displays are a fantastic 

opportunity to project an experience to a 

potential customer. However, they can seem 

to be an overwhelming task, especially 

for independent stores that do not have a 

dedicated and trained specialist to manage 

the appearance and seasonal progressions 

of the window or in-store dressings. Budgets 

can also seem inhibitive; it is daunting when 

larger stores and chains have mass access to 

temporary lighting, special effects, and décor. 

However, there is power in being small, it just 

takes some creativity. Regardless of your store 

size, the following tips for developing themed 

merchandising displays can help you cut 

through the hubbub and engage your potential 

and existing customers.

Displaying 
Connection, Not 
Merchandise
Despite today’s advanced technology and the abundant information available at 
our quick google-y fingertips, this is not an easy time to be marketing. 

by Laura Starr

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

There are too many holidays and occasions 

to count in a single calendar year, and you 

want to make sure you are choosing the right 

ones to showcase with your store. Create an 

annual calendar that displays all of the possible 

holidays and special occasions and make a 

game plan as to which ones you want to lean 

into (you do not have to do them all!) This 

means you need to have clarity in your brand, 

your style, and your demographic. The classic 

holidays such as Valentine’s Day, Christmas, or 

Halloween might not be what you want to work 

around, or perhaps they are exactly your shtick. 

If your neighbourhood is quite conservative, 

National Weed Day might not be your most 

effective holiday to commemorate; alternately, 

if your neighbourhood is particularly liberal, a 

showcase of favourite cocktails of Canada’s 

most inspiring women for National Women’s 

Day might be worth penning into your calendar. 

Remember this working document is just that: 

a work in progress. Adapt and evolve as you go. 

Organization allows for flexibility, and saves you 

from flying by the seat of your pants.

If you like to work pen to paper, Crispin Finn 

makes an amazing yearly wall calendar that 

works wonders for drafting annual snapshots.

Project a Personal Experience

Instead of competing with the hubbub, appeal to 

with Alberta beef—or tofurky (again, know your 

demographic). Curate the entire experience 

for them. If you are working a nature angle 

for Earth Day, stage a picnic in the park, with 

food suggestions, recipes, and drink pairings 

(perhaps this is an opportune time to showcase 

those cans of wine). And don’t stop there. Who 

makes local blankets perfect for cuddling on the 

grass? Are there any local stores with artisanal 

picnic baskets? Get specific, get personal, and 

be authentic, because that is what is lacking in 

the world of social media. Bring your customers 

back to a chance for real human connection.

Get Creative

There was a very successful art project 

rolled out this summer in Edmonton, headed 

by Michael Maxxis (co-owner of hotspot 

restaurant El Cortez) and project partner, Fish 

Griwkowsky. With the support of the public 

as well as local businesses, they raised more 

than $120,000 to fund artist Okuda San Miguel 

to paint a mural on the side of a building in the 

Whyte Avenue area. The support for the project 

was profoundly inspiring, and exposed how 

eager our society is to reconnect with art. 

Get specific, get personal, and be authentic.[ ]
your consumers with an opportunity to escape 

distraction and find a way to reconnect with 

something real. Do not sell them a bottle of wine 

for Valentine’s Day; offer them an opportunity 

to connect with someone they love over a 

beautiful bottle of vino that pairs fabulously 

www.actionretailoutfitters.ca
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Who can you collaborate with? Your storefront 

is a public canvas for a potential budding artist, 

and their art is an interactive representation 

of human connection. Reach out to local art 

schools or artists for a chance to collaborate: 

Who is studying set-design and wants to try 

something out on your window stage? Who is a 

local graffitist who could brighten your building 

wall with a live art installation? What about a 

local florist to do a flower pairing with wine 

for Mother’s Day? Do you have any employees 

with ideas, connections, or secret artistic skills 

themselves? Collaboration is a beautiful way to 

integrate your business needs with the needs 

and talents of someone different, and benefit 

mutually from each other. 

Use Your Reps

Liquor and wine representatives can be great 

resources for helping feature products and 

experiences with flair, and through showcasing 

their product you might have access to budget 

support. Once again, by keeping your brand 

identity in mind and choosing the appropriate 

products to use for display (this is not about 

taking the highest bid), you can tap into support 

for thematic, professional, and engaging 

merchandising opportunities. 

Are you a back-country booze shop? 

Reach out to a tequila supplier and discuss 

a Jimmy Buffett Margaritaville theme. Are 

you a sophisticated private wine store? The 

wedding season can provide some great 

opportunities. Reach out to a rep and ask for 

their favourite party-friendly reds and whites 

and showcase a swanky dinner display with 

wines that impress. If you showcase their 

wines, they will want to help make your display 

shine (and don’t forget to adorn the table with 

local candles).

Seek Inspiration

Don’t be afraid to hunt for inspiration! Pinterest is 

abounding with ideas for merchandising displays. 

(But remember there is a fine line between copying 

and drawing inspiration.) Art books, the Internet, 

and other storefronts can trigger ideas and get 

you thinking outside the box.

Your storefront is a public canvas for a potential budding artist. ][
Last but not least, remember to focus on the 

customer experience, not the sale. When you 

properly engage your customers and build their 

trust (which never happens when someone 

feels like they’ve been sold to) the sales will 

naturally follow, and customer loyalty builds, 

which is the key to a successful and sustainable 

business.

mailto: rebecca@rebeccahardin.ca


     Liquor  Retailer 21

Escorihuela Gascon Organic Malbec Altamira Vineyard 2016 This 

medium-bodied Spanish red has aromas of mint and eucalyptus on the 

nose, while mulberry joins sour cherry fruit on the palate. 750ml $22.98 

whsl +798133

Baglio Normanno Nero d’Avola 2016 has flavours of plum, black 

cherry, vanilla, and baking spices. Rich chocolate and cedar aromas 

prevail. It has fruit expression that is lifted by bright acidity, and the finish 

is long and smooth. 750ml $13.99 whsl +793912

AA Privat Rosé Brut Nature is a CAVA from Spain that is ECO 

certified. It is made from organic crops and carefully crafted by hand to 

achieve a sparkling wine experience. Notes of violets and ripe red fruits 

dance gently on the palate, leading to a fine, crisp finish. 750ml $16.00 

whsl +808088

Yellowhead Lager is a crisp, German-style helles lager. It is a naturally 

carbonated brew led by mild hop aromas and finishes with subtle malty 

notes. 30L keg $137.14 whsl +805109  50L keg $197.14 whsl +804137

Sausage Tree Pure Irish Vodka Inspired by the Kigelia tree, native 

to Africa and more commonly known as the sausage tree, the vodka is 

made from a blend of its fruit, wild Irish nettle, and Irish grain distillates 

resulting in a unique taste experience. 700ml $42.09 whsl +808921 

Walsh Hot Irishman Irish Coffee Liqueur is a great time-saving 

liqueur. Add hot water and freshly whipped cream, and you instantly 

have a delicious Irish coffee. 700ml $31.05 whsl +808898

Captain Morgan Jack O’ Blast This pumpkin spiced rum has a 

balanced taste of pumpkin, caramel, and vanilla with a sweet and spicy 

finish of cinnamon and cloves. 750ml $20.26 whsl +820007

Smirnoff Peppermint Twist delivers mouth-watering sweetness, 

balanced with a soothing hint of cool peppermint. 750ml $22.29 whsl 

+783944  

Crown Royal Salted Caramel Flavoured Whisky is a blend of the 

finest Canadian whiskies and infused with the salty-sweet taste of salted 

caramels. It imparts lush, creamy notes that complement the whisky’s 

richness. 750ml $26.59 whsl +797279

Baileys Pumpkin Spice has flavours of cinnamon and baking spices. 

It’s creamy and buttery, with hints of brown sugar, vanilla, and coffee. 

750ml $22.49 whsl +792436

Wine

Beer

Spirits

what’s by Marina LecianNew?

www.canmorebrewing.com
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KPIs evaluate the success of a particular 
activity or of an organization as a whole. 
Sometimes they are geared towards an 
operational goal, for example 10/10 customer 
satisfaction or increased sales per sq. ft., 
but they can also be used to make progress 
in strategic goals. Choosing the right KPIs 
involves an in-depth understanding of what is 
important to your store.

Get SMART

Your key performance indicators should follow 
the SMART criteria. What does this mean? It 
has to have a Specific purpose for your liquor 
store, it has to be Measurable to really get a 
value for the KPI, it has to be Achievable, any 
improvement in the KPI has to be Relevant 
to the success of your business, and it must 
be Time bound, meaning that the outcomes 
are shown for a defined and relevant period 
of time.

In order to be evaluated, your KPIs should be 
linked to target values so you can figure out if 
they are meeting your expectations.

Examples of Liquor Store KPIs

Sales per Sq. Ft.

This KPI is one of the best metrics to find out 
your efficiency in using your sales space and 
assets. Simply put, it’s your store’s average 
revenue for every sq. ft. it occupies. It can 
be found by dividing your sales by the total 
number of sq. ft. of sales space.

It’s important to know as it’s an indicator of 
how efficient you are with your sales space, 
and it can help you figure out which store 
layout is the most profitable for you. This in 
turn can influence marketing and inventory 
decisions. Some public liquor boards, like the 
BC Liquor Distribution Branch (BCLDB), make 

Measuring your 
Performance
Understanding KPIs

There’s no doubt about it; running a liquor store is a tough job. In between the main 
tasks of balancing your inventory, increasing sales, controlling your expenses, 
holding events, and looking after your staff, there are a thousand other tasks that, 
if neglected, can seriously impair your success. In fact, there are so many jobs to 
do that it can be hard to set goals, never mind track your performance. The secret 
to doing this lies with Key Performance Indicators (KPIs).

by Mark Glenning
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manager at Halo Metrics. “The key is to action 
the insights. Use a solution that not only gives 
you the data, but helps you create actions to 
better your business!” 

Conversion Rate

The conversion rate KPI is the percentage 
of customers who made a purchase. It helps 

this information publicly available through 
annual reports, so you may be able to compare 
your figures to those statistics. As an example, 
in their fiscal year 2016/17, the BCLDB reported 
average sales of $1380/sq. ft.

This KPI should be reviewed on an as-and-
when needed basis, e.g. comparing your store’s 
performance from last year, renegotiating rent, 
or evaluating your store’s layout.

Foot Traffic

Tracking foot traffic can give you a lot of 
insight into many aspects of your store, and 
can help you make important decisions about 
marketing, staffing, and layout. It refers to the 
number of people who come through your 
doors during a specific period.

The easy way to measure is with people counters, 
but things can get more advanced with mobile 
tracking technology and video surveillance. 
These tools can also track other aspects, such 
as dwell time and shopper behaviour.

A foot traffic KPI can help you discover which 
store displays bring in the most customers, or 
if window shoppers are enticed into walking 

into your store. You can determine which 
part of your store gets the most traffic, and if 
there are any bottlenecks that disrupt the flow, 
enabling you to improve your layout. Finding 
out your store’s peak hours can help you make 
staffing decisions too; should your peak time 
be 6:00 pm, you can decide to place more sales 
associates on the floor to ensure the correct 
staff-to-customer ratio.

Determine which part of your store gets the most traffic, and if there 
are any bottlenecks that disrupt the flow.[ ]

determine the performance of various in-store 
elements, such as merchandising, customer 
service, and more. The figure can be found 
by dividing the number of sales by your gross 
foot traffic. So, if your store has 200 visits and 
90 of those shoppers completed a sale, your 
conversion rate would be 45%.

High foot traffic with a low conversion rate may 
indicate that while you’re doing a good job at 
bringing people into your liquor store, your 

This is a KPI that should be measured as 
often as necessary, but be aware that manually 
counting customers is an intensive job that 
takes a great deal of effort. You may get more 
accurate results with an in-store analytical tool 
to automatically track shoppers. “Retailers 
who are capturing insights about the in-store 
customer journey via shopper traffic and 
movement analysis are seeing a tremendous 
lift in sales,” says Ravinder Sangha, marketing 

www.ripplemetrics.com
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customers are not quite connecting with the products you’re offering 
them. Armed with this information, you can begin to tweak your formula, 
such as changing your product mix, improving your merchandising, 
retraining your staff, or improving the in-store experience.

This KPI should be measured regularly, but also whenever you make any 
changes. Be sure to track your conversions before and after to make a 
valid comparison.

Sale Count

This is a fundamental KPI that tells you how many sales you made within 
a given time period. The data should be readily available courtesy of your 
POS software. Not only is it a good indicator of how busy your liquor store 
is, but it can help you plan ahead. With enough raw data, you can predict 
what periods your store will be busiest, and staff accordingly. You can also 
predict the demand for products, so you can order only as much as you 
need in advance, saving time and money. By combining the sale count KPI 
with others such as foot traffic or sales (revenue), you can derive further 
KPIs such as dollar amount per transaction.

Average Transaction Value

Tracking transactions provides granular detail on how much people are 
spending, what products are popular, and the quantity of items sold. 

Calculate the average by dividing your total revenue by the number of 
transactions. You can derive a lot of insights from this information. For 
instance, a high dollar amount could mean that your customers are 
purchasing more expensive products, or buying in larger quantities. A 
low dollar average transaction value could mean that it’s time to rethink 
your pricing strategy, or that you need to focus on upselling or new offers 
to get your customers to spend more.

Tracking this KPI on a weekly or monthly basis will yield some useful data, 
but some retailers choose to do it every day to enable them to be more agile in 
predicting what will generate more sales.

Profit Margin

This KPI is the foremost measure of how much money is going into your 
pocket. It tells you how much revenue is earned after deducting costs 
such as labour. This is important to help you determine if you need to 
lower costs or increase your efficiency in other areas since it’s possible 
to make more sales but lose money. If making those sales costs you more 
than you’re making, you will need to take measures such as tweaking your 
pricing.

Every liquor store should measure their profit margins, and it should be 
done at least quarterly.

Sell Through Percentage

When you want to measure the performance of any product, you can calculate 
the sell through percentage. It’s the percentage of units sold versus the number 
of units that were available to be sold.

Imagine you have 500 bottles of wine, and you sell 95 after a month. Dividing 
the number you sold by the number you had in stock, then multiplying the 
result by 100, gives you 19. Therefore your sell through is 19%.

This KPI can help you decide if a product should be put on sale, or if 
you should re-order it in the future. Many liquor stores use this KPI on a 
monthly basis.

GMROI

Gross Margin Return on Investment is a KPI that indicates how your store 
is doing overall. In other words, it answers the question: “For every dollar 
I invested in my inventory, how much did I make back?”. 

This figure can be arrived at by dividing your gross margin by your average 
inventory cost. So, if your gross margin was $70,000 and your average inventory 
cost was $30,000, your liquor store would earn $2.33 for every dollar in inventory.

This KPI can give you a good idea about how your store is doing as a 
whole, and gives you a platform from which to tackle particular issues 
affecting your sales. For example, let’s say you added a new beer to 
your store and after a month the ROI isn’t as high as you expected after 
applying the GMROI formula to it. With this knowledge, you can decide 
on the best course of action, such as putting it on sale or removing it from 
the floor entirely.

Some liquor retailers run this KPI every month, but others prefer to do so 
every quarter.

These are just a few of the KPIs you can use to measure the state of your liquor 
store. There are many others, but ultimately, you decide which data points 
make the most impact on your business.
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New ALSA Members 

ALSA welcomes the following new members:   

J-T Wines and Spirits, Milk River

Oak & Vine Wine and Spirits Ltd., Calgary

Prestige Liquor, Edmonton

Spring Creek Cellars, Canmore

Super Low Liquor, Red Deer

Awards

NAMES IN THE NEWS
by Marina Lecian

2018 Alberta Beverage Awards 

The Alberta Beverage Awards were designed to celebrate the incredible 

selection of beverages available to Albertans. Judged each July, some 

of the finest palates in the province are brought in to blind taste wine, 

beer, spirits, and everything in between. This year’s competition saw 

continued growth from Alberta’s emerging craft producers. Below is a 

selection of the Best in Class awards from this year’s competition. 

Tom Firth, Competition Director, Alberta Beverage Awards

Rosé    Charles & Charles 2017 Rosé   USA

White Blends    Wild Goose Vineyards 2017 Autumn Gold  Canada

Cabernet Sauvignon   Outlot Cabernet 2014   USA

Red Blends    Guelbenzu 2006 Lombana   Spain

Sparkling Wines    Champagne Deutz NV Brut   France

Prosecco    Gigglewater NV Prosecco DOC   Italy

Chardonnay    Montalto 2016 Pennon Hill Chardonnay   Australia

Gin    Wild Life Distillery Gin   Canada

Flavoured Gin    Long Table Cucumber Gin   Canada

Vodka    Stone Heart Vodka   Canada

Mead    Grey Owl Apple Pie   Canada

Sauvignon Blanc    Villa Maria 2017 Private Bin Sauvignon Blanc  New Zealand

Pinot Noir    Montalto 2016 Pennon Hill Pinot Noir   Australia

White Single Varieties  Tardencuba 2016 Verdejo   Spain

    Spier 2015 21 Gables Chenin Blanc   South Africa

    Hillside 2017 Muscat Ottonel   Canada

    Wild Goose Vineyards 2017 Gewurztraminer  Canada

Italian Single Red Varietals  Zenato 2011 Cresasso IGT Corvina Verona  Italy

Veneto and Blends   Casa Vinicola Botter 2016 Gran Passione Rosso IGT Veneto  Italy

Sangiovese and blends  Fontella 2015 Chianti   Italy

Amaros and Vermouth  Bepi Tosolini Amaro   Italy

Cream Liqueurs     Cotswolds Cream Liqueur   UK

Liqueurs     Zuidam Cafe Liqueur   Netherlands

Liqueurs Fruit     Zuidam Framboise Liqueur   Netherlands

Rum    El Dorado 15 yr aged Rum   Guyana

Pinot Gris/Grigio    L’Ora 2016 Pinot Grigio   Italy

Flavoured Vodka    Summer Love Spiced Pear Vodka   USA

Tequila and Mezcal   Sombra Mezcal   Mexico

Unaged Spirits    Ross Creek Rye Grain Spirit   Canada

Blended Whiskies   Syndicate 58/6 12Yo Blended Whisky   UK

Rye and Canadian Whiskies   Canadian Rockies 21 Year Old   Canada

Single Malt Whiskies   Millstone Single Malt PX Peated   Sweden

Malbec    Mi Terruño 2014 Mayacaba Malbec   Argentina

RSV Tempranillo and Grenache Faustino V Red Reserva 2011   Spain

    Anciano 2015 35 Old Vines Garnacha   Spain

RSV Zinfandel and P Sirah  La Storia 2016 Petite Sirah   USA

Red Single Varieties   Los Clop 2015 Paraje Altamira Cabernet Franc  Argentina

    Monte Creek 2016 Foch   Canada

Non alcoholic drinks   The Great Jamaican Ginger Beer   Canada

Coolers and Ready to Drink  CRAFTY ELK HARD JUICE Mango & Honey  Canada

Pre Mixed Cocktails - Ready to Drink Park Distillery Barrel Aged Negroni   Canada

Fortified Wines    Vasques de Carvalho 20 Year Tawny Port  Portugal
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Sweet and After Dinner Treats Lakeview Cellars 2016 Vidal Icewine   Canada

Fruit Wines    Field Stone Cherry Fruit Wine    Canada

Syrah/Shiraz    Langmeil 2015 Valley Floor Shiraz   Australia

Bordeaux Blends    Mascota Vineyards 2013 Unanime Gran Vino Tinto  Argentina

Bourbon    Wyoming Whiskey Small Batch Bourbon  USA

Merlot    Wente 2015 Sandstone Merlot    USA

Japanese Treasures (Sake, Ume, and Yuzo) Aizuhomare Junmai Daiginjo Kiwami   Japan

Ume and Yuzo    Takasago Plum Sake Ume   Japan

Rhone-Style Blends    Waltzing Matilda 2016 Shiraz Grenache   Australia

Lager    Caravel Cold Brew Coffee Lager   Canada

Cider    Great Northern Wild Cider   Canada

Fruit Beer    Wild Rose Ponderosa Gose   Canada

Wheat Beers    Grain Bin Prairie Horizon   Canada

Brown and Cream Ales  Grizzly Paw Big Head Nut Brown   Canada

Porters and Stouts   Collective Arts Brewing Stranger Than Fiction Porter  Canada

    Brewsters Hawaiian Coconut Porter   Canada

Pale Ales     Annex Ale Project Forward Progress Pale Ale  Canada

Pilsner    O.T. Bush League Pilsner   Canada

Amber Ales    Town Square Forged Rye Amber Ale   Canada

Sours and Saisons (Belgian Style Ales) Collective Arts Brewing Mash Up The Jam Dry Hopped Sour  Canada

India Pale Ales    Russell Brewing Mango Milkshake IPA   Canada

Cask Aged Beers   Grizzly Paw Gin Barrel-Aged Evolution IPA  Canada

For the complete list of results go to www.Culinairemagazine.ca.  

www.ocbeer.ca
www.profitek.com
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spiritSpotlight

Absinthe: Myths and Facts
Why You Needn’t Fear the Green Fairy
It’ll make you crazy. It’ll paralyze you. It’ll give you hallucinations. It’ll drive 

you to murder. Wrong, wrong, wrong, and wrong. 

No other liquor has been the victim of so many misconceptions and 

outright slander as the herb-infused spirit known as absinthe. You’ve likely 

heard the myths. Here are the facts:

Absinthe is a high-octane hooch that originated in the late 18th century 

in the Swiss canton of Neuchâtel. Typically bottled at 45-74% ABV, 

it has a flavour profile similar to alpine liqueurs such as génépi and 

chartreuse, only without the added sweetness. Instead, a neutral spirit 

base is flavoured with mountain herbs including anise, which provides its 

by Joanne Sasvari

distinctive licorice notes, and grand wormwood, aka Artemisia absinthium, 

which lends both its name and its troubling reputation. 

Wormwood contains a chemical known as thujone, which in large 

quantities can cause hallucinations and renal failure. However, when it is 

distilled, only microscopic trace elements remain in the spirit. You’ll ingest 

more thujone in the sage that goes into your turkey stuffing.

Yet based on the myth that wormwood drives people to murder and 

insanity, absinthe was banned the world over for nearly a century. Why? 

Call it fake news, spread by a troubled wine industry, a scandalized 

bourgeoisie, and a media culture happy to latch on to a good villain.

Absinthe arrived in France in the mid-19th century, right about the time a 

pesky little American aphid called phylloxera landed in Europe. Voracious 

and indiscriminate, phylloxera devastated vineyards across the continent. 
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It is estimated that it destroyed as much as 90% of Europe’s vineyards; in 

France alone, wine production fell by two-thirds between 1875 and 1889. 

Wine, once the daily tipple for rich and poor alike, became a luxury product.

At the same time, a Bohemian demi-monde of artists, writers, their muses, 

and various hangers-on flooded Paris and other European cities. Oscar 

Wilde, Lord Byron, James Joyce, Vincent van Gogh, Pablo Picasso, Henri 

de Toulouse Lautrec, Edgar Allan Poe, and others joined the working 

classes in drinking absinthe, which gave them much more boozy bang for 

their franc than wine. 

They romanticized absinthe as “la fée verte,” the green fairy, and what we 

would call happy hour as “l’heure verte,” the green hour. Some enjoyed 

absinthe straight and others in cocktails such as the Sazerac, but most 

drank it diluted with icy water dripped slowly through a sugar cube poised 

on a spoon, which created the dreamily cloudy effect known as the 

“louche”.

Outraged social conservatives came to associate absinthe with loose 

living, vulgar modernity, decadent art, and a working class that only a 

century earlier had led France into revolution. However, there was little 

they could do about it, until in the early 20th century, the vineyards slowly 

recovered. Absintheurs, who’d lost their taste for wine, continued sipping 

the pale green spirit. Winemakers and lawmakers alike grew increasingly 

concerned. 

Absinthe, and specifically thujone, had already been blamed for a rise in 

crime and louche behaviour, though a high alcohol content and poorly-

made spirits were more likely to cause any ill effects. 

Then one summer day in 1905, a French labourer named Jean Lanfray 

(who was living in Switzerland) started a day of drinking with a shot of 

absinthe, followed by a couple of litres of wine and brandy, before killing 

his pregnant wife and two children. He blamed the absinthe; his crime 

became known as “the absinthe murder”, the drink itself as “le péril vert”. 

The jury deliberated less than a day before convicting him–and absinthe. 

By 1908, absinthe was banned in Switzerland; by 1915, it was banned in 

most of Europe, across the US and around the world.

It wasn’t until the 1990s that absinthe started making its comeback, thanks 

to new European Union rules, an emerging cocktail culture, and better 

science too. (Both absinthe’s alcohol levels and thujone content are much 

more carefully monitored these days.) By the dawn of the 21st century, 

nearly 200 brands of absinthe were being produced in a dozen countries, 

including Canada. 

Absinthe fountains once again take pride of place on cool cocktail 

bars. Absinthe spoons and glasses are essential bar gear. The Sazerac 

is considered one of the world’s great cocktails. Craft distillers are 

rediscovering vintage recipes and creating new ones.

It turns out that, while absinthe won’t make you crazy, you might just go 

crazy for absinthe.

www.albertalocksolid.com
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AGLC REPORT

Over the past year, AGLC has worked behind the scenes to improve 
the faulty liquor product claim process. While you may not see many 
of the changes, you will notice that the claim form is now electronic in 
Excel format. This was designed to save you, and the AGLC, time and 
effort. Retailers will no longer have to print, scan or mail/fax the claim 
to AGLC. Instead, the form can be completed electronically and sent 
by email to faultyproduct@aglc.ca. The form can be accessed at 
aglc.ca by searching “Faulty Product”.

What is a Faulty Product?

A faulty product can be identified in one of four ways:

• foreign material in the bottle 

• a partially filled bottle (short-filled) 

• a cap or cork that is damaged 

• product missing from a sealed case

In order to begin the claims process, it must be initiated 30 days from 
the date of invoice. If a customer purchased the product and returns 
it, then a claim can be made up to one year from the invoice date. All 
products must have been ordered through Connect Logistics.

Each claim is reviewed by the quality control clerk, checking for 

completeness as well as initiating the credit process. At the same 
time, Inspections is notified of the claim and schedules an Inspector 
to visit the business to confirm the claim is legitimate and, if needed, 
to witness the destruction. 

If for any reason during this process the claim is denied, a reason 
will be given for the denial. Some possible reasons could include: 
the product was not directly purchased from AGLC, the product was 
damaged by staff, customers or during delivery, the claim period has 
expired, or the information provided was insufficient. 

Claims that are approved will be applied against a future liquor order.

Product Recall

On rare occasions, products are found to have quality or health 
risk issues and may need to be recalled. When a recall is issued by 
AGLC, affected licensees will be given directions on how to handle 
the recalled product including suspension of sale, segregation of 
product, product returns, and how to claim for a full refund. All 
product recalls must be segregated, and the product marked with 
“DO NOT SELL–RECALLED PRODUCT”. 

For detailed information on this and other topics, visit AGLC.ca. 

www.alsaweb.ca
www.aglc.ca
www.aglc.ca
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