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

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

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

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

Being a business owner, you always need to adapt to change, whether it’s new government, new 
legislation, or new competition.

In this issue, we’re sharing ideas on how to handle some of those changes. As you and your staff 
now need to be more aware of intoxication from alcohol and cannabis, we asked a lawyer to answer 
some questions that store owners have raised.

On another legal front, we’re sharing best practices to ensure employees are asking for ID to anyone 
who appears under 25. Sanctions for non-compliance can be severe, so set a goal to improve your 
compliance ratio.

On a lighter note, our spirits specialist has suggested 5 fabulous pairings for food and cocktails 
that you can share with your customers. Print some recipes out for both the food and beverages 
and display them on a table with all the ingredients needed to make the cocktail. Change the display 
every few weeks to encourage people to try different drinks.

While you’re thinking about promotions, get inspirations from our article on Innovative Promotions 
to keep attracting new customers into your store.

Enjoy your summer!

Editor’s Notes

July 27   Boots N’ Brews, Fort McMurray Heritage Village
www.fortmcmurrayfoodfestival.ca/events/2018/7/25/boots-n-brews  

Sept 13-14   The Mashing-Spirits, Cider, Beer Festival,  Calgary-Stampede Grandstand
www.albertabeerfestivals.com/festivals/the-mashing-calgary

Sept 13-14  Banff Whisky Experience,  Tunnel Mountain Dr, Banff 
www.showpass.com/banff-whisky-experience-2

Sept 20-21  The Mashing-Spirits, Cider, Beer Festival,  Edmonton-Re/Max Field 
www.albertabeerfestivals.com/festivals/the-mashing-edmonton

Oct 16-17  Alberta Liquor Industry Conference,  Westin Edmonton Hotel 
www.albertaliquorconference.ca

Oct 18-19  Calgary Rocky Mountain Wine & Food Festival,  Stampede Park
www.rockymountainwine.com
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by Joyce Hayne
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www.albertaliquorconference.ca
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ALSA’s Message

Following Alberta’s election in April, Premier Jason Kenney has moved 

quickly to implement his new government’s mandate, one that supports 

business and aims to improve Alberta’s economy. The first three bills 

introduced by the new government will have immediate positive effects 

on the liquor retail industry. 

• Bill 1: An Act to Repeal the Carbon Tax will remove a $1.4 billion burden 

  from Alberta’s economy, create 6,000 jobs, and save small businesses 

  $4,000 annually. 

• Bill 2: An Act to Make Alberta Open for Business makes changes to  

 holiday and overtime pay as well as changes to the youth minimum 

  wage.

• Bill 3: Job Creation Tax Cut (Alberta Corporate Tax Amendment) Act will 

 reduce the general income tax rate on businesses from 12% to 8% over 

  four years. The small business tax rate will stay at its current 2% rate.

ALSA looks forward to working with Premier Kenney’s United 

Conservative Party government and the new President of Treasury Board 

and Minister of Finance, Hon. Travis Toews.

ALSA continues to address and advocate on behalf of our members to 

by Ivonne Martinez

stop threats to our industry and the Alberta model of liquor retailing. 

Some of the current issues that ALSA is currently addressing include:

• Increasing crime in liquor stores

• Convenience stores lobbying to get wine and beer

• Shipping of products from other provinces directly to consumers in 

  Alberta, bypassing liquor retail stores

• Maintaining a level playing field for all liquor stores in the province

What are the issues affecting your liquor stores? We want to hear from 

you and work to get them addressed. Our Member Services team can be 

reached via email to help with concerns in your areas. For stores in Red 

Deer and north, please contact Howard Riddel at memberservices@

alsaweb.ca and for Red Deer and south, please contact Lovedeep Kaler 

at memberservicessouth@alsaweb.ca.

As always, you can reach me directly at ivonnem@alsaweb.ca.

We look forward to hearing from you.

Fall 2019UPCOMING ISSUE

Call 1-800-667-0955  to book your ad by August 30.

Selling Local – How can you highlight local products in your store to 
support neighbouring producers and feature unique products? 

Supporting Employees – If your employees are suffering from 
mental health issues or substance abuse, what resources are available 
to them? 

Mobile Marketing – What strategies can you employ to drive 
business through smart phones?

Attracting Millennials – How do you attract this lucrative market to 
your store?

mailto: memberservices@alsaweb.ca
mailto: memberservices@alsaweb.ca
mailto: memberservicessouth@alsaweb.ca
mailto: memberservicessouth@alsaweb.ca
mailto: ivonnem@alsaweb.ca
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G&Ts and Tapas

The British may have invented the classic gin 

and tonic, but the Spanish have perfected 

what is rapidly becoming the drink of summer. 

In a Spanish G&T, you want a London Dry-

style gin with presence, a tonic with flavour 

(such as Fever-Tree or Fentiman’s) and a 

whole garden full of garnish (citrus strips, 

sprigs of herbs, berries, etc.). The drink 

should be served strong (two or three parts 

tonic to one part gin), in a large wine glass, 

and packed with ice—the more ice, the colder 

the drink and the better it keeps the bitter 

notes in check.

Serve it with tapas. A G&T is the perfect 

foil for all the salty, tangy, spicy flavours of 

Spanish snacks, and nothing could be more 

appealing on a hot day when you don’t feel like 

cooking. Think triangles of Manchego cheese 

dotted with quince paste, slices of dry-cured 

chorizo, bowls of olives, grilled bread with 

grated tomatoes (pan con tomate), handfuls 

of marcona olives, and the like. Add a small 

bowl of potato chips and you’ll feel like you’re 

in Spain.

Negroni and Antipasti

In Italy, an Aperitivo almost always means 

something slightly bitter and mouth-

watering, best enjoyed before a meal. Indeed, 

the Italians have perfected the art of digestive 

bitters, amaros like Fernet Branco, Cynar, 

Campari and the like, which whet the appetite, 

Five Irresistible 
Food and Cocktail 
Pairings
Suggest Something Spirited 

Wine is fine, but for a host, a cocktail can be a godsend. Cocktails are glamorous. 
They get the party started. They’re endlessly versatile, easy to make sweet or 
tart, spirit-forward or thirst-quenching, high, low, or no proof. And they can be 
made ahead of time for practicality or in the moment for fun and drama. Most of 
all, they go wonderfully with food, as these five great pairings prove. 

by Joanne Sasvari
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settle the stomach, and just happen to 

taste great in cocktails. The most famous 

of these bittered cocktails is the Negroni 

(gin, Campari, sweet vermouth) as well as 

its cousins the Boulevardier (made with rye 

whisky instead of gin) or the Americano (skip 

the gin and add soda water).

Serve it with antipasti. The Italian version 

of tapas can be as simple as a bruschetta 

of chopped tomatoes on toast, or an entire 

buffet of ornate little nibbles like stuffed pasta 

shells and marinated baby squid. It should 

certainly include sliced cured meats, such as 

prosciutto and salami as well as marinated 

vegetables, chunks of cheese, and a crusty 

loaf of bread. Lightly bittered cocktails are 

a perfect companion to these bold flavours, 

which can clash with the fruit-forward notes 

of wine.

Margaritas and Tacos

The Margarita may not have been invented 

in Mexico—the way the story goes, it was 

created in Baja California for a famous 

dancer—but today it is as much a part of that 

country’s culinary culture as tortilla chips and 

guacamole. The classic Margarita is white 

tequila, orange liqueur and freshly squeezed 

lime juice, shaken and served on ice in a salt-

rimmed glass. But that’s just a template: you 

can also serve a blended version, replace 

some or all of the lime with other fruit juices, 

like pineapple or watermelon, use ginger 

syrup instead of Cointreau, or even make it 

all of which enhance the flavours of food, 

especially the myriad flavours you’re likely 

to find wrapped inside a soft corn tortilla. 

Mexican dishes typically balance a little bit 

of heat with salty, tangy, creamy, and savoury 

elements, and the brightness of lime both 

cleanses the palate and balances all that 

vibrant complexity. 

Whisky Cocktails and BBQ

What grows together, goes together, they say. 

So, it’s no surprise that smoky, slow-cooked, 

southern-style barbecue pairs so nicely with 

the spirit that hails from the same part of the 

US. Bourbon picks up a fruity sweetness from 

the corn that forms the base of its distillate 

(at least 51% by law), and notes of vanilla, 

smoke, and wood from the charred first-use 

oak barrels it’s aged in. A bold and rich New 

World whisky is at its best in classic cocktails 

like the Manhattan, Whisky Sour, Mint Julep, 

and especially the Old Fashioned (whisky, 

bitters, sugar).

Serve it with Southern BBQ. Cooking ribs, 

brisket, or pork shoulder at low temperatures 

with smoky mezcal instead of grassy, peppery 

tequila.

Serve it with tacos. A properly made Margarita 

is juicy and thirst-quenching, but it also has 

appealing notes of acidity, salt and pepper, 

Photo courtesy of deVine Wines & Spirits

http://www.liquorconnect.com/Pages/default.aspx
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sleeker, how about the famous Espresso 

Martini (vodka, coffee liqueur, cold espresso) 

created in 1980s London?

Serve it with a dark chocolate dessert. Coffee 

makes chocolate taste more chocolatey, so 

this bittersweet drink is ideal with your devil’s 

food cake, molten lava cake, dark chocolate 

mousse, chocolate ganache tart, or chocolate 

truffles. It’s easy to make ahead in a big batch 

and have chilling in the fridge, making it as 

easy as it is elegant.

is that the drink should be at least as sweet 

as the dessert. And for some of us, that’s a 

whole lot of sugariness at the end of a meal. 

Liqueurs have largely gone out of fashion as 

after-dinner drinks, and wine can be tricky. 

Bubbles aren’t sweet enough, but icewines 

are too sweet for many people. The best 

solution is cocktails, which can be adjusted 

to any flavour and level of sweetness you 

desire. You could opt for the decadently rich, 

creamy drinks like your Brandy Alexander 

or White Russian, but for something a bit 

A G&T is the perfect foil for all the salty, tangy, spicy flavours 
of Spanish snacks.[ ]over charcoal does two things: it infuses the 

meat with the mouth-watering aromas of 

smoke, while the long, slow cooking process 

breaks down collagen and makes it (literally) 

fall-apart tender. But that’s only part of what 

makes barbecue so flavourful: the other 

component is the sweet-tart-spicy sauces that 

are brushed on it while it cooks and served 

with it later. All that rich flavour is tough to pair 

with a wine: it would overwhelm the lightness 

of white and bring out the bitter tannins in a 

red. But bourbon, with its natural sweetness 

and bold flavour, is big enough to stand up to 

all that gorgeous smoke and spice. 

Espresso Martini and  
Chocolate Dessert

The principle with pairing drinks with desserts 
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showcase

BREAD & BUTTER 
ROSÉ 2018
Rosé
USA

Bread & Butter Rosé joins 
the Bread & Butter family 
of wines this summer! 
The brand is on fire in the 
USA, with a top selling 
Chardonnay, Cabernet 
Sauvignon, and Pinot Noir, 
each in their price category. 

This elegant Grenache-
based Rosé showcases 
fresh strawberry and 
melon aromas with hints of 
hibiscus and rose petal. 

The fresh, fruity profile 
is complemented with 
balanced acidity leading 
to a refreshing and supple 
finish. Perfect for patio 
season!

750ml +816835
$13.99 Whsl – Case of 12

403-374-0515
www.vwwinemarketing.com

ATTILA THE HONEY
Amber Ale
Canada

The Buzzzz is genuine about 
this rich amber ale. 

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

All natural, no preservatives, 
unpasteurized. 

Crush your thirst, catch 
Attila by the can!

355ml +816148
$11.36 Whsl – 6-pack

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

www.vwwinemarketing.com
http://www.mt-begbie.com
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Be Flexible and Authentic

Flexibility is key when staying relevant in a 

fast-changing society, so there is effort 

required to know the tools of the modern era 

(we all remember the slow and painful death of 

Blockbuster, that refused to get with the times). 

Despite the prolific distractions and shrinking 

attention spans, it is actually easier than 

ever to reach a large demographic of people, 

whether through social media, e-newsletters, 

or print advertisements; the difficulty lies 

in making your message count. People are 

craving authenticity and connection due to the 

overabundance of mass marketing, so if you 

can bring a ‘realness’ to the forefront of your 

promotion strategies, you will be discovered 

amongst the clutter. There is a catch though: 

in order to appear authentic, you need to be 

authentic.

Why do you have a liquor store? What is it you 

are passionate about? What products do you 

carry? Why do you carry them? What would 

you really like to see people consume more 

of? How do you get that message across to 

them? Can you genuinely answer all of these 

questions?

Know Your Demographic

Get to know your demographic, and your 

potential demographic. Are they families? 

Are they university students? What matters 

to them? It is so common to assume everyone 

is always just looking for the cheapest deal, 

but in reality, if you want customers who will 

keep coming back, you will need to dig a little 

deeper than simply trying to be their bargain 

basement. Otherwise, the moment something 

cheaper comes along, you will never see them 

again.

Community-oriented Events

What does an authentic liquor store look like, 

and how can you use that to draw in new 

customers?

deVine Wines & Spirits, based in Edmonton, 

is a phenomenal example of a liquor store 

with a real sense of identity and purpose. 

Independently owned by industry veteran Ed 

Fong, the store is curated with staff who love 

wine as much as he does. Good product? 

Check. Great staff? Check. But it is their 

eclectic line of hosted events that should 

make you take notice. From Game of Thrones-

Innovative 
Promotions Are 
Getting Personal 
Be Authentic AND Connect 
with your Community

Reaching new customers is no easy feat. This is especially true in a society 
that’s culture is oversaturated with advertising and distractions and social 
media algorithms that heavily control who sees what, when, and how often. 
What do you do to attract new eyes? How do you stand apart from the rest? How 
do you make yourself seen amidst all the chaos?

by Laura Starr

Courtesy of deVine Wines & Spirits

Courtesy of deVine Wine & Spirits
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themed events, to book signings, to most recently, a Rainbow-themed 

wine tasting to celebrate Pride Week, these events not only speak to 

their demographic, but they work effectively to catch the attention of new 

customers, based on common interest and a desire to connect. deVine 

supports fostering a community feel, and through their authenticity, they 

reach a vast number of new customers with every event they promote.

Another example of this style of community-oriented promotion is a 

wine store in Calgary that hosts regular wine tastings, and donates the 

proceeds of one tasting per week to a charity of choice. These tastings 

are organized by the wine store itself, or they are co-hosted by individuals 

in the community who are fundraising money. The result is a huge influx 

of people into the store—many who’ve never been there before, and 

who get to know the store under an incredibly generous and authentic 

scenario. What a great way to connect with new clientele!

Winning Partnerships

You don’t always need to reach so far out. Get to know your commercial 

neighbours; there is always opportunity for corporate gifts, whether for 

their clients or staff. The point is, get personal. Perhaps the company 

sells vegan products: send them a list of your vegan wines as a perfect 

staff holiday gift or a corporate giveaway. Perhaps it’s a butcher shop, and 

you can work together to pair a wine with one of their cuts of local meat. 

People are craving authenticity and connection 
due to the overabundance of mass marketing.[ ]

Courtesy of deVine Wines & Spirits

Courtesy of deVine Wine & Spirits

http://www.canmorebrewing.com
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Maybe they sell travel insurance, and you can catch 

their attention with a vacation-themed assortment 

of Mezcals and margarita how-tos. The possibilities 

are endless if you have the capacity or willingness to 

get personal with your business, and theirs.

Social Media Mastery

Social media can be the most daunting in terms 

of getting to know the new tools of the trade in 

marketing or promotions, but when done right, it 

can be extraordinarily effective. Vine Arts Wine 

& Spirits is a Calgary-based wine store, which 

has a stunning Instagram account that draws a 

lot of attention. They are playful, colourful, and 

eye-catching without being too contrived (most 

of the pictures are taken on a smartphone). They 

promote events, tastings, sales, and new products, 

and the feed really embodies the personal nature 

and personality of the store and its employees.

How can this help to draw in new customers? 

Kensington Wine Market is another Calgary-based 

store with an incredible Instagram feed, but what 

they do to reach new customers is sponsor their 

posts. Yes, there is a fee involved, but Instagram 

allows you to get really specific with demographics 

of viewers (from specific locations to age, gender, 

or similar interests) and can reach a very relevant 

group of customers who would love to know what’s 

going on in your store. 

From there you can even get more creative. Make a 

#hashtag and interact with your followers! Get your 

customers to post pictures of what they’re drinking 

(from your store) with what they’re eating and add 

a specific hashtag (ex: #cheerstoyou!) and make a 

monthly draw out of it for a bottle of wine. Friends and 

followers of your customers will see these interactions 

and you’ll garner engagement from new potential 

customers in a way that is meaningful to them.

Stepping Back?

What is most interesting about the idea of 

innovation these days, particularly in terms of 

marketing and promoting, is that innovation almost 

means stepping backwards and slowing down, in 

order to personalize and connect. It’s not only your 

business than can benefit from connecting with the 

community, you might also find yourself enjoying 

the benefits of working at or owning a business with 

an authentic touch.

Make a #hashtag and interact 
with your followers![ ]

Courtesy of deVine Wines & Spirits
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Riesling: Vinous Versatility

Riesling. Sommeliers wish you would drink 
more of this versatile wine. It is so delicious, 
so food-driven, great on its own, and provides 
some of the best white wine value in the world. 
Pour a taste of single vineyard Mosel Valley 
Auslese for someone and watch their face. 
Sheer joy. Take a sip of a Kabinett and bite a 
lemon, sip again—what? (Try it—seriously.)

Riesling is responsive and agreeable to many 
types of cuisine, due to its amazing acidity. 
With age it develops a rich toasty, honeyed 
character that pairs wonderfully with roast 
venison. Dry to sweet, light to full, Riesling 
makes table wines ideally suited to your 
entrée and lusciously sweet wines that are 
perfect for dessert. The array of styles is 
almost endless and there is sure to be a 
Riesling well-suited to your establishment 
and guest preferences.

An Ancient Variety

For many years, Riesling was considered a 
luxury variety because of its low yields and 
was grown only by the church and aristocracy. 
An offspring of Gouais Blanc, one of the 
oldest of western European vine varieties, it 
is unrelated to Welsch Riesling, or Riesling 
Italiano, and so many others like it: Clare 
Riesling (Aus), Cape Riesling, (SA), or Gray 
Riesling (California). These are all imposters. 
There is only one true Riesling.

Cool Climates are Ideal

Riesling is ideally suited to cool climates 
due to the hardness of its trunk and its late 
bloom. Mildew and rot resistance mean more 
humid conditions in the fall don’t necessarily 
negatively affect the grapes, so long hang 
times are possible and result in spectacular 
phenolic ripeness. Firm acidity, even at full 
ripeness, ensure balanced wines that can 
carry high levels of sugar and still seem 
fresh and delicate. That acidity also means 
Rieslings can age as long or longer than any 
other white varietal, and easily as long as the 

by Tim Ellisonwine report
best red Bordeaux. The sweetest versions 
can survive a century or more. And in the right 
site Riesling vines can deliver high quality 
even at yields of up to 70 hl/ha. Riesling is 
perfect for our climate and is one of the white 
grape varietals with the most potential for 
Canadian winemakers.

Food Pairings or Alone

The Germans created a style of Riesling with 
low alcohol and some residual sugar that is 
fruity and aromatic. Redolent of citrus, white 
tropical fruit, and white flowers, it’s crafted 
to be a social beverage for drinking on its 
own—perfect for entry-level drinkers looking 
for something sweeter. This style is also 
ideal for the robust flavour profiles found in 
foods featured in the cuisines of India and 
South East Asia. The generous fruit and 
lower alcohol don’t accentuate the spicy heat 
of the food. With age, these wines develop a 
concentration of toasty, honeyed, peach and 
apricot that, surprisingly to some, stands up 
to the most flavourful of roasts and braises. 

In the New World, the high acidity in youthful, 
drier Riesling styles allow this wine to be 
the perfect accompaniment to whitefish, 
especially if nuanced with lime and butter. 
Its acid and delicacy keep the palate fresh 
without overpowering this lighter fare. White 
meats like pork and chicken are also great 
matches, especially if finished with stone fruit 
glazes or lighter cream sauces. 

As you move up the sweetness scale, 
these Riesling styles become perfect for 
every type of dessert ranging from fresh 
fruit to more intense cream and stone fruit 
variations. At the far end of the spectrum, 
the concentrated, super sweet, botrytis 
affected Trockenbeerenausleses can replace 
Sauternes and are the perfect partner for foie 
gras due to its balanced acidity. Canadian 
winemakers offer delicious Riesling icewines.

There are many tank-fermented sparkling 
Riesling variations noted for the green apple 
and citrus freshness that are shamefully 
overlooked as ideal, great value reception 

wines. There are also very serious bottle-
fermented versions that rival the very best of 
champagne and are revered for their searing 
fresh acidity and potential to age gracefully.

Notes of Petrol?

There is one aspect of the Riesling grape that 
can be very polarizing—its diesel or petrol 
notes. This can be present upon release and 
can intensify in the aroma profile of mature 
Rieslings. This attribute is sought after 
by many, but can be off-putting to those 
unaccustomed to it as well as those who 
prefer more youthful fruity, floral aromas in 
their wine. The German Wine Institute has 
even gone so far as to omit the mentioning of 
“petrol” as a possible aroma on their German-
language Wine Aroma Wheel. Regardless, 
it’s there and you either love it or hate it.

The petrol note is considered to be caused 
by the chemical compound 1,1,6-trimethyl-1,2-
dihydronaphthalene (TDNs). Conditions that 
are likely to increase the TDN potential are

• Ripe grapes, i.e., low yields and late harvest
• High sun exposure
• Water stress, which is most likely in regions 
  which do not practice irrigation
• High acid content

These factors are often desired in high quality 
Riesling wines, so the petrol note is more 
likely to develop in top wines than in simpler 
wines made from high-yielding vineyards, 
especially those from the New World, where 
irrigation is common. The exception seems 
to be Australia, where the petrol note is very 
prominent in a large percentage of their wines 
upon release and tends to really intensify 
with age. This is where you need to know 
your customer’s preference and steer them 
towards the fresher and fruitier Germanic 
versions where this attribute seems to take a 
less forward role.

At the end of the day, regardless of personal 
preference, there is a delicious version of 

Riesling for everyone.
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Is it ok for a beer to be called “sour”? The word sour can be somewhat 

of a polarizing term. To some people, “sour” can conjure up joyful 

childhood memories—ravenously munching on sour gummies or Sweet 

Tarts—pure happiness. To others, “sour” leads the mind to think 

rotten, or something that has gone off. With this sort of potential for 

inconsistency, one could wonder why an industry would get behind 

referring to a style of beer as “sour”. Could it be that the worst thing 

about sour beers is the name? That might just be the case, because in 

every other sense, sour beers are simply amazing. 

There are no other beer styles that incorporate such a range of flavours 

that can be either subtle or bold, or even both all at once. At their 

simplest, the “sourness” can add a refreshing tart element, akin to the 

subtle pucker of lemonade. But at their most complex, sour beers can be 

a thing of pure beauty possessing elements of tart fruit, layers of barrel-

derived character, and even a good dose of funk.

But what is it that makes a sour beer sour? It’s all in the bugs—or more 

accurately, bacteria. Just like sour cream, yogurt, or even sourdough 

bread, sour beer gets its main defining characteristic from bacterial 

cultures—most commonly lactobacillus as well as pediococcus. Both 

bacteria genera produce varying degrees of lactic acid, which in turn 

sours the beer. 

The way bacteria are introduced to the beer varies—and can be a 

distinguishing feature of the particular style of sour beer. In general, 

there are two ways this tends to happen. The first method, often referred 

to as “Kettle Souring”, involves introducing bacteria directly to the brew 

kettle. After mashing and lautering to produce a sweet wort, the liquid 

is heated slightly and inoculated with lactobacillus bacteria. If kept at a 

constant warm temperature, the bacteria sours the wort over a number 

of hours. When it gets to the desired sourness, the wort is boiled 

like usual, which ultimately kills the bacteria, and the beer continues 

through its regular process of fermenting, though it now has the added 

lactic sourness. This is the technique that is usually employed in the 

brewing of Berlinner Weisse—a tart wheat beer style originating from 

Berlin, but now quite popular among craft brewers—as well as Gose, 

another tart style (though traditionally less tart). It originates from 

around the German city of Leipzig and is also becoming quite popular 

on this side of the pond, often as a refreshingly tart summer option. 

For some brewers, though, the true art of brewing sour beers lies 

in the second method, which involves bacteria as an element of 

the fermentation process itself. In this case, the bacteria is most 

often introduced at the end of the brewing process when the beer is 

transferred into oak barrels to ferment or further condition. In this case, 

the oak barrels themselves house the bacterial cultures and the slightly 

porous barrels provide a near perfect environment that introduces just 

the right amount of oxygen to allow yet another common bug to thrive—in 

this case a strain of yeast called Brettanomyces. Affectionately known 

as “Brett” by sour beer enthusiasts, Brettanomyces doesn’t actually 

produce a true sourness, though it does add a distinct “funkiness” 

and at times mild fruitiness that becomes more pronounced over 

time and can create very complex layers of flavour. This is the general 

method used in the production of a number of Belgian styles of sour 

beer. Two such styles are Flander Red (Flemish Red) and Oud Bruid 

(Flemish Brown). Both undergo a lengthy conditioning phase in barrels 

that allow the bacteria and yeast cultures to develop deep and distinct 

characteristics, including a marked sourness.

Another Belgian style of sour beer (that includes a number of sub-

styles) is Lambic. This is perhaps the most renowned of all sour beer 

styles, as it is perhaps the most complex and time-consuming style to 

brew and ultimately perfect. After the beer is mashed, lautered, and 

boiled, it is transferred to a large open vat called a koelschip where it 

is allowed to cool. During this time, windows are opened to allow cool 

air to help chill the wort, though at the same time this air introduces 

any number of microbes to the beer. This natural or “spontaneous” 

process is how yeast is introduced to the beer. The wild yeast is carried 

in by the breeze, and adds its own distinct, though potentially varied 

characteristic to the beer. This, along with the extended time spent in 

bacteria-rich oak barrels, adds yet another layer of complexity. Further, 

consider the fact that often a number of barrels are blended to combine 

their distinct characteristics, and then in some cases fruit such as 

cherries or raspberries are added to the barrels as well, and you begin 

to get a picture of the layers and layers of magnificence that these beers 

can possess. The sourness is a substantial element here, but only 

one instrument in the vast symphony of complexity that is a well-made 

Belgian Lambic.

So, despite the potential aversion to the name, sour beers of various 

types have become quite popular among beer drinkers. Whether 

possessing a subtle tartness or full-on bold sourness, these beers will 

provide you with a taste sensation like no other style ever could. Now 

that I think of it, maybe calling these beers “sour” is just fine after all.

Sour Beers
by Kirk Bodnar

Beer Notes
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Veuve D’Amour Brut Blanc de Blancs is a new 

subtle and fresh sparkling wine offering crisp citrus 

flavours and white flower aromas with lively bubbles. 

Released in May. 6x750ml $11.99 whsl +809229 

Over 25 years ago, Norwegian armador (ship owner) 

Dan Odfjell fell in love with a small corner of the Maipo 

Valley, Chile and started his winery. Carved into the 

slope, over 60% of the winery is underground. Odfjell 

Armador Sauvignon Blanc 2018 has aromas of dry 

grass, lime, and citrus. The bright acidity continues into 

a refreshing finish. Released in June. 750ml $14.29 whsl 

+816983

Odfjell Capítulo Flying Fish 2017 is 46% Malbec, 29% 

Cargnane, and 25% Cabernet Sauvignon, and displays 

intense aromas of raspberries, dry plums and figs with 

hints of spicy notes. It is juicy with round tannins, and a 

touch of coffee and chocolate on a long finish. Released 

in June. 750ml $15.29 whsl +816987

Long Table Distillery Texada Vodka with Lemon Grass has a light floral 

fragrance, with cool, high-toned minerality and a touch of spice on the finish. Complex, 

crystal clean with just a whisper of lemon. Released in July. 750ml $33.88 whsl +787051   

Long Table Distillery London Dry Gin This Canadian-style dry gin is defined by 

bold forward notes of evergreen juniper and citrus followed by mild, earthy notes. It is 

fragrant, fresh, and flavourful. Released in July. 750ml $35.92 whsl +31161 

Final Touch Whiskey Tasting Glass DuraShield™ lead-free crystal whiskey tasting 

glasses are reinforced with titanium for increased durability to help resist chips and 

scratches. Barium is also added, in place of lead, to provide a truly lightweight crystal with 

an elevated brilliance. Model: LFG2121 www.alwaysfinaltouch.com  

Final Touch 7 Piece Tequila Set Includes a solid wood serving board, 4x1.5 oz 

Himalayan salt shots, a slate cutting board, and ceramic lime dish. Made from pure 

Himalayan salt, these naturally anti-bacterial shots are easy to clean—just rinse with cold 

water and wipe dry between uses. www.productspec.com

Wine Spirits

Other

what’s by Marina LecianComing?

http://www.blackflybooze.com
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“We’re the last town before you go west to Crown land,” says 

manager Cherie Petersen. “We go from 3,000 people in winter 

to 10,000 people in summer. We’re right beside the IGA, which is 

definitely the best location in town, but we want to set ourselves apart 

for those city people.”

For such a small community, Sundre has an abundance of liquor 

stores—four of them. So Cherie and her mother, Nanci Ashton, 

who has owned Main Avenue Liquor since 2005, have worked hard 

to differentiate themselves from the rest. They have done so by 

Nestled against the Rocky Mountain foothills northwest of Calgary, the town of Sundre is 
among the most scenic in Alberta. It’s small—population 2,729—and it may seem remote out 
there on the Cowboy Trail, but it is an increasingly popular destination for visitors who love 
hiking, hunting, golfing, and enjoying the great outdoors, often with a beer or glass of wine in 
hand. And many of them stop to stock up their RVs and backpacks at Main Avenue Liquor. 
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Main Avenue Liquor
Main Avenue Liquor Brings Sophisticated 
Selection and Spirit to Sundre
by Joanne Sasvari
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developing an impressive craft beer and scotch whisky selection, and 

according to Cherie, “We’ve really dug into our wine selection the last 

few years to up our game a little.”

For the most part, upping the game means adding new wines from 

BC, Italy, and Spain (Cherie just returned from a research trip to 

Rioja) that are mostly in the low-to-mid-range pricewise, 

but punch well above their weight in every other way. “We’re 

trying to bring in some really interesting, off-the-beaten-track 

wines,” Cherie describes. “We try to find these gems that are 

super yummy and not too expensive. We’re pretty small, so we 

have to pick and choose what we sell.”

The store itself is just 1,000 sq. ft. including the storage area in 

the back, leaving little room to stockpile product that doesn’t 

sell. Two of its walls are taken up with coolers of beer and wine. 

An ever-changing chalkboard announcing new products and 

specials is a central feature of the store. “One of our employees 

is a fantastic artist and she does a chalkboard wall every couple 

of months,” Cherie explains. “Her artwork is very beautiful.”

The rest of the space features dark wooden shelving filled 

with wine, spirits, and a whole section of mead, which is surprisingly 

popular in Sundre. Or perhaps it’s not that surprising after all, given 

that the town is located on Highway 22 right between two meaderies. 

“A lot of Alberta honey producers make mead, and we sell a lot of it,” 

Cherie says.

However, Main Avenue Liquor really specializes in craft beer, 

especially beer from Alberta producers. “People want to shop local,” 

Cherie explains. Although they don’t have room for a growler station, 

they carry dozens of local ales and lagers (there are about 80 active 

producers in the province, and 125 existing and pending brewery 

licences). These are a huge hit with visitors and locals alike, as is the 

varied selection of single malt and blended whiskies. “That started 

with mom’s love of scotch,” Cherie describes. “She wanted to keep 

stuff in the store that she wanted to drink.”

Of course, even the most beautiful room and exceptional stock 

won’t make a difference if a store doesn’t have the service to back it 

up. While they don’t have highly trained sommeliers and cicerones 

on staff, Cherie and her team offer friendly, attentive service, and 

infectious passion for the products they sell. 

We’re pretty 
small, so we 

have to pick and 
choose what  

we sell.”
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That passion comes across at the in-store tastings, classes, and 

other events Main Avenue Liquor holds in the centre of the store, 

such as the recent classic cocktail seminar or the bubbly kickoff to 

the holiday season. These sessions are sometimes led by Cherie’s 

brother Owen, and sometimes by outside experts. A local caterer, 

Twisted Pantry, provides nibbles to go along with the wine, beer, 

cocktails, or spirits. 

“People really like our events,” Cherie says. “They’re very well-

received. We keep them simple and fun.”

And what more could you ask for if you’re heading out on the Cowboy 

Trail, looking for adventure and something delicious to quench your 

thirst along the way?
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The mindset seems to be that once the licence 

is issued, owners and their employees can 

turn their focus to driving sales and managing 

expenses. This is simply not the case, and 

it is imperative that the “get it and forget 

it” approach not be taken when it comes to 

checking ID and following AGLC and ProServe 

requirements. 

Let’s face it, the moment anyone mentions 

rules and regulations, eyes glaze over and the 

speaker often gets tuned out. The trick is to set 

up and implement a series of best practices 

that ensure the essential action of checking 

customer’s ID is at the forefront of each and 

every team member’s mind, each and every 

day, so it becomes a habit and second nature 

to request and assess. AGLC’s policy requires 

that anyone who appears under the age of 25 

years must have their ID checked. The sale 

must be declined if at any time the customers 

cannot provide ID that shows they are over the 

age of 18. If staff fail to take the proper steps to 

check ID and ensure no minors are served, the 

consequences can be severe. 

All licensees train their staff about the 

importance of checking customer ID when 

they’re hired. In addition to this, your team 

has taken the mandatory ProServe training to 

further substantiate the importance of these 

guidelines. So, what more is there to do, you 

ask? You need to build on this knowledge your 

Best Practices 
for ID Checking
Work Towards 100% Compliancy

Liquor retailers face more challenges every day while running their businesses. 
Focusing on driving sales and saving money to ensure profits are intact are key; 
however, liquor store team members should never let the regulatory requirements 
of their liquor store be forgotten. 

by Rebecca Hardin
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team has received. It’s as simple as offering 

further support and education on an ongoing 

basis to solidify your team’s knowledge and 

the ownership’s expectations for ensuring no 

minors are served. 

What are acceptable forms of ID? Who gets 

ID’d? What simple items can your store 

produce to make every transaction have a 100% 

success rate for no service to minors? If you 

implement and follow-through on these best 

practices, you will position your store and team 

for regulatory success. 

ID Details

Acceptable ID comes in many forms. Print off 

copies of the AGLC quick tip sheet “How to 

Identify Minors Tips for Licensees and Staff” 

at https://aglc.ca/sites/aglc.ca/files/aglc_files/

quickfacts_minors.pdf and keep it posted in 

your staff bathroom, kitchen area, and notice 

board. Take a few minutes each shift and quiz 

staff on all the components a primary ID must 

have. Your team will have read the details so 

many times, it should become instinctual for 

them to list ALL the following:

Take a few minutes each shift and quiz staff on all the components a 
primary ID must have.[ ]

Courtesy of Eau Claire Distillery

• Photo

• Full legal name

• Signature

• Government-issued

• Includes date of birth

• Non expired

• Has a unique identifier number

• Original document

If your staff are given ID that is missing one of 

the above mandatory items, they cannot accept 

it and must ask for an alternate. 

Some retailers will opt to purchase copies of the 

I.D. Checking Guide (www.driverslicenseguide.

com) in their stores. Keep copies at each POS 

lane so your team can use this tool on the 

spot. This is especially useful for stores that 

encounter a lot of tourists and may not be 

familiar with some forms of ID they offer.

Point-of-sale System

Some licensees who are looking for a fail-safe 

at the time of a customer’s transaction are 

relying on their POS system. Specifically, more 

and more retailers have requested that their 

POS provider add a question button to their 

system that pops up during the sales process. 

When a team member is ringing through a 

sale, just prior to taking payment, a pop-up 

window asks your team member “Have you 

remembered to check for ID?”. This forces the 

team member to read it and select “OK” during 

the transaction in order to proceed and finalize 

the sale. This works well for high volume stores 

that get caught up and focused on moving 

people through a line-up, rather than being 

mindful of their obligation to check ID. 

https://aglc.ca/sites/aglc.ca/files/aglc_files/quickfacts_minors.pdf
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Severe Consequences

Implement best practices and communicate 

to your team the consequences if your store 

doesn’t follow regulations. The sanctions can 

be severe. If a licensee fails to ask for ID, 

the fine imposed is $750, a 3-day suspension, 

or possible cancellation of your licence. If a 

licensee serves a minor or allows a minor to 

purchase alcohol, the fine escalates to $2,000, 

an 8-day suspension or possible licence 

cancellation. The AGLC Board has the right 

to review the infraction and can monetize 

penalties up to $200,000 or licence suspension, 

dependant upon the severity of the infraction. 

All disciplinary actions are public and posted 

online with the AGLC, which is not great for 

your public relations.

Licensees need to ensure practical steps are 

in place at store level to allow staff to build 

on the knowledge received when obtaining 

their ProServe. The best practice is to have 

the requirements posted in a highly visible 

area for everyone to read. Openly discuss, on 

an ongoing basis, the requirements and store 

expectations; then continually follow-through 

with personal conversations every day to give 

your store staff the best chance at remaining 

100% compliant.

Rebecca Hardin is the owner of RH Hospitality 

Solutions Inc and provides liquor and cannabis license 

consulting in BC, Alberta and the USA. Learn more at 

www.rebeccahardin.ca 

If a licensee serves a minor or allows a minor to purchase alcohol, the fine 
escalates to $2,000, an 8-day suspension or possible licence cancellation.[ ]
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by Amber Mac

3 Steps to Relentless 
Adaptation 

team had to shift from experts to students, embracing the reality that it was 

no longer possible to know it all, so they have to (continuously) learn it all.

2. Experiment with New Technology

As artificial intelligence, and more specifically machine learning, continues 

to power new solutions in everything from sales to marketing, and beyond, 

organizations should choose to investigate if this new technology can help 

them to solve problems in a more efficient way. A simple example of this 

is Lumen5, a video editor that helps to turn an everyday blog post into an 

interactive video. The tool automatically matches each scene with relevant 

videos and photos. Not only can this save time on the marketing front, it’s a 

cost-effective way to produce content for social media.

3. Learn How to Pursue Moonshots

The term “moonshots” was coined by physicist Safi Bahcall, the bestselling 

author of the new book Loonshots. Bahcall shares dozens of stories, dating 

back decades, about how it’s the craziest ideas that win wars, cure 

diseases, and transform industries. Just take a moment to write down the 

biggest threat to your business today and you will see that it would have 

seemed like a “crazy idea” during its initial development, but its founder 

or leader persisted (despite the inevitable criticism). Uber is one example. 

Before this company launched, it would have seemed crazy to think that 

passengers would willingly jump into a vehicle with a stranger. Today, they 

have 75 million passengers that are served by 3 million drivers.

If you follow these three easy steps, you will be well on your way to 

relentless adaptation. If you keep doing business as usual, you will enter 

2020 with metaphorical blinders that block out what’s actually happening 

and too often lead to falling behind.

Amber Mac is with Amber Mac Media Inc.

Every year a new smartphone with better battery life hits the Canadian 

market. Just recently, Huawei released the P30 that will last a whopping 

two days on a single charge (based on six or seven hours of screen time 

a day). Compare this to the first Apple iPhone that launched just back in 

2007. If you were lucky, you’d get five hours a day of talking and browsing. 

In just over a decade, we’ve seen enormous advances in mobile battery 

technology. 

Today, while you still might need a desktop or laptop computer, you can do 

almost everything you did on those heavy electronics from the palm of your 

hand. Plus, smartphones have also crushed the need for owning a point-

and-shoot camera or camcorder, thanks to improved technology that can 

shoot impressive high-resolution photos and movie-like video. Within this 

sector you see relentless adaptation in droves. While consumers might tire 

of hearing about new launches every single year, the smartphone makers 

are on a path of constant iteration. 

We don’t necessarily need all these fancy bells and whistles, but there 

is a lot we can learn from businesses that are pushing the boundaries of 

innovation. In fact, while we may want to call it innovation, even that term is 

somewhat misleading since it implies that these companies are developing 

a new method, idea, or product. In the above battery example, what we’re 

really seeing is relentless adaptation. Relentless in that it is constant and 

persistent, and adaptation in that it’s in a continuous state of change and 

improvement to meet today’s demands.

In the hospitality industry, business owners and operators are experiencing 

this same sense of change. In the technology industry, it’s called hyper 

adoption. Beyond smartphones, consider smart speakers. Google Home 

launched in Canada late in 2017. Less than two years later, eMarketer 

predicts that there will be almost six million of these devices in use. We no 

longer wait to try new technology, but instead it permeates our lives and we 

adopt it almost overnight. Moreover, hardware (i.e. electronics) is forced 

to pursue longer development cycles, but software services (i.e. apps) are 

quick to change consumer behaviour and disrupt established industries.

This new world feels overwhelming, but there are steps that leaders can 

take to keep up and benefit during this chaos. To get started, here are three 

simple steps to practice relentless adaptation.

1. Embrace a Learn-It-All Culture 

It is no longer possible for a business, or its leaders, to stand still. The 

tools to develop disrupting technology are constantly getting cheaper and 

more accessible. That means learning must take centre stage in today’s 

organizations. Whether it’s listening to relevant podcasts, reading books, 

or taking courses, you can’t plan for the future if you don’t know what it 

holds. Microsoft’s CEO Satya Nadella says it best when he explains that his 
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NAMES IN THE NEWS
by Marina Lecian

New ALSA Members 

ALSA welcomes the following new members:    

17th Ave Liquor Boutique, Calgary

Co-op Wine Spirits Beer-Crowchild Corner, Calgary

Insta Liquor, Calgary

Olympia Liquor, Sylvan Lake

Olympia Liquor Edmonton West, Edmonton

Safeway Liquor Shawnessy, Calgary

Awards
Alberta’s Top Employers is an annual competition organized by the 
editors of Canada’s Top 100 Employers. This special designation 
recognizes the Alberta employers that lead their industries in offering 
exceptional places to work. Alberta Gaming, Liquor & Cannabis 
(AGLC) was recently awarded as one of Alberta’s best companies to 
work for. 

2019 Canadian Brewing Awards 

The Canadian Brewing Awards is a national competition judging the quality of Canadian manufactured beer. These medals are widely recognized and 

a symbol of Canadian brewing excellence. Congratulations to the following winners from Alberta:

Gold American Style India Pale Ale   This Must Be The IPA, Cold Garden Beverage Company Ltd.

Gold  American Style Imperial India Pale Ale  The Forgetful Brewer, Outcast Brewing

Gold  Baltic Porter   Baltistar Galactiporter, Bent Stick Brewing Co.

Gold  Brown Ale   Bear’s Hump Nut Brown Ale, Coulee Brew Co.

Gold  Scotch Ale   Andy’s Wee Heavy, Common Crown Brewing Co.

Gold  Smoked Beer   Prairie Fire Rauchbier, Town Square Brewing

Silver  American Belgo-Style Ale   Grain Bin LandLocked IPA, Grain Bin Brewing Co.

Silver American Style Brett Beer   Dry Hopped Brett Saison, the Establishment Brewing Co.

Silver  North American Style Pale Ale   Forward Progress Pale Ale, Annex Ale Project

Silver Session Ale   Abbey Lane English Mild, Ribstone Creek Brewery

Bronze Bock, Traditional German Style   Elevator HBB Seasonal Strong Ale, Hell’s Basement Brewery

Bronze N. American Style Amber Lager   Pond Surfer California Common, Town Square Brewing

Bronze N. American Style Blonde or Golden Ale  Brewmaster Blonde Ale, Common Crown Brewing Co.

Bronze Porter   The Darkness Porter, Origin Malting & Brewing Co.

Bronze Wheat Beer, German Style (Weiss)   Fahr Hefe, Brauerei Fahr

For a complete list of winners go to https://www.canadianbrewingawards.com/2019-winners/

2019 Canadian International Beer Awards    

The Canadian International Beer Awards is one of the most distinguished beer judging competitions in the world. Alberta Beer Festivals proudly award 

gold, silver, and bronze certifications to the best beers in their respective categories. Award winners include:

Best of Canada   Gold  Classic Lager Red Truck Beer Company 

  Silver  Russell Happy Little Brut Russell Brewing

  Bronze Russell Mosaic Dry Hopped Sour Russell Brewing

Best of Alberta   Gold  Red Smashed in Buffalo Jump Cold Garden Beverage Company

  Silver Legal Issues Origin Malting and Brewing Co.

  Bronze Vanilla Cappuccino Porter Cold Garden Beverage Company

Best in Show   Gold Red Smashed in Buffalo Jump Cold Garden Beverage Company

  Silver Legal Issues Origin Malting and Brewing Co.

  Bronze Vanilla Cappuccino Porter Cold Garden Beverage Company

For a complete list of winners go to https://albertabeerfestivals.com/contests-awards/2019-ciba-winners/

https://www.canadianbrewingawards.com/2019-winners/
https://albertabeerfestivals.com/contests-awards/2019-ciba-winners/
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Advertisers
ALSA 27

Barnet POS BC

Black Fly Beverage Co. 15

Canmore Brewing 11

Connect Logistics 7 

Lock Solid 25 

Mt. Begbie Brewing Co. 9

RH Solutions 23

Siding 14 Brewing 25

Vintage West 9

2019 ABF People’s Choice Award 

Best Brewery   Gold Cold Garden Beverage Co.

  Silver Tool Shed Brewing Co.

  Bronze Blindman Brewing

For a complete list of winners go to https://www.canadianbrewingawards.com/2019-winners/

2019 San Francisco World Spirit Competition  

The 2019 competition was a record-breaking year that featured almost 3,000 entries from all over the world. Highlights from Best in Class winners 

include: 

Best Añejo Tequila   Hotel California Tequila Añejo (Mexico)

Best Fruit Liqueur   Grand Marnier Cuvée du Centenaire Liqueur (France)

Best Genever    de Vine Genever (Canada) 

Best Gin    Arctic Blue Navy Strength Gin (Finland)

Best Vodka    Hollywood Oasis Vodka (USA)

Best Straight Bourbon  Ezra Brooks 7 Year Barrel Proof Bourbon (USA)

Best Extra-Aged Rum, 5 Years and Older  Arizona Craft Beverage Regalo de Vida Ron Imperial (USA)

For a complete list of winners go to www.sfspiritscomp.com/results/

2019 Canadian Artisan Spirit Competition 

Congratulations to Monashee Spirits Craft Distillery Ethos Gin for receiving the Canadian Artisan of the Year award. Alberta Best in Class winners 

include:

Gold and Best in Class, Liqueur Morning Glory Cream Liquor  Hansen Distillery

Gold and Best in Class, Vodka Single Grain Vodka Strathcona Spirits Distillery

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

2019 Canadian Whisky Awards

Congratulations to Forty Creek 22 Year Old Rye for winning 2019 Canadian Whisky of the Year. 

For a complete list of winners go to www.canadianwhisky.org/news-views/canadian-whisky-awards-2019.html

2019 World Gin Awards

Steinhart Distillery, based in Antigonish, NS, was awarded Best Classic Gin in the World as well as Best Canadian Gin at the 2019 Gin Awards, in 

London, England.

https://www.canadianbrewingawards.com/2019-winners/
www.sfspiritscomp.com/results/
www.artisandistillers.ca/2019-results/
www.canadianwhisky.org/news-views/canadian-whisky-awards-2019.html
http://www.rebeccahardin.ca
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Q. How does a liquor store employee 

know if someone is impaired/high to deny 

service?

A. Precisely speaking, they can’t. As with 

alcohol-intoxication, liquor licensees and their 

employees must focus on their observations 

and exercise reasonable judgment to decide if 

a patron is likely intoxicated by alcohol and/or 

cannabis in order to deny service. 

The key consideration is knowing what to look 

for. Consider that the co-use of alcohol and 

cannabis can produce a more “intensified” 

intoxication compared to either one alone. 

Cannabis can make a person appear more 

intoxicated than they should be in relation to 

the amount of alcohol consumed. In this sense, 

licensees can rely on existing alcohol-service 

policies to identify intoxicated patrons. 

Specifically, licensees and staff should be 

vigilant to monitor for:

• Patrons who appear to be staggering, have an 

  unsteady gait, or are slurring their words.

• Patrons who appear to be acting in a rude or 

  otherwise obnoxious manner.

• Patrons who display a sudden and drastic 

  change in behaviour.

• Patrons who smell like alcohol and/or 

  cannabis.

• Patrons who appear to have bloodshot or 

  glassy eyes.

• Patrons who appear dizzy, confused, drowsy,  

 or disoriented.

• Patrons who are seen using cannabis.

In any event, licensees must always remember 

signs of intoxication do not necessarily mean a 

patron is actually intoxicated. The key is prudent 

observation and the exercise of reasonable and 

professional judgment. This includes asking 

patrons about their consumption directly, 

The Shifting 
Duty of Care

The legalization of recreational cannabis in Canada marks the end of cannabis-
prohibition, and a new landscape for retailers. Patrons have ready access 
to alcohol and cannabis so there are potentially more “high” and “drunk” 
customers. 

Post-legalization, staff must turn their minds to cannabis and alcohol when 
considering intoxication. Following are some questions that employees have 
recently asked.

by Lorne Folick

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

Risks and Mitigation of Combining 
Alcohol & Cannabis
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or otherwise making reasonable inquiries. 

Nonetheless, when uncertain, licensees should 

always err on the side of caution and exercise 

their right under the law to refuse service.

Q. Can I sell liquor to someone who smells 

of cannabis? 

A. Yes. The law neither permits nor prohibits 

a liquor licensee from refusing service under 

this circumstance. A licensees’ duty is to 

avoid overserving to intoxication. This does 

not necessarily mean refusing service to any 

patron who has already consumed some 

alcohol or cannabis. As with alcohol, just 

because someone smells of cannabis, does not 

necessarily mean they are intoxicated such that 

they should be refused service.

That said, if a person smells of cannabis and 

appears intoxicated by cannabis, alcohol or any 

other substance, then a licensee should refuse 

service. This is in line with observing for signs 

of intoxication by alcohol or cannabis.

The key is prudent observation and the exercise of reasonable 
and professional judgment.[ ]

http://www.siding14brewing.com
http://www.albertalocksolid.com
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available, employers do not necessarily have 

to rely on specific cannabis legislation to 

govern workplace use of cannabis, but instead 

implement their workplace rules pursuant 

to existing workplace safety legislation. 

Employers have always and will continue to 

have the right (and duty) to ensure a workplace 

is reasonably free of risk to their employees’ 

Licensees must also remember that a 

person who smells of cannabis may have 

used medicinal cannabis. If this is the case, 

licensees must be mindful not to discriminate 

against such patrons on the basis of their 

use of medicinal cannabis. Individuals with 

prescribed medical cannabis needs, would be 

protected specifically, like disabled persons, 

under human rights legislation such as the 

Alberta Human Rights Act and the Federal Charter 

of Rights and Freedoms. Of course, while a person 

is allowed to possess medicinal cannabis, they 

must provide the necessary proof of authority 

to possess it.

In short, establishments cannot refuse service 

to such individuals solely based on their medical 

needs. Accordingly, licensees must keep this 

consideration in mind in balancing their duty to 

avoid overservice and discrimination. 

Q.  Do I need to update my house and 

employment policies? 

A. Yes. House policies should be updated to 

reflect the emphasis on both cannabis and alcohol 

intoxication as an increased risk. Specifically, 

licensees should revise their policies and retrain 

staff regarding cannabis rules. 

Policies should reflect the need to accom-

modate the greater risk posed by recreational 

cannabis users. For instance, with respect 

to preventing intoxication, licensees could 

consider including in their policies the following 

mandates:

• Observing for patrons seen using cannabis 

outside the premises;

• Observing for patrons who smell like 

cannabis; and

• Monitoring and refusing service of alcohol to 

patrons who appear “high”;

As far as employment policies, revisions are not 

necessarily required. As the federal government 

notes, impairment in the workplace is not a 

new issue, and is not limited to cannabis. An 

obvious comparison is employee alcohol use in 

the workplace.

The provinces will be responsible for workplace 

safety with respect to cannabis. And while 

Legalization does not mean employees can simply consume 
cannabis at work or come to work impaired. ][

health and safety—it is up to each employer 

to determine appropriate workplace conduct, 

policy, and procedures relating to cannabis. As 

such, legalization does not mean employees 

can simply consume cannabis at work or come 

to work impaired. Specifically, employers can 

restrict their employees’ use of cannabis at 

work and during working hours, which also 

means they can restrict cannabis use at least 

immediately prior to working hours. 

Lorne Folick practices exclusively in specialty insurance 
defence litigation. Lorne has advised clients and 
stakeholders on the emerging cannabis sector.
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In its Budget 2019, the Government of Canada introduced legislation 

that will remove the federal requirement that alcohol moving from one 

province to another must go through a provincial liquor authority. Once 

the legislation passes, provinces will need to make their own changes to 

allow for direct-to-consumer shipping across Canada. These changes 

could have significant impacts on liquor retailers if wineries start 

shipping direct to consumers in Alberta, bypassing liquor stores.

The Honourable Dominic LeBlanc, Minister of Intergovernmental and 

Northern Affairs and Internal Trade stated, “For too long, Canadians 

have been frustrated by the restrictions on the sale of Canadian beer, 

wine and spirits between provinces and territories. The proposed 

legislative amendments would remove the only remaining federal 

barrier to trade in alcohol and the onus will be on provincial and 

territorial governments to change their own regulations, paving the way 

for direct-to-consumer alcohol sales from across Canada. Removing 

barriers to trade between provinces and territories fosters economic 

growth, reduces the regulatory burden on our small and medium-sized 

businesses, and creates good, middle-class jobs across the country.”

Interprovincial Trade 
Barriers to be Removed 

http://www.albertaliquorconference.ca
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  by Margaux Burgess

That’s why ALSA is proud to have created 
an encompassing marketing program for all 
Alberta- made products called Just Add Alberta 
that launched earlier this month. The program 
focuses on communicating the breadth and 
quality of products made in Albert—including 
craft beer, mead, fruit wine, and spirits—through 
education, exposure, and promotion.

Increasing Awareness

Program components include the launch of a 
Just Add Alberta brand identity that can be 
easily recognized by the public, along with the 
development of a tool kit and guide to Alberta-
made products. Liquor retailers, bars, and 
restaurants can use this tool kit and guide to 
describe producers and their products, provide 
overviews of the different product categories, 
and to assist in advising customers on the 
delicious Alberta-made options available—
something that not everybody is aware of.

“Just Add Alberta is a great opportunity to work 
with the province’s liquor industry associations 
to develop a program that represents the 
uniqueness of every product, while harmonizing 
the aspects and brand recognition of local 
products—all of which provides exciting benefits 
not only for our members, but for Albertans and 
the wider industry as well” said Ivonne Martinez, 
ALSA President. “Although many Albertan 
products have made it to the shelves of liquor 
stores, many more remain unknown by the 
public and liquor retailers,” she explained. “We 
hope this new initiative provides a means and 
opportunity for owners and operators to better 
find, feature, and promote the incredible quality 
of Alberta-made products.”

JUST ADD ALBERTA

The summer sipping season is now well underway with Albertans tipping back 
their favourite drinks with family and friends. Combined with an ever-growing 
“buy local, drink local” movement, there’s never been a better or more important 
time for Alberta liquor retailers to highlight the impressive selection of quality 
Alberta-made products available in their own backyard.

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

Highlighting Alberta-made Products
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140

4

20+

Over the last few 
years, Alberta-made 
products have grown 
to unprecedented 

levels in the province. Over 140 
manufacturing licenses have been 
granted in Alberta for the production 
of craft beers, spirits, fruit wines, and 
mead.

Unique illustrations 
commissioned to celebrate 

Alberta beer, spirits, fruit wine, and 
mead.

Number of 
community events 

to be visited by the Just Add 
Alberta camper roadshow over the 
summer months.

Building a Brand

ALSA commissioned a local artist to create 
a Just Add Alberta logo and a series of 
illustrations featuring Alberta-shaped liquor 
items such as an ice cube, cork, bottle opener, 
and barrel to tie together our pride in place with 
local ingredients—both important ideas in the 
growing buy local movement.

Print materials across the province include 
wobblers, posters, coasters, contest entry forms, 
and educational materials that will complement a 
digital strategy featuring YouTube videos and a 
social media presence. Capping it all off is a rich 
in-person interaction strategy featuring myself, 
ALSA Sommelier & Industry Liaison, touring 
festivals and events throughout the province 
over the summer months in a branded Just Add 
Alberta R-Pod trailer.

The festival road show will provide unique 
opportunities to introduce the Just Add Alberta 
brand directly to retailers and all Albertans. 
We will introduce the different Alberta-made 
products and direct shoppers to their local liquor 
retailers to support Alberta-made products.

By travelling across the province, we’ll be able 
to secure opportunities to collaborate with local 
producers at festivals in their own communities 
and really promote the Just Add Alberta brand 

among Albertans. We want to encourage 
people’s curiosity, so they’ll check out all the 
local options available to them in-stores

Communities and festivals on the roadshow 
tour will include large scale events such as 
Edmonton’s K-Days and the Calgary Stampede 
as well as smaller, more focused events such as 
Alberta Farm Days.

Getting Involved

Retailers can get involved by sharing the 
program and the value of locally made products 
with their followers across social media and 
in-store. We will be sharing all our materials 
on the ALSA website as well as launching an 
educational component to help at point-of-sale.

Stores will receive shelf talkers they can use to 
highlight any Alberta-made products they have 
on the shelf and draw attention to our high-
quality, locally made beverages. Plus, if there 
are any events that any retailers would like to 
have the Just Add Alberta R-Pod attend, we are 
ready and willing to be there! Watch out for the 
launch and in-store materials in July.

For more information on Just Add Alberta, visit 
alsaweb.ca or justaddalberta.com and follow 
our journey on Instagram at @justaddalberta

By the 
Numbers
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spiritSpotlight
Drink Pink
Rosé Isn’t Just for Wine Anymore: 
Pink Spirits are the Next Big Trend

Rosé all day. Stop and smell the rosé. Rosé the 

day away. Slay then rosé. Rosé s’il vous plait.

It has surely escaped no one’s attention that 

pink wine has flooded the market over the last 

decade or so. Rosé is everywhere. It’s not just 

for summer any more. Nor is it meant just for 

women or for millennials, although those are 

mightily lucrative markets to be sure.

Now distillers are getting into the spirit of the 

trend with a whole new host of Instagram-

friendly pink liquors and liqueurs. Sure, 

there might be some rosy dye involved, but 

generally these pretty-in-pink spirits are made 

by macerating fruit, vegetables or flowers—

raspberries, rhubarb, hibiscus and the like—

into distillate. Some producers are even using 

actual rosé wine. 

They may look sweet, but these are generally 

dry spirits with subtly sophisticated flavours 

and are best used in cocktails that don’t hide 

their delicate tint. (Think Martinis, Collinses 

and tonics.) Here are just a few to try.

Gin

Gin, which is already flavoured with a variety 

of botanicals, is a natural for adding pink ones 

to the mix. These are often berries, especially 

raspberries and strawberries, although tart 

rhubarb and pomegranate are also popular, 

especially in the UK.

Beefeater Pink, for instance, was created by 

master distiller Desmond Payne, who added 

strawberries to the traditional citrus and juniper 

profile of the classic London Dry. Meanwhile 

Gordon’s Premium Pink was inspired by the 

Spanish gin trend, and is enhanced with the 

natural flavours of raspberry, strawberry and 

red currant. These tinted variations of well-

known and popular brands were both released 

into global markets last year and are readily 

available in Canada. 

There are numerous other small craft brands 

of pink gins being produced in the UK and 

by Joanne Sasvari

Europe, and one imagines, more will be soon 

to come from Canada’s own artisan distillers. 

One of the most interesting is the Bitter Truth 

Pink Gin from Germany, from the same people 

who produce the premium bitters line. Not 

surprisingly, it is tinted and flavoured with 

aromatic bitters, making it the reminiscent 

of the classic Pink Gin cocktail (gin and 

Angostura bitters, with a lemon twist).

Vodka

From opposite coasts of the US come two 

vodkas flavoured with the addition of rosé 

wine: Three Olives Rosé from New Jersey, 

and Hangar 1 Rosé from California, which was 

created by head distiller Caley Shoemaker, 

using local wine. These taste, yes, just like 

rosé, with all its appealing berry notes, but with 

more kick than wine and less alcohol by volume 

than traditional vodka. That makes rosé vodka 

a perfect choice for brunch cocktails as well 

as spritzers lengthened with soda to enjoy on a 

sunny patio any time.

Other Spirits

Only available in the US so far, everything about 

Sweet Revenge Whiskey seems like a dubious 

life choice. Technically a liqueur in the style of 

Fireball, it is hot pink in colour and flavoured 

with strawberries, which are allegedly the 

source of its vivid hue. It’s targeted specifically 

at women and its slogan is “Drink. Pink. Hard.” 

Nothing about this is a good idea, so it’s sure to 

find a ready market out there.

A very different sort of spirit is Código 1530 

Rosa Tequila, a surprisingly sophisticated take 

on tradition. It was originally a secret shared 

just by the distiller’s family in Cabo San Lucas, 

but in 2016 they released it to the US market. It 

starts with high-quality blanco tequila made 

from blue agave, which is then aged for one 

month in un-charred French white oak barrels 

that previously contained Napa Valley Cabernet 

Sauvignon. The agave provides bright, peppery 

notes, and the Cab Sauv offers a subtle fruit 

flavour.

Liqueurs

Of course, there have long been rosy-hued 

liqueurs on the market—products like 

Chambord raspberry liqueur and crème de 

cassis—that add a pretty pink tint to cocktails 

like the Kir Royale. Companies like Bols 

and Giffard produce fruity flavours like pink 

grapefruit or watermelon, while Alizé has its 

floral Rose Passion (lychee and rose). And now 

the US company Li Destri has introduced its 

Pink Lemon Liqueur, which has it all: it’s sweet, 

tart, boozy and, above all, perfectly pink-tinted 

for all those Instagrammable moments.
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