













https://www.youtube.com/watch?v=vJG698U2Mvo
https://www.youtube.com/watch?v=vJG698U2Mvo






















































































































































www.buffalotracedistillery.com

















































































https://www.youtube.com/playlist?list=PL2DCRCRTMCGnLGTOkY05x77ux7YW37KqT








































































https://www.youtube.com/watch?v=XNH7552TlQw&feature=youtu.be




























Store Report Cards

Store Sales Analysis Project: OLCC worked with NABCA and Brown-Forman
Starting Point: Store-level, SKU-level sales data for 12 months ending October 14

Deliverable: An ‘Owner’s Manual’ pivot table view of the Oregon state store
business, by Stores, Suppliers, Categories, Sizes, Brands, SKUs, etc.

What’s This For?:
* Deeper/Better understanding of Oregon state store business
* Identify key promotional periods
+ Category ‘success stories’
* Opportunities to drive growth/development

Individualized, store-specific scorecards are in your welcome packet, here is an
intro to this new source of sales data; your OLCC DM can tell you more!
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Look what happens when you roll that store’s whiskies into
one combined category!

A-HA #8: When viewed as a
whole, a roll-up of all
Whiskey/Bourbon categories is

] generating 26% of this store’s

total sales, and is clearly the #2
category after Vodka.

Across nearly all stores
statewide, this combined
whiskey/bourbon category is
either #1, or #2 after Vodka.
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January February March  April May June

July August September October November December  Full Year

VODKA 35%  34%  35%  35%  35% 35% 33% 35%
DOMESTIC WHISKEY | 15% 158 14%  14%  13% 14% 14%
CORDIALS 12%  13%  13%  12%  12%  12% 12%  13% 12%
CANADIAN 12%  12% @ 12%  12% 11% 12% 12%

RUM 10% 10%
TEQUILA 6% 7% 6%
GIN 4% % 4% 5% 5%
SCOTCH 2% 2% 2% 2% 2%
BRANDY / COGNAC 2% 2% % 2% 2%
IRISH 1% 1%’ 1% 1%

January February March  April May  June

July August September October November December Full Year
TOTALWHISKIES/BOURBONS [ 30%  30%  30% 29%  28%  28%

2%  20%[080% 0% 29%

» For each category, the biggest months are green, and the smallest months are red. The ‘green
categories’ in each month should be on your floor!

» Example: Vodka is 35% of TDS sales annually. The biggest months are Jul-Aug-Sep, the smallest
is December.

* AHA #10: The March spike for Irish is entirely St Patrick’s Day. Capitalize with an Irish whiskey
display during St Pat’s week!

* AHA #11: The May spike for Tequila is Cinco de Mayo, followed by margarita season all summer!
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B Youngs Market Ginpany

DISTRIBUTOR OF FINE WINES AND SPIRITS
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Merchandising

Definition: Merchandising is all the actions that can be taken in
an account which will attract consumer attention to
brands and stimulate purchase.

38% of purchases made, the customer knows exactly what they want.

The other 62% are influenced by packaging, price, anything value added
or recommended.

Value added buy
Vodka with free
Bloody Mary mix

Cool bottle
shape



WHY ARE FLOOR DISPLAYS SO EFFECTIVE?
They shout “bargain”
Displays imply a special, low price —and therefore they stimulate

the shopper’s natural attraction to a bargain.

They serve as a reminder
Lead to impulse buying.

They act as a billboard
The more times the consumer sees a brand, the higher the
probability of a purchase.

They suggest drink ideas

They help shape the store’s image
Attractive, well-kept displays give an impression of excitement.

They are ideal for introducing new items
They reduce stocking labor on high turnover items & reduce Out of Stocks.

They increase sales!



Upsell your customers
Trade your customers up to premium brands.
Display with mixers, sell a drink theme to catch an impulse buy.

Cross Merchandise rum with cola Display tequila with margarita mix



Impulse Sales

For customers that shop your store once a month or less,
by displaying holiday or drink themed displays may add
to an additional impulse buy.

Ex: Display tequila & mix in April
to catch that shopper. May 1%t
might be too late.

Displays act as a Billboard.
They can showcase...

Sale Items

New Items

Hot Trends

Cinco - tequila & mix display









Elements of a good floor display

Location
Is it in a good visible/high traffic location? Locating the display in an area
where it will attract attention and convey a message to the shopper is vital.

Size
A large display conveys the image of importance — important enough for
the shopper to stop and take a look. Act as a billboard.

Condition
A display which is clean, neat and fresh —and priced — will help the
shopper make the impulse purchase decision.

Show consumer a reason to buy
Display with point of sale, cross merchandise with mixers, Mail in Rebates.

Pole Topper  Case cards With Cola MiR



Types of Displays (pending available space)

End Cap Island Stack Rack






Thank You!































































	Distilling Your Customer, Diageo

	Gallo Spirits Academy

	Harlen Wheatley, Buffalo Trace

	Chris Fletcher, Jack Daniels

	Greg Davis, Maker's Mark

	Liquor-nomics, Mark McMullen, OEA
	Oregon Lottery

	Report Cards, Brown-Forman 
	Sell Better, Not More, Diageo

	Show it Off: Young's Market & Proximo Spirits

	Cheers! Agent Awards




