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VALUE YOUR ACCESSORIES
and boost bottle sales

14     The Publican



15     The  Publican

When retail guru Robert Spector shared the 
secrets of Nordstrom’s success, and made a chunk 
of change in doing so, the face of retailing was 
changed forever. Consumers were “in” on the 
arts of persuasion, and the study of how people 
shopped became a sophisticated science. Add 
the Internet, and the contest has evolved to a 
whole new, fast-moving ball game against which 
bricks-and-mortar stores must now compete. That 
includes catering to a customer who is, as various 
studies reveal, more demanding and increasingly 
attention deficit. Look no further than the so-
called Generation Y whose surfing childhood 
has taught them to think in bytes, literally and 
figuratively. They’re looking for fast and easy 
engagement, originality, and value-added ideas. 
Therein lays the opportunity.

Engaging Customers
“Although accessories are a small part of our 
overall revenues, they offer an excellent mark-
up, often as much as 100%”, says Stacey Mueller, 
Manager of the recently opened Berezan Liquor 
Store in Langley. “More importantly, they add to 
the buying experience and engage our customers 
in a way that results in more sales of our primary 
merchandise.”

Mueller, who has an extensive background in 
retailing, admits that sometimes the selection 
process can be bit of a hit and miss affair - “we’re 
not an exclusive wine store with clearly defined 
clientele” - but since displays can be changed 
quickly in response to the season, customer 

Consider the Trends
Peter Fisk, business innovator, marketer, and best 
selling author, is an authority on prevailing trends 
in commerce. When applied to the liquor industry, 
they pave the way for a fresh look at sundry, non-
alcoholic accessories.

Some of the trends, such as Challenger Brands (as 
in, serious private labels),  and Designer Quality, 
are already familiar commodities whether in 
limited edition wines and sought-after vintages, 
or established, high-end spirits. Take a look at the 
trends, Simplifying Life (anything that makes life 
better), and Streamlining (everything fast and 
convenient), and you open the doors to more 
inspired service that goes beyond nachos and 
cheese dip beside cases of beer. Today, these 
concepts talk to pick-up dinner items, such as 

demand, or sheer novelty appeal, offering non-
alcoholic wares is a way to keep the store an 
exciting place to shop. “They can be a point of 
differentiation and help build customer loyalty.”

Murray Rasmusson, a 15-year veteran of 
distributing various alcohol-related supplies 
agrees. “Displays of bottle openers, gift bags and 
inexpensive glassware are geared to the impulse 
buy and they need to move fast,” he suggests. 
“These are POP staples to any inventory - the 
nearer the cash register, the better. However, 
it’s important to make sure that value doesn’t 
translate to cheap; a wine opener must have the 
strength to pull out a cork, and the durability to 
last beyond one picnic.” Clutter around the cash 
register is the bane of most operations. But it 
need not be so. 






