paul@tashcommunications.com
406-494-0100

Simplify
beer menu
- Page 10

Endorsed by the

Industry bills progressing
Vol. 24, Number 5

A Tash Communications Publication

April 2019

Three bills
provide for
sports betting
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SEN. MARK BLASDEL introduces his bill to
legalize sports betting at a hearing before the

Senate Business, Labor, and Economic Affairs
Committee March 19 in Helena.

By Jorie Tash
Montana Tavern Times
With the 2019 legislative session coming down the
back stretch, dozens of alcohol and gaming industry
bills have been introduced in the Capitol, and several
have already been signed into law by Gov. Steve
Bullock.
Senate Bill 25, the industry bill spawned by the

Gaming Advisory Council, met little resistance in the
legislature and was signed by Gov. Bullock March 18.
The bill, sponsored by Sen. Mark Blasdel (R-Kalispell)
legalizes the popular Heads or Tails fundraising game
for all non-profit organizations to host, as long as 50
percent of profits from the game go to the non-profit.
Participants in Heads or Tails decide on the outcome

Blackjack among legislation still alive

See LEGISLATION Page 8

By Jorie Tash
Montana Tavern Times
Three sports-betting measures
are progressing through the legislature, including Senate Bill 330,
which has the support of the gaming industry and creates the
Montana Sports Betting Act.
Sen. Mark Blasdel (RKalispell), a member of the
Gaming Advisory Council (GAC),
introduced SB 330 in late March.
The bill has passed the Senate on a
36-14 vote April 1 and is currently
awaiting its House committee
hearing, scheduled for April 5.
Rep. Ryan Lynch of Butte
introduced House Bill 725, a bill
that would allow the lottery to
operate within the sports-betting
sphere, in late March. As of press
time, the bill passed on a vote of
88-10 and a Senate committee
hearing on the measure is scheduled for April 10.
The third bill, HB 475, is sponsored by Rep. Brad Tschida of
Missoula and seeks to legalize
See BETTING Page 7

Morris honored for serving as ABL president

By Paul Tash
Montana Tavern Times
Though his time as national president has
come to an end, Steve Morris’s involvement
with the American Beverage Licensees (ABL)
has not.
Morris completed his two-year term leading
the national organization during its Annual
Meeting March 24-26 in Las Vegas. He will
Change service requested:

continue on the ABL board for
two more years as past president. Morris, a longtime
Montana Tavern Association
member and owner of Jorgensen’s in Helena
with his wife, Barb, has worked closely with the
ABL for over a decade while serving as the
MTA’s national director to the ABL. He’s also a
past ABL vice president and has served on the
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PRSRT STD
U.S. POSTAGE

PA I D

Permit No. 93
Livingston, MT

ABL executive board as an at-large onpremise representative.
Morris was honored at the ABL
Honors Gala March 25 for his work for
the organization as president. The gala also honored Craig Purser, president and CEO of the
National Beer Wholesalers Association, with the
Top Shelf Award, the ABL’s highest honor, as

See MEETING Page 15
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By Margaret Herriges
MTA Executive Director
Frustrated with the inability to hire a safe
ride home for their patrons, Helena-area tavern
owners took a different approach and it has succeeded beyond anyone’s expectations, providing
1,200 free rides to impaired drivers.
In the summer of 2016 Bruce McCullough
and Kelly Harris, the president and vice-president of the Tri-County Licensed Beverage
Association, reached out to Uber, which had just
begun hiring drivers in Helena. They worked
with the company’s national headquarters to
develop a custom program for bars trying to prevent driving under the influence.
“The Home Free program with Uber is the
first of its kind in the nation,” said McCullough,
owner of Miller’s Crossing. “We explained to
Uber that we needed a reliable, affordable and
easy to use program for the bars who belong to
our Tri-County Association.”
It took many months of development with
the global company and in March of 2017 the
Home Free program was tested with four area
establishments.
“It worked extremely well,” said Harris, the
manager of Helena’s Valley Hub, “so we opened
it to every bar in the association. Today, we have
27 taverns using it, and the Home Free program
has kept 1,200 drunk drivers off Helena-area
streets and highways.”
Each participating bar has a dedicated
device, tablet or smartphone, with a special
Uber app on it.
“That’s the only thing on that phone,” Harris

said. “It’s available to the bartender to get an
Uber ride for a customer who shouldn’t be driving.”
The bill for the ride is charged to the association’s account. The participating bars bear the
cost for this. Each participating bar pays $300 a
year and up to $50 a month based on how many
rides are requested
from our establishments.
“I think we need
to reconsider our
approach to drunk
driving,”
McCullough said.
“There’s a real
opportunity to be
part of a cultural
shift, to change the
mindset of drinking
and driving. First,
we need to educate,
a role the DUI Task
Force undertakes. Second, we need to prevent
drunk driving and that’s where our Home Free
program shines. Finally, we need enforcement
when education and prevention haven’t worked.
That’s were our local law enforcement comes
in.”
“I wholeheartedly endorse the efforts of the
Tri-County Tavern Association and the taverns
who are part of the Home Free Program,” said
Lewis and Clark County Sheriff Leo Dutton.
“While many of our programs take a punitive
approach, Home Free takes a preventative

approach and working together with local law
enforcement makes it possible to make a
tremendous difference in DUI prevention.”
Dutton also credited tavern owners participating in the program for the reduced number of
DUI arrests over the St. Patrick’s Day weekend.
County Attorney Leo Gallagher also
expressed his support of the
Home Free program.
“Keeping 1,200 potential
impaired drivers off the road is
no small feat and I tip my hat
to the participating taverns
who have committed to this
tremendous effort to stop
drunk driving.”
The Tri-County
Association wants to help
other communities get started
with a Home Free program,
too. The average ride costs the
program around $17.
“Just think what a difference this could make if Home Free was instituted in more Montana communities,” McCullough
said. “That $17 ride is helping save lives, keeping people safe. We want other communities to
experience this type of success. If taverns in
another town want to learn how they can make a
positive impact on the safety of their community, they can reach out to us.
“We are excited to help. What we’ve learned
is that when local taverns work together, we
really can make a difference, and that difference
saves lives.”

MTA partners with BMI for licensing discount
BMI News Release
BMI (Broadcast Music,
Inc.), a global leader in
music rights management,
recently announced a new
partnership with the Montana
Tavern Association (MTA) to
develop a music licensing
discount program for the
association’s membership.
This initiative will help those
in the hospitality industry
comply with copyright law,
while ensuring that BMI’s
affiliated songwriters, composers and publishers are
compensated for the use of their
musical works.
With the new discount program, MTA members are offered
up to 10 percent off their BMI
music licensing fees. When combined with the 10 percent timely
payment discount already included
in BMI’s Eating & Drinking
Establishment (EDE) license, up to
20 percent can be saved.
“This is another example of
why it’s so important for Montana
taverns to belong to the MTA,”
said Chad Bachmeier, chair of
MTA’s Membership Committee.
“The organization looks out for our
interests and is in tune with the

out Montana.”
BMI acts as a bridge
between songwriters and the
businesses and organizations
that want to play their music
publicly. The performing rights
organization operates on a nonprofit basis and licenses approximately 14 million musical works
from its more than 900,000 affiliated songwriters, composers
and music publishers.
Dating back to 2000, BMI

needs of our industry. This is an
opportunity to save some real
money with this discount from
BMI and, for a small business,
that’s critical.”
“The majority of BMI’s affiliated songwriters can be viewed as
small business owners, just like
most restaurants and bars,” said
Jessica Frost, BMI’s executive
director of Industry Relations.
“Our songwriters depend on the
royalty payments they receive from
BMI to make a living, and this
partnership with the MTA will help
to ensure the continuation of great
music at bars and taverns through-

has partnered with more than 60
trade associations in the hospitality industry to streamline the music
licensing process.
For more information on the
BMI/Montana Tavern Association
music licensing discount program,
contact Margaret Herriges at margaret@mttaverns.org or BMI customer service at 800-925-8451/
business@bmi.com.
You can also visit
https://www.bmi.com/licensing.
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Annual license renewals coming
By Denise Brunett
ABCD Licensing Bureau
Hi there! Each spring comes
with welcomed greenery and
annual renewals! Soon it will be
time to submit your on-premises license renewal. On May 15
Alcoholic Beverage Control
Division will send the paper
renewals and email notifications
to electronic filers.
The use of the TransAction
Portal (TAP) continues to
increase each year. Be sure to
check it out if you haven’t
already! It is online
https://tap.dor.mt.gov.
The Alcoholic Beverage
Code requires the renewal of
licensees annually. If a renewal
is not received by July 1, the
Department of Revenue
assesses late fees of 33-1/3
percent of the license fee in the
months of July, August and
September. Continued failure to
renew after this time can result
in revocation of a license.
Please remember to verify
and update the location manager information. The title of this

person is much less important
than the duties they perform.
Generally, the department is
looking to have a person or

L

icensees must
report changes
regarding their location managers within 30 days of a location manager’s hire.

Denise Brunett
persons identified who are
charged with general oversight
of the business, but who are
also responsible for ensuring
compliance with gambling and
alcoholic beverage laws and
regulations under the authority
and general guidance of the
owner.
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Write us

An employee with “manager” in their title, such as deli
manager or catering manager,
does not automatically have to

The Montana Tavern Times welcomes letters to the editor.
Letters must include the writer’s name and address. The
word limit is 300. Mail to Montana Tavern Times, P.O. Box
4307, Butte MT 59702, or email us at paul@tashcommunications.com. The Times reserves the right not to print letters it finds objectionable.

be reported. The reverse is true
as well – even if an employee
is not called a manager, their
information will still be needed
if they perform general oversight of the business and are
responsible for ensuring compliance with gambling and alcoholic beverage laws and regu-

lations. An operator/licensee
may have more than one location manager, but there must
always be at least one, and
every employee performing
location manager duties must
be reported.
Licensees must report
changes regarding their location managers within 30 days
of a location manager’s hire.
The Departments of Justice
and Revenue forms may be
found on these websites:
dojmt.gov/gaming/forms and
revenue.mt.gov/home/liquor/
forms.
Each year the Licensing
and Compliance Bureau
reviews every submitted renewal to ensure any changes of the
license and licensed premises
are addressed. Our team is
happy to hear from you and
answer any questions you may
have!
Please contact the department at (406) 444-6900 with
any questions, or visit revenue.mt.gov for licensing information.

Tavern Timetable
April 24
May 14-15
June 21
Sept. 9-11

— UPCOMING EVENTS —

Central MT Tavern Assoc. dinner, Lewistown
Gaming Industry Assoc. convention, Chico Hot Springs
Gaming Advisory Council, GCD office, Helena
MTA Convention and Trade Show, Sidney

— STANDING DATES —

2nd Tues. of month
1st & 3rd Wed. month
2nd Mon. of month
Quarterly (call)
1st Thurs. of month
2nd Wed. of month
2nd Wed. of month
2nd Tues. of month
1st Tues. of quarter
3rd Thurs. of month
Last Tues. of month
2nd Thurs of month
2nd Thur. of month
2nd Tues. of month
Last Wed. of month
1st Mon. of month
2nd Tues. of month
1st Thurs. of month

Carbon/Stillwater TA 328-4807
Cascade Co. TA 453-9567
Central Montana TA 366-9633
Flathead Co. TA 270-8069
Hi-Line TA 265-9551
North Lake Co. TA 844-3372
Lincoln Co. TA 293-4493
Miles City TA 234-3164
Missoula Co. TA 728-0030
Park County TA 222-0665
Ravalli Co. TA 821-1853
Richland Co. TA 433-4354
Sheridan-Richland-Daniels 474-2358
Silver Bow TA 494-6062
Southwest Montana TA 835-2150
Toole Co. TA 434-2442
Tri-County LBA 475-3125
Yellowstone TA 855-0778
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Good service brings good referrals
than you think. First and foremost, get on
By Joel Silverman
social media and start utilizing the internet.
Silverman Law Office
Make sure you have a Facebook and
This month I want to discuss the imporInstagram account that shows off your prodtance of managing the client experience to
get more referrals. We all know how impor- uct and the experience you are selling.
Make sure you are active with Trip Advisor,
tant an experience is for our clients, but I
Yelp, Google Places, Zomato and any other
can’t tell you how many times I see busiservice that will promote your business for
ness owners forgetting about the experience they are trying to give to
their customers.
Some simple facts about
referrals. People are more than
four times more likely to buy a
product or service when it is
referred to them by a friend
(Nielsen Publishing). A referred
customer has a 16 percent higher lifetime value than customers
acquired through other methods
(Journal of Marketing). Eightythree percent of satisfied customers are willing to refer your
company to their peers (Adviser
Impact).
Joel Silverman
These numbers are indis“FREE.” We have never had so much free
putable and irrefutable, but they were preadvertising in the history of mankind.
sented by a lawyer so you might discount
Now, you have to put your ego aside
them because my lips, or fingers, were
and actually ask your clients to rate you on
moving. I have verified them myself,
these websites. I would also suggest you
through the last four years of data that I
read the book, Hug Your Haters, so that you
have collected in my business. We have
over a 90 percent conversion rate of turning are prepared to handle people who will
make disparaging remarks about your busia qualified person into a client, when they
ness on the web.
come from a referral.
How else can you ask for referrals? Just
I hear you already asking yourself, how
ask your clients! It starts out that simple.
do you get more referrals? It’s much easier

F

Get creative about it. Walk around your
restaurant or bar and ask people about their
experience. Have a specially designed
coupon to hand out to those people that
give you feedback, so you give them a discount the next time they come back to your
business.
One other idea is partnering with another business that connects with a
good number of your ideal
clients. Create a referral relationship with that person or business, so that you can cross refer
clients to each other. Referral
partnerships are the most underrated way to get new clients in
the door. And again, it is free!
There are more ways to
obtain referral clients than I can
mention in this space. The last
piece of advice to help get people to come back and refer
friends and family is to simply
say, “Thank You.” We all love the
feeling of appreciation. Pass that
along to your customers and they will want
to come back over and over again to regain
that feeling.
Please, if you have any topics or questions to be covered in future articles, email
me at joel@mttaxlaw.com.

irst and foremost, get on
social media and
start utilizing the
Internet.

Joel Silverman is founder of
Silverman Law Office with offices in
Helena and Bozeman. He can be reached
at (406) 204-5813.

Material available to push MCPG services

By Anne Gerken
GCD Communications
March (and its madness) is
over and so is National Problem
Gambling Awareness Month.
Yet the need to address problem gambling endures, and the
Montana Council on Problem
Gambling (MCPG) and
Gambling Control Division
(GCD) are hoping to partner
with Montana casino operators
in a promotional campaign to
help those who might need
help.
Problem-gambling materials
such as coasters, window
decals, magnets, and counter
mats (see inset on following
page) are available to Montana
casinos free of charge. The
GCD is requesting that casino
operators distribute these materials in their businesses and is
very appreciative of those
establishments that use the limited time and space they have

T

he GCD is
requesting that
casino operators
distribute these
materials in their
businesses ....

Anne Gerken

to give back to this cause.
With the seeds planted, this
year’s campaign should hopefully blossom across the state.
The GCD and MCPG hopes
more people will find help if
they need it with the collaboration of Montana casinos.
Research has shown steady
reports of problem gamblers

throughout recent years, yet
outreach campaigns and
increased exposure has
sparked a higher demand for
help. According to MCPG’s
data, each participating
provider averaged one additional client served per month
in 2018 compared to 2017.
Problem gambling can be

undetectable, affects all demographics, and inspires silent
suffering – people who need
help aren’t always able to find
it.
Those calling the 24-hour
helpline will be connected to a
counselor over the phone and
can also make in-person
appointments at no cost to the
client. Because the Montana
Council on Problem Gambling
is primarily industry-funded, it is
members of industry associations like you who make nocost services available to those
in need.
The MCPG contracts with
over 20 providers in the state.
The Council says it had almost
1,700 patient interactions in
2018.
“We continue to build and
strengthen our network of
counselors across the state,”
said Brad Longcake, MCPG
See MATERIALS Page 6
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state pool tourney
April 11 in Billings

Materials

from Page 5

executive director. “Many
Montanans don’t know about
the Council, or that we offer
counseling at no cost to clients.
Oftentimes, individuals are
identified in relation to other
addictive issues through our
counselor network.”
In a recent news release by
the Department of Justice, Atty.
Gen. Tim Fox urged those who
think they need help to contact
the Council.
“I urge Montanans struggling
with problem gambling who
haven’t already gotten a referral
for free treatment to call the

MATERIAL AVAILABLE to
help spread the word about
services provided by the
Montana Council on Problem
Gambling include, from top,
placemats, coasters, and
magnets.

Council’s helpline at (888) 9009979 today,” Fox said.

By Jorie Tash
Montana Tavern Times
The 39th Annual Montana
VNEA State Pool Tournament,
sponsored by the Montana Coin
Machine Operator Association
(MCMOA), will play out April 1114 at the Red Lion Hotel in
Billings.
“This tournament is for the
player as a thank you for supporting the VNEA Leagues throughout
the state,” said Trevor Foster
of Golden Route
Operations.
VNEA-sanctioned
players can register
for single play on
Saturday, April
13, beginning at
8 a.m. while
team registration
ends on April 1.
Singles play will
be split up into
men’s and women’s
levels and will begin
Saturday immediately
following registration,
while team divisions will be
determined before the tournament and will commence play at
noon on Thursday. Up to $25,000
in cash and prizes are up for grabs,
and single players can participate
in a second-chance tournament taking place on April 14.
Foster said this year’s tournament will have a few changes. The
MCMOA will introduce “Green
Fees” for this year’s event – a flat
fee included in registration that
allows players to utilize free tables
before, during and after the tournament, eliminating the need for
quarters and allowing them to
practice at no extra cost.
“(Green Fees) will help with

speed of play during the tournament,” Foster told the Montana
Tavern Times.
The team event “continues to
grow considerably,” he said.
Even with 50 tables available
for the event this year, table time
will be at a premium. To alleviate
some of the “long hours on the
floor for our players,” the team
event will start at noon on
Thursday,
not 6

p.m.
as done
previously.
“This will give the player
some more time to rest and reset,”
he said.
The registration fee for fourperson teams is $320, while singles registration cost is $75 per
player. Group rates are available
for room reservations at the Red
Lion, and those interested in taking advantage of them should
mention the code “MCMO 0410”
while booking.
“We at the MCMOA are excited to see all our pool friends, and
are looking forward to yet another
great tournament,” Foster said.

MILODRAGOVICH, DALE, STEINBRENNER
Attorneys

P.C.

Liquor License Transfers, Gaming Applications,
Real Estate, Business Sales, and Estate Planning

• Karaoke 7 nights a week 9 p.m. to 2 a.m.
• Newest Poker, Keno and Line Games
Queen of Hearts
• Packaged Liquor To-Go
Card Club
• Great Drink Prices
Best Live Poker Action in Town
in the Queen of Hearts Card Room.
crystalloungebillings.com

101 North 28th Street • Billings, Montana • 406-259-0010

GERALD W. STEINBRENNER

(406) 728-1455
Fax (406) 549-7077
E-Mail: fishlaw@bigskylawyers.com

P.O. Box 4947
620 High Park Way
Missoula MT 59806-4947

GERALD W. STEINBRENNER
www.bigskylawyers.com
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Fleetwood Gaming, a
Montana-based gaming manufacturer and vendor, has partnered
with Newgioco Group, Inc. to distribute Newgioco's ELYS sports
and virtual betting products at
select locations in Montana.
Though sports betting is currently illegal in Montana, the state
legislature is currently considering
the legalization of
the activity, possibly through
mobile sports-betting at kiosks in
the state’s gaming
establishments
(see story on Page
1).
The agreement, contingent on approval from
the state Gambling Control
Division, is the third announced in
recent months by Montana route
operators that have partnered with
sports-betting companies in anticipation of sports-betting legalization. Golden Route Operations has
signed a pact with William Hill,
and Century Gaming has partnered
with PlayMGM.
According to a Newgioco news
release March 6, Newgioco’s

Betting

multi-year agreement will give
Fleetwood the ability to provide
the ELYS sportsbook and virtual
sport platforms throughout
Fleetwood's distribution network
in Montana.
"Since launching our U.S.
business expansion plan in
October 2018 at G2E in Las
Vegas, we have been working dili-

gently with strategic partners in
the U.S. to grow our pipeline of
opportunities, and to initiate our
geographic diversification," said
Newgioco CEO Michele
Ciavarella. "We are delighted to
have found a true partner for our
initial entry into the rapidly evolving U.S. market. Along with our
tribal gaming partners, we look
forward to working with
Fleetwood and its aligned 'family
culture' and business ethics to

from Page 1

parimutual betting on horse racing. HB 475
passed the House 87-9 and will also have its
Senate committee hearing April 10.
All three have the support of the Montana
Tavern Association, provided they maintain certain criteria, including:
• Restricting sports betting inside licensed
gaming establishments (specifically, liquor
licensees with a gaming endorsement) using
kiosk-based systems that provide the capability
through wi-fi or other means to limit betting
within the premises;
• Ensuring a separation of sports-betting
operations from other gaming operations in the
establishments, particularly the poker, keno and
line-game machines;
• Prohibiting use of credit cards and other
credit to bet, which is illegal in Montana;
• Requiring a commission be paid to
licensees;
• And requiring regulation be provided by
the state's Gambling Control Division.

Senate Bill 330

Sen. Blasdel’s bill is the product of months
of deliberation between a GAC subcommittee,
industry representatives and regulators.
“We took time to put some specific things
we wanted to see in the legislation, and address
the (GAC) subcommittee’s concerns while
working with the state of Montana,” Blasdel
said at the bill’s Senate committee hearing last
month.

bring responsible sports and virtual
betting to Montana and its neighboring states."
Fleetwood Gaming CEO Jon
Dehler said the fit with Newgioco
will be good for Montana.
"The remarkable flexibility and
incredible expansion capability

demonstrated by ELYS' shop client
design fits perfectly within the
variety of our Fleetwood product
lines and wide distribution range
through route operations,” Dehler
said. “We are very pleased to be
working with the committed
Newgioco team, and being the first
to roll out the ELYS betting platform throughout our retail network
in Montana.”
“I am quite excited about the

SB 330, which received unanimous support
at the hearing, is the product of “a lot of listening” to address industry and government wishes
and concerns, he added.
The bill, along with location-based betting
only, an 8.5 percent tax rate on gross profits collected quarterly and 5 percent revenue distributed annually to the tavern owner hosting the
betting, also:
• Requires sportsbook operators to be
licensed for annual fees of $1,000, plus $100 per
kiosk placed in premises;
• Requires platform operators, if a separate
entity from sportsbook operators, also to be
licensed for the same fee;
• Allows the Department of Justice to issue
application fees separate from the licensing fee
at its discretion;
• Requires the Department of Justice to provide a mediation process for parties engaged in
ongoing disputes, such as between bettors and
sportsbook operators;
• Allows individuals to apply for an associated gambling business license to sell equipment
related to sports betting to sportsbook operators,
and;
• Forbids DOJ employees, as well as coaches, athletes, athletic trainers and anyone else
employed by collegiate or professional sports
bodies from applying for any sports bettingrelated license.

House Bill 725

Rep. Lynch’s bill gives the Montana Lottery
the authority to conduct sports betting via lottery consoles in authorized locations and/or
licensed sales agents.
Bettors would be able to wager on lottery

opportunity of expanding our partnership with Newgioco in
Montana and our neighboring
states as the legalizing of sports
betting continues to develop state
by state."
Montana's population is just
over 1 million people, but the
news release said the
two companies will
be also be targeting
the millions of
tourists who visit the
state each year –
about 12.2 million
tourists visited
Montana and spent
nearly $3.7 billion in
2018. According to
the American
Gaming Association,
Montana has 13 tribal casinos and
about 1,440 video gaming locations (in 2017, there were 1,874
video gaming machines in tribal
casinos, and 15,810 in non-casino
locations).
“Newgioco management
believes the leisure betting market
in Montana presents a great opportunity for its partnership with
Fleetwood Gaming,” the release
said.

consoles with cash or debit card (debit daily
limits would be the same as those determined by
the card user’s issuing bank). The bill also
includes the framework for creating a five-person commission that would regulate the activity.
Revenue would be placed into the lottery
fund and subsequently funneled into the state
general fund and scholarship programs.

House Bill 475

HB 475, sponsored by Rep. Tschida, would
allow parimutuel betting on horse and greyhound races.
The bill outlines the process by which
wagerers can make their bets on simulcast races
from around the country and individual races in
Montana, and includes how winnings are paid
out.

Race meet licensees are to pay out 1 percent
of daily gross profit from parimutuel betting to
the Department of Commerce, who will then
distribute revenue to the state special account or
to the Board of Horseracing for regulation. 2
percent of exotic wagers will be distributed into
the winners’ purses, excluding those of stake
races.

Non-parimutuel betting on a licensed race
meet will remain unlawful, and advance wagering by phone or online will be legal if conducted
through a Board-licensed advance wagering
hub. Licensees can also offer parimutuel bets on
fantasy horse racing.
About a dozen states are currently considering legislation to legalize sports betting in the
wake of a Supreme Court ruling last May that
allowed states to offer that gambling activity if
they choose.
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of a coin flip by putting their hands
on their heads or behinds until one
winner that has guessed every flip
correctly remains.
Licensed gambling establishments can host the game, but “the
activity must be managed by the
sponsoring non-profit organization
and all marketing or promotional
materials must clearly identify the
sponsor.”
“There are a number of these
non-profit fundraisers that happen
in taverns across the state, but it
wasn’t a legal activity,” John
Iverson, lobbyist for the Montana
Tavern Association, told a House
committee in February. “We wanted to see this allowed so that the
nonprofits that throw their events
at our establishments can do so in
a legal fashion.”
SB 25 also updates definitions
of “antique gambling device”
while clarifying laws regarding
such and provides a legal framework for sports pool and sports tab
games.

Blackjack

Rep. Wylie Galt’s blackjack
bill passed the House with a 66-30
vote March 28 and has been transferred to a Senate committee.
Rep. Galt (R-Martinsdale)
sponsored a blackjack bill in 2017,
which died on a 50-50 vote in the
House in the waning days of the
session. Galt’s 2019 proposal is
modeled after North Dakota’s
blackjack laws, where “nonprofits
are the only ones that can own
blackjack tables,” said Galt at the
bill’s Feb. 21 House Taxation
Committee hearing.
Also at the hearing, Iverson
expressed unease with the ambiguous definition of “nonprofits” in
the bill, as many special-interest
associations have nonprofit status
that “don’t have a charitable purpose.” Since the hearing, Galt has
updated the language in the bill to
be more specific about which
“nonprofits” can run the game:
“Nonprofit organization” has been
changed to “an organization with
tax-exempt status under section
501(C)(3) of the Internal Revenue
Code.”

Historical Horse Racing

Sen. Blasdel’s SB 183, which
seeks to legalize historical horse
racing, passed its third reading in
the Senate with a 29-20 vote and
had its House committee hearing
April 2, but no further action has
yet been taken.
Historical horse racing is a
form of electronic gambling that
allows players to make parimutuel
bets on combinations of thousands
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Cashin’ in

RALPH FERRARO, with the Gallatin County
Licensed Beverage Association, poses with
Mary Jane Heisler and her son, Tom Heisler
Jr., after handing them money won in raffles
during a GCLBA charity dinner in Bozeman in
January. The two from Great Falls weren’t able
of already-completed races. Sen.
Blasdel’s legislation would grant
the Board of Horse Racing authority to “implement, administer, and
enforce wagering on parimutuel
historical horse racing.” The
Gambling Control Division
(GCD), Montana Tavern
Association and the Gaming
Industry Association all oppose the
bill, on the grounds that “it doesn’t
define anything,” Iverson said.

Paul Tash photo

JOHN IVERSON testifies on
SB 330 March 19 in Helena.

Access Control Systems

Sen. Blasdel’s “buzz-in” bill,
SB 119, chugged right along in the
legislature and is currently awaiting the governor's signature.
The bill allows gambling
and/or alcohol licensees to keep
doors locked during business hours
until a customer or law enforcement presses a button to be let in,

Paul Tash photo

to make the Bozeman dinner, but Ferraro
made sure they received their money at a
Montana Tavern Association meeting in Helena
in March. Mary Jane accepted $2,000 for the
Black Eagle Brewery, and Tom received $500
on behalf of the Cascade Co. Tavern Assoc..

allowing casino and bar managers
enhanced security. Law enforcement officials, including the GCD
and police officers, must be let in
immediately, according to the language in the bill, and licensees
must first fill out an application
from the Dept. of Justice and
obtain approval from both the
DOJ and GCD before access control system use is allowed.

Auctions & Quota Areas

Rep. Ed Buttrey from Great
Falls sponsored HB 35, which has
been passed by both legislative
bodies and was sent to enrolling
April 1.
The bill outlines the new bidding process for all types of beverage licenses when one is made
available in a quota area.
It also redefines quota boundaries to prevent new licensees
moving a license from a small
town to a bigger city in what used
to be the same quota area, as seen
in districts such as Belgrade and
Bozeman, and Helena and East
Helena. Existing licenses will be
grandfathered in to remain in
whichever quota area their tavern
addresses are in, regardless of
where new boundaries may be
drawn.

Player Tracking

HB 579, the player-tracking
measure, was tabled in a Senate
committee April 3 on a vote of 55, after passing the House.
The bill, also sponsored by

Rep. Buttrey, sought to define laws
regarding the proper use of automated accounting and reporting
systems for video gaming
machines and player tracking, currently illegal, for reward play. The
draft included a clause to ensure
confidentiality of players’ data by
fining licensees who share their
information with anyone but the
DOJ, DOR, and GCD for “auditing
and tax purposes.”
The MTA has historically
opposed electronic player tracking
on grounds that player information
could be shared between chain
casinos to the detriment of small,
independent casinos.

Dice Games

Rep. Ryan Lynch from Butte
sponsored HB 368, which has
completed its journey through the
legislature and was signed by Gov.
Bullock April 1.
HB 368 seeks to legalize the
dice game cee-lo (also called “seelow,” “four-five-six,” “three dice
game,” and “pair and a point”).
The bill comes after members
of the Butte Country Club were
caught playing the game with a
large amount of cash at stake by a
state investigator just before
Thanksgiving. The Country Club
was fined $2,000 and prohibited
from operating their video gaming
machines (VGMs) for one week.
HB 368 includes language that
makes it illegal for the house sponsoring the game to provide a bank
or profit from the pot.
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Simplify beer menu, expert advises

By Jorie Tash
Montana Tavern Times
While the variety of beer continues to
skyrocket in the Unites States by the year,
bar and restaurant owners find themselves
with “a sea of beers to wade through to
find something for everyone,” said Jason
Pratt of MillerCoors at a Nightclub and
Bar Show conference session March 25 in
Las Vegas.
The session, called “Mastering Your
Craft Beer Menu in Today’s Beer
Culture,” detailed how beer licensees can
balance the customer’s demand for
innovative styles
with the simultaneous demand for
familiarity. Pratt,
one of only 18
brew masters in the
United States to
hold a Master
Cicerone title, gave
attendees a rundown of the current
state of the beer
industry as it
relates to bar owners and employees.
About 46 percent
of dollar sales in
bars across the
country go towards
beer, a number that
has risen slightly
over the last decade.
Pratt stressed the importance of
“engaging drinkers” as soon as they sit
down at the bar with knowledgeable bartenders that understand the styles and flavor profiles of
beer.
“The ability to talk about
the huge range
of beers is
important,”
said Pratt,
“from more
entry-level to
new-new.”
The most crucial step in determining a
premier beer menu is “balance,” attendees
were told. For example, “don’t skew too
hard towards IPAs,” said Pratt. IPAs now
make up about 33 percent of all craft
beers, he said, noting that the wide range
of flavor profiles now found across IPAs
can intimidate and confuse customers and
bartenders alike.
“People don’t want others to think
they don’t know what they’re talking
about,” he said, adding that an overly
trendy beer menu can cause customers to
avoid trying new beers in favor of the
familiar domestics to avoid embarrassment. Pratt suggested having bartenders

P

try beers at the end of their shifts and to
start their next shifts talking about the
beers with coworkers for maximum
“familiarity and comfort level,” which will
help bartenders make good suggestions to
customers and stay in the know about new
selections.
The “seasonality” of drinkers’ tastes is
something to keep in mind, as well, he
said, and pointed to the popularity of
stouts and porters in the winter as evidence. “Ciders are taking off again,” he
noted, and added they’re great for summer

and provide some novelty while “nabbing
the non-beer drinkers.” Sours are also currently skyrocketing in popularity, up 1,300
percent on menu penetration, according to
Mintel market research.

While domestics and local craft brews
can provide comfort and a feeling of community, respectively, and “help keep your
lights on,” said Pratt, “make each line earn
its keep. Make people miss (a staple) if it
gets too familiar” to boost sales, he said,
but “don’t get rid of beers that sell well to
get something new; lock it in and refresh
the beers that feel stale.”
He also suggested dedicating a certain
number of handles to rotations. High ABV
beers may be worth trying out, as owners
can often charge more for smaller pours
“and get more
bang for the same
buck,” he said,
although he
acknowledged
they can move
more slowly than
lower ABV beers.
For both new
and seasoned beer
customers, Pratt
encouraged attendees to hold beertasting events with
large educational
components, so
beer drinkers have
the opportunity to
learn about seasonal/trendy offerings as well as the
basics of flavor
profiles to help
them “find out which category resonates
with their tastes.” He also recommended
adding beer suggestions to food items
directly on the menu as well as beer
flights.
As far as
presentation
goes, “it’s
good to use
the correct
glass as much
as possible,
especially for
fancier
beers,” said
Pratt.
However, bar owners shouldn’t stress too
much about their glassware programs. He
said three or four styles of glasses should
be sufficient for most bars, and encouraged them not to worry about trendy displays such as side-pour handles, either:
“They’re cool, but not necessary.”
Bar owners also need not feel pressured to add more taps to accommodate
everyone, he said, adding that four or five
handles is enough to offer a balanced
selection. One or two rotating lines, a
local favorite, a domestic and an IPA provides customers with both familiarity and
the chance to try something new, Pratt
said.

eople don’t want others to think
they don’t know what they’re
talking about.
Pratt suggested retaining a rotating
sour line for those open to trying new
beers, and stressed the importance of
keeping sour draft lines especially clean to
manage the potential bacteria transfer. He
also encouraged maintaining a few handles of “the lighter space:” blondes,
wheats, and kolschs, as well as one or two
“entry-level tart” beers that aren’t “too
sour.” Mid-to-low alcohol-by-volume
(ABV) IPAs are worth keeping in rotation
as well, especially in the summer, with a
session and/or tropical IPA in the mix to
keep the selection wide without too many
handles that can overwhelm the customer,
said Pratt.

taken by customers with their permission and photo credit.”
She also encouraged attendees to
utilize Google Ads (formerly Google
Adwords), especially those who own or
manage tourist-specific spots. Users
can bid on keywords, such as
“Glacier,” “tourist,” and “eclectic” and
use them in their clickable Google ads
that will automatically appear at the top
of search results.
“Choosing words to define yourself
is key,” Ring said. Picking accurate
keywords that best represent a business
can go a long way toward getting more
customers in the door when it comes to
paid ads, she said.
Tavern owners can also advertise
on Yelp, where promoted businesses
have more visibility on the app. On
Instagram, owners can repost photos
taken by customers with their permission and a photo credit in the description, which “acknowledges and shows
appreciation towards customers,” Ring
said.
She also told attendees to contact
Instagram influencers (users with a
large following), especially local
“microinfluencers,” who may have
fewer followers but higher post
engagement than macroinfluencers, to
do promotions on their page.
Microinfluencers can reach a “smaller,
targeted group,” she said, and suggested tavern owners contact influencers in
their area with medium-to-high followings and high engagement levels. For
example, a microinfluencer who lives nearby, has 1,500
followers and gets 800 likes per post has a higher
chance of generating new customers than an influencer
with 20,000 followers who also gets 800 likes per post.
However, she also encouraged attendees not to be
too concerned about having a vast social media presence.
“Everybody tries to be on every platform and falls
short; pick a few and be dedicated to them,” she said.

Search engines vital
in today’s marketing,
seminar leaders say

By Jorie Tash
Montana Tavern Times
“It’s a crowded space, and we’re all trying for each
other’s customers,” said Kimberly Ring, president of
Ring Communications, to kick off a seminar about
effective on-and-offline marketing tactics at the
Nightclub and Bar Show in Las Vegas last month.
Ring, whose company provides public relations and
marketing to business in Boston, stressed the importance
of utilizing search engine optimization
(SEO) practices first and foremost. Search
engines such as Google rank search results
in order of perceived relevance to the consumer by using information such as the
user’s location, past internet activity, and
the keywords used in the search. SEO is the
process by which site owners can manipulate search engine algorithms so their own
site will appear higher on the list of search
results.
“You assume the best places are closest to the top,”
Ring said.
With tools such as Google My Business, users can
add a contact number, operating hours and photos to the
default Google result of their business, she said. Further,
users are able to see what Google refers to as “insights,”
which lets them know how consumers are finding their
website and how to use that information to optimize
chances of being seen by potential customers. By adding
blog posts about events or specials in My Business, Ring
said the Google algorithm has more potential keywords
to utilize and a business page becomes more likely to be
near the top of the results.

S

venue to use relevant, local hashtags on social media to
bring even more engagement.”

Engaged customers

On the subject of “engagement,” the speakers following Ring’s presentation, Todd Collins and Erik
Shellenberger, had some advice for tavern owners.
“Would I follow this page if I didn’t work there?”
and “am I engaging, or just posting?” are questions bar
owners and social media managers can ask themselves
to narrow down the potential posts they could make to
those they should, said Collins, chief operating officer of
Restaurant Reputations.
Collins and Shellenberger led a seminar called “How
to Bring NEW Customers Through the Door.”
However, like Ring did in her presentation, he
emphasized that a social media presence is secondary to
SEO. If a tavern owner has done everything “correctly”
on social media, but doesn’t come up quickly in the
results when a potential customer searches “(City Name)
bars,” it’s all for naught, he said. Shellenberger then referenced a client in Scottsdale, AZ, with “flawless marketing but no customers” who optimized Google results
and got 400 new customers in a month.
The two also encouraged owners and managers to
send users to their own service for reviews instead of
Yelp or Facebook by encouraging customers to sign up
for an email service that sends an automatic “How did
we do?” message after their visits. Doing so keeps the
reviews on a platform “you can control,” so potential
bad reviews can be handled privately, Shellenberger
said.
Seventy-five percent of customers surveyed, he said,
“agree that restaurant technology improves guest experiences.” Setting up rewards, birthday gifts and promotions through an email service while giving customers
the chance to review their experiences with the same
service is a good way to drive engagement, Collins said.
More restaurant tech, such as the capability to order
food and make reservations online, as well as free wi-fi,
are also worth considering for tavern owners who want
to bring in new customers, he added, as they will provide automatic access to customers’ emails.
Posting short videos of dishes being made in the
kitchen or cocktails being mixed behind the bar also
increases engagement and helps differentiate one’s business from others, Collins said.
“Show things being
made; do something different,” he said. “Stop
selling and start entertaining.”
To really maximize
engagement, both speakers
advocated for responding
to all online reviews within 72 hours.
“Take good reviews as
personally as you take bad ones,” Collins said. “Thank
your fans publicly.”
To keep bad reviews to a minimum, especially for
bar owners, Shellenberger advocated keeping “really
nice doormen” because “most nightclubs have bad
reviews” and many of those bad reviews reference
unpleasant bouncers. Shellenberger also told attendees
that bad Yelp reviews that strike the owner or manager
as unfair can be appealed. The appeal process can be
arduous, however, so it’s preferable to keep as many
reviews as possible on one’s own platform, he said.
Ring, Shellenberger and Collins all advocated the
importance of using SEO platforms alongside or even in
place of general social media:
“Look at the ocean outside of the fishbowl (of current customers),” Shellenberger said.

how things being made; do
something different. Stop selling
and start entertaining.

“More posts is better; fresh site content keeps your
business page from falling (from the top of the list),” she
told attendees. “Post articles, original blogs, and pictures

Inside marketing

Ring also advocated for advertising future events
when customers are already inside the bar. Table tents
advertising specials and happy hours are effective, she
said, as are bathroom stall-door advertisements.
“Take advantage of where their eyes are going and
avoid visual clutter,” she said. Advertisements for trivia
nights, beverage tastings, or other upcoming events in
the bar effectively create regular customers, she said,
and she also advocated for teaming up with other businesses for cross-promotions. She cited painting and craft
nights, as well as nonprofit fundraisers, as potential
business-drivers.
“Be their venue, and fill your rooms on slow nights,”
she told attendees. “Encourage those utilizing your
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Liquor Biz

Corngate ad controversy still brewing

By Paul F. Vang
Remember corngate, or more
specifically, the Super Bowl Bud
Light commercial that featured the
dilly-dilly king and entourage hauling around a big barrel of corn
syrup that was erroneously delivered to the Bud Light kingdom?
From the standpoint of attracting attention, it was certainly a
success, because it sure caught the
attention of MillerCoors, the company that produces Coors Light
and Miller Lite, though not in a
good way.
Personally, it’s a gift to this
Tavern Times columnist deciding
what to put in the monthly column.
It’s a continuing story going back
to the first weekend in February
and repercussions to be heard and
seen during March Madness basketball games. So, here’s a
roundup of what’s been in the
press.
Back in February, MillerCoors
announced it would be pulling out
of a conference of megabrewers
that was intended to plan on an
industry-wide, non-brand campaign to turn prospective consumers away from wine and spirits
and back to beer. Anheuser-Busch
InBev, MillerCoors, Constellation
Brands and Heineken were slated
be there, according to the report in
vinepair.com.
Pete Marino of MillerCoors
called the prospective meeting a
“waste of time and money, the
dominant industry leader is spending millions of dollars demonizing
beer ingredients,” as reported by
the Wall Street Journal. By “demonizing” its brands, MillerCoors
believes Bud Light is harming the
beer category because many brewers use corn syrup in their recipes.
Vinepair noted that the lightbeer category, as a whole, is suffering. Both Bud Light and Miller
Light volumes decreased over 25

percent in the last ten years and
Coors Light is down 13 percent.
Andy Goeler, vice president of
Bud Light marketing, told the St.
Louis Busineournal, that AB InBev
wasn’t going to apologize for their
ad campaign.
He said that it was all about
transparency about beer ingredients.
“As the lead brand, we wanted
to take the first move and provide
a label to let people know what’s
in it.”
He added that consumers want
to know what’s in their beer, but
also “what’s not in their beer.” He
conceded that AB InBev does use
corn syrup in their value brands.
“It’s a cheaper ingredient,
which is why we charge less for
our value brands.”
A couple days later, bizjournals.com reported that MillerCoors
posted a blog about AnheuserBusch “refighting the last war,”
using a picture of the wounded
Bud Light Knight slain by The
Mountain from Game of Thrones,
part of another Bud Light Super
Bowl commercial.
At the time that report published, MillerCoors had already
posted six blog posts on the corngate issues. Marty Maloney, a
spokesman for MillerCoors, called
attention to a speech by Secretary
of Agriculture Sonny Perdue suggesting he was no longer drinking

Bud Light because of the ads.
“We are proud to stand up for
our beers, our ingredients and the
farmers who grow them,” he said.
In a later blog post, as reported
by cnbc.com, MillerCoors pointed
to the fact that, according to
Nielsen data, Bud Light sales actually declined 9.2 percent in the
four weeks after the Super Bowl,
compared to the previous year
when sales volumes were down
6.7 percent. A Nielsen spokesperson confirmed the data cited.
There are likely more corngate
repercussions coming, but we’ll
throw a couple more that emerged
at press deadline.
MillerCoors announced new
attack ads aimed at Bud Light
scheduled to air during March
Madness broadcasts, according to
the Chicago Tribune.
The ads, filmed in Slovenia,
depict scenes from the dilly-dilly
kingdom sets. One depicts the carnage of Bud Light’s fallen Knight
commercial. When the director
yells, “cut” the knight gets up,
takes off his helmet and grabs a
Miller Lite from a cooler. The second ad depicts two actors released
from medieval punishment in the
stocks who make a beeline for a
bucket filled with Miller Lite.
The Tribune story concludes
that the Corn Syrup War won’t end
anytime soon. Bud’s Andy Goeler
said AB InBev will “continue to
push transparency forward.” A
MillerCoors spokesman says that
Bud Light needs to “stop spewing
misleading information,” adding,
“We’ll see how this plays out.”
It will likely play itself out in
court. The latest development,
according to the Washington Post,
is that MillerCoors filed a lawsuit
in a Wisconsin federal court,
charging that the Bud Light ads
are misleading and that the ads are
false advertising. MillerCoors is

seeking an injunction to force
Budweiser to discontinue further
airing of the ads, and for recovery
of legal fees.

InBev moves into spirits

Anheuser-Busch InBev made
its first move into the world of distilled spirits, buying a San Diego
distillery, Cutwater Spirits, which
was started by former executives
of Ballast Point Brewing.
According to a brewbound.com
report, Cutwater Spirits manufactures 14 different ready-to-drink
cocktails, that are sold in fourpacks for around $17. Cutwater
also makes 16 types of spirits.

Restaurant Madness

The NCAA basketball tournament, popularly known as March
Madness, is going strong as we
put together another edition of
Tavern Times.
I confess to not being a true
sports fanatic, so was somewhat
surprised, years ago, when a coworker took a couple vacation
days to stay home and watch the
TV coverage of the tournaments.
According to restaurantbusnessonline.com, March Madness
are a profits generator for restaurants. The tournament gives a
sales bump of 2.4 percent to independent and regional-chain restaurants, regardless of location. If a
restaurant has a local team in the
playoffs, that figure jumps 9.4 percent during the playoffs, though
there are catches. Figures suggest
that fans stay home to cheer their
team when it’s playing, but will go
out if the local team isn’t playing
that night.
Casual dining and pizza chains
especially appreciate the March
Madness sales bump. Domino’s
Pizza reported sales of 2 million
pizza’s during last year’s Final
Four weekend.

ABL honors Marottek as top retailer
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Mert Marottek, longtime proprietor of
the Buckhorn Bar in Poplar, was recognized as one of 16 Brown-Forman
Retailers of the Year at the American
Beverage Licensees' Honors Gala March
25 in Las Vegas.
Recipients were nominated by their
state beverage associations for their success and dedication to the beverage alcohol industry. The Honors Gala was part of
ABL’s 17th Annual Meeting at Bally’s
Resort and Casino in Las Vegas.
“The Brown-Forman Retailer of the
Year Awards provide us with an opportunity to recognize and honor our members
– those individuals who serve as the face
of the beverage alcohol industry to the
consumer,” said ABL Executive Director
John Bodnovich. “When selecting these
members for their awards, there are
numerous aspects of small business ownership that are taken into account; among
these are: excellence in advocacy, responsible sales and service practices, community engagement, and their support of
their state affiliate.”
For more than two decades, the
Brown-Forman Retailer of the Year
awards have celebrated and recognized

Meeting
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MERT MAROTTEK of the Buckhorn Bar in Poplar
was recognized as a Brown-Foreman Retailer of
the Year at the American Beverage Association’s
Honors Gala March 25 in Las Vegas.

independent retail beverage business owners who engage in responsible sales and
service of beverage alcohol, and who are
committed to their state beverage associations. ABL congratulates all of the honored businesses and licensees for their
outstanding and continued contributions
to the industry and their communities.
“Thanks to the continued support of
Brown-Forman and its sponsorship of the
Retailer of the Year awards, ABL is able
to honor the top on- and off-premise beverage retailers from the nearly 30 state
retail beverage associations that ABL represents nationwide,” Bodnovich added.
Brown-Forman, one of the world’s
leading distilled spirits producers, has
remained a steadfast sponsor of the
awards, recognizing the importance of
vibrant independent alcohol retailers, and
continuing their support of those who are
the last to handle beverage products
before they reach the hands of consumers.
In attendance to present awards to this
year’s recipients was Teddy Graziano,
Brown-Forman’s Louisiana state manager,
who thanked each of the recipients for
their hard work and efforts to positively
define the industry.

NBWA leader
is Top Shelf

from Page 1

well as Mert Marottek of the
Buckhorn Bar in Poplar, named as
one of 16 winners of the Retailer
of the Year award (see related stories).

American Beverage Licensees
(ABL) recognized Craig Purser,
president and CEO of the National
Beer Wholesalers Association
(NBWA), with the 2019 ABL Top
Shelf Award at the association’s
Honors Gala March 25 in conjunction with ABL’s 17th Annual
Meeting at Bally’s Las Vegas
Hotel & Casino in Las Vegas.

The Annual Meeting brings
independent on- and off-premise
beverage retailers together to discuss the trends, challenges and
opportunities facing them and their
peers. The event also features a
trade show with hundreds of participating vendors.

Reflecting on his two years as
president, Morris recently told the
Montana Tavern Times he’s most
proud of the ABL’s development
of a national database “of key contacts on variety of issues important
to the industry.” The database, he
said, will allow industry people
experiencing an issue new to them
to contact others who have dealt
with that particular issue in another part of the country “to provide
some guidance.”

“I’ve been working on it for a
while, even before I was president,” Morris said. “I think we’re
almost there.”
The ABL, which is the parent
organization to the Montana
Tavern Association, provides many
benefits to local alcohol retailers,
he added. Those benefits include
its extensive study on the indus-

The ABL Top Shelf Award recognizes those who have demonstrated professional excellence in
the beverage alcohol industry and
have had a positive influence in
their community.
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OUTGOING ABL PRESIDENT Steve Morris of Jorgenson’s in
Helena receives a plaque commemorating his service to the
organization from J.J. Moran of Four Winds Liquor & Lounge in
Cheyenne, WY, and ABL’s new president for the next two years.

try’s positive economic impact in
the country, which includes
Montana-specific information, he
said.
The ABL, he added, keeps tabs
on “national issues” for state associations through its lobbyist, John

Bodnovich, in Washington, D.C.
Bodnovich also serves as the
ABL’s executive director.
“Having a person to watch out
for all of us is vital,” he said. “We
talk nearly every week. There’s a
lot going on and it affects us.”

“I have had the pleasure of
knowing and working with Craig
and NBWA for a number of years
– both in my capacity as ABL
president and as an ABL Board
member for more than a decade,”
said Steve Morris, president of
American Beverage Licensees.
“Craig has – time and again –
demonstrated an unyielding commitment to his members, to the
industry and to a strong three-tier
system.”

Purser serves as the leading
advocate for America’s more than
3,000 licensed, independent beer
distributors. He has led the charge
to strengthen the three-tier system
of beer distribution and state-based
alcohol regulation.
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BUSINESSES FOR SALE

BUSINESSES FOR SALE

State of Montana
Agency Liquor Store for sale
Store located in a Yellowstone
National Park (YNP) gateway
resort town. YNP had over 4.1
million visitors in 2017. Contact
Joel Silverman at 406-449-4829 or
joel@mttaxlaw.com.

DAVE'S 2019 TIPS
FOR SELLING YOUR BAR
My advice is simple. You’ve
undoubtedly worked very hard
in your bar/restaurant over the
years. Pick someone who works
at least as hard, and totally
understands the hospitality business! Contact me for a free consultation, and I’ll explain how
I’ll market your property.
Club Bar, Ronan, Mt.
PRICE CUT - now $349,000!
Knotty Pine, Dillon, Mt.
$389,999!
Bozeman Real Estate Group
Dave Everett Realtor®
406-600-0647
Dave@BozemanRealEstate.group
Beer and wine license for sale.
$18,900. MT retail on-premises
consumption restaurant beer and
wine license number 05-601-399540. Contact Alice at santosgroup@kw.com or 406-439-8693.

Just $4.50 per line
1-406-494-0100
paul@tashcommunications.com

LICENSES FOR SALE
Billings all-beverage liquor license
with gaming.
– Bob Pulley, broker, 670-7947

Floatable all beverage liquor license
with gaming. Price negotiable. Call
406-789-2208.
Billing beer and wine license with
gaming.
– Bob Pulley, broker, 670-7947

Cart Wheel Casino & Liquor Store – 1900 10th Ave S – Great Falls
Turn-key casino & liquor store. Room to expand. High roadway traffic – about 40,000 vehicles per day. The growing University of
Providence is only one block away. Sale includes land, building,
liquor license, FF&E. $1,465,000.
Dawn McKenney, Realtor ®
Keller Williams Realty
406-868-3209

Floatable All-Beverage
Liquor License
Gaming included in Havre, MT
Call or text for details.
Kacie Mack, REALTOR®
Lodestar Land & Home
406-930-2541

Restaurant Beer/Wine license in
Hamilton. Call 406-546-9995.
PRICE REDUCED!
All-beverage liquor license with
gaming & catering available in
Great Falls, as is entire alcohol
inventory. $225,000 OBO. Owner
motivated to sell. Call 907-2526493 or email goode@alaska.net.

EQUIPMENT FOR SALE

K-Bar Grill and Steakhouse,
13 W Legion St., Whitehall
The only restaurant in town open
for breakfast, lunch and dinner,
7 days a week! Private area for
gaming machines and another
private area for 2 pool tables. Turn-key business ready for a new
owner. Walk right in and keep the business as is or add your own
menu and bar ideas. $335,000

CANCEL MY AD!

"I sold my poker table and chairs through a classified
ad in the Montana Tavern Times!"
– Kurt, Missoula

Classified ad
in the Montana
Tavern Times work
because they are
highly read. Need to
sell a business? A
license? Want to raise
some quick cash by selling your used equipment? Try the Tavern Times
classifieds. Just ask Kurt.

LICENSES FOR SALE

I currently possess a beer/wine license
(with gaming) in Billings, MT. I want
to trade this license (and CASH) for a
full liquor license (with gaming) in
Billings. Call Dennis at 715-760-1061.

Everything in bar for sale at reasonable price. Appliances, fixtures,
and furnishings; long front bar
with double stainless steel sinks,
one single sink and washbowl.
Back bar includes under-thecounter shelves with 2 cabinets on
each end. Three coolers: one
standing, one under the counter
and one draft cooler. Also one ice
machine, two fridges, one
microwave, two large pizza ovens,
glass plates, silverware, bar glasses and mugs, pool table and sticks,
six table and chairs, and six overthe-bar ceiling lights. Call for
price! I'll make you a real bargain
if you take it all. Call 406-3232347.
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