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Our Mission
The mission of Master Grocers Australia/
Liquor Retailers Australia is to deliver the 
best possible industry specific business 
support services to independent grocery, 
liquor and associate store members.

 
MGA National Support Office
Suite 5, 1 Milton Parade, 
Malvern, Victoria, 3144 
P: 03 9824 4111 • F: 03 9824 4022 
E: admin@mga.asn.au 
W: www.mga.asn.au 
Freecall: 1800 888 479

LRA Committee
Rita De Fazio – FoodWorks Liquor
Angelo Giannetta –  
Cellarbrations/Bottle-O
Stuart Henly – Premix King Group
Todd Hunter – IBA/ALM
Tony Ingpen – IGA Liquor
George Kovits (President) – Duncans
Frank Palumbo – Bottlemart
John Silva – Liquor Legends 
Gary Woodgate – Duncans 
 

Chief  Executive Officer
Jos de Bruin  
03 9824 4111  
 

Corporate Partnership &  
Media Sales
Steve Sellars  
0407 399 240 
steve.sellars@mga.asn.au 
03 9824 4111  
 

Editorial and Production
production@independentretailer.net.au

Independent Liquor Outlets

For bookings call 03 9824 4111  
(select 2 for training) or visit www.mga.asn.au

NEXT FACE TO FACE RESPONSIBLE  
SERVICE OF ALCOHOL COURSE

MGA’s Head Office
Suite 5, 1 Milton Pde,  

Malvern 3144

Duration: 1-5 PM
Member Price: $75
Non Member Price: $85

THURSDAY 27 FEBRUARY 

NEXT FACE TO FACE RESPONSIBLE  
SERVICE OF ALCOHOL COURSE
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On 27 November 2013, the LRA committee hosted its annual 
update for industry leaders and guests for the calendar year 
2013. This event was MC’d by LRA committee member, Tony 
Ingpen.

Special guests and speakers included, Karl Loh – General Manager 
for the Ritchies Liquor Group and Martin Towey – Manager 
Liquor Licensing Victorian Commission for Gambling and Liquor 

Regulations.

It was great to have Karl Loh as 
our special guest and speaker 
for this event. Ritchies are the 
premier independent packaged 
liquor retailer in the country. 
Their retailing and compliance 
standards and absolute 
commitment to providing the 
consumer with highly trained 
staff and an excellent shopping 

experience which is second to none. This point of difference 
has put the group in good stead to compete “head on” with the 
chains. Every Ritchies liquor outlet is meticulously planned out to 
maximize their offer and customer satisfaction.  

With the help and commitment from many industry suppliers 
and stakeholders, the Ritchies Liquor Group has expanded over 
the years from a six store operation on the Victorian Mornington 
Peninsula into a chain of 50 stores spanning most of Victoria and 
major trading centres in New South Wales. We thank Karl for 
sharing his insights and congratulate the Ritchies group for their 
leadership in the industry!

Martin Towey, manager for Liquor Licensing with the VCGLR, 
was also a very engaging speaker attracting a great deal of 
interest from attendees. Martin’s address gave the audience a 

better sense for the purpose 
and activities of the VCGLR 
as a regulator and how it is 
centred toward ‘minimizing 
harm’ associated with the 
consumption of alcohol. 
We thank Martin for his 
commitment to attend this 
important industry event.

This event was also an 
opportunity to thank and farewell inaugural LRA Committee 
member Campbell King, (LiquorWorks Shepparton and 

FoodWorks Tatura) who 
stepped down from the LRA 
committee at the end of last 
year. Campbell’s strong lateral 
thinking, passion for the liquor 
industry and his vision for 
a competitive independent 
packaged liquor sector will 
be greatly missed. We thank 
Campbell for his involvement 
and tenacity to pursue all 
things that are important to 

independent liquor retailers. 

The LRA Committee, led by president George Kovits, has achieved 
a great deal for all its members over the past 12 months including 
building a strong relationship with State and Federal Government 
Ministers and state Liquor Commissions, advocating to reduce 
costs of liquor licenses, representing members to reduce red tape 
and cost burdens associated with all packaged liquor matters. 
As well as matters relating to Workplace Relations, Employment 
Law, Occupational Health and Safety, proposed Container Deposit 
Legislation and various Tobacco Laws.

Karl Loh

Martin Towey

Liquor Retailers Australia – Industry Gathering

Industry News

Campbell King

Left to right: Karl Loh, George Kovits, Jonathan Foreman - LEDified, Todd Hunter - IBA, Nathan Povazan - NAB
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A $2.6 million campaign from 
Minister for Mental Health, 
Hon Mary Wooldridge MP, for 
an alcohol culture change.

A key initiative of the Victorian 
Government’s plan for 2013-
2017 to reduce the alcohol and 
drug toll.

This Campaign aims to reshape 
Victoria’s alcohol culture 
into one that embraces 
moderation, rather than 
applauding excess and harm.

Many Victorians enjoy time 
with friends and family. 
Whether it’s music festivals, 
the cricket or the beach, 
alcohol will often be part of 
these activities.

While the majority of 
people will consume alcohol 
responsibly, a significant 
proportion will over-indulge. 
Surveys show that 10 per cent 
of Victorians drink more than 
healthy limits every week, with 
risky drinking highest amongst 
young people.

This is why the Victorian 
Coalition Government has 
partnered with Vic Health on 
a new campaign – Name that 
Point – designed to encourage 
young Victorians to start 
talking openly about alcohol 
consumption and the role it 
plays in their lives.

Name that Point does not tell 
people what to do or how 
to run their lives. It actually 
invites Victorians to talk 
about how they'd like our 
community's relationship with 
alcohol to be and we know 
that we're ready for a change. 
A 2013 national poll found 

Sydney's largest late-night 
venues would be slugged 
thousands more dollars 
in annual fees and the 
community would have more 
say over trading hours under 
changes proposed by a review 
of liquor laws.

The state government will 
consider major changes to 
the way alcohol is regulated 
amid deep concern over 
alcohol-related violence, the 
availability of takeaway alcohol 
and the sale and supply of 
liquor to minors.

The 91 recommendations by 
independent reviewer Michael 
Foggo focus on access to the 
liquor licensing system for 
local communities, promoting 
fairer decision-making and 
toughening powers to reduce 
alcohol-related harm.

They include creating a "one-
stop shop" website where 
the community, councils 
and industry can access 
information about liquor 
licence applications and 
problems caused by licensed 
venues.

The review called for risk-based 
liquor license fees, where 
venues would be charged an 
annual fee based on factors 
including trading hours, 
capacity and license type. 
Similar schemes are in place in 
Queensland, Victoria and the 
ACT.

The NSW/ACT Alcohol 
Policy Alliance, a coalition of 
medical, law enforcement 
and community groups, has 
previously called for such 
a regime. It estimates that, 
based on the ACT system, 

VIC: ‘Alcohol Consumption 
Let’s Start the Conversation’

that 75 per cent of Australians 
believe we have a problem 
with excessive drinking.

Name that Point is about 
having an open and honest 
discussion about levels of 
alcohol consumption so that 
people can make an informed 
choice about their drinking. 
We want people to recognise 
that they don’t have to drink to 
excess in order to have a good 
time. By encouraging individual 
responsibility and a sensible 
approach to drinking alcohol in 
our culture, people can make 
positive, healthier choices 
about their drinking habits.

The Name that Point campaign 
is part of the Victorian 
Coalition Government’s 
Reducing the alcohol and drug 
toll: Victoria’s plan 2013-2017. 
This plan sets out how the 
Victorian Government will 
work with the community so 
that all Victorians can lead safe 
and healthy lives free from 
the harms associated with the 
misuse of alcohol and drugs.

Visit www.namethatpoint.com 
to get involved. The ultimate 
winner who names that point 
will receive $5,000.

LRA / MGA has always 
advocated, on behalf of 
members, that a change 
in culture toward less risky 
drinking behaviours can only 
be effectively achieved through 
community involvement, 
education and consistent 
reinforcement rather than 
increasing taxes on alcohol or 
imposing more regulatory red 
tape.

NSW: ‘Risk-based’ license fees in 
proposed liquor law changes

Sydney's most violent venue, 
Ivy, would pay an annual fee of 
more than $25,000.

Mr Foggo also called for the 
planning and liquor licensing 
systems to be co-ordinated, 
allowing increased community 
feedback on liquor licence 
applications, including 
social impact and other 
neighbourhood issues.

Membership of local liquor 
accords would include non-
licensed late-night businesses 
that are close to pubs and 
clubs.

Australian Medical Association 
NSW president Brian Owler 
said the review missed 
an opportunity for "more 
meaningful and effective 
reforms" to reduce alcohol-
related harm, such as a 
periodic review of licenses 
rather than issuing them in 
perpetuity.

Dr Owler welcomed the 
recommendation for greater 
community input and 
transparency on license 
application decisions and the 
risk-based licensing scheme.

But he said the review 
downplayed the level of 
alcohol-related violence, 
adding the rates of domestic 
and non-domestic assaults, 
aggression towards police 
and emergency department 
admissions were still too high.

Source: Nicole Hasham - Sydney 
Morning Herald – 13th  December 

2013 

State News
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In November 2013, the 
Ritchies Liquor Group opened 
its latest liquor store next to its 
supermarket in the local Taren 
Point shopping centre.

This store is another fine 
example of Ritchies attention 
to detail, seeking out retail 
solutions that will tantalise 
their customers and enhance 
their shopping experience. 
Approximately 300sq metres 
in size the store boasts ample, 
well planned floor and shelf 
displays of all categories of 
wine, spirits, beer and cider. 
There is a heavy emphasis on 
stocking unique white and 
red wines as well as providing 
a specific area for imported 
and Australian premium craft 
beers. 

The presentation of this store 
is outstanding. Light boxes 
highlighting various lifestyle 
photos along with wine and 
beer brands are displayed 
above fridge doors and 

Left to right: Janett Egber, Debbie Smith, Marie Brown, Chris dos Santos.

Gino Divitini and Grant Hinchcliffe

Andrew Bray and Michael Daly

Ritchies Liquor Taren Point NSW
shelving for maximum visual 
effect. There are 18 separate 
spacious fridge doors that 
stock a comprehensive range 
of beer, ready to drink and 
white and sparkling wines. The 
cool room is a very comfortable 
size to conveniently 
accommodate ample stock and 
allow shopability for various 
bulk items.

The store is clean, bright and 
tantalising for consumers to 
feel very comfortable to shop 
for all their liquor needs. This 
store was ready for the festive 
trading period with creative 
displays of Christmas stock 
evident throughout the store 
for impulse sales.

The staff are friendly, very 
helpful and well presented 
in their Ritchies liquor attire. 
Together the store and the staff 
contribute to a unique and 
wonderful customer shopping 
experience!

State News
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“You won’t get grapes to grow here.” 

“You’re planting Sauvignon-what?” 

That was the reaction we got back in 1969, when we started out 
from a tin shed near Auckland. We took no notice, planted New 
Zealand’s first Sauvignon Blanc and ultimately changed the 
way the world enjoys white wine. This have-a-go Kiwi attitude 
is captured in our Ta Moko symbol. His face tells the story – 
quite literally – of our ongoing determination, our passion and 
our real New Zealand roots. It’s a story that’s helped Matua 
become the International Wine and Spirit Competition’s 2012 

NZ Wine Producer of the Year.

So there’s no denying when it comes to finding new ways to 
make great wines, we’re mad for it. But unlike the naysayers 

over 40 years ago, don’t confuse that with madness.

TWE0071_Press_307x220.indd   1 11/04/13   5:43 PM
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Supermarket giant Asda has 
defended a policy of preventing 
parents from buying alcohol if 
they are accompanied by their 
children, saying it is helping to 
protect its staff from the risk of 
prosecution.

Although the law permits 
anyone over the age of 18 to 
buy alcohol, checkout staff at 
Asda's 572 stores are in some 
cases, refusing to sell it to 
parents who take their children 
shopping with them.

Asda bosses have backed 
staff, saying they would prefer 
them to be ‘over cautious’ 
rather than face prosecution 
for selling alcohol to underage 
drinkers.

United Kingdom: Asda backs staff  who won't sell alcohol to 
parents shopping with children!

Most UK supermarkets have 
introduced a policy on drink 
sales where staff are expected 
to challenge anyone who 
looks under 25 to prove that 
they are over 18, the so-called 
"Challenge 25" policy. They 
are also able to stop shoppers 
from buying alcohol if there 
are "reasonable grounds" 
that it might be passed on to 
someone aged under 18.

Checkout staff can face 
a personal fine from the 
authorities if they are caught 
selling to underage drinkers.
Asda said in a statement: 
"Although it may seem a bit 
heavy-handed, we don't blame 
our colleagues for being over-
cautious.

If they serve alcohol to 
anyone under the age of 18, 
the law says they will be held 
personally responsible and 
could be handed an on-the-
spot fine. Where there is any 
element of doubt we support 
our colleagues to make the 
right decision."

A spokesman explained: "We'd 
never intentionally upset a 
customer but we're committed 
to selling alcohol responsibly. 
This is why we introduced a 
Challenge 25 policy to help 
colleagues stay the right side 
of the law. Clearly it's very 
difficult for a colleague to 
guess someone's age just by 
looking at them, so if they're 
unsure in any situation we 

encourage them to err on the 
side of caution. As you can see 
it's a very difficult position for 
our colleagues to be in."

Other supermarkets including 
Tesco, Sainsbury's, Morrisons 
and the Co-op expect their 
checkout staff to demand ID 
where a shopper appears to be 
under 25.

Source: Rebecca Smithers, The UK 
Guardian – 10 December 2013

Test matches are designed to breed champions; Team work, 

perseverance, stamina. All to capture that elusive winning formula 

and ultimately, the spoils of victory. At Hardys we know that it 

takes the same dedication and patience to make a great wine. 

A journey we began in 1853.

T H E  P U R E S T  E X P R E S S I O N

OF CRICKET 

HARDYS   THE PUREST EXPRESSION OF WINE

OFFICIAL WINE OF 
CRICKET AUSTRALIA

www.hardyswines.com
Enjoy Hardys responsibly

Staff  can face a 
personal fine if  they 
are caught selling to 
underage drinkers.

World News
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NEW
De Bortoli’s New Look 

Yarra Valley Range

d e b o r t o l i . c o m . a u
For more information please contact your De Bortoli Area Manager on (03) 9761 4100.

2014 is set to be an exciting year for Asahi Premium Beverages.  
Over the past 18 months our business has changed and seen 
dramatic growth. Our newly integrated beverage platform, 
with Schweppes Australia, has strengthened our standing as 
a major and competitive player in the industry, providing an 
encompassing dual channel service for our customers. 

As part of Japanese Beverage and Food Giant, Asahi Group 
Holdings, we aim to “Share the Kando” referring to surpassing 

expectations with new joys and surprises. For customers, it refers 
to providing products and services that make it possible to share 
the “Kando”.  Indeed, it’s in everything we create and in every 
product the Asahi Group produce.

Our portfolio, spearheaded by Asahi Super Dry, the fully imported 
premium lager, has seen the introduction of Australia’s second 
largest cider*, Somersby, and the acquisition and growth of craft 
beer brand, Cricketers Arms. We continue to produce market 
leading light RTD’s, such as Vodka Cruiser, and have heavily 
invested in our dark spirit brands including Woodstock Bourbon.

Our Victorian manufacturing plant recently underwent major 
redevelopments and infrastructure upgrades, providing an 
opportunity to continue to build our portfolio and deliver 
innovative products. New lines will soon follow for several Asahi 
Premium Beverage brands, while Asahi Super Dry will continue to 
be fully imported in both pack and draught.

Our customers remain a key focus in the company’s growth as we 
aim to provide an efficient and encompassing service through our 
130 sales staff. We continue to observe fast-following lead trends 
and determine where there are gaps in the market to expand and 
evolve our offering and meet consumer demand. 

On behalf of Asahi Premium Beverages, we thank you for all your 
support and wish you a prosperous 2014.

*Aztec Data: Volume Qtr to 06/10/13

Asahi Premium Beverages

Corporate Partner News
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In response to member demand, MGA now offers Responsible 
Service of Alcohol (RSA) training in the following locations:

• NSW State wide – Online training approved by  
the Office of Liquor, Gaming and Racing (OLGR)

• ACT Territory wide – Online training approved by  
the Office of Regulatory Services

• WA State wide – Online training approved by  
the Department of Racing, Gaming and Liquor

• QLD State wide – Online training approved by  
the Office of Liquor and Gaming Regulation

• SA/NT State and Territory wide – Online training 
approved by authorities recognising interstate qualifications

• VIC – Face-to-face training available in metro Melbourne and 
regional locations subject to demand – call us to discuss your 
specific needs.

RSA - ACT 
Duration: 3 hours
Member Price: $55

RSA - Northern Territory
Duration: 3 hours
Member Price: $55

RSA - Queensland
Duration: 4-5 hours
Member Price: $55

RSA - Western Australia
Duration: 3 hours
Member Price: $55

RSA - New South Wales
Duration: 2-4 hours 
Member Price: $125 

RSA - South Australia
Duration: 3 hours
Member Price: $55

MGA offers classroom based 
courses on a monthly basis  
at Head Office in Malvern.  
Liquor Licensing Victoria has 
announced it is no longer 
appropriate for RSA courses to be 
delivered in any format other than 
classroom based.

Master Grocers Australia are 
currently unable to provide  
RSA in Tasmania.  
Please contact the Liquor  
Licensing Authority for more 
information on how to obtain an 
RSA Certificate in Tasmania.

Online Courses

On successful completion of the online course participants 
will receive the nationally accredited unit of competency: 
SITHFAB009A Provide Responsible Service of Alcohol.

* All prices correct as of 6/12/13

To access training in your state simply go to the MGA 
website: www.mga.asn.au, select Responsible Service of 
Alcohol, select your State or Territory and get started!

Responsible Service of  Alcohol Courses

Training Courses


