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Support These AFD Supplier Members

ACCOUNTING,
Brink, Earl A.

INSURANCE
(Insurance)

Gohs, Inventory Service

Peter J. Kiron Agency ............
V. C. Accounting, Inc.

BAKERIES

Archway Cookies ........ccccc.o..
Awrey Bakeries ...l

Bonnie Bakers

Farm Crest Bakeries .................
Grennan Cook Book Cakes
Hekman Supreme Bakers..
Independent Biscuit Co..
Koepplinger's Bakery,

Lebanon Baking Co.

Inc. ......
Magnuson Foods (Bays Muffins)

Oven King Cookies

Schafer Bakeries
Silvercup Bakery
Bread

Tip Top Bread

Wonder Bread

BEVERAGES
Canada Dry Corp.

Cask Wines
Coca-Cola Bottling Co.

Beverages

Taystee

Faygo
Mavis Beverages

National Brewing Co
Pepsi-Cola Bottling Co.

Stroh Brewery Company

Squirt Bottling Company .........

Vernor's-RC Cola

BROKERS
Steve Conn & Associates

Continental Food Brokerage
A. J. Copeland Co...
Harris Crane & Company

E. A. Danielson Co.
DeCrick & Maurer

Dillworth,
Maurice Elkin & Son

Inc.

Food Marketers, Inc

Graubner & Associates, Inc.........
John Huetteman & Son ..............
Paul Inman Associates, Inc.........

Keil-Weitzman CoO........cccevuieninnnnnn
Maloney Brokerage Co.
McMahon & MacDonald Co.
Marks & Goergens, Inc.
Peppier & Vibbert
Peterson & Vaughan,
P. F. Pfeister Company
Rodin-Hollowell (Commodities)
Sosin Sales CO......ccevenveieininn o .
Stiles Brokerage Company
Sullivan Sales ... . --
James K. Tamakian Co
Thompson - Jackson Associates
United Brokerage
DAIRY PRODUCTS
Bodker Dairy Co
The Borden Co.
Detroit City Dairy,
Fairmont Foods Co..

Inc.

962-7150
VE 8-4767
Chicago
883-7660

532-2427
TY 6-5700
....... 893-3260
TR 5-6145
TA 5-1900
KE 5-4660
584-1110
JO 4-5737
825-9702
FA 1-0100
PR 5-4225
833-7100
LO 7-1000
TY 6-3400
TA 5-6470
WO 3-2330

868-5007
TY 5-4400

898-1900
WA 5-1600
DI 1-6500
WA 1-0440
366-5040
961-5840
JO 6-6360
TE 3-8500

....... 547-6900
....... 533-2055
342-4330
538-5151
838-9111
821-2025
DI 1-5905
WO 3-9646
342-5533
TA 6-3100
TA 6-0630
BR 3-7826
273-4400
. TU 5-3653
BR 2-2150
DI 1-8080
838-6768
VE 8-8300
BR 2-2000
843-1788
WO 3-8585
965-7124
KE 1-4484
___963-0202

273-8262
BR 2-5401

....... 533-4000
564-5300

.___TO 8-5511

TR 4-0300

Lee and Meta Fraser

Gunn Dairies, Inc.

Land O'Lakes Creameries
Melody Dairy Dist. Co.
Sealtest Dairy

Trombly Sales

United Dairies, Inc.
Food. Co.
Wesley's Quaker Maid,

V lasic

Inc.

Ira Wilson & Sons Dairy
DELICATESSEN

Home Style Foods Co.
Quaker Food Products,
Specialty Foods (Deli.) ...

(Deli.)
Inc.

EGGS AND POULTRY
E. J. Farrell Co.

Eastern Poultry Co.
Eastown Dairy Products
Mclnerney Miller Bros.
Napoleon Eggs
Orleans Poultry Co...

FRESH PRODUCE

Jos. Buccellato Produce
Cusumano Bros. Produce Co.
Gelardi Produce
H. C. Nagel & Sons....
North Star
Spagnuolo & Son Produce...

INSECT CONTROL
Key Exterminators

Produce

Rose Exterminating Co.
United Exterminating Co. ........
Vogel-Ritt Pest

LINEN SERVICE
American Linen Supply Co

Control

Economy Linen Service ........ ..
Marathon Linen Service, Inc..........
Reliable Linen Service

MANUFACTURERS
Aunt Jane's Foods

Boyle Midway Company

California Packing (Del Monte)
Salt Company

Diamond Crystal
Kraft Foods
Morton Salt Company

C. F. Mueller Company
Co
Roman Cleanser Company
Shedd-Bartush Foods, Inc.

MEAT PRODUCTS, PACKERS
Alexander Provision Co.

Cadillac
Crown Packing CO....ccceeunent .
Detroit Veal & Lamb, Inc.

Eastern Market Sausage Co..
Feldman Brothers
Great Markwestern Packing
Guzzardo Wholesale Meats,
Herrud & Company
Johann Packing Co
Kowalski Sausage Co.,
L K L Packing Co.,
Peet Packing Co. (Ypsilanti)
Peschke Sausage Co.

Prince-Vivison Macaroni

Packing Co.

Inc.

Inc. ..
Inc..einies

LI 8-5799
TU 5-7500
TE 4-1400
345-4700
Tl 6-5700
925-9505
UN 1-2800
868-9800
883-6550
TY 5-6000

FO 6-6230
TW 1-9100
365-6330

WO 2-1787
WO 1-0707

832-6800
TE 3-4800
TW 2-5718
TE 3-1847

LA 6-9703
921-3430
WA 5-0969
832-2060
VA 2-9473
527-1226

68823
4-9300
1-5038
4-6900

WA 1-4129
843-7300
WA 1-2727
366-7700

581-3240
....... 543-3404

. 543-3055
PP 872-3317

TA 50955
VI 3-6173
357-4555
7750900
TW 1-0700

. TO 8-5810

961-6061
961-6262
__TE 2-2900
962-8444

WO 50677
WO 3-2291
.321-1288

FA 1-1703
962-0430

TW 1-9011
TR 3-8200

TE 3-1590
274-3132
TR 56710

Peter Eckrich & Sons. Inc.

Peters Sausage Co.

Pitts Packing Co.

Sam & Walter Provision Co.
Spencer, Inc.
Ruoff, Eugene Co .
Wayne Packing Co. .........
Weeks & Sons (Richmond)

Winter Sausage Manufacturers

Wolverine Packing Co.

NON-FOOD DISTRIBUTORS
Arkin Distributing Co.

Wayne County Wholesale Co.

POTATO CHIPS AND NUTS
Better Made Potato Chips

Frito-Lay,
Kar Nut Products Co.

Krun-Chee Potato Chips
Superior Potato Chips
Vita-Boy Potato Chips

Inc.

PROMOTION
Bowlus Display Co. (signs) ........
Guaranteed Adv. & Distrib. .......

Holden Red Stamps
Stanley's Adv. & Distribg. Co.

RENDERERS
Darling & Company

Detroit Rendering Co.
Wayne Soap Company

SERVICES
Beneker Travel Service
Clayton's Flowers

Gulliver's Travel Agency
Zablocki

Electric

SPICES AND EXTRACTS
Frank's Tea & Spices

STORE EQUIPMENT
Almor Corporation

Butcher & Packer Supply Co
Crime Prevention System .........
Hussman Refrigeration, Inc.

(Biro)

Globe Slicing Co.
Hobart Mfg Co.
Lepire Paper & Twine Co.

Liberty Paper & Bag Co.-
Master Butcher Supply Co
Midwest Refrigeration Co. ..
National Market Equipment Co.
Scan-A-Scope

Shaw & Slavsky, S
Heating & Cooling

Inc... .

Square Deal

WHOLESALERS
Grosse Pointe Quality Foods

C. B. Geymann Company...
Kaplan's Whise.
Spartan
Super Food Services, INC..............
Tobacco Brands Dist.,
United Wholesale Grocery
Wayne County Wholesale Co.
Abner A. Wolf, Inc.

Food Service

Stores, Inc.

Inc.

KE 1-4466
TA 6-5030
WA 3-7355
W 1-1200
931-6060
WO 3-2430
WO 1-5060
RA 7-2525
PR 7-9080
WO 5-0153

WE 1-0700
894-6300

WA 5-4774
WA 1-2700
LI 1-4180
DI 1-1010
834-0800
TY 7-5550

CR 8-6288
869-6363
444-1195
961-7177

WA 8-7400
TA 6-4500
842-6000

PR 1-3232
LI 1-6098
963-3261

LA 6-4864

UN 2-1314

JE 9-0650
WO 1-1250
962-9799
341-3994

LI 5-1855
FA 1-0977
WA 1-2834
921-3400
WO 1-5656
JO 6-6341
LI 50900

823-6600
TE 4-3990

WA 1-2345

TR
WO

1-4000
30691
WO 1-6561
BR 2-2744
__ 546-5590
TW 3-8900
834-6140
894-6300
5840600
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Consumers Want

“Today’s consumer is more sophisticated and
consequently demanding more varieties of nutritious
and better tasting foods as we approach the affluent
Seventies.” So said Michael Giancotti, president of
the Associated Food Dealers, in an address before
the Detroit Association of Grocery Manufacturers’
Representatives at Monte’s Rathskeller.

“Today’s consumer is not only interested in the
basics, as man’s wants are replacing needs.” Gian-
cotti said that the food field as a whole has on
most occasions, lulled itself into a series of duplica-
tion items. “As merchants, we are concerned with
space limitations and multi and varied sizes. The
food manufacturing industry would do better to
devote more time and research for original items,”
he added. “Duplication many times tends merely to

CALAHAN SAYS

Steps Being Taken To
Fight Crime, Enforce Laws

Wayne County Prosecuting Attorney, William L
Calahan, told members of the Associated Food
Dealers and their suppliers that “definite steps are
being taken to fight crime and enforce laws.” Cala-
han spoke before an AFD General Membership
Meeting, June 13 at the NCR auditorium.

Calahan said that as a result of the updating
of the courts being done by him and his associates,
trials are now being brought to court within 30 days.
Renovating of the Wayne County courts is saving
citizens money, while allowing policemen to spend
more time on the job than in the courts.

One of the major changes has been to prohibit the
switching of a plea by those convicted of robbery-
armed to that of lesser offenses. Calahan said he
has added 12 new assistant prosecutors to his staff
which saves citizens and businessmen a lot of time
through speedier trials. He also said it is costing
citizens in Wayne County $111.07 to defend crimi-
nals on the average per day, while costing these
same citizens $88 per day average to prosecute
criminals.
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Variety— Giancof ells |

divide and not expand a market for additional dollar
purchases.”

Giancotti explained that many retailers have
applied modern innovations, as taste, color, decor,
and carpeting, to accommodate this new breed of
sophisticated shopper. New items, which are not
duplication of existing items, would be mutually
profitable to retailers and manufacturers alike, he
said.

In addition, Giancotti outlined the growth, prog-
ress and success of the AFD, as well as some of the
problem retailers are encountering. His talk was en-
thusiastically received by a packed attendance of
DAGMR members to a standing ovation. Also on
hand were AFD chairman Donald LaRose, and AFD
executive director Ed Deeb.

Calahan's report was well received. In conclu-
sion, he called on the AFD to assist him by being
a part of an advisory council to find ways to help
improve the court systems. (At this time, the AFD
wishes to publicly thank the Abner A. Wolf Com-
pany for providing refreshments at the AFD
meeting.)

Jerry's Butcher Shoppe

Opens In Riverview

AFD director R. Jerry Przybylski has opened his
third store, this one in suburban Riverview. Called
Jerry’s Butcher Shoppe, located at 8102 Fort Street,
the store has been “enthusiastically received” by
food shoppers and the open-for-business sign has
not even gone up yet.

Highlight of the new Jerry’s Butcher Shoppe is
the attractive decor, which includes red wall-to-wall
carpeting and pretty butter yellow pastel coloring
with unique barn siding and sloping arches motif.
All employees wear red vests. On the outside, it con-
tains shake-shingle roofing.

Przybylski operates two other stores, one each
in Wyandotte and Trenton. Last December, he was
the subject of a cover story in The Food Dealer maga-
zine.



WVWWe

have a
product
shake-up

times
aweek

We bake 102 different baked goods
items every week. But just to make
sure we keep pleasing your cus-
tomers to the Nth degree—with the
biggest variety in the U.S.—we
change 26 of these 102 items every
week.

SIGN OF GOOD TASTE
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Bell Tolling For Returnable Soft Drink Bottles?

By JAMES R. SCOGGIN

Vice President
Food Marketers, Inc.

With their profit margins under continuing pres-
sures from everywhere, supermarket management
determination is mounting throughout southern
Michigan for taking almost any necessary action to
have relief from the historic burden of collecting,
sorting and storing deposit-return soft drink bottles.

Nowhere is the determination higher than among
some of Metropolitan Detroit’s independent grocers,
according to Food Marketers’ regular soundings of
retail level thinking. One inde-
dendent chain has gone so far as
to put Detroit area soft drink bot-
lers on “or else” notice.

That is, the chain's manage-
ment has said that unless some-
thing is done soon to alleviate
bottle handling costs, their stores
will be forced to restrict market-
ing of soft drinks to one-way pack-
aging.

The overall situation appears certain to explode
into a retail rebellion that could easily spread nation-
wide. The only question at the moment seems to be:
Can the rebellion be kept within boundaries that will
avoid sudden dislocations in what have long been normal
business patterns for bottlers?

Hopefully, it can be, because much more will be
involved than just the fate of a food product pack-
age that has been the target of gripes by retailers
for decades. A bitter rebellion would also bring into
closer scrutiny the increasing incompatibility of the
franchised bottler’s still practiced store-door meth-
ods of getting his products into supermarkets despite
the vast changes that have taken place in food
product distribution techniques since World War 1.

It is likely some dislocations will be unavoidable.
But the consequences can be made digestible for all
concerned within a spirit of understanding between
soft drink bottlers and grocers for their respective
problems and their respective responsibilities to con-
sumers.

Franchised bottlers can help create the needed
atmosphere of understanding by appreciating how
hard today’s supermarket operator must fight to
keep cost factors in line. No industry is more com-
petitive on costs these days than the supermarket
Industry and every operator is searching every pos-
sible avenue for keeping people-to-sales ratios in line.

SCOGGIN

EDITOR'S NOTE— This article on returnable soft drink
bottles and the handling of them thereof, was submitted to
the Associated Food Dealers for publicatioin in The Food
Dealer magazine, completely voluntarily and unsolicited by
Mr. James Scoggin of Food Marketers. Detroit-based broker-
aef company. The views are strictly that of the writer, and
in no way should be misconstrued as those of the AFD.
However, any individual, company or association is here-
with invited to submit for publication the views giving the
other side of the problem. We will print the story and any
or all comments submitted to the editor.

This is the average supermarket operator’s ap-
praisal of his plight: He now handles soft drinks in
returnable bottles at what he considers satisfactory
profit margins. But, he is convinced, that at least
half the profits get dissipated in handling the bottles
consumers bring back to the store.

Because a stock boy who used to get 50 or 75
cents per hour must now be paid three times that
much in wages and fringes, the supermarket opera-
tor feels returnable bottles have become a luxury
he can no longer afford.

From their side of the fence, franchised bottlers
do not question the squeeze on a supermarket’s
operating costs. And, they say in response: "Why
don't you raise soft drink prices enough to offset those
costs?

NO, say the supermarket people. That response,
they maintain, completely avoids the real issue.
Our soft drink selling costs are not up, they explain, just
the handling costs. And, these are costs which over
recent years have been palmed off on us in greater and
measure as consumption of soft drinks has increased.

In summation, the supermarket people note the
soft drink business has enjoyed an annual growth
rate of about 7 percent over recent years. They feel
they have been denied a rightful share of that
growth by having to continue to subsidize handling
costs that should be borne by the producers of the
products.

In judging the supermarket position, bottlers
must recognize the significance of soft drink sec-
tions in supermarkets constituting the one area
where there has been little change in many, many
years, except for a proliferation of product varieties,
sugar and sugar-free, and sizes of packages and
package containers.

Over recent years the major franchise companies
have been remarkably imaginative in developing

(Continued on Page 13)
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OFF THE DEEB END

ED DEEB

Little Things Count

Usually, businessmen talk about the big problems they are confronted
with in their business or their industry. Not too often mentioned, how-
ever. are the little problems.

Little things like customers complaining about prices being too high,
or a discourteous employee, or the slow delivery service, or a shortage
of stock and what have you. The little things can similarly concern sup-
pliers and salesmen.

It’s these little things which | prefer to call business etiquette. For
example, because you are in a hurry, is no reason why businessmen cannot
remain courteous or polite. A person s actions or tone of voice very often
determines his character.

The following is a reminder list of do's and don’ts so often over-
looked or neglected in the area of the little things or business etiquette:

» Keep a calendar, note pad and pencil near your phone or on your
desk.

* Keep all appointments or commitments, and put them in writing
as a reminder.

e Call in advance to cancel any appointment, if it is impossible to
keep.

» Treat customers and salesmen with respect and courtesy

* Don’t leave someone hanging on the phone. If you cannot talk
to them at the moment, get the number and call back.

» Don’t lose your temper, even though you may have reason to do so.

Too often, businessmen tend to overlook these little things, which
in realtity are not so little. They are important to the operation of your
business. Being organized, is the real key to preventing problems.

Like the old adage says, “It’s the little things that count,”
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SCHAFER OPENS 2 DETROIT SITES

Russell E. Kiser, president of Schafer Bakeries
Inc., Lansing, an AFD member, has announced that
the wholesale baking firm has established two new
locatons in the Detroit area. The two branches are
located at 920 Fort Street, near Outer Drive, and at
18354 Fourteen Mile Rd., near Groesbeck. Previously
all Schafer bread routes originated from the com-
pany’s facility at 500 E. Forest, where the firm’s
donut production plant is located.

At the same time, Ken Mullin, Schafer Detroit
division manager, said that Charlie Evans will be
the supervisor of the Fort Street branch (phone 386-
1610) and Joseph Nader will supervise the Fourteen
Mile location (phone 293-5320).

Coca-Cola Announces Appointments

Robert B. Healy, vice-president of the Detroit
Coca-Cola Bottling Company, an AFD member, has
announced the appointment of H. Larry Morgan as
sales manager. Morgan was formerly associated with
the company and WWJ Radio.

Other appointments made included that of Wil-
liam Butterfield as sales promotion manager of the
firrn, and Vernon J. Schwanitz as assistant con-
troller.

Thank You for Making Us

Your Milkman

UNITED DAIRIES INC
4055 Puritan

Detroit 38, Michigan

BETTER MADE POTATO CHIPS

+ POTATO CHIPS

» CHEESE CORN

» CARMEL CORN

* SHOESTRINGS

* PRETZELS

* POPCORN

* PORKSKINS
WAINut 54774

SUSTAINING MEMBER
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the new sound
of Dixi

IS the jingle

of money.

In your pocket. You'll be seeing (and hearing) a

lot more about Dixi! Heavy radio, TV, and newspaper
schedules (plus its great taste) will soon make it a
teen-ager favorite! We'll tell the Dixi story with
saturation schedules throughout the summer selling
season on WKNR, WQTE, WWJ, WXYZ, WCHB
—"Bob Allison's Ask Your Neighbor Show," and
WWJ-TV's popular "Living Show." Dixi Cola is from
Dossin's— Detroit's most famous name in colas.
Stock-up now—call Steve Conn Brokerage
Company—547-6900.
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Around the Town

Dr. Raymond Stanley Wojtalik, son of Stanley
Wojtalik, president of Stanley Advertising and Dis-
tributing Co., an AFD member, has just graduated
from the University of Michigan Medical School
cum laude, 5th in his class, and a distinguished mem-
ber of the dean's list, ,

The 1967 Food Information Week campaign will
be conducted Sept. 24 -30. with the main program
set for Sept. 25. The annual promotion is sponsored
by Michigan State University, cooperative extension
service. Fran Harris of WWJ. chairman of the
board of the FIW advisory council, said the renown
Armour chef Louis Szathmary. Chicago baker and
restaurateur, will be featured on the program, along
with Larry- Taylor, food consultant to SMI.

Harvey Weisberg, an AFD director and vice-
president of Chatham Super Markets, is presently

Many, many of your customers buy food for only two or three
people. They are the young marrieds whose families are still
to come and the late middle-aged and elderly whose families
are grown and gone. They buy a lot of hamburger and a lot of
frankfurters. And they buy a lot of buns when buns are avail-
able in small packages.

That's why it pays to keep Koepplinger's 4-Packs of ham-

The Food Dealer « July, 1967
on a month's vacation to Europe and Israel. He has
a tough job awaiting him upon his return, however.
He s chairman of the food store chains division of
the United Foundation torch drive campaign.

* * *

Sam Fink, president of Great Scott Super Mar-
kets. and an AFD director, has announced a very-
successful bumper sticker promotional campaign
being conducted by "Scott" employees. With the
two-hearts emblem imprinted on the left, the bum-
per sticker reads: "Buckle Your Save-T-Belts."

Michael D. Khami, son of AFD director David
Khami of Handee Super Market. Inkster, has gradu-
ated from the University of Detroit, where he re-
ceived his BA degree in marketing. Another son,
James Khami, recently graduated from Sacred Heart
Seminary with a BA degree in philosophy.

* *

Members of the Associated Food Dealers extend
a hearty "get well soon” to Miss Kay Savage, food
editor of the Detroit Free Press. Miss Savage has
been recuperating from a recent illness at Jennings
Memorial Hospital.

burger and hot dog buns in easy sight and reach. Do it for the
same reason your meat department displays 12-ounce packs
of hamburger, two pork chops, many other two-portion and
three-portion packages.

If you are not selling Koepplinger's hamburger and hot dog
buns in 4-packs, tell the Koepplinger man to leave a few of
each tomorrow. You'll be amazed at how fast they move out

ALSO AVAILABLE IN 8 PACKS
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THE PRESIDENTS CORNER

The Best Policy:
Help Inspire Others

By MIKE GIANCOTTI

In many years of involvement with people, | have
seen a wealth of programs destroyed, projects aban-
doned, and enthusiasm fade because some respected
food man or association member uttered, “It wont
work,” or “l don’t like it,” or “You can’t do it.”

These lonesome phrases muttered from the back
of the room serve only to squelch enthusiasm, for
all too often they come from a key person retaliating
for a victory lost. The failure
might be having his advice un-
heeded, failing to gain an impor-
tant committee post or what have
you.

These bitter souls find that the
role of vocal critic fills the void of
that chronic loser. The real food-
man or association member real-
izes that the road of success is
not paved, but full of hills and
obstacles instead.

The true leader never criticizes from the side-
lines but remains involved. If he isnt chosen to
quarterback, he is willing to offer his talents in any
capacity he can.

There is little or no need for bitter and unin-
terested men whose only asset is a sharp tongue and
forecast of doom. We desperately need men of
courage, ready to back their criticism with alter-
natives, new ideas and better ways to succeed.

In the year ahead, keep yourself informed, par-
ticipate, and be ready to voice your opinion even
if it does not parallel with that of your elected or
appointed leaders. But, dont attack them with
naked criticism just to be critical.

Allow your employees or associates to express
their opinions. By so doing you will never suppress
enthusiasm, so vitally needed to encompass each
individual in an organization. Help inspire freedom
of thought. In so doing, you can never tell when
you may stumble on an idea which can mean the
difference between success and failure in your busi-
ness.

Your personal organizational growth, and the
growth of such organizations as our own AFD is in
your hands. Thoughtless criticism cannot be of help.
Constructive criticism, however, and a willingness to
serve can be of immeasurable value.

Think about it!

Giancotti
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Calpak's Ciaramitaro Promoted

To Division Manager of Southwest

Frank Ciaramitaro, district sales manager of
California Packing Company’ Detroit district, has
been appointed division sales director of the firm’s
southwest division with headquarters in Fort Worth,
Texas. The announcement was made recently by
Ross B. Yerby, Calpak executive vice-president of
Marketing.

In his new assignment, Ciaramitaro will super-
vise Calpak sales personnel in the Texas, Oklahoma,
New Mexico, Arkansas and Louisiana areas. Suc-
ceeding him in Detroit as district sales manager is
Walter B. Lownes, who had served as district sales
manager of Fort Worth.

Ciaramitaro has been very active in various De-
troit area food field activities. Presently, he serves
as secretary-treasurer of the Detroit Assn. of Gro-
cery Manufacturers’ Representatives. He was a
strong supporter also of the Associated Food Dealers,
and two years ago appeared as an AFD panelist dur-
ing a seminar.

When you need...

HAND SAW SERVICE
POWER SAW BLADE SERVICE
CHOPPER PLATE and KNIFE SERVICE
CUTLERY and CUTLERY SHARPENERS

Call the Hook-Eye Man

ATLANTIC SERVICE COMPANY
19197 Justine — Detroit
Phone 965-1295

BIG
PROFIT
CHAMP

Big inevery way

CASH IN!
Call 826-5030

SAUSAGE COMPANY



SUMMERTIME IS BARBEQ

display These Picnic Items



AND PICNIC TIME!

Added SALES and PROFI

S!
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Estate Planning Important To Businessmen

By MOE R. MILLER
Accounting and Tax Attorney

Almost every businessman will agree that one of
his basic aims in life is to provide certain direction
and security for his family should he die. But too
often he never gets around to taking the necessary
action, and his procrastination can lead to unhappy
results.

A widow and daughter wholly uninterested in
business can find themselves co-owners of a business
which was intended to go entirely to the son. be-
cause a person died intestate (leaving no will) If
a person dies intestate, two-thirds
of his real property will go to his
child (or children) and one-third
to his surviving widow. In the
event of personal property, (with
only one child), half goes to the
surviving widow and half to the
child. There being more than one
child then two-thirds of the per-
sonality would go to the children,
and one-third to the widow sur-
viving.

Here is a round-up of tax techniques which can
help plan the estate. These are used in addition to
a properly organized will.

Stock Options—Can be used to compensate key

non-stock holder employees of closely held corpora-
tions.

MILLER

SPENCER, INC.

LUNCHEON MEATS

BOLOGNA - WIENERS

HAMS - BACON

931-6060

8920 LYNDON

Pension and Profit-sharing plans—Permits an
employer to provide for an employee's retirement.
Specifically, the employer can deduct payments made
by him to the fund; and the fund can invest and
build up income tax-free. Self-employed individuals
can also obtain tax benefits from a qualified retire-
ment plan, though on a more limited scale then
employees.

Employee Group Insurance—This is an impor-
tant fringe benefit which an employer can provide
for employees. Premiums paid by the employer are
deductible in full and are tax-free to the employee
to the extent of the first $50,000 coverage.

Temporary Trusts—Commonly referred to as a
short term trust, this is an effective vehicle for
shifting income from a high bracket taxpayer to a
low bracket taxpayer for whom he wants to build
up a special fund. The trust must be irrevocable for
at least ten years plus a day, or the life of the
beneficiary.

Gift Tax $3,000 Annual Exclusion—This is al-
lowed with respect to gifts made to each person
within one year. There is no limit on the number
of annual exclusions that can be claimed. Example:
A person can make twenty gifts of 83,000 each to
twenty different people, and be exempt from gift

(Continued on Page 13)

WHOLESALE FOOD SERVICE

Oscar Mayer Spare Ribs (all sizes)
Tennessee Frozen Vegetables
Distributor of Kraft Products
Fresh local cut Pork "Daily”
Variety of Offal & Smoked Items

DAILY DELIVERY
Call us or stop in and pick your own

WO 1-6561

2630 RIOPELLE STREET
(On the Eastern Market)
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Tax Topics
(Continued from Page 12)

tax. If a husband and wife join in a gift, the annual
exclusion would be $6,000 per recipient. Thus, if a
married couple had three children, the sum of $18,000
would be gift-tax free.

Gift Tax $30,000 Lifetime Exemption—This is al-
lowed to each taxpayer. In other words a husband and
wife each have a lifetime exemption of $30,000 and
during their lifetime can make gifts of $60,000 ($30,-
000.00 each), and be exempt of the gift tax. As a
result, married couples can get the benefit of a $6,000
annual exclusion and a $60,000 lifetime exemption,
for gifts to other persons, and be exempt from the
gift tax.

In conclusion, the law may impose an arbitrary
and costly plan because a person did not take advan-
tage of laws which let him plan his estate to accom-
plish the most desirable family goals at the lowest
possible tax cost.

Returnable Bottles

(Continued from Page 5)

multi-flavor and dietetic lines of soft drinks. Ironi-
cally, that imaginativeness is at the root of today's
retail level protests against returnable soft drink
packaging.

Meantime, neither franchise company headquar-
ters nor their bottlers have become known for
adeptness in long range marketing planning. That
image needs change. And, the change will require
sharp departures from traditional practices and atti-
tudes. Of basic importance, the bottlers must recog-
nize supermarket operators as their primary cus-
tomers.

Out of a decade of experience we know soft drink
bottlers, with few exceptions, do not have working
relationships at trade levels that are enjoyed by
other food manufacturers. Most supermarket people
feel soft drink bottlers are dedicated to ignoring
their reasons for indicting returnable packaging.

For example, there was shock at many retail
levels when a major franchise company introduced
a new low-calories drink in, of all things, a newly
designed deposit-return bottle.

Detroit area bottlers have substantial invest-
ments in returnable glass. Their resistance to having
to write them off is understandable. But shouldn’t
they be more open-minded and flexible in their efforts
to protect their investments than to just say to
supermarket operators: why dont you raise your
soft drink prices?

Soft drink bottlers, especially those guided by
parent company policies, must examine themselves
In the light of that question. They must also con-
sider that a new, cost-cutting delivery system for
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soft drinks is now a reality for both private label
and brand name products—that is. from plant to
chain or wholesale warehouse and from warehouse
to supermarket.

The real advantage the private label packer has
costwise is through delivery method. It will, there-
fore. eventually become mandatory upon franchised
bottlers to compete in the delivery area if they are
to maintain their rate of growth.

In any final analysis, all concerned must realize
that decisions to be made about deposit-return bot-
tles involve a whole family of packaging, ranging
in size from several ounces to quarts. Perhaps, in-
depth discussions of the total situation could find
some members of the family deserving of survival
while at the same time reaching compromises that
will insure survival.

As of now, as far as most Detroit supermarket
operators are concerned, the returnable bottle has
been indicted and must stand trial. From their view-
point, the evidence against the package is over-
whelming. It is a time when soft drink bottlers were
in greater need of good trade relationships.

The soft drink industry spend millions of dollars
annually to sell youngsters and housewives on the
good things about soft drinks. We suggest the time
is long past due when bottlers should make an all-
out effort to get along with those who can deter-
mine the success or failure of all their sales efforts
—the supermarket operators.

Detroit RENDERING Company

SINCE 1850

SUPERIOR SERVICE - TOP MARKET VALUES

TAshmoo 6-4500

“First We Render Service"

ALLIED MEMBER
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MEMORANDUM FROM FAYGO

Every once in a while we like to think of
Faygo as typical reflection of what America
really is, the first and only society to provide
true freedom of opportunity for the richness of
human potentiality, human discontent and hu-
man variety-

Bringing that thought to mind is the fact
that Faygo was founded 60 years ago in a small
store on the fringes of down-
town Detroit Its founders, Per-
ry and Ben Feigenson, then
aged 25 and 23, brothers and
immigrants, started out with
two tubs for washing and rins-
ing bottles, a siphoning hose
and a hand-operated gadget for
capping. Today Faygo’s modem
facilities employ about 400 peo-
ple and are capable of producing FEIGENSON
upwards of 300 million bottles and cans of soft
drinks annually

Our new product FROSH is the forerunner of
a new family of sugar-free drinks, especially for-
mulated to bring a new taste approach to Detroit's
sluggish low-calorie soft drink market. Detroit con-
sumers have never really showed enthusiasm for
dietetic drinks and our research strongly indicates
this is because the offerings have been largely re-
stricted to sugar-free refinements of standard flavors
and colas.

We try to keep our ears tuned to changing
consumer habits and there is mounting evidence
that the introduction of dozens of new soft
drinks over recent years has lessened the de-
gree of loyalty consumers give to any particular
type drink. Therefore, our future product
development strategy is taking into account
that the average consumer may eventually be-
come as fickle about types of soft drinks as
about styles of automobiles.

We plan to always have five or six unique
products in our line, each of which can be
depended upon to generate two or three years
of volume sales before requiring replacement
by some newer and different taste appeal.

Faygo will spend nearly a million dollars this year to
take the story of its products to consumers and we are
proud of our reputation among consumers for producing
quality soft drinks at competitive prices. But we never
forget that our future is always directly dependent on how
well we continue to make up our basic reputation to re-
tailers: High quality products, priced right with good profit
margins, and supported by honest advertising, aggressive
merchandising and eye-appealing packaging.

Advertisement
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THE BELL RINGER

Why Did LBJ Play
Politics With Romney?

By ALEX BELL

As we start this column (July 25) looking out of
our apartment window, we see people watering their
lawns. A quiet peaceful neighborhood, while only
about four miles away a scene of desolation. We
wonder how many independent busienssmen are out
of business for the rest of their lives?

As you all know, insurance companies do not

want any part of the risk in the
inner-city area and we think that if
the Federal government wants to
play Santa Claus to all and sundry,
it is time that some kind of federal
insurance be made available to any
merchant willing to operate in the
inner-city or “high risk” area.

We are not advocating some-
thing for free, but a good low cost
program available to chains and in-
independents, whether they be  Mr Bell
butcher, baker or candlestick maker.

* * *

Political comment: It looks like LBJ played
plenty of politics with the Federal troops issue. He
tried to make lonesome George a real bum.

* * *

Straws in the Wind Dept.: Canada Dry’s sales
in single-use bottles and cans were 33% of total
volume in fiscal 1965 38% in 1966 and 49% in
1967; and the forecast is an even higher percentage
this year. Incidentally, Canada Dry had a write-off
on inventory of $1.4 million in returnable bottles!

* * *

Note to you-know-who: Our child bride has taken
up gourmet cooking. She can now produce ice cubes
that melt in your mouth. (Note from the C.B.:
Maybe with arsenic yet!)

* * *

Ah, something new on the boob toob. We now
have a tooth paste that has sex appeal. This we must
get. (Note from the gal that makes your bed: Too
bad, fatso; what are you going to use for teeth?)

(Continued on Page 17)
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Banks to Revise

the way they
Handle Checks

NEW YORK—The Federal Re-
serve has served notice that there
will be some changes made late
this summer in checking account
methods. The agency said that
after Sept. 1, all checks that have
been crossed over or marked in
any way will not be accepted. Nor
will checks without magnetic ink
(t:)hialracter recognition (MICR) sym-
ols.

According to the Foundation for
Commercial Banks, this means no
more blank counter checks and no
more borrowing of checks from a
friend, crossing out his or her name
and account number, and substi-
tuting one’s own. In practice, the
foundation says that banks have
returned checks that were poorly
written. From its experts comes
the list of the most common check-
writing mistakes and how to avoid
them:

e Ignoring the computer age
and trying to alter MICR symbols.
These magnetically coded symbols
enable the check to be processed
rapidly by electric equipment. They
cannot be obliterated by ordinary
ink or pencil. Thus, if you borrow
someone’s else’ check, cross out his
account number and name, and fill
in your own, his own old MICR
symbols will come shining through,
and the check will be charged to
his account rather than yours.

e Writing the wrong date. A
bank may simply return a check
that is dated ahead. There is a
handling fee for this, usually. Or,
through an oversight, the bank
might pay a postdated check when
it is presented, causing other
checks you wrote to bounce be-
cause the funds aren’t there at the
time.

Finally, especially during Janu-
ary, be careful of the right year.
A check more than six months old
may be held up for payment be-
cause the bank considers it stale.

 Scratching out, crossing over,
other alterations. Give it up and
start all over again, if you have
made a mistake. (Retailers are
cautioned to be especially alert to
this practice.)

e Writing one amount in words
and another in figures. This is an
elementary and very common mis-
take. Legally, the amount written
in words takes precedence over that
written in figures.

e Playing variations on your
signature. A check must be signed

Store Decor Coordination -
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with the same signature you filed
with the bank when you opened
the account.

If you omit your middle initial,
or substitute initials in the place
of full names, the bank may refuse
to honor the check. The reason:
Names are not unique (see any
telephone directory) and there’s
danger of charging your check to
the account of someone with a
similar name if your signature is
not exact.

(NOTE: The Associated Food
Dealers urge all retailers to be
cautious when cashing checks, and
begin watching for the above-
mentioned characteristics.)

Interior and Exterior

CUSTOM DEPARTMENT DESIGNING

Hollywood Supermarket — Troy

Louis Lubeski, Interior Designer

Verbrugge's — Grosse Pointe

Bill Everett, Factory Representative

“We are very pleased with the complimentary remarks of our customers
on the glamorous interior, the chestnut paneled walls, the lovely decor—
thanks to Almor Corporation."— Allan Verbrugge.

“Almor Corporation did a fine job on the Interior and Exterior of our
new store. We are well pleased.”—Jay Welch.

e Complete line self-service display equipment

¢ Mechanical check stands

» Specialists in store engineering, planning, interior design, merchan-

dising and operational systems.

* The difference that makes your store outstanding!

Phones: JE 9-0650

23343 SHERWOOD

CORPORATION

SL 8-1090
WARREN, MICH.
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SECOND OF A SERIES
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How You Can Reduce Shoplifting Losses

By ROY ANDERSON
Security Officer
Chatham Super Markets. Detroit

The food store operator who will not admit he is
suffering losses through shoplifting is either naive,
kidding himself or hiding the truth. All stores have
pilferage problems and those who think they have
none are probably getting it the worst.

Prevention, detection, apprehension and prose-
cution are the four keys in the reduction of shop-
lifting losses. As detection was discussed in the
previous issue of The Food Dealer only the other
three topics will be covered in this article.

Prevention—Obviously the main factor in re-
ducing pilferage is to prevent it in the first place,
by removing the temptation to steal.

It is morally wrong for an operator to place
temptation before his customers
by arranging his merchandise so
that numerous blind alleys exist,
to display small valuable items
where they cannot be watched, to
light the store poorly, to permit
lax check-out procedures and in
general to operate in a hap-hazard
manner which invites thievery
This type of operation serves as
an introduction to crime as it is =~ ANDERSON
usually the first type of crime committed by a juve-
nile. If uncaught, it opens up a career of more
varied and serious crimes. Fortunately, shoplifting
is susceptible to an early cure. In the long run. pre-
vention is the cheapest form of control.

As was stated in the previous article, control
must start at top management. They must impress
upon the people in the store that this is a vital part
of their job and should be considered part of their
daily business. Alert store personnel are vital in the
prevention picture. A few definite methods of pre-
vention are:

Display high-cost, easy-pilfer items in view of
chdeckstands, such as cigarettes, health and beauty
aid. etc.

Block unused check-outs with carts, small dis-
plays or other barriers so that people, especially
children, cannot walk or duck through.

Flip magazines and newspapers—it is simple for
shoplifters to slip records, smaller magazines, or
other flat items between the pages.

Clean out a bascart completely, including the
bottom, and if a child is riding have him removed.
This can be done tactfully by using another bascart
to load groceries in.

Don't overlook the obvious. Many shoplifters
hold packages in their hands or under their arms
as though they were purchased elsewhere.

Install different devices to view your critical
areas. Two-way mirrors, closed circuit TV, movie
cameras, etc. With the exception of the movie cam-
era. the other devices require monitoring. A new
movie camera on the market — Scan-O-Scope —is
relatively inexpensive and seemingly is adaptible for
the food stores both large and small.

Observe people who seem to loiter, or children
who wander up and down the aisles. Let them know
you are watching them. Reserve the right to check
all packages. Post signs informing customers of this
reservation.

Apprehension—Only the manager or his desig-
nated number-two man should do the apprehending.
Use a pre-arranged signal when a shoplifter has
been spotted.

Be sure the shoplifter was seen concealing the
items on his or her person and is kept under obser-
vation until he leaves the check-stand or leaves the
store. If you lose sight of the shoplifter at all,
drop it!

Be courteous but firm. Do not lay hands on the
shoplifter.

"Invite” the shoplifter to a quiet, private place.
Do not lock the door and try to have another person
or witness with you, preferably the person who
spotted the shoplifter.

Get a signed confession. If they will not sign
one, do not threaten, call the police.

If the shoplifter bolts, make no effort to stop
him or her. The rule is let them go and notify police.
Obviously they will never return. You can damage
your store’s reputation by creating a scene.

In the case of children the same as above applies.
A hysterical child creates a poor impression with
other customers. Upon apprehension a telephone
call to the parent is normally all that is required,
unless the child has been caught before.

Prosecution—With a few exceptions the best
policy in the long run is prosecution.

Some of these exceptions are: Elderly people;
children—except repeaters.

Casual larcenists—sometimes it is better to let
them know you are aware of their activities and
have them continue to shop at your store,
family—discusison with the employee.

Whether or not you prosecute depends upon the
circumstances of each case. Only you can make this
determination.
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Associated Food Dealers Endorses
National Bank's Guaranteed Check Plan

The directors of the Associated Food Dealers of
Greater Detroit unanimously passed a resolution
recently endorsing National Bank of Detroit’s guar-
anteed check plan, called “Checkmate.”

In a resolution sent to NBD president Robert
Surdam, the AFD said it “fully endorses and sup-
ports National Bank of Detroit’s Checkmate program
as truly a progressive step forward in area banking
circles.” AFD directors said they would work closely
with the bank to promote the program.

LEPIRE PAPER & TWINE
COMPANY

2971 BELLEVUE Phone: WA. 1-2834

Detroit’s Premiere Paper Supplier to Food Merchants
Top-Quality Merchandise at the Right Prices
An Original Supplier-Member of the Association
Serving Food Merchants Since 1903

The Sausage with the Second
Helping Flavor . ..

QUALITY PLUS!

Peschke Packing Co.

2600 EAST GRAND BLVD.
TRinity 5-6710

SUSTAINING MEMBER
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Alex Bell

(Continued from Page 14)

Daffynition of a second story man: A man whose
wife doesnt believe his first story.

* **

When people call you a down-to-earth fellow,
what they really mean is that they can step all
over you.

* * *

To datewe have received no letters telling us
where Seecaucus is. So, no free membership will be
given out for the SSS Club.

* %k

Just received this suggestion from the bedmaker:
“What you need is a hobby, dear. Have you ever
considered taking singing lessons?” (Now whatinell
did she mean by that?)

And so, on to Miami for the NAIFR convention!
Dear John, that’s all she wrote.

The Test Of Time...

Years

Of
Successful
Service

To Slaughter Houses, Wholesale &
Retail Markets and Locker Plants

Whatever Your Problems May Be, Call

Darling & Company

3350 Greenfield Road
WA 8-7400
Melvindale, Michigan

P. O. Box 329
Main Post Office
Dearborn, Michigan

ALLIED MEMBER
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Greater Detroit Population to

Increase 1.5 Million by 1975

Metropolitan Detroit's population will climb by
1,500,000 persons for a total population of 5,200,000
by 1975, it was announced recently by the National
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Planning Association (NPA). This means Detroit
will lead most of the United States urban areas with
a growth rate of 2% percent. The NPA figures show
the Motor City following a national trend of con-
tinued urban growth, but with a considerable slow-
down from population increases of the 1950%.

"In Tune With The Grocers Needs"

Melody Dairy Company

16247 Hamilton Ave. Highland Park Phone 868-4422

Now eee Group Blue Cross

Availlable to Retaillers

For those grocers who don't know it already, Blue Cross-Blue Shield Insurance at low
group rates is available to all grocer members of the Associated Food Dealers of Greater De-

troit. The AFD is the only grocery association

Blue Cross program.

in Michigan which offers the comprehensive

For those members who are not on the Blue Cross hospital insurance plan, call the AFD
office so we can explain how you can participate. To those grocers who are not yet members
of the Associated Food Dealers, call our office at 542-9550 to join our association and be

eligible for Blue Cross Coverage.

MEMBERSHIP APPLICATION

Store Name
Address

City

Owner's Name

Do you wish Blue Cross Coverage?
Yes No

An Invitation to Join A.F.D.

Through membership in the Associated Food Dealers
of Greater Detroit, you can enjoy wide benefits designed
to bring recognition to the independent grocers in the
community. In addition, such services as Blue Cross
and all types of general insurance, linen program,
coupon redemption program are available. Call and
let us tell you about them.

ASSOCIATED FOOD DEALERS
434 W. Eight Mile Rd.
Detroit, Mich. 48220 Phone: 542-9550
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Associated Food Dealers'

President's Awards Banquet

At Roostertail, Sept. 19

The Associated Food Dealers of Greater Detroit
will hold its annual “President’s Awards Banquet”
Tuesday evening, Sept. 19, at the Roostertail’s Up-
per Deck, it has been announced by AFD president
Michael Giancotti. The banquet is the highlight of
the association’s award program, and will honor area
“Salesmen of the Year” winners.

All retailers who have not yet sent in their
nomination form for the salesmen they think de-
serving of the honor, are requested to do so imme-
diately. (Fill in form on Page 19 and send to AFD
office, 434 W Eight Mile Road, Detroit, Michigan
48220.) In addition to the salesmen award winners,
two special awards will be given to individuals who
have contributed greatly to the food field.

Tickets for this year’s banquet can be purchased
by phoning the AFD office, 542-9550. Unlike last
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year, valet parking for those who attend will be
available.

Last year’s award winners included Wally Lorber
of Abner A Wolf, Inc. (wholesaler), James Voll-
bach. California Packing Company (manufacturer),
and Wililam Fell. United Brokerage (broker).

THE WAYNE SOAP
COMPANY

Growing Thru Giving

Good Service

BUYERS OF BONES
FAT, TALLOW & RESTAURANT GREASE

700 LEIGH STREET
DETROIT 17, MICH.

ALLIED MEMBER

VI 2-6000

WHO'S YOUR CHOICE?

Retailers, you now have the opportunity to choose or nominate your candidates for representatives of

the year. This is not a popularity contest. We want you to choose those representatives who you think

best deserve the titles

Broker, Wholesaler and Manufacturers' representatives of the year. The three

chosen will be honored at the Associated Food Dealers "President's Award Banquet," to be held Sept. 19
at the Roostertail's Upper Deck. For reservations, phone 542-9550.

Broker Rep. of Year

Company

Wholesaler Rep. of Year

Company

Manufacturers Rep. of the Year

Company

Signed

Store

Fill in your nominations form and send to the AFD office at 434 W. Eight Mile, Detroit, Mich. 48220.
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W hen brands

compete with each other,
they get better,

and they sell better.



	THE FOOD DEALER
	Consumers Want Variety — Giancotti Tells DAGMR
	CALAHAN SAYS: Steps Being Taken To Fight Crime, Enforce Laws
	GUEST EDITORIAL: Bell Tolling For Returnable Soft Drink Bottles?
	OFF THE DEEB END: Little Things Count
	Around the Town
	THE PRESIDENT'S CORNER: The Best Policy:
Help Inspire Others

	TAX TOPICS: Estate Planning Important To Businessmen

	THE BELL RINGER: Why Did LBJ Play Politics With Romney?

	Banks to Revise the way they Handle Checks
	SECOND OF A SERIES: How You Can Reduce Shoplifting Losses

	Associated Food Dealers' President's Awards Banquet At Roostertail, Sept. 19


