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For the first time in the history of the Michigan food field and possibly
the first time in the nation, the Presidential candidates have submitted ex-
clusive by-lined articles for publication in our award-winning magazine,
The Food Dealer, in behalf of members of the Associated Food Dealers and

the national association.
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Retailer-Broker Diadlogue Highlights Food Class

Four retailers appeared on a panel before a food
class at Wayne State University recently to answer ques-
tions and created an interesting two-way dialogue while
discussing marketing goals and strategies of both re-
tailers and suppliers. The class, consisting of around 30
area food broker sales representatives, is sponsored by
the Detroit Food Brokers Association.

The retailers appearing on the panel before the food
brokers were Michael Giancotti, president of the Asso-
ciated Food Dealers, and co-owner of Auburn-Orchard
Super Market; Sid Hiller, co-owner of Shopping Center
Super Markets, and an AFD director; Robert Spinelli
of Borman Food Stores; and Pete McLaren of Packer
Super Markets.

Subjects discussed and questions answered ranged
from store management policies, advertising theories, gen-
eral marketing procedures, store-door representation, and
sales presentations. The objective of the panel and dia-
logue was to enable foodmen to speak freely of prob-
lems which exist in an attempt to have everyone perform
better services.

Giancotti indicated to the brokers that the era for
the food broker has really just begun. “In Michigan brok-
ers are fortunate to have a strong independent factor to
consider and service. The independents are usually quick
to accept new products or price changes due to flexi-
bility,” he said. “It’s a longer process with the bigger
chains, especially when seeking decisions on advertising
and in-store promotions and displays.

“If brokers put on a massive promotion, properly
done, more firms could find it convenient and beneficial
to have broker representation,” Giancotti added. “The
day may even come when a broker could possibly have
a separate staff of independent, as well as chain store
specialists, since every type of operator usually has a dif-
ferent marketing approach. In some areas, brokers and
manufacturers’ direct representatives do not devote
enough attention to the independents- The broker could
provide a real needed service to help the independent
become more successful,” Giancotti said.

Hiller, whose stores specialize in high quality mer-
chandise and various ethnic-type products, told the class
he had found most of his customers were more sophisti-
cated in their tastes today. “Most of them look forward
to new convenience type products, especially the exotk
and epicurian varieties. That’s because of more leisure
time and more enlightened individuals who travel more
today than ever,” Hiller said.

Spinelli and McLaren stressed the thinking of chain
store management, which reflected less flexibility than

the independents generally, and responsibility of product
purchasing lying in the buying staff at headquarters, and
not on a one-to-one basis.

The classroom dialogue pointed out that now more
than ever, “more consumer information and food industry
public relations” was needed to educate critical house-
wives. It was suggested this could be done by all seg-
ments of our industry through the trade associations.
As one broker pointed out, “Shoppers should be told
about the tremendous food prices and bargains they get
in the Detroit area, unlike other communities.”

The DFBA-sponsored course is designed to help
update and up-grade retail salesmen at the retail level,
according to Robert Lannen of P. F Pfeister Company,
an AFD member, and a past-president of the DFBA,
who helped initiate the class.

“We’re now in the second term, the first of its kind
for brokers in the nation,” Lannen told The Food Dealer.
The first series of classes was held last spring, with about
28 persons participating.

Each school session lasts for six weeks, with classes
scheduled once weekly for two hours at a time. The dia-
logue or panel session takes up one of the sessions. The
other sessions involve themselves with analyzing the mar-
ket; defining and knowing the food broker; the sales call;
and how to listen. A review of the sessions is devoted to
the final class, after which certificates are presented to
the representatives in behalf of the brokers association
and WSU.

The classes have proven so successful, relates Lan
nen, that Jam Handy Organization is thinking of formaliz-
ing the technique used by the DFBA for distribution to
broker associations throughout the nation.

Kellogg Announces Top Level Changes

The Kellogg Company, Battle Creek cereal maker, has
realigned its top management, it was announced recently.
Lyle C. Roll, formerly chairman and president, relin-
quished the presidency but remains chairman and chief
executive officer.

Joseph E. Lonning was named president and chief
operating officer. He had been executive vice-president
for operations. E. Mard Leaver, executive vice-president,
was advanced to vice-chairman of the board. He continues
as chairman of Kellogg Sales Co., the firm’s U.S. market-
ing subsidiary. Stanley R. Sandberg, who had been senior
vice-president for finance and administration, was pro-
moted to executive vice-president for administration.
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The Sounding Board

To the AFD:

I was extremely pleased to learn of the selection of
Ralph Miller for the AFD Salesman of the Year Award.
It is nice to know that members of such a notable organi-
zation think as highly of Ralph as we do. | cannot think
of any greater tribute to such a man and his work than
the honor you chose to award him.

On behalf of Ralph and Procter and Gamble manage-
ment, please convey our deepest appreciation to your
members. | can assure you that every Procter and Gamble
representative in the package and liquid divisions will
be working very hard to merit the kind of confidence you
people have in Ralph Miller.

Earl L. Pool
District Manager
Procter & Gamble Company

Thank you for selecting Supermarket News for your
Distinguished Service Citation. It is indeed an honor, and
we appreciate it. Unfortunately | was unable to arrange
my schedule to be present at your awards banquet Sept.
17. As you know, | asked Stuart Hanger, head of our De-
troit Bureau to accept the award in our behalf. Thank you
again for honoring Supermarket News and we wish
the AFD continued success..

William F. Pyle
Publisher and Editor
Supermarket News
New York City

My feet are back on the ground now, and | want to
take this opportunity to thank the members and directors
of the Associated Food Dealers for honoring me with the
Salesman of the Year Award in the food broker category.
It was sincerely a great honor for me, my family, and my
associates at Peterson & Vaughan.

John Warchock
Peterson & Vaughn, Inc.
Detroit

| wish to say once again: Thank you for the honors be-
stowed upon my company, and the entertainment during
your Annual Awards Banquet last month. We are very
grateful to the AFD.
Ben Nathanson
President and Pnblisher
East Side Newspapers

Thank you very much for the invitation to sit at the
head table during the Associated Food Dealers’ Annual
Awards Banquet. The evening was greatly enjoyed by my
wife and I. Your awards to the retail salesman is certainly
one to be continued, since it brings a deserved reward to
some of the unsung heroes of the line.

William H. DeCrick
President, DAGMR
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Around The Town

Ike R. Moore, president of Allied Supermarkets, has
resigned from the firm for health reasons. He suffered a
heart attack about a year ago. Charles E. Jolitz, chair-
man of the Detroit-based supermarket chain, said no
successor to Moore hgs been*namgd.

John Elias, owner and operator of Big Three Super
Market, on Joseph Campau, is recovering nicely after be-
ing shot in the leg recently during a holdup attempt. John
has been a longtime A*FD meimber.

*

Lou Cohen of Frank’s Tea and Spice Company has
offered to give free bridge lessons to any member of the
Associated Food Dealers, provided they bring with them
their AFD membership card at the first lesson. All any
member need do for the free bridge lessons in conjunction
with classes Cohen is conducting, is phone him at UN
2-1314, and tell him you’re interested. Cohen is a highly
rated expert on the art of briglge. X

James Wingert is the new national sales manager for
‘Sunshine Biscuit Company, with headquarters in New
York. Jim had been in the Detroit office for the firm for
many years. At the same time, Carl Allenspach has been
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promoted to regional manager for Sunshine, and Paul
Lamberson succeeds Carl as New Detroit sales manager.
* * *

Donald C. Wheaton has been appointed to the newly
created post of director of engineering and operations for
Faygo Beverage Company. Making the announcement was
Mort Feigenson, president of the soft drink company.
Wheaton was formerly production manager, and with the
company since 1946.

Bert “Skippy” Held was beaming recently when his
wife, Betty, gave birth to a baby boy. Held is general
manager of Kaplan’s Wholesale Food Service, an AFD
member on the Eastern Market. Ironically, Richard Szy
manski’s wife, he’s the firm’s bookkeeper, also gave birth
to a boy the same day. It’s the first boy for both. They
each have two girls, Sol Kaplan, president, announced.

The AFD Is The Largest and Most
Active Food Trade Association
in Michigan.

Are You On The Team?

If Not, Phone 542-9550

KOEPPLINGER’S Announces

a Brand New

RAISIN-CINNAMON-WHITE BREAD

First new KOEPPLINGER'S product
in 10 years — and it's a great one!

Lots and lots of plump tasty raisins plus real cinnamon
and other quality ingredients used in this RAISIN-CINNAMON-WHITE

give it a taste more like dessert than like bread

Our extensive advertising will have more and more
of your quality conscious customers asking for it

Be sure to let our driver salesman leave this new loaf.

RAISIN-CINNAMON-WHITE, along with our other FAMOUS BREADS.

15200 WEST 8 MILE ROAD. OAK PARK

MICHIGAN PHONE JO 4-5737.
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OFF THE DEEB END

ED DEEB

A Better Idea

William DeCrick is a food broker who happens to also be the dynamic and
energetic president of the Detroit Association of Grocery Manufacturers’ Repre-
sentatives, better known to some as DAGMR.

Unlike many men, Bill is not a talker, he’s a doer. His actions have proven it
is better to do something worthwhile rather than just talk about it.

For years, the Associated Food Dealers and others have been talking about
food industry unity. The other day following dinner at DAGMR’ annual Stag
Party the subject came up again in conversation among a group of foodmen.

That’s all that DeCrick needed. “You know,” he said, “l would sure like to
see our industry united. Let’s call a meeting with the heads of the Grocery Manu-
facturer', Representatives from all parts of Michigan to see what we can jointly do
together.”

DeCrick was referring to an annual meeting held by the various GMR’s from
Detroit, Grand Rapids, Eastern Michigan and Lansing. “The only thing is, we’ve
never had representatives on hand from the retail associations, and maybe such a
meeting can include all key food associations all over the state,” he said hopefully.

Well, such a meeting since has been scheduled. In addition to the various
GMR’s, representatives from the retail associations have also been invited to in-
clude such persons as Mike Giancotti, Ted Mansour, Bud Stedman, Don Taylor and
your’s truly.

To borrow a phrase from the Ford commercials, this looks like “a better idea.”
In fact, it seems so natural, it’s a wonder such a meeting has never been held before.
The getting together of key people from all segments of our great industry should
provide a nucleus for some meaningful meetings and programs.

Perhaps this quite constructive suggestion of Bill DeCrick can lead to the
establishment of a permanent statewide Food Council, which meets regularly to
bring our industry closer together.

United we stand — divided we fall! Especially today, more than ever, with
all the destructive criticism coming our way.



But working hard and
often isnt enough. Ads also )
have to reach the right c MccCall’'s O Better Homes and Cardens
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Advertising: working hard and often to sweeten your pot

Fastest Turnover of Any Dry Grocery Product... Actually Thirty-One Times a Year!
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RICHARD M. NIXON

“Ours must be a victory that
future generations of Ameri-
cans will applaud.”

By RICHARD M. NIXON

The choice we make in 1968 will
determine not only the future of Ameri-
ca but the future of peace and free-
dom of the world for the last third of
the Twentieth Century.

America is great because her peo-
ple are great. America is in trouble
not because her people have failed but
because her leaders have failed. What
America needs are leaders to match
the greatness of her people.

When the strongest nation in the
world can be tied down for four years
by a war in Vietnam with no end in
sight; When the richest nation in the
world can’t manage its own economy:
When the nation with the greatest tra-
dition of the rule of law is plagued by
unprecedented lawlessness; When the
President of the United States cannot
travel abroad or to any major city at
home without fear of a hostile demon-
stration — then it is time for new
leadership in America.

PEACE ABROAD — The first pri-
ority foreign policy objective of our
next Administration will be to bring
an honorable end to the war in Viet-
nam. We shall not stop there — we
need a policy to prevent more Viet-
nams. The next eight years will be a
period in which we will have the
greatest opportunity for world peace
and face the greatest danger of world
war.

I believe we must have peace. I be-
lieve that we can have peace. I do not
underestimate the difficulty of this
task. The art of preserving peace is
greater than that of waging war and
more demanding. But I am proud to
have served in an Administration
which ended one war and kept the
nation out of other wars for eight years.
It is that kind of experience and that

kind of leadership that America needs
today.

JUSTICE AT HOME — We live
in an age of revolution in America and
in the world. And to find the answers
to our problems, let us turn to a revo-
lution. a revolution that will never
grow old. The world’s greatest con-
tinuing revolution, the American Re-
volution.

The American Revolution was and
1s dedicated to progress, but our found-
ers recognized that the first requisite
of progress is order- There is no quar-
rel between progress and order —
neither can exist without the other. Let
us have order in America — not the
order that supresses dissent and dis-
courages change but the order which
guarantees the right to dissent and pro-
vides the basis for peaceful change.

Let those who have the responsi-
bility to enforce our laws and our
judges who have the responsibility to
interpret them be dedicated to the
great principles of civil rights. Let them
also recognize that the first civil right
of every American is to be free from
domestic violence.

To those who say law and order is
the code word for racism, this is our
reply: Our goal is justice — justice for
every American. We shall re-establish
freedom from fear in America so that
America can take the leadership in es-
tablishing freedom from fear in the
world. This brings us to the clearest
choice among the great issues of this
campaign.

(Continued on Page 11)

HUBERT H. HUMPHREY

“Free enterprise and Ame
can democracy go hand
hand. One could not surv
without the other.”

By HUBERT H. HUMPHREY

Although voters face crucial d
sions on November 5, they are be
denied a face-to-face encounter by
Presidential candidates to help de:
mine where each aspirant stands.

Sadly, at this writing the Repu
can is still unwilling to trust his id
and his views on important campa
issues to a free- give-and-take disc
sion before a national television at
ence. :

Mr. Nixon would rather trust
effort to Madison Avenue gimmic
to passion and prejudice, to bomt
and bumper stickers.

I cannot agree.

I am therefore delighted to have 1
opportunity to sketch out for the me
bers of the Associated Food Deal
and the National Association of In
pendent Food Retailers my views
some of the major issues. Because
the space limitation, I shall confine
article to some domestic problems
although, unlike my election opp
ents, I have given to the Ameri
people a specific, detailed account
my foreign policy plans.

In this article, I shall deal with c
tinued and increased economic p1
perity, the problems of small busin¢
encouragement of business in low
come neighborhoods, and the
against crime and disorder.

PROSPERITY — The contim
prosperity of this nation is especi:
vital to you, in the retail indus!
When a family has good, regular ¢
increasing income, it spends most 0
for goods and services.

A large part of that spending g
to food and other stores, where
creates more employment, income, p
fit and spending. Your industry thri
on national prosperity and it, in tu
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ks to increase this economic well-
ing.-

The Humphrey Administration will
€ top priority to policies which will
intain steady economic growth with
sonable prices stability. We shall
tto increase the prosperity of every
nerican family. And we shall aid
se who have been economically left
hind to help themselves and become
| fledged consumers.

We shall not return to the policies
economic drift which caused three
parate, damaging recessions during
¢ last Republican-Nixon Administra-
n. The retail industry suffered in
<h of these economic slumps.

Five million people — nearly seven
rcent of our nation’s work force —
tre jobless and unable to do their
il share of retail buying. Those who
e working did not do well either,
rpersonal living standards grew only
a sluggish 1.4 percent a year.

In comparison, during the past sev-
i years of the Democratic-Kennedy-
tnson - Humphrey =~ Administration,
employment averaged only 3.8 per-
at. Living standards jumped 25 per-
at for the average American. Wages,
laries and other compensation for
kers and executives increased 67
‘Pl'cent.
With this overall prosperity, the
1il food industry sharply expanded.

SMALL BUSINESS — Our free en-
rprisc system has brought abundance
most Americans. But its benefits are
k only material; it also is a major

(Continued on Page 11)

GEORGE C. WALLACE

““Government interference sti-
fles the free enterprise sys-
tem and growth of our gross
national product.”

By GEORGE C. WALLACE

I have traveled throughout our
country in the last year, literally from
Concord, New Hampshire, to Los An-
geles, California, to Miami, Florida.
The American people are hungry for
a change in the direction of our nation-
al government. They are concerned and
disturbed about the trends being fol-
lowed by our national leadership.

We must have a country whose lead-
ership instills in its people a sense of
national pride. For this reason, I am
grateful in having the opportunity to
address the members of the Associated
Food Dealers in Michigan, as well as
the National Association of Indepen-
dent Food Retailers.

Among other things, I am particular-
ly concerned about our nation’s free
enterprise system. We must have a
nation where the free enterprise system
is left alone and allowed to work.
Labor union members, small busi-
nesses, and large ones, too, are tired of
having to keep books for the federal
government. Government interference
stifles the free enterprise system and
the growth of our gross national pro-
duct more than any other single thing.

The issue today is not cnly the de-
struction of local and domestic demo-
cratic institutions, but it is an attack
upon the property ownership and the
free enterprise system. People of all
walks of life in these United States are
tired of a bunch of pseudo-intellec-
tuals writing them guidelines telling
them when to go to bed and when to
get up and how to run their businesses.

Do not misunderstand. 1 am not
against federal government. I am
against those who would destroy fed-
eral government. I think the people are
more able to determine their policies
than are the bureaucrats in Washington.
You don’t solve any problems by more

federal force, the government forcing
you to do something. It makes you a
government of government-fearing folk
instead of God-fearing people.

The free enterprise system has solv-
ed more poverty problems than all
government combined and when gover-
ment tries to solve these problems with
some decree and some theory, it just
dosen’t work. I simply feel that I speak
for a majority of the American people
who are for constitutional government
and are against big government trying
to run every phase and aspect of their
lives.

LAW AND ORDER — Then there
are those who say 1 am racist or bigot
because I am for law and order. I have
never in my life made a speech that
would reflect upon any one regardless
of their race, color, creed or national
origin and I don't intend to do so now.

But I do say this: 1 don't care what
grievance anybody thinks he has in this
country, it dosen’t give him or her a
right to burn a city down and destroy
the internal security of 200 million
people. I have never advocated diso-
bedience of any law or of any court
order. We must obey laws. We m st
obey court orders, whether we ke
them or not.

I do feel that riots can be pr: :nted
by allowing the police in the .rious
cities and towns in this countr. 0 en-
force the law. If a looter knew Lo was
going to be shot, which is the lav he
wouldn't loot.

GOVERNMENT — The tone and
tenor of my administration will be

(Continued on Page 11)
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DFBA Classroom Dialogues A Step In Right Direction

By .MIKE GIANCOTTI

Earlier this month, | was privileged to appear on a
panel to discuss various distribution problems, and both
retailer and broker or manufacturer objectives when serv-
ing customers.

The panel appeared at a food dis-
tribution class held at Wayne State
University, and was sponsored by
the Detroit Food Brokers Associa-
tion. Also participating on the panel
to give their views and answer ques-
tions were: Sid Hiller of Shopping
Center Super Markets (and an AFD
director), Robert Spinelli of Borman
Food Stores (Fanner Jack’s) and
Pete McLaren of Packers Super
Markets.

About thirty “students” who were really sales repre-
sentatives employed by area brokerage firms heard the
panelists, then asked questions so that better understand-
ing of the retailer could be achieved. To say the least, it
was a most impressive session with much needed and im-
portant dialogue coming from the various segments of the
distribution channel.

Personally, | feel the Detroit Food Brokers Associa-
tion should be highly commended for their efforts to bring
about knowledge of our industry and pass this informa-
tion on to the sales reps of the various DFBA-member
firms. Basically, it allows the salesman, especially the
newer ones, to understand our highly complex food in
dustry, and helps him to do a better job for his employer
as well as his retail customers.

It was such a fruitful exchange of ideas, it’s a wonder
no one thought of holding these classes sooner. It may be
well for all segments of our industry to seriously consider
this apprach to inter-industry discussion. Unfortunately,
however, there seems to be great reluctance of individuals
and companies at all levels to allow their people to parti-
cipate in such meaningful dialogue.

We of the Associated Food Dealers rave been con-
sidering this type of approach for retailers for the past
year or so, in cooperation with the AFD Supplier Advisory
Council which will soon be inaugurated to help accom-
plish the same sort of thing. (Incidentally, members of our
new Council, and objectives will soon be announced
publicly.)

The spirit of the DFBA classroom dialogues, as |
choose to call them, is the same spirit of our Annual
Awards program, which is basically to cite those indivi-
duals for doing an above-average job for both his com-
pany and his customers.

All the criticism begin generated against food re-
tailers and food manufacturers (especially during election
years), should be a warning*to be more openly concerned
with education of not only our people but the public as
well. We must constantly be ready to provide useful and
meaningful information about our industry, without hav-
ing to bite our lips, so to speak.

I have always felt the way to do this is through one’s
association, be they members of DAGMR, the DFBA, or
our own AFD. When programs are coordinated through
an association, there is no need to worry about “outside
pressures” attacking an individual, or a particular com
pany. After all, this is what an association is for.

And since retailers are the final contact for a manufac-
turer before Mrs. Consumer picks the products off the
shelves, more retailers should be concerned about public
relations, education and yes, being more involved with our
association.

However we do it, in the end it must be a team effort.

The Test Of Time...

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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For the past five years we have been
deluged by programs for the unem-
ployed; programs for the cities; pro-
grams for the poor. And we have reap-
ed from these programs an ugly har-
vest of frustration, violence and failure
across the land.

We are a great nation. We must
never forget how we became great.
America is a great nation not because
of what government did for people —
but because of what people did for
themselves.

Let us increase the wealth of Ameri-
ca so that we can provide more gen
erously for the aged; for the needy; for
all those who cannot help themselves.
But, for those who are able to help
themselves — what we need are not
more millions on welfare rolls — but
more millions on payrolls.

Instead of government jobs, and
government housing; and government
welfare, let government use its tax
and credit policies to enlist in this
battle the greatest engine of pro-
gress ever developed in the history
of man — American private enterprise.

Private enterprise, far more effec-
tively than the government, can pro-
vide the jobs, train the unemployed,
build the homes, offer the new oppor-
tunities which will produce progress —
not promises — in solving the prob-
lems of America. Let us enlist in this
great cause the millions of Americans
in volunteer organizations who will
bring a dedication to this task that no
amount of money could ever buy.

Let us build bridges to human dig-
dignity across that gulf which today
separates black America from white
America. Black Americans don’t want
more government programs which
perpetuate dependency- They want the
pride, the self-respect, and the dignity
that can only come if they have an
equal chance to own their own homes,
their own businesses, to be managers
and executives as well as workers, to
have a piece of the action in the ex-
citing ventures of private enterprise.

| pledge that we shall have new pro-

(Continued on Page 13)

HUMPHREY

(Continued jrom Page 9)

bulwark of our freedom. Free enter-
prise and American democracy @o
hand in hand. One could not survive
without the other.

But our system cannot be taken for
granted. It must be nurtured and pro-
tected- A vital part of that effort is the
protection of small business. Individual
firms must have the ability to start, to

prosper and — if their owners are
smart and able enough — to become
big business.

My record in support of small busi-
ness is of long standing. Not only did
I have my first business experience in
our family drug store, but as a public
official | led efforts to aid small busi-
ness. In fact, service on the Senate
Small Business Committee was, in my
opinion, one of my most important
Congressional efforts. A Humphrey
Administration will reflect this inter-
est in and concern with small business.

Innovations in products and mar-
keting and organization by small busi-
nesses have been the spark for many
of the benefits for the American con-
sumer. The Small Business Administra-
tion should have sufficient funds to
assist the ingenuity and inventiveness
of the small businessman.

And a major effort is required to
ease some of the needless frustrations
of small enterprises in running their
businesses. They should be able to con-
centrate fully on providing the best
possible goods and services to con-
sumers, giving stable, meaningful em-
ployment at good wages to their work-
ers, and reaping a satisfactory, reason-
able return.

BUSINESS IN POVERTY AREAS
__ Small business in the retail food
industry has an especially important
role to play in providing well-managed
stores which offer good, reasonably
priced products for sale in low income
neighborhoods. A Humphrey Admini-
stration will take action to encourage
establishing food stores in these areas.

I believe the pool insurance plan,
which became law after the Johnson-
Humphrey Administration proposed it

(Continued on Page 13)

Page 11
(Continued from Page 9)
economy of operation. We will do
this, not to curb needed legitimate

services of the state government, but
to insure that tax dollars paid by our
citizens are returned to them in gov-
ernment services and not used for the
benefit of a favored few.

LABOR — Those who belong to
the ranks of labor have played a great
part in building our nation. | am for a
strengthened and adequate workmen's
compensation and unemployment com-
pensation program. | have always been
a friend of working men and women
because | understand their problems. |
have been a working man all my life.

COMMUNISM — The Supreme
Court of the United States has ruled
that a Communist can work in a de-
fense plant of our nation. While Com-
munist are killing American service
men in Southeast Asia, | am not in ac-
cord with that and | want to make you
this solemn promise that when | am
your president, 1 am going to, within
the law, take every Communist out of
every defense plant in this country.

While our American servicemen are
being killed by the Communists in
Asia, | don’t believe in letting someone
work in a defense plant who owes his
allegiance to a foreign power that
might sabotage an airplane that my son
and your son might have to fly in the
armed services.

In conclusion, and | know my space
is limited, let me say that one of the
first things 1 am going to say in my
inaugural address is that | give my
moral support as president of the
United States to those who enforce the
law in our country and to stand with
them because if it were not for the
policemen and firemen in your city
and in this country you couldn’t ride
in the street much less walk in the
street. Restoration of law and order is
one of the biggest problems facing the
nation and, as president, | intend to do
something about it and help deter
further breakdown of law and order,
at the same time protecting individual
rights and property rights.
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Consumer Conference Has
Political Overtones, Again
Blasts Food, Drug Merchants

“Problems in the Marketplace" was the theme of a
Southeastern Michigan Consumers Conference held Oc-
tober 4-5, at the UAW’s Turners Building, on East Jef-
ferson. The conference was jointly sponsored by the Con-
sumers Research Advisory Council (which was charter-
ed by the State Aug. 28, 1968), and the United Auto-
mobile Workers.

Billed as the highlight of the conference was a repeat
presentation on the food and drug price survey made by
the social action group known as “Focus: Summer
Hope,” which saw Fr. William Cunningham present what
he called “facts” uncovered by the survey, in another
hard-hitting attack against both independents and chain
store operators, using a high degree of emotionalism to
strike home his points.

Following his charges, the clergyman concluded that
grocery and drug stores were burned during the riots
because of conditions which existed prior to the 1967
civil disturbances. He said “people were at the mercy of
store owners.” Fr. Cunningham also revealed that the
survey was conducted because of earlier surveys which

AFD Travel Service Presents . . .

The Case For Incentive
Travel Tours, Programs

Did you know that tailor made travel tours
used as incentives can boost or improve em-
ployee sales results, production, efficiency, cour-
tesy and loyalty? It's truel

You would be surprised at the reasonable
cost of arranging for such tours. We specialize
in dealer promotions, employee group tours,
personnel relations and incentive programs. Let
Gulliver help you help your company.

e Phone us for our many other low-price
attractive package tours.

gulliver s travel inc
1300 lafayette east mezzanine
detroit, michigan 48207

for information, Phone: 963-3261
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revealed similar information, conducted two years ago
by the Detroit Urban League, as well as a report of the
Transportation and Land Use Study (TALUS). He re-
jected recent results of a study done by the United States
Department of Agriculture which found conditions and
competition in the Detroit area food industry “among the
best in the nation” He also claimed that affluent whites
living in the suburbs received “about 500% more services
than those of the inner-city.” He told the audience, com-
prised of about 120 persons, he would “not accept the
theory that increased crimes were the causes of higher
prices in the inner-city,” nor the increased cost of operat-
ing in the area.

Among his conclusions was that “consumer educa-
tion should begin by educating the entrepreneurs first,
and not the consumers.” He said merchants were “carv-
ing the hide out of the poor.”

Fr. Cunningham spent almost 2 hours blasting food
and drug merchants; mostly food retailers, however. Fol-
lowing his presentation, there was a question-and-answer
period, with answers coming from a panel consisting of
the reverend, an inner-city housewife, an outer-city house-
wife, and moderated by Eugene Loren of the UAW.
(Prior to the conference, the AFD questioned why its
request to have food industry representatives on hand for
the panel was ignored. Coordinators of the conference
said “it (the conference) was not intended as a dialogue,
but merely to present results of a survey which was re-
cently taken.”)

During the question-and-answer session, instead of
providing answers to one man who questioned the validity
of the survey and survey techniques, Fr. Cunningham,
along with the aid of the moderator, attempted to ridi-
cule the individual, who later identified himself as a
market research expert, and quite knowledgeable in sur-
vey analysis. In fact, anyone who. posed any question
which tended to weaken the survey was either ridiculed,
harrassed or kept from getting a positive answer.

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
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grams which will provide that equal
chance.

We do not seek victory in 1968 as
simply a victory for Republicans. The
times are too crtical for that. Our must
be a victory that future generations of
Americans will applaud. That is why,
in this campaign, in this watershed
year, | am asking not just for your
votes in 1968, but for your continued
help in the next Administration.

Thank you for allowing me to ad
dress my remarks to the members of
Associated Food Dealers, and the Na-
tional Association of Independent Food
Retailers.

HUMPHREY

(Continued from Page 11)

and the AFD and NAIFR supported
it, is a move in the right direction.
More steps are needed.

Humphrey Administration will fos-
ter a cooperative program involving
the community, business and govern-
ment to assure low income consumers
a plentiful supply and choice of foods
at reasonable prices and to assure
ghetto businesses safety and a reason
able chance to succeed. Such a step
will, | believe, help to still some of
the antagonisms in our inner cities and
be an aid toward ending the division
among the American people.

CRIME — An important aspect

of increasing business participation in
the low income areas is the war against
crime and disorder which the Hum-
phrey Administration will launch.

What is needed is action against
crime and against disorder — not
words, especially words of hate and
fear. The efforts of some candidates
to try to make political gains by fear
mongering and hate-mongering is rep-
rehensible. They offer no action —
only more division and antagonism.

I reject such an approach. Instead,
I have made specific proposals, includ
ing:
e Federal support of law enforce
ment, so that state and local officials
can hire more police, raise their pay
and provide them with more training.

e A sharp step-up
against organized crime.

in the battle
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» Federal aid to improve local facili-
ties useful in the war against crime,
such as better street lighting.

e Specific action

crime.

against juvenile

¢ A ten-fold increase in t he funds
for the Safe Streets Act.

e Creation of a Council of Civil
Peace to provide early warning signals
on possible disorders.

* Mobilization of specially trained
and equipped National Guard and po-
lice units to end outbreaks if they do
occur.

END

KAPLANS

Wholesale Food Service

SWIFT'S and WILSON'S CHITTLINS

« FROZEN FOODS

« KRAFT PRODUCTS

* CHEESE SPECIALTIES
* PILLSBURY BISCUITS

BEEF SIDES and CUTS
FRESH LOCAL PORK
DUTCH BRAND LUNCHMEAT
SMOKED HAM and BACON

« o o o

DAILY DELIVERY

Call us or stop in and pick your own
WO 1-6561
2630 RIOPEILE STREET

(In the Eastern M arket)

"In Tune With The Grocers Needs"

Melody Dairy Company

16247 Hamilton Ave.

Highland Park

Phone 868-4422
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The Gals Are Putting the Knock on Wall Street

By ALEX BELL

I know definitely now that | have at least two people
who read this column. About a year ago | received a let-
ter from one of our AFD directors, Harvey Weisberg. And
now, what do you know (oh, the hell with this "I" bit,
we’ll switch back to 'we") we received a note from our
old friend Sol Shaye in Miami.

By the way Sol, who is Jim
Bishop (?) and thank you for your
kind words. Whoops we made a boo-
boo. Max Shaye also took us to task
via the mails. So that makes it three
readers definitely. (Edeebnote: Quit
being so mogest,*AI.)*

At our most recent AFD board
of directors meeting, Eddie Acho
learned a new word. Eddie, we look- Mr. Bell
ed it up in our Funk and Wagnals, it is pronounced: INN-
YOU-EX-DOE.

* *

Looks Like the gals with the knockers axe putting the
knock on Wall Street with all the 43-25-37 and 47-29-38

Now You Can Stock

And Sell The Finest

Ice Cream by Stroh's
and Swift & Company

also
Suppliers of Dry Ice
Open 7 Days per Week

For Your Convenience
8:00 A.M. -9:00 P.M.

HAYS ICE CREAM COMPANY
19050 W. WARREN, DETROIT

Phone 271-5670

broads strutting down the avenue during lunch hour. It
is liable to bust the stock market!

* * *

On a recent trip to Greeley, Colorado we found a
chain that wasn’t afraid of the grape boycott. We were
in a Del Farm Store and noticed a sign over a display of
grapes which read: “These grapes were harvested by un-
organized labour.” Del Farm is a division of National
Tea Co., and we say they have intestinal fortitude!

* * *

We heard about a Nam-Nusn who was filling out a job
application form. When he came to the question on sex,
he filled in “once a week.”

* * *

We now get down to the nitty-gritty: The following
appears in a local trade paper: “Tell us about your hap-
penings Let us tell the industry! 961-7554.” Well, the
AFD had a happening; Our Annual Awards Banquet
Howcum, George, we wuz ignored? In addition to you,
we noticed your C. Harris, J. Scheringer and T. Bowman
were present

We have been around in this association for over 30
years. We can go back to the days of Martin Bonkovich,
J. Hoffa, etc. We go back to the day that you wanted to go
out and take Jimmy apart During this time we have
watched the Association grow from a few hard-nosed
butchers to the now recognized voice of the retail food
industry in Michigan.

We have grown in stature under the leadership of guys
like Don LaRose, Jay Welch, Mike Giancotti, Ed Deeb,
the Fink family, the Weisbergs and the little guys that
make up a helluva board of directors and membership
roster. George, don’t put all of your eggs in one basket
Ask Uncle Louie what Bill Keasey did to him about 25
years ago. And, by the way, George, the AFD is not in
the publishing business, we just print our magazine so
that | can have a hobby . writing (?). Whatsamatta,
George, don’t you love us anymore?

E *

It’s not how you play the game that counts . . it’s
how you cheat

* * -

GoodOldUncle Sagar is at It again. Our mutual Uncle
Sam, in a very good mood last year, gave fanners quite a
few of those good old Yankee dollars for not raising
crops. Item: one California farm received $4 million,
another outfit got a mere $2.8 million. All in all, last

(Continued on next page)
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(Continued from Page 14)

year 9,952 farmers received more than $20,000 for a total
of S408 million.

The Federal levy (which helps underwrite the price
support program) of 73 cents per bushel of wheat milled
into flour, is translated by bakers into one-cent per loaf
of bread at retail. Do you think Mrs. Housewife under-
stands this?

* * *

We dream of mouth-to-mouth resuscitation with Ra-
quel Welch or some other dame.

* * *

We assume that the new government department for
consumers will be completely buy-partisan.

* * *

Salim Sarafa is at it again. At our October Board
meeting, he came up with this one: “Say, Al, could | have
one of your cigarettes? | left mine in the machine.” That’s
my boy!

* * *

We talked about being in Greeley, Colorado. Jack
LaRose and your’s truly went to see the Montfort Packing
Company in that town. This is one real operation. They
feed their own cattle on the biggest feed lot in the world.
It is a highly automated operation and they have 16,000
head of cattle on feed which is a lot of meat. In the
packing plant, they Kkill one head of cattle every 24
seconds, and a lamb every 10 seconds. And, if you want to
see 141 “boners” working, that is the place to go! Nearly
everything is shipped boneless, and this is the way to go.

* * *

Get where theaction AssoCiaTION is the AFD
that is. (Edeebnote: My, my he’s getting clever. Notice
how he spells association. He socks the action right to 'em.)

* * *

Dear John, that’s all she wrote. — ACB

BIG
PROFIT
CHAMP

B ig inevery way

CASH IN
Call 826 -5030
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Chapman Succeeds Lownes at Del Monfe

Thomas L. Chapman has been appointed district sales
manager of Del Monte Sales Company, with area offices
in Oak Park. He succeeds Walter “Bud” Lownes, who
has assumed new responsibilities in Canada for the firm,
it has been announced by Herbert J. Merrick, divisional
sales director.

Chapman, formerly district sales manager for southern
California for Del Monte’s beverage division, has been
with the company 17 years. Prior to his transfer to Los
Angeles, he was district sales manager for Toledo.

Get In The Picture

Ralph Robbins, manager of the Hollywood Super
Market in Troy, poses next to his high-profit cig-
arette vending machine.

Big Profit . .
Big Volumre .
Big Tumover

Jay Welch, president of the 3-store Hollywood
Super Markets says: “We find Fontana vending
machines an excellent way to sell single packages of
cigarettes. The good thing is we enjoy the same pro-
fit, without having to invest our money.” Let Fon-
tana show you how to win additional sales and pro-
fits.

BROTHERS

Cigarette Vending Machines
Ifflii Hubbard <« Detroit

FOR SPEEDY SERVICE PHONE 7



Page 16

GUEST EDITORIAL

The Food Dealer « October, 1968

Soft Drink Marketing: Satisfying Two Customers

By ROBERT B. HEALY
Vice President
Detroit Coca-Cola Bottling Company

Soft drink bottlers are in the business for the purpose
of satisfying customers. We are making vital contribu-
tions to a tradition of customer satisfaction that began
many years ago. We share this goal in common with the
members of the food distribution industry: customer satis-
faction is the essence of both our industries.

What differentiates our program
of customer satisfaction is its dual-
ity of focus. We must address our
efforts to the satisfaction not only
of our immediate customer, the food
distributor, but also, and more fun-
damentally, to the satisfaction of the
consumer. By offering high quality
products at attractive prices, we
traditionally been very successful in

satisfying both our customers. HEALY

But occasionally, we bottlers are faced with what ap
pears to be a short-term conflict of the interests of our
two customers. We are very much involved in accommo-
dating the needs of the food distributor. When, however,
the transient interests of the food distributor are at odds
with the achievement of the fullest measure of satisfaction
of the consumer, we rally to the cause of the consumer.
For herein lies the true essence of our committment to
satisfying consumers.

Because of this commitment, we encourage a com-
plete assortment of package types and sizes. From these
the consumer may select those that best satisfy her needs.
We are no longer married to any particular package or
size; we have dedicated ourselves to the goal of satisfying
the consumer.

In addition, and most importantly, we bottlers make
available to food distributors a professionalized system of
distribution and product promotion — all under the di-
rection of the bottlers dealing on a one-to-one basis with
food store personnel. In this capacity, we consider our-
selves to be far more than pop purveyors — we are pro
fessional beverage consultants.

It appears to be very much in vogue today for food dis-
tributors to talk about centralized warehouse distribution
for soft drinks. In support of arguments for such a plan,
it is not uncommon to quote cost figures and savings
figures experienced in limited participation in such an
operation. Of these statistics one must be extra cautious.

How many such operational economies are fleeting? At
what point does such a system of handling cease to utilize
wasted handling capacity and begin to devour substantial
capital, in the form of new handling equipment? At what

Editor’s Note — This issue's guest editorial is
in response to a guest editorial published in The
Food Dealer in June. That editorial was titled: “Soft
Drink Marketing: Part of the Food Business,” and-
written by James Scoggin of Food Marketers, Inc.
The opinions of this guest editorial, and all guest edi-
torials appearing in our award-winning magazine do
not necessarily reflect those of the magazine, or the
Associated Food Dealers. However, we feel it a re-
sponsibility to regularly allow thought leaders in our
industry the freedom of expression through our pages-
Any comments you may have are most welcomed.

point does such a system of handling cease to utilize ex-
pendible manpower capacity and begin to direct man-
dates for new manpower? We know that labor represents
50% of the operating costs of a supermarket; additionally,
we recognize that this represents 80% of all controllable
costs.

With these considerations in mind, can the members of
the food distribution industry refuse the assistance of the
staff of the soft drink holders of nationally known brands?
Is the industry truly willing to heavily invest its own cap-
ital, and is it wiling to increase considerably its own per
sonnel to perform a function currently performed by bot-
tlers? And with a simultaneous reduction in effectiveness,
to boot?

What do we offer food distributors under the present
system of door-to-door delivery? Out-of-stock insurance,
for one. Depending upon the volume and the needs of the
outlet, we can offer service to the door three, four and
five times a week. We offer as well the benefits of a local
seller, not a far-off one. We can work closely with our
supermarket friends to formulate and execute successful
local promotions. In essence, we are local businessmen
who are the local stewards of some of the most famous
trade-marks in the world. We can accomodate you.

It may be surprising to know that sales of the products
of my particular parent company — the Coca-Cola Com
pany — through supermarkets represents only 10%
nationally of the soft drink volume of our company. It is,
indeed, a very important 10%, and we work hard to serv-
ice it. We believe in supermarkets. We are confident that
the joint best interests of the supermarkets and soft drink
bottlers will best be served by close communication and
understanding in the best tradition of warm business re-
lations.

Over the span of our careers we have all witnessed
sweeping changes in both our industries. We have both
been moving at a dynamic pace. The truth of the matter is
that neither of us is at his full and final stage of develop-
ment. We both have a dynamic future. As you are moder

(Continued on Page 17)
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'Consumers Need Protection'
Miss Furness Tells Detroiters

In addressing a recent Detroit consumer conference
President Johnson’s consumer advisor, Miss Betty Fur-
ness, told those in attendance that “consumers need more
protection and information than ever,” then concluded
her talk in a partisan fashion by urging the election of
the Democratic nominee for president. “After all,” she
said jokingly, “if Mr. Humphrey isn’t elected | probably
won’t have a job.”

As far as consumers progress is concerned, Miss
Furness said Detroit has an A-rating, but consumers
here and around the nation are in dire need of more
assistance, especially the low-income poor.

“There was a time you told grocers what you wanted
and he’d get it for you. Today, you have to hunt around
and get it for yourself because he (the grocer) doesn’t

GUEST EDITORIAL

(Continued from Page 16)

nizing your systems, so too are we. We ask you to con-
tinue to look toward bottlers for leadership and assistance
in a business that is our lifeblood and our forte — the pro-
duction and distribution, as well as the merchandising and
advertising of high-quality soft drinks.

We shall stand behind you and make available to you
all the expertise in soft-drink marketing systems that can
be tapped. Retailers have available to them the most
professionalized and sophisticated soft-drink marketing
organizations in the world through bottlers of national
brands, we are not sleeping and we are not content to rest
on laurels of years past. We are moving — do not mistake
our prudence for lethargy.

We are convinced that the present system of distribu-
tion is the most profitable for the food distributor. This
is largely because it is the most conducive to the satisfac-
tion of the ultimate consumer, a star to which both your
wagon and ours are hitched. Many bottlers are currently
in the midst of studying some very dynamic changes in
actual store-door delivery. As such changes are developed,
we shall be moving further in the direction of satisfying
you, our customers, our very good friends in the food
distribution industry.

United
D airies

Ouality, taste!
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use the long pole anymore- You have to do the work
yourself,” she said. “Today businessmen are not hesitant
to speak out. We must organize the consumer to be a
dynamic force which will be recognized and bring action
through involvement and support of Congressional and
State Legislation around the nation.”

Miss Furness indicated that today 28 states have
state consumer councils or organizations with local
branches, but none in Michigan. (Editor’s note: About
a year ago, Gov. Romney appointed a five-man state
consumers council, with Charles Boyd, a retired business-
man as its chairman.) She said these consumer groups
were responsible for getting 17 consumer bills passed in
the last four years, including truth in packaging, truth
in lending, and the auto insurance act.

Frito-Lay Promotes James Johnson

The appointment of James Johnson to regional man-
ager of Frito-Lay Inc., has been announced by George J.
Ghesquiere, vice-president and sales manager for the
firm’s Detroit division. In his new position, Johnson, who
joined the New Era Potato Chip Company in 1949 as a
route salesman before it merged with Frito-Lay, will be
responsible for all related sales activities of the newly
created sales position.

At the same time, Ghesquiere has announced two ad-
ditional promotions at the company. Earl Hammond, a
route sales representative, was named district manager.
John Boruta, formerly a sales representative, was also
appointed district sales manager.

PROFIT

WITH CAL-CHEM'S
HOME CARE LINE

After serving industrial and institutional firms
for many years, Cal-Chemical Manufacturing Com
pany now offers its Nutral Foaming Cleaner to
to consumers. This fabulous miracle "Nutral™ brand
formula cleans rugs, fabrics, leather and plastic pro
ducts like magic.

Smart retailers will stock and sell this popular
item for more sales and profits. To place your
order, contact:

CAL-CHEMical & Mfg. Co.

1003 Baldwin, Detroit
Phone 567-5620
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GORDON KOSTER. sales manager of the Chase & San-
born division of Standard Brands, left, presents a tran-
sistor radio to Mrs. Donald Sullivan, a consumer, during a
special World Series promotion. Because she shopped at
Verbrugge's Food Market, Grosse Pointe. Allen Ver
brugge. an AFD director, right, received a pair of Series
tickets. Verbrugge's name was drawn from a list of 20
retailers who were eligible for tickets. The R. L. Polk
Company made the official drawings for consumer prizes
and tickets.

DETROIT RENDERING
COMPANY

SINCE 1850

SUPERIOR SERVICE - TOP MARKET VALUES

TAshmoo 6-4500
"First We Render Service"

AFD MEMBER
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TAKING TIME OUT for a chat during the DAGMR
Stag Party held at the Latin Quarter are, above, left to
right Jerry Inman, of Paul Inman Associates; Robert
Swanson of Peterson & Vaughn; Robert McFarlan of
Great Scott Super Markets; and Tom Fanos of Tom Fanos
Associates. (All are AFD members.)

AFD Member Pete Cassa Killed

Peter Cassa, longtime grocer and member of the As-
sociated Food Dealers, and father of Don Cassa, was
killed recently in their newly opened store. Allstar Market,
13501 Puritan. (The family also operates Sunkist Market,
Detroit.)

RETAILERS WHY FUSS?

LET THE A.F.D. PROCESS ALL
YOUR COUPONS FOR YOU THRU
OUR COUPON REDEMPTION CENTER!
WE CAN DO IT FASTER AND

WE EMPLOY THE HANDICAPPED.

Drop Them Off or Mail To:

ASSOCIATED FOOD DEALERS
434 W. Eight Mile Road
Detroit, Mich. 48220
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Support These AFD

ACCOUNTING, INSURANCE

Brink, Earl A. (Insurance). ..962-7150

Gohs, Inventory Service VE 8-4767
Peter J. Kiron AQency . Chicago
Moe Miller Accounting .....ccccovevenenenicenne 547*6620
Retail Grocery Inventory Service ... 399-0450
BAKERIES

Archway Cookies 532-2427

Awrey Bakeries
Bonnie Bakers
Farm Crest Bakeries
Grennan Cook Book Cakes

TY 6-5700
893-3260
TR 5-6145
TA 5*1900

Hekman Supreme Bakers .KE 5-4660
Independent Biscuit Co.. .. 584-1110
Koepplinger’s Bakery, Inc. JO 4-5737
Lebanon Baking Co . 825-9702
Johnny Mac's Cookie Co .885-6200

Magnuson Foods (BaysMuffins) FA 1-0100
Oven King COOKI€S. .o PR 5-4225
Fred Sanders Company ..868-5700
Schafer Bakeries ...293-5320
Silvercup Bakery .. 10 7-1000
Taystee Bread ..TY 6-3400
Tip Top Bread. TA 5-6470
Warrendale Baking C 271*0330

Wonder Bread ... WO 3-2330
BEVERAGES
Associated Breweries ... ..925-0300

Canada Dry Corp. . .868-5007
Cask Wines ..849-0220
Coca-Cola Bottling Co. . 898-1900
J. Lewis Cooper CoO....coverrevenreeiriecnseens 823-3900
Faygo Beverages WA 5-1600

Home Juice Company .925-9070

Leone & Son

Mavis Beverages 1-6500
National Brewing Co. WA 1*0440
Pepsi Cola Bottling Co. . . . 366-5040
Stroh Brewery Company ... 961-5840
Squirt Bottling Company . JO 6-6360
Vernor's-RC C o la ..o TE 3-8500
BROKERS

Acme Detroit Food Brokerage ............ 581-0410

Steve Conn & Associates
Continental Food Brokerage
A. J. Copeland Co
Harris Crane & Company
E. A. Danielson Co.
DeCrick & Maurer
Maurice EIkin & Son
Food Marketers, Inc.............

Graubner & Associates, Inc. TA 6-3100
John Huetteman & Son TA 6-0630
Paul Inman Associates, Inc. 626-8300

Interstate Marketing Corp...
Keil-Weit/man Co.

Edward I. Kuester & C o .

Maloney Brokerage Co. TU 5-3653
Harry E. Mayers Associates .............. 864-6068
McMahon & MacDonald Co. BR 2-2150
Marks 8 Goergens, Inc. ..o DI 1-8080
Peppier & Vibbert .
Peterson & Vaughan, Inc. VE 8-8300
P. F. Pfeister Company BR 2-2000
Rodin-Hollowell (Commodities) ..843-1788

Sosin Sales Co.

.WO 3-3535
Stiles Brokerage Company ..

965-7124
Sullivan Sales 1*4484
James K. Tamakian Co 963-0202

United Brokerage........ -- BR 2-5401

DAIRY PRODUCTS
The Borden Co
Detroit City Dairy,

Inc. -TO 8-5511
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Supplier Members
Fairmont Foods CoO.......n TR 4-0300 Pitts Packing Co. WA 3-7355
Gunn Dairies, Inc. TU 5-7500 Sam & Walter Provision Co. 1w 1-1200
H | c 271-5670 Spencer, Inc. 931 6060
ays fce Lream . Ruoft. Eugene Co. WO 3-2430
Land O'Lakes Creameries .TE 4-1400 Wayne Packing Co. WO 1-5060
Melody Dairy Dist. Co. 345-4700 Weeks & Sons (Richmond) RA 7-2525
Sealtest Dairy TI 6-57c0 Winter Sausage Manufacturers PR 7-9080
Trombly Sales  925-9505 Wolverine Packing Co. WO 50153
United Dairies, InC.......... UN 1-2800 MEDIA
Wesley's Quaker Maid, Inc. 883-6550 The Detroit News 222-2000
Ira Wilson & Sons D airy ... TY 5-6000 NON FOOD DISTRIBUTORS
Arkin Distributing Co. WE 1-0700
DELICATESSEN . Edmont-Wilson (gloves) 421-8071
Home Style Foods Co. (Deli) FO 6-6230 SUPET TOY, INCrrrsr m - 923-4550
Quaker Food Products, Inc. TW 1-9100 Perfect PIUS INCucoveeereerceseenrieiens 961-6381
Specialty Foods (D eli.) .365-6330 Wayne County Wholesale Co 894 6300
EGGS AND POULTRY POTATO CHIPS AND NUTS
Eastern Poultry C O ..o, WO 1-0707 ~ Better Made Potato Chips WA 5-4774
. Frito-Lay, Inc. WA 12700
Mclnerney Miller Bros. TE 3-4800 .+ Nut Products Co. Ll 1-4180
Napoleon Eggs TW 2-5718 Krun-Chee Potato Chips DI 1-1010
Orleans Poultry Co. TE 3-1847 Sgperior Potato Chi;_as 834 0800
Page & Cox Eggs . 838-6664 Vita-Boy Potato Chips 1Y 75550
FRESH PRODUCE PROMOTIQN )
Badalament (bananas) ... 963-0746 Bowlus Display Co. (signs) CR 86280
Holden Red Stamps . .255-3350
Jos. Buccellsto Produce LA 6-9703
! ! Guaranteed Advertising Distributors 831-0020
Cusumano Bros. Produce Co. ..921-3430 Stanley's Adv. & Distribg. Co. 961 7177
Gelardi Produce ... WA 5-0969
RENDERERS
*
H. C. Nagel & SONS v 832+2060 Darling & Company WA 0 7400
North Star Produce ... VA 2-9473  petroit Rendering Co. TA 64500
Spagnuolo & Son ProducCe ... 527-1226 Wayne Soap Company 842 6000
INSECT CONTROL SERVICES
Key Exterminators EL 6-8823  atlantic Service COMPany ..o 965-1295
Rose Exterminating Co. TE 4-9300 Beneker Travel Service PR 13232
United Exterminating Co. woO 1-5038 Clayton's Flowers . 1116098
Vogel-Ritt Pest Control TE 4-6900 COMP-U-Check, Inc. 255-2800
Gulliver's Travel Agency reerernnn 963 3261
LINEN  SERVICE _ Pittsburg-Erie Saw ... 835 0913
Economy Linen Service. 843-7300  7aplocki Electric LA 6 4864
Marathon Linen Service, Inc. WA 1-2727
Reliable Linen Service 366-7700 SPICES AND EXTRACTS
Frank's Tea & Spices UN 2 1314
MANUFACTURERS
Aunt Jane's Foods 581*3240 STORE SUPPLIES AND EQUIPMENT
Boyle Midway Company 543-3404 Almor Corporation JE 9 0650
Diamond Crystal Salt Company 872-3317 Butcher & Packer Supply Co. WO 11250
Kraft Foods TA 5-0955 Central Alarm Co 838-6365
Morton Salt Company VI 3-6173 Diebold, Inc. . i DI 18620
C. F. Mueller Company 543-8853 Hussman Refrigeration, Inc. 341 3994
Prince-Vivison Macaroni Co. 775-0900 Globe Slicing Co. (Biro) LI 51855
Roman Cleanser Company TW 1-0700 Hobart Mfg. Co. e 542-5938
Society Dog Food (Koch & Co.) DU 3-8328 Lepire Paper & Twine Co. WA 1-2834
Shedd Bartush Foods, Inc. -To 8-5810 Liberty Paper & Bag Co. 921 3400
Master Butcher Supply Co. WO 1-5656
MEAT PRODUCTS; PACKERS ——  Midwest Refrigeration Co. JO 66341
Alexander Provision Co. 961-6061  National Market Equipment Co. LI 50900
Cadillac Pac_klng Co. 961-6262 Scan-A-Scope 823-6600
Crown Packing Co. TE 2-2903  gentry Security System 341-9080
Detroit Veal & Lamb, Inc. 962-8444  ghaw & Slavsky, Inc. TE 4-3990
._E:qsatfégﬁglg?;‘::]:rsausage Co. \\’,Vv% 53"_22;1 Square Deal Heating & Cooling WA 1-2345
Great Markwestern Packing..............321-1288 WHOLESA',-ERS' FOQD DISTRIBUTORS
Gurzardo Whoiesale Mests. Inc FA 11703 Crosse Pointe Quality Foods TR 1-4000
Herrud & Company 962-0430 C. B. Geymann Company WO 38691
Johann Packing Co. TW 1*g011 Kaplan's Whise. Food Service WO 1-6561
Kent Packing Company 843-4900 Raskin Food Company “"""“""“""865;1566
Kowalski Sausage Co., In:. TR 3-820c Soartan Stores. Inc. 455*1400
L K L Packing Co., Inc. TE 3*1590 Suoer Food Services, Inc. 546-5590
Peet Packing Co. (Ypsilanti) 274-3132 Unit§d Wholesale Grocery . 834-6140
Pescnke Sausage Co. TR 5-6710 Vlasic Food. CO..iiin 868-9800
Peter Eckrich & Sons, Inc. .KE 1-4466 Wayne County Whoiesale Co. 894-6300
Peters Sausage Co. TA 6-5030 Abner A. Wolf, Inc....... 584-0600
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BULK RATE
434 W, Eight Mile Rd, U-S-PFI’;\DISBAGE
Dctroit, Mich. 48220 Detrait, MKK.

PEKMIT No. 4475

RETurrt

Group Blue Cross - Blue Shield
Available To All Member
Stores And Their Employees

For those grocers who don't know it already, Blue Cross-Blue Shield Insurance at low
group rates is available to all retail members of the Associated Food Dealers. The AFD is the
only retail food association in Michigan which offers the comprehensive Blue Cross program.

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 retailers who are not yet mem*
bers of the Associated Food Dealers, call our office at 542-9550 to join our association and be
eligible for Blue Cross Coverage plus many other benefits.

MEMBERSHIP APPLICATION An Invitation to Join A.F.D.

Store Name Through membership in the Associated Food Dealers,

- you can enjoy wide benefits designed to bring recogni
tion to the independent grocer in the community. In
addition, such services as Blue Cross and all types
of general insurance, 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

Address ,, —.

City

Owner’s Name

Do you wish Blue Cross Coverage?



	THE FOOD DEALER
	Retailer-Broker Dialogue Highlights Food Class
	Kellogg Announces Top Level Changes
	The Sounding Board
	Around The Town
	OFF THE DEEB END: A Better Idea
	RICHARD M. NIXON: "Ours must be a victory that future generations of Americans will applaud."
	HUBERT H. HUMPHREY: "Free enterprise and American democracy go hand to hand. One could not survive without the other."
	GEORGE C. WALLACE: "Government interference stifles the free enterprise system and growth of our gross national product."
	THE PRESIDENT'S CORNER: DFBA Classroom Dialogues A Step In Right Direction
	Consumer Conference Has Political Overtones; Again Blasts Food, Drug Merchants
	THE BELL RINGER: The Gals Are Putting the Knock on Wall Street
	Chapman Succeeds Lownes at Del Monte
	GUEST EDITORIAL: Soft Drink Marketing: Satisfying Two Customers
	'Consumers Need Protection' Miss Furness Tells Detroiters
	Frito-Lay Promotes James Johnson
	AFD Member Pete Cassa Killed


