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Time Out For Golf
Wally R ando lph , center, o f Acme Food Brokerage, Detroit, pauses to chat 
w ith Carol Bower, left, and Marci Curro, during the recent golf outing o f the 
Detroit Association o f Grocery Manufacturers’ Representatives. The girls 
assisted D A G M R  officials in helping to make the outing a success.



THE STRO H BREWERY COMPANY DETROIT. MICHIGAN 48226.

If you 're   beer d rinker, you w an t it ice cold. But if you 're  a beer seller, 

you w an t it red hot. Because a red hot seller is the kind o f item tha t makes 

a man a success in the beer business. In the last 4 years S troh ’s sales 

are up over 60% . A t tha t rate, it ’s one o f the hottest co ld beers around.

From one beer lover to another.
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Rising Costs Eroding Broker Profits
A new survey tabulation just completed by the 

National Food Brokers Association shows a strong 
continuing trend of rising business expenses eroding 
the food broker profit position. This was revealed 
last month by NFBA president, Mark Singer.

“ Food brokers have continued to invest in people, 

training, and  cost-saving procedures. While gross 
brokerage collections have increased, these have been 
offset by the great rise in the cost o f doing business,” 
Singer said.

The NFBA cost survey requested food broker 
figures for the first six months of 1974 compared to 
the first six months of 1973; and also projections for 
the full year 1974 compared to 1973.

The average increases for key expense classifica­
tions appear on this page.

A representative o f NFBA members in all parts of 
the country and o f all size operations was surveyed. 
This survey reflects the continuation of. a trend re­
ported in 1971 in a major study made by Arthur 
Young and Company. A t that time they reported 
that while there had been a tremendous increase in 
the volume of business sold by food brokers, total 
broker expenses exceeded the income growth.

Arthur Young and Company predicted that the 
profit picture for food brokers would be extremely 
critical by 1974. The survey completed by NFBA 
this m onth confirms their projection.

“ Increased use of better management methods and 
improved attention to cost-saving procedures have 
helped reduce the rate of profit erosion but not 
enough to offset the inflationary developments o f the 
past year,” Singer said. “ Food brokers all over the 
country report severe pressures on cash flow needed 
to maintain proper operating performance.”

He added that the survey results are of particular 
importance to manufacturers and processors who re­
cognize the value of the teamwork relationship they 
have established with their food brokers.

We believe that the .manufacturers’ individual ar­
rangements with their own food brokers includes a 
special concern. That concern is to provide sufficient 
income incentives to maintain the quality and effec­
tiveness of their broker’s services which have proved 
productive” , he said.

1st 6 mos o f 1974 Projection for 
Compared to  1st 6 fu ll year 1974 

mos. o f 1973 Compared to 1973

Salaries Up 1 1.3% Up 12.2%

Employee Benefits 
(other than salaries) Up 22.8% Up 21.9%

Communications (tele­
phone, telegraph, etc.) Up 16.4% Up 17.6%

Auto Expenses Up 25.0% Up 23.3%

Office Occupancy Up 12.9% Up 13.6%

Office Materials and 
Supplies Up 16.8% Up 19.3%

Gross Brokerage 
Collections Up 15.0% Up 14.7%

Food Stores, Supermarkets 
lead In Injuries

Supermarkets and other food stores have a higher 
accident rate than other types of retail establish­
ments, according to officials o f the Occupational 
Safety and Health Adm inistration.

OSHA officials said food stores in 1972 had 12.1 
injuries per 100 man-years, compared to 8.3 injuries 
for general merchandise stores; 5.5 injuries for furni­
ture and home furnishings stores, and 2 injuries for 
apparel and accessory stores.

The reason supermarkets have a relatively high 
accident rate is primarily the meatcutting department 
with its machines, cutting equipment and, often, wet 
floors.

Meatcutting is one of O SH A ’s target industries, 
which means the agency plans to give it more attention 
than other industries in an effort to reduce accidents. 
Thus far, OSH A has not m ounted a formal campaign 
in the meat industry.

Meat Problem Cited
John Stender, assistant secretary of labor and head 

o f OSHA, said that meat departments are a problem 
because of the heavy meat and the equipment necces- 
sary to move it as well as cutting, wrapping and pre­
paring it for display

(Continued on Page 19)



POTATO CHIPS

MONEY 
BAGS 

WITH 
SOUR CREAM

n’
ONION

YOU GET FASTER TURNOVER, BIGGER PROFITS 

WITH SUPERIOR SNACK FOODS.

H E R E ’S  W H Y :
i t ’s very simple. Superior finds out what people want and gives it 
to them.
Consumers want top quality and great taste and Superior delivers. 
They welcome exciting, new flavors and functional new packages. 
Superior comes through with items like Superior Smoked Bacon 
Chips and our full-pound, foil-like Gold-Pak.
And, retailers reap the results. Backed by aggressive promotion, 
they get faster turnover and greater profits . . . which results in
a nice beefed-up bottom line on the P & L.

To find out more about the “ Top line for your bottom line,”  get
on the line. Phone Superior at (313) 834-0800.

1970  1971  1972  1973

Superior potato chip sales are 
UP almost 40% since 1970

The top line...for your
bottom line
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•Past Presidents

Faygo sales al F. C. T rip i C om pany Inc., though already bring ing 
the B uffa lo  w ho lesa le r 70 tu rns a year, con tinue  to c lim b, reports 
Bob H ilburger.

“Just as importantly,” said Hilburger, Tripi vice president of 
purchasing, “expenses against the income we get from Faygo 
are low, so low that Faygo is also one of our best net profit 
producers.

“ We can unload a tra ile r o f Faygo in 35 m inutes, as opposed to 
an hour-and-a-ha lf fo r o ther products. We give Faygo prem ium  
w arehouse space, righ t near the fron t o f ou r d o ck ."

Faygo is T rip i's  on ly  soft d rink  line.

ROBERT E. HILBURGER, VICE PRESIDENT OF PURCHASING,
F. C. TRIPI COMPANY INC., BUFFALO, N.Y.

T rip i’s beg inn ings go back to the last cen tury  and its d is tribu tion  
cen ter now serves 180 g rocers  in New Y ork and Pennsylvania. 
A d d itio n a lly , T rip i Cash & C arry ou tle ts  in Buffa lo, N iagara Falls 
and R ochester supp ly  m ore than 1,100 de licatessen and Mom & 
Pop stores.

H ilbu rge r jo ined  the firm  in 1965 a fte r m ajoring  in math and 
science at the U niversity o f Buffalo. He was successive ly  assistant 
buyer, head buyer and d ire c to r of purchasing p rio r to m oving up 
to his present assignm ent in June this year.

T rip i is not insensitive to soaring  sto re -opera ting  costs, H il­
b urger said, add ing:

“Warehouse economies have always put a wide price spread 
between Faygo and store-door pop. Our policy is to allocate a 
couple of pennies out of the spread to improve retail level mar­
gins while still leaving plenty of spread to maintain a strong shelf 
price advantage for Faygo.”

M eantim e, Coke and Pepsi m argins remain about the same as 
they were 20 years ago. “ P robably,”  H ilbu rge r said, “ because 
in fla tion  b loats s to re -door de livery costs much more than w are­
house d is tribu tion  costs .”

“ I couldn’t,” said Hilburger, “hazard a guess as to the extent 
vendors do or do not make good on breakage at store levels. But 
for sure the investment a store is compelled to make in deposit 
bottles is one on which the store cannot possibly earn a profit.

“ On the o ther hand, w ith  deposit fees now h igher than ever, 
na tiona l brand vendors p robab ly  do make money on lost b o ttles .”  

H ilb u rg e r con tinued:
“ S to re -door vendors a rb itra rily  assume tha t deposit fees involve 

no re ta ile r investm ent because the deposit is co llec ted  from  the 
consum er. But th is  ignores the fact tha t the money must be im ­
m ediate ly reinvested when fresh s tock  is purchased.

“ The result is that the s torekeeper is burdened w ith  a perpetual 
investm ent in returnable packaging and th is investm ent should be 
inc luded  when figu ring  his gross m arg ins.”

Memo 
from Faygo
BY MORTON FEIGENSON 

president
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OFF THE DEEB END

EDW ARD  DEEB

W hy Blame Us?
Invariable, when the economic cycle makes a turn toward inflation and 

rising prices, our industry takes the major blame.

As an industry, we can certainly understand that food is basic, and con­
sequently, because we have to eat to survive, food prices will be more notice­
able in the inflationary spiral than the price o f other non-food goods and 
merchandise.

In addition, food prices have held their own much better than non-food 
prices, and still accounts for consumer expenditures o f about 17 cents o f each 
dollar earned after taxes.

It is amusing when consumers complain about food prices because they 
include everything purchased in a supermarket, including the 30 percent or 
more worth o f non-food items, like housewares, health and beauty aids, 
tobacco products, etc.

What then are the real reasons for rising food prices? Probably the biggest 
percentage goes for labor, handling, and transportation, especially with the 
energy problem o f late.

What about the sale o f wheat to Russia, China and India, which eliminated 
our U. S. surplus and caused unstable conditions?

And what about the devalued U. S. dollar abroad, which permits foreign 
governments to purchase U. S. produced food at real bargains, again helping 
to deplete our surplus? And, how about bad weather conditions?

So far as food is concerned, consumers still have a real bargain. Each o f us 
doing business in this industry has a right to be proud of the job  we’re 
doing in such an efficient manner.

As a nation, we must find a solution to rising wages and cost o f raw 
products. Once we do, this in itself will help keep our prices stable and 
curtail inflation.

But until labor and industry finds this solution or formula, blaming the 
food industry alone for inflation is wrong. When you look at the total record, 
if anything, we’re helping keep prices down. So why blame us?
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AN
IMPORTANT 

NOTICE FROM 
PEPSl-COLA METROPOLITAN 

BOTTLING CO., INC

Pepsi-Cola Metropolitan Bottling Company, Inc. periodically offers adver­
tising, merchandising and display programs, within its franchise areas, to all 
retailers regardless o f size, on proportionately equal terms. For complete 
details, contact or write to the following franchise area office:

EASTERN MICHIGAN 
20021 Exeter 

Detroit, Mich. 48203 
Phone (313) 366-5040

© Pepsi-Cola and Pepsi are registered 

trademarks o f PepsiCo, Inc.
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THE PRESIDENT'S CORNER

Reminder: Don't Be A Dead Hero!
By PHIL LAURI

The Associated Food Dealers was saddened re­
cently to learn o f the murders o f Joseph Biondo, 
his brother Samuel, and Joseph’s son Michael, in a 
recent holdup o f their store,
Joe’s Market in Detroit. It was 
a tragic event, which has in­
stilled fear in the m ind of every 
merchant.

As our members know , the 
A FD  Task Force on Crime, 
headed by Jack Grifo , has been 
working to p inpoint high crime 
areas in Detroit, and present 
the report to Mayor Coleman 
Young and Police Chief Tannian.

I recall an article written by A F D ’s Ed Deeb way 
back in 1966 which is just as fitting today as it 
was then. A t this time, I am going to present some 
o f this thought for you in the remainder o f this 
column.

When armed hoodlums stand on the other side 
o f the counter demanding all the cash in your re­
gister, don ’t try to stop them. Reach in, grab the 
cash and hand it to them as fast as you can. Better 
to let them have your money than to end up a dead 
hero.

It behooves every food and beverage store operator- 
and every retailer for that matter — to begin doing 
everything possible in your stores to discourage po­
tential robbers, burglars or thieves.

All retailers therefore are urged to take the follo­
wing precautions to help reduce or eliminate chances 
o f holdups, burglaries or shoplifting. More important, 
to assure that your life will not be placed in jeopardy.

1—Clear Clutter From Windows. Stores w ith clut­
tered windows make ready prey for bandits. Remove 
large signs and posters so people or police can see into 
your store.

2—Clear Clutter Around Checkouts and Registers,
A clear view plus clean and tidy checkouts will also 
discourage holdup men. Always keep a m in im um  
amount of cash in the registers, especially if in direct 
view o f shoppers.

3—Brighten Stores with Better Lighting. Improved 
lighting both inside and outside the stores will help 
discourage all types o f crime, especially at night when 
most holdups occur.

4—Keep Your Police Number Near Phone. Keep 
the number o f your local police department on or 
near your phone, so you can call and have them there 
in a hurry.

5—Keep On The Lookout. Yes, always keep your 
eyes open. If  you see a suspicious character in your 
store, get a good description o f him . Look for iden­
tification marks such as scars, type and color of 
clothing, color o f hair and eyes, etc. Then notify 
police. I f  held up, do whatever is asked.

Remember above all, the life you save may be your 
own. Better alive than a dead hero.

DETROIT RENDERING 
COMPANY

S I N C E  1 8 5 0  

SUPERIOR SERVICE -  TOP MARKET VALUES

1923 Frederick . Detroit 

5 7 1 - 2 5 0 0  

" First We Render Service"

AFD MEMBER

LAURI



Nothing says valuelike Del Monte featureson display.
H o u sew iv e s  k n o w  D EL M O N T E  v a lu e  to  

begin w ith . Feature D EL M ONTE\ products  in a 
d isp lay , and  they ’re sure to respond. For spe­
cial d isp lay  m ateria l, con tac t your Del M onte  
representative now .

ATTENTION GROCERY OPERATORS: At various times 
Del Monte Corporation offers allowances fo r the advertis­
ing or displaying of DEL MONTE Products. For details, ask 
your supplier or w rite  to the Advertising and Promotion 
Department, Del Monte Corporation, P.O. Box 3575, San 
Francisco. CA 94119.

The brand w om en  k n o w  best.
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K A P L A N ' S
Wholesale Food Service

• FROZEN FOODS • SPARE RIBS

• KRAFT PRODUCTS • BEEF SIDES and CUTS

• CHEESE SPECIALTIES • FRESH LOCAL PORK

• PILLSBURY BISCUITS • LUNCHMEATS & SAUSAGES

• BUTTER and OLEO • SMOKED HAM and BACON

• EGGS • SALT PORK

•  CHITTERLINGS - HOG MAWS

DAILY DELIVERY
Call us or stop in and pick your own!

2630 Riopelle • Detroit • WO 1-6561
(In the Eastern Market)

RETAILERS WHY FUSS? 

LET THE A.F.D . PROCESS ALL YOUR COUPONS 
THRU OUR COUPON REDEMPTION CENTER 

COUPONS MEAN CASH! 

WE EMPLOY THE HANDICAPPED

Drop Them O ff or Mail To:

Associated Food Dealers 
434 W. Eight Mile Rd. Detroit, Mich. 48220

MOVING? To change or correct your address 

ATTACH LABEL HERE

PLEASE NOTIFY US 
3 WEEKS IN ADVANCE

To Change or correct your ad ­
dress, send this form to:

Associated Food Dealers 
434 W. 8 Mile Road 
Detroit, Michigan 48220

from your latest issue

Name_

Company-
New
Address

(P lease  Print)

City-

State- -Zip_

Sanitation Tips
The following are recommended 

practices for meeting sanitation re­
gulations in your meat department, 
and also designed to lengthen shelf 
life o f food products, in coopera­
tion with the U. S. Department of 
Agriculture.

1 -Display cases to be washed and 
sanitized weekly. Blood and water 
from meat and poultry packages in 
case to be cleaned and sanitized as 
observed.

2—Scales, wrapping stations and 
exterior services o f meat service 
cases should be non-porous; cleaned 
and sanitized daily or more fre­
quently as needed. Service meat 
trays will be cleaned and sanitized 
daily. Glass areas and price tags will 
be cleaned and sanitized daily.

3—Back-up supply o f retail cuts 
o f meat will be trayed and be fully 
protected by film  or paper. Con­
tainers to be used for customers will 
be kept in clean area.

4—Product taken from display 
cases to be weighed for customers 
will be protected by handling with 
waxed paper guard. A sanitized wax 
paper or container will be used on 
scales.

5—Temperatures in cases will not 
exceed 35 degrees Fahrenheit. Meat 
cases will be policed and tempera­
tures checked each morning and 
evening.

6—Meats will not be displayed 
above specified fill lines. A ir ducts. 
will be kept open.

7—Canned meats requiring refri­
geration will be displayed at tem­
peratures below 40 degrees.

8—Centrally packaged processed 
meats will be removed on or before 
expiration date on package. No 
packaged fresh meats will be dis­
played w ithout a packaging date.

9—Store processed ground meat 
will be processed for each day’s 
sale. All ground meat will be re­
moved after 48 hours.

10—Floors cleaned and sanitized 
daily; walls m onthly; and ceilings 
vacuumed quarterly.

Clip and  pos t  in meat department.



Thanks to you and your customers

This is the 
largest-selling beer* 

in the history 
of the world.

\

*  Trouble is, that means you sometimes can't get all you need. We apologize for that and are trying our best to meet demand; however, brew­
ing Budweiser takes more time than brewing just beer. Anything less wouldn't be the largest-selling beer . . . because it wouldn't be Budweiser.
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THE W H IT E  H O U S E  

WASHINGTON

September 4, 1974

D e a r  M r .  D e e b :

I was very pleased to have your warm 
message of congratulations. It is 
heartwarming to receive the good wishes 
and prayers of so many of my Michigan 
friends. Needless to say, Michigan 
will always have a special place in my 
heart.

As I have said publicly, I do indeed 
need prayers of all our citizens.
With God's help I will continue to 
serve our great country to the best 
of my ability.

Thank you again for your kindness and 
friendship.

With kind personal regards,

Sincerely,

Mr. Edward D. Deeb 
Executive Director 
Associated Food Dealers 
434 West Eight Mile Road 
Detroit, Michigan 48220

If you want your inventory done right, have someone else do it.
For an accurate and de-  I
pendable inventory—one 
you can count on—let the tW  ; 
experts at WIS do it. Over
2,000 of America’s largest j
corporations, nation-wide,
depend on us for recorded or calculator inventories. 
And we’d like to show you why with a fast-paced 11- 
minute film or our illustrated booklet. Write today— 
or call Harry Conner in our San Diego office for your 
private film showing. You'll find your time well spent 
—and your inventory solved.

WASHINGTON General Offices:
INVENTORY  7150 El Cajon Blvd.
SERVICE San Diego, Calif.
...s ince 1953 (714)461-8111

SO UTHFIELD-17336 W. 12 Mile Rd., Suite 200 

Phone: (313) 557-1272

Around the Town

Sam Salah, who formerly taught at Taylor High 
School, Taylor, has decided there may be opportunity 
in the food field. Sam is the new owner o f Berry’s 
Market on Chase Rd ., Dearborn. We heartily welcome 
you to our industry Sam, and extend best wishes for 
success.

* * *

Denver Steele, form erly with Quik-Pik Stores, is
now Michigan operations manager for Kwik Pik Food 
Stores o f North Carolina.

* * *

John H uettem an & Son, Inc., an A FD  member, has 
announced it has relocated to larger quarters, accord­
ing to president John  Huetteman. The new address is 
21200 Harper Ave., St. Clair Shores, Mich. 48080. 
The new phone number is (313) 774-9700.

* * *

Multi Refrigeration, Inc., an A FD  member, has 
announced, its expansion into commercial heating 
business, in addition to its refrigeration business, ac­
cording to an announcement by William Everett, 
president o f the firm.

* * *

Peschke Packing Co., Detroit, an A FD  member, has 
announced the acquisition o f Berk’s F ood Products 
according to president Neil C. Georgi. Berk’s be­
comes a Peschke division, and will retain its present 
management.

* * *

Allied Supermarkets, Inc. has announced the ap­
pointment o f Thor J. Skaar as group vice-president 
o f the supermarket chain, according to chairman 
Thomas McMaster. Skaar has been with Allied 13 
years, and had been general manager o f the firm’s 
Wrigley division, prior to moving to the H inky Dinky 
Supermarkets division in 1971.

* * *

The correct phone number for Belm ont Paper & 
Bag Co., which was erroneously listed in our previous 
issue, is (313) 491-6550.

* * *

Jack Hamady o f Hamady F ood  Markets, an AFD
director, recently returned from an African safari. 
He principally went to take still pictures and shoot 
films, instead o f wild game. Jack has been trying to 
do this for some time. Hope the trip was success­
ful, Jack.


























