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Shirley Georgi, chairman of Peschke Packing Company, left, was presented 
Michigan’s food industry Man of the Year Award by the Associated Food 
Dealers at the association’s 14th Annual Awards Banquet recently. AFD 
president Ray Shoulders, right, is pictured above chatting with the 1978 
award recipient.
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Michigan,you got 
th e  B e s t  of u s .

BLENDED AND SHIPPED BY

G L A S G O W . S C O T L A N D  

1 0 0% SCOTCH WHISKIES -  86 PROOF
IM P O R T E D  A N D  B O T T L E D  

B Y  H I R A M  W A L K E R

straight BOURBON 
whiskey

U lr , DISTILLED BY . . . .
: HIRAM WALKER & SONS. lNC

HIRAM WALKER
A m e r i c a n  w h i s k e y

H I R A M  W A L K E R  &  S O N S . I N C •

E ig h ty  p ro o f

At the same old prices.
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OFFICERS -  1978 

RAY SHOULDERS, President 
Shoulders’ Markets 

JERRY YONO, Vice-President 
J. A. Y. and Son Mkt.

MOYED NAJOR, Vice-President 
Starlite Super Markets 

TONY MUNACO, Treasurer 
Mt. Elliot-Charlevoix Mkt. 

EDWARD DEEB 
Executive Director

DIRECTORS
TERMS EXPIRING DEC. 31, 1978 

DON HARRINGTON 

Meat—N—Place 

SID HILLER
Shopping Center Markets 

*PHIL LAURI
Lauri Bros. Super Market

DIRECTORS
TERMS EXPIRING DEC. 31, 1979 

STAN ALBUS
Stan’s Market 

JACK AZZAM
American Oriental Grocery 

THOMAS GEORGE 
T -J ’s Food Center 

R. JERRY PRZYBYLSKI 
Jerry’s Food Markets 

*LOUIS VESCIO
Vescio Super Markets

DIRECTORS
TERMS EXPIRING DEC. 31, 1980 
LAFAYETTE ALLEN, JR.

Allen’s Super Markets 

SIDNEY BRENT 
Kenilworth Market 

ROBERT COVERSON 
People’s Service Center 

PAUL FELICE
Felice Quality Market 

LARRY JOSEPH 
Market Square 

*PHIL SAVERINO
Phil’s Quality Market 

JAMAL SHALLAL 

Grand Food Markets 

*ALLEN VERBRUGGE 

Verbrugge’s Market 

*HARVEY WEISBERG 
Chatham Super Markets

*Past Presidents

THE FOOD DEALER
Official publication of THE ASSOCIATED FOOD DEALERS 
125 West 8 Mile Road, Detroit, Mi. 48203 •  Phone: 366-2400

V O L U M E  5 2  -  N o . 3  •  C O P Y R IG H T  1978

EDWARD DEEB, Editor 
THELMA SHAIN, Advertising Director 

SARAH VAN DER HEYDEN, Office Secretary 
CATHERINE CARRIERE, Insurance Secretary

AFD’s Annual Awards B a n q u e t.......................... Page 4

Off the Deeb E n d ............................................................6

The President’s Corner ................................................... 8

CMI Newsletter ...............................................................9

New Supplier Members .............................................. 17

AFD Suppliers’ Directory..............................................23

•  •
The F o o d  D ea le r is p u b lis h e d  Q u a r te r ly  b y  th e  A sso c ia te d  F o o d  
Dealers a t 125 W . 8 M ile  R o a d , D e t r o i t ,  M ic h ig a n  4 8 2 0 3 . S u b s c r ip t io n  
P rice  fo r  on e  y e a r: $ 3  fo r  m em bers , $5 fo r  n o n -m e m be rs . Second class 
postage p a id  a t D e t r o i t ,  M ich ig a n .

LARRY JOSEPH, right, operator of Market Square of Birmingham, and an AFD 
director, proudly looks over the champion Anjou-Maine steer he purchased at the 
Michigan State Fair. Joseph paid $2,055 for the 1,370-pound steer, for which he 
donated half to a Jewish retirement home in Southfield and the other half to the 
Capuchin Monastary in Detroit.



Page 4 The Food Dealer •  Fall, 1978

Peschke's  
Shirley Georgi
1978 Man o f the Yaer

Shirley Georgi, board chairman of Peschke Packing 
Company, was presented Michigan’s food distributor 
industry 1978 Man of the Year Award by the Asso­
ciated Food Dealers during AFD’s recent 14th Annual 
Awards Banquet.

In addition, Gus Harrison, Michigan’s Lottery 
Commissioner, and WJBK-TV2 were honored as re­
cipients of AFD’s Distinguished Service Awards, 
along with various food and beverage firm representa­
tives.

The eight other recipients of distinguished service 
awards in their various categories, were:

Michael Simon, Ever-Fresh Juice Company, manu­
facturer category; Vincent (Jim) Vitale, Faro Vitale 
& Sons, wholesaler category; Robert Sawaya, Halling- 
Keil Company, broker category; Isadore Malin, Bel­
mont Paper Company, wholesale distributor category.

Also, Bernard Mellen, Spirits Marketing and Mo­
hawk Liqueur, beverage distributor category; Miss 
Bernadette Garmo, Melody Farms Dairy, service 
category; and Miss Frances McClain, Faygo Beverages, 
Salesperson/driver category.

Presenting the awards were AFD officials Ray 
Shoulders, Jerry Yono and Ed Deeb. Purpose of the 
awards is to give due recognition to those individuals 
who have excelled in service to their employers, re­
tailers, the community and the total food and 
beverage industries in the spirit of progress and the

AWARD RECIPIENTS -  Pictured at left 
are the 1978 AFD award recipients.
Top Row, left to tight, James Bleicher of 
WJBK-TV2; Francis McClain, Faygo Beverages; 
Isadore Malin, Belmont Paper Co.; and 
Bernadette Garmo, Melody Farms Dairy.
Middle Row, Shirley Georgi, Peschke Packing; 
AFD president Ray Shoulders; Mike Simon, 
Ever-Fresh Juice Co.; and Vincent (Jim)
Vitale, Faro Vitale & Sons.
Bottom Row, AFD director Ed Deeb,
Robert Sawaya, Halling-Keil Co.; and 
Bernard Mellen, Spirits Marketing and Mohawk.

free enterprise system. Chairman of this year’s event 
was Phil Lauri.

Robert Keil, president of the Detroit Food Brokers 
Association, commended AFD for its awards program, 
while assuring the audience AFD and DFBA would 
continue to work together for the good of the in­
dustry. Mr. Keil also presented AFD Director Deeb 
with an Outstanding Service Award on behalf of 
the DFBA.

Featured Speaker was Oakland Circuit Judge Alice 
Gilbert, who assured AFD and AFD’s Task Force on 
Crime that their work and efforts is not in vain, and 
that she full supports any effort to reduce crime.

AFD wishes to acknowledge and thank the follow­
ing companies for assisting to make the banquet the 
big success that it was:

Coca-Cola, Dr. Pepper and Squirt for co-sponsoring 
the cocktail hour along with other AFD friends; 
Bachman Foods, Kar-Nut Products and Wilson Dairy 
Company for providing the snack foods and chip 
dips; J. Lewis Cooper Company for the dinner wines; 
The Detroit News for printing the program; and The 
News and the Detroit Free Press for the photography; 
Art Robbie and Mike Bern of Hiram Walker Com­
pany for their assistance; and the following companies 
for their support and assistance.

Anheuser-Busch, Inc., Carling National Breweries, 
Detroit Coca-Cola Bottling Co., Faygo Beverages, 
Ever-Fresh Juice Co., Kozak Distributing Co., Metro- 
plex Beverage Corp., Miller Brewing Co., Pabst 
Brewing Co., Pepsi-Cola Company, Schlitz Brewing 
Co., 7-Up/Canada Dry Bottling Co., Stroh Brewery 
Co., and Vernor’s Inc., as well as to all companies 
who permitted their people to be with us. Thank you 
all so much.
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The Finest Selection of Wines
from Around the World

COOP RIUNITE REGGIOENRIN

Riunite VILLA BANFIL A M B R U S C O  BANFI

Master Distributors in Michigan for:
Romano-Cucamonga (California)
Hanns Kornell Champagne (California 
Cora Asti Spumante (Italy)
Cora Vermouths (Italy)
Franciscan (California)
Chantefleur (France)
Blue Angel Liebfraumilch (Germany)
William Deutz Champagne (France)
Villa Banfi ( Veronesse -Italy)
Riunite Lambrusco (Italy)
Schwanberg (Austrian)
Patriarche (France)
Josef Wehr ( Germany)
Alianca Rose (Portugal)
Pierre Bert in (France)
Golden Bishop -  Liebfraumilch (Germany) 
San Martin (California)
Stags Leap Cellars (California)
Angelo Papagni (California)
LaVan Champagne (New York)
Alexis Lechine Wines and selections (France) 
Schmitt & Sohne (Germany)
Bell’Agio (Italy)

Very good selection o f  Premier Grand Cru 
Wines o f  Bordeau

Imported By:
H. J. VAN HOLLENBECK DIST. INC.

LOCAL DISTRIBUTORS
Macomb County — H.J. Van Hollenbeck

Oakland County — H.J. Van Hollenbeck

Dist., Inc - Toll free 
(800) 552-6240 

Dist., Inc - Toll free 
(800) 462-7660

Abe Cherry Dist...............
Arbor Beverage ..........
Anderson Dist. Co. . . . 
Bellino’s Quality Beverage
Botsis’ Beverage...........
Central Beverage...........
Central State Dist. . . 
Century Beverage . . .
D - B Dist......................
Dixon Dist....................
Don Lee D is t..............
Draves D is t.................

D etro it..........  (313) 873-0992
Ann Arbor............ (313) 662-9592
Jackson.............................. (517) 782-8179
Trenton.............................. (313) 675-9566
Holland...............(616) 396-2359
Cadillac...............................(616) 775-2466
Mt. Pleasant . . . (517) 773-9027
Flint.................................... (313) 743-7700
Bay City.............................. (517) 686-1690
Traverse City . . .(616)947-0020
Detroit................................. (313) 584-7100
Bad Axe..............................(517) 269-8581

F & F Dist. ................
Four Seasons Dist. . . ■ 
Griffin & Templeton Dist.
Huron Dist. ................
John Gatiss Dist. . . . .  
John Nate Beverage • • .
Kent Beverage.............
Kozak Dist. ................
Lipinski Distributors ...
Marchetti Dist. ..........
Paw Paw Wine Dist. .
Petipren D is t . .............
Pike Dist. ..................
C. Riffel & Sons...........
Robinette D is t . ...........
Sky Pac Enterprises . . .  
Verderese Dist. ...........

Muskegon Heights 
Iron Mountain . . 
West Branch. . . . 
Cheboygan . . . .
Munising...........
Dowagiac...........
Grand Rapids. . . 
Hamtramck . . . .
Escanaba ..........
Sault Ste. Marie. .
Kalmazoo..........
Port Huron . . .  .
Marquette..........
Saginaw.............
Adrian................
Detroit................
Lansing.............

(616) 733-2280 
(906) 774-6373 
(517) 345-0540 
(616) 627-2191 
(906) 387-2024 
(616) 782-2566 
(616) 538-2850 
(313) 925-3220 
(906) 786-3121 
(906) 632-2321 
(616) 657-6105 
(313)364-6011 
(906) 475-9936 
(517) 752-8365 
(517) 265-6248 
(313) 896-7200 
(517) 489-9455

Now two locations to serve the Retail Licensee — 60 N. Rose, Mount Clemens, and 2720 Auburn Ct., Auburn Heights
H. J. Van Hollenbeck Distributors, Inc., 60 North Rose Street, Mt. Clemens, Michigan 48043

Call toll free anywhere in Michigan: 1-800-482-1552
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EDWARD DEEB

OFF  T HE  DEEB  END

W h at Bottle Bill?
Now that the returnable container bill is law, it is interesting but not so 

amusing, to hear and read of the news media reporting the measure as a 
“bottle bill.”

Hell, the measure includes making it mandatory to return both cans and 
bottles, and puts the grocery stores back into the rubbish reclamation 
business.

So far, some $ 120 million has been spent by breweries, soft drink firms, 
wholesale distributors as well as grocers and supermarkets to enact that law.

Already, the cost of beer and soft drink in Michigan has doubled, and this 
does not include the cost of deposits, 10 cents or 20 cents per container, or 
5 cents if it is certified and usuable by other firms.

In an informal poll of customers by our members, people were saying 
either they did not vote for the measure, or they were misled to think only 
bottles were covered but not cans.

When word leaked out to the news media that AFD was considering a 
move to get signatures to repeal the unfair, inequitable and discriminatory 
law, the environmentalists and media began clammoring “you didn’t even 
give the law a chance.”

The fact of the matter is that the AFD Board has authorized a campaign 
to seek the necessary signatures to repeal the law. We have deliberately 
waited the start of the campaign to assure “enough” time to measure the 
impact of the law, good or bad. Obviously, we are planning to eliminate this 
as an excuse with the environmentalists and media for misleading the public.

We wonder what would happen if a law were passed by the legislature re­
quiring citizens to give back their daily newspapers to the paper boy, so he 
can take it back to his manager, who in turn would take it back to the news­
papers’ warehouses. The papers would scream “bloody murder.”

And so it is in our industry. All we ask in our effort to repeal the returnable 
container law, is that the news media treat the issue fairly and squarely . . . 
and this time, give us equal time and space. It is primarily due to this, that 
the voters were indeed misinformed.

We are confident when all the facts are fairly presented, and this issue 
goes before the voters again, they will make the proper decision to repeal 
this unfair piece of legislation. Time will tell.



Sell the money order 
with the name people are

. a lre a d y  so ld  o n .

Let’s face it. All money orders are 
basically the same.

Except American Express®”Money 
Orders. To begin with, they’re more rel i  
able. More acceptable. They carry the 
name of a respected financial institution 
that’s known around the world. And that 
has been in the money order business 
since 1882.

As far as your initial financial 
obligation, there is none. You don’t pay us 
anything—until a money order is sold.

And when it comes to reporting, no 
other money order can beat us for ease. 
We handle all the reconciling, too.

American Express Money Orders take

none of your valuable shelf space, and 
you’ll find them to be the most profitable 
square foot in your store.

Add to that our extensive selection of 
point-of-sale materials, and you’ll be 
amazed to find out just how much store 
traffic American Express Money Orders 
will generate.

Since you need only one money order, 
carry the best in the business.

In Michigan, call the Associated Food Dealers, 
(313) 366-2400, or Bryan Barlow, 
dist. sales mgr., (313) 823-0550.

You’ll see for yourself. It pays 
to do business with American 
Express Money Orders.

American Express. The money-m aking m oney order.
Members of Associated Food Dealers are exclusive agents for American Express among Michigan food merchants.
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THE PRESIDENT'S CORNER

In fla tio n  Is  Everyone's Responsibility
By RAY SHOULDERS 

AFD President

Recently, President Carter issued necessary guide­
lines to hold down inflation, along with a plea that 
labor and management do what is necessary to ad­
here to the guidelines.

I have always advocated that 
inflation is the bell weather for 
determining the strength or weak­
ness of our economy, not only 
at home but abroad as well.

Management has the responsi­
bility to hold down costs on 
products and prices of goods to 
assure the public a steady flow 
of quality products at fair con­
sumer prices.

Labor has a responsibility to 
society, and to the survival of the companies they

SHOULDERS

The Test O f T im e . . .

94Years 
Of
Successful 
Service

To Slaughter Houses, Wholesale & 
Retail Markets and Locker Plants

Whatever Your Problems May Be, Call

D arling  &  Company

3350 Greenfield Road 
WA 8 7400 

Melvindale, Michigan

P. O. Box 329 
Main Post Office 

Dearborn, Michigan

work for, to hold down negotiations within the 
President’s guidelines.

Negotiations and understanding by management 
and labor teams is essential to assure fairness all the 
way around. This would also include public confi­
dence that labor and management are working for the 
best interest of our nation.

The ultimate is to be able to produce the very best 
products and services at fair prices . . . and assure the 
public that not only will our companies remain com­
petitive here in the U. S., but also with the companies 
from other nations competiting with them. Obviously, 
cost is the key factor for assuring competitiveness.

By issuing his recent guidelines, President Carter in 
effect called upon the nation’s business and labor 
communities, including AFD, to do its share to fulfill 
the goals on a voluntary basis, which, hopefully 
would help keep the U. S. economy stable and put a 
halt on run-away inflation.

It is not only the responsibility of labor and busi­
ness to make a genuine effort to adhere to the Presi­
dent’s guidelines, but also a duty of everyone in our 
nation, to help re-establish the U. S. as a highly 
competitive nation based on a strong foundation.

The producers and workers in our society have the 
ability not only to produce quality goods, but to 
increase the productivity per worker to help achieve 
the above goals.

Let us all roll up our sleeves and prove to the world 
once again, as we have on numerous occasions in the 
past, that nothing is impossible if we all pull together.

Advertising in The Food Dealer 

Means Communicating with 

Your Important Retail Customers!

Phone (313) 366-2400

AFD MEMBER



R eturnable’s
    D ig e s t

What Michigan Retailers can learn from the experience 
of other deposit states.

The positive approach to handling returnables.

Keep the customer in mind.

“Customers are going to recognize the ease of handling 
cans.”

What to expect starting December 3rd.

Should I use checkstands or a special return station?

What about refunds: Cash, credit slips or off-receipt?

The uncluttered look.

Your back room: Order out of chaos.

Bagging vs. sorting: Two systems to consider.

Keeping your store as clean as it is now.

Security will be important.

Where to get more information.

What your friends and competitors have to say about 
returnables.

Advertisement



The Michigan Deposit Law: 
Choices and Challenges
M ichigan will require deposits on beer and soft drinks 
sold in cans and bottles starting December 3rd.

Whether or not the law is a good one is a moot point. 
The fact is that it's the law. The question to Michigan re­
tailers is, will you be ready when it takes effect?

If you aren’t quite ready now, or are looking for alterna­
tive ways of handling returnables, then this manual is for 
you. It's based on scores of interviews with people like you 
as well as with grocers and retailers in other deposit states.

Som e he lp fu l lessons.
Fortunately, you don’t have to go the forced deposit 

route cold, as did retailers in Oregon and Vermont several 
years ago. You can look to the experience of these states, 
plus the more recent experience of Maine, for guidance.

For example, you may not be aware that Oregon retailers 
hurt their beverage business by not adopting efficient 
handling systems early enough and by cutting back on 
some brands and packages without considering their cus­
tomers' preference. They've since learned their lesson.

No one would argue that any of these states is a Michi­
gan. Combined, Oregon, Vermont and Maine fall far short 
of Michigan in market size and annual sales of soft drinks 
and beer. As one Michigan beer distributor said, "We spill 
more beer here than they sell in Oregon." Still, the problems

Beverages are your biggest profit-maker in your store, next to perishables. 
And cans are a major reason why.

at the store level in Michigan are not much different from 
the problems faced in Oregon and New England.

H ow  to  m anage re tu rn ab les:
A  p o s itive  approach .

Cutting back on brands and packages is a negative ap­
proach to the deposit law. It reduces competition in your

store and takes into consideration only your needs, but not 
your customers. And retailers who forget that the customer 
wants a variety of brands and packages could lose business.

The best approach is a 
positive one. Concen­
trate on making the law 
work for you and your 
customers. Devise an ef­
ficient in-store handling 
system for returnables.
Do your best to make the 
process shorter and less 
cumbersome.

Remember, redemp­
tion is a service every re­
tailer has to provide. So 
you and your competitors 
will be judged by cus­
tomers every day on how well your systems operate. If 
yours works particularly well, you may benefit by customer 
goodwill and higher sales.

Keep th e  cu sto m er in m ind.
The ideal in-store returnables system should be geared 

to your customers. No system will completely prevent cus­
tomers from complaining about returning cans and bottles. 
But a good system will minimize inconvenience and make 
it relatively easy for customers to get a refund. If in doubt 
between alternative systems, bend in favor of the one the 
shopper is likely to prefer.

In a consumer survey conducted in Maine a few months 
after the deposit law took effect, shoppers were asked their 
main complaint. It was the lengthy lines at the refund coun­
ter. This could be a problem in your store, as well, par­
ticularly during peak shopping periods. To shorten the cus­
tomer’s waiting time, you could:

1. Allocate extra labor and space during your store's peak 
periods of shopping.

2. Remind customers of slack periods when they can 
more conveniently return empties. This could be done 
using in-store signs or bag stuffers.

3. Think about different systems for peak versus slack 
periods.

During the early weeks of the new law, many questions 
about the system will be asked of your employees such as, 
“Where do I go to return these cans?” Think about using 
well-placed, easy-to-understand signs to direct shoppers to 
the return area.

Complaints will be common during the immediate post­
law period. Although the customer may really be com­
plaining about returnables in general, most complaints will

Take a positive approach to the law 
and gear your handling system toy our 
customers.



be directed at your store’s returnable system. An effective 
way to handle these complaints is to tell the shopper that 
her comments are welcome and that you'll take them into 
account.

You'll probably be faced with the problem of shoppers 
bringing back empties of brands not sold in your store or 
purchased out of state. Some managers turn these cus­
tomers away. Others choose to take the empties back and 
refund the deposit. They look at the situation as an oppor­
tunity to keep someone in the store who may spend a lot 
more than the refund money. You should decide in advance 
what your policy will be and inform your people.

Don't wait until December to get your returnables sys­

tem in place. Get your customers used to seeing the setup 
and signs during the last two weeks of November. Allocate 
space in the back room in time to receive returns. Train 
your employees with dry-runs. Test the system before your 
customers do.

The Can Manufacturers Institute wants to help you make 
this law work. Call us for assistance or advice. We won't 
have all the answers, but we've studied the problems and 
we’re as concerned as you are about the situation.

W hat to  expect s ta rtin g  D ecem ber 3 rd .
To begin with, you can count on taking back about as 

many deposit cans and bottles as you sell. If your store is

The im p o rtan ce  o f cans to  yo ur  
custom ers .

Cans are an important part of the Michigan beer 
and soft drink market. They’re too important to be 
taken off the shelf, as some Oregon retailers did to 
their great regret.

Seventy-five percent of the 80 million cases of beer 
consumed annually in Michigan is purchased in cans. 
Soft drinks in cans hold 30 to 40 percent of their 
market. These figures are even higher in Michigan's 
urban areas and during summer months where (and 
when) cans are the preferred beverage package.

Convenience is the reason. And this convenience 
includes several important features: ease of handling, 
lightness, unbreakability, compactness, and recycl­
ability. All of these advantages of cans exist today 
and will be amplified starting December 3rd.

Your customers see cans as offering a real advan­
tage over bottles. A June 1978 survey of regular pur­
chasers of soft drinks and beer asked which they 
thought would be easier to store at home, empty cans 
or empty bottles. Cans were preferred by two-thirds 
of those surveyed. The major reason given for this 
widespread preference was safety.

SURVEY RESULTS

70%

Cans Bottles No
difference

Survey: June 22-24, 1978. 297 buyers of beer and 300 
buyers of soft drinks.

C ans a re  a d ap tab le  to  yo u r in -s to re  
handling  needs.

They can be stowed in plastic bags or sorted in 
cases. This flexibility plus cans" lighter weight (l-2*/2 
pounds for a case of empty cans versus 20-25 pounds 
for a case of empty refillable bottles) make cans much 
easier to handle than bottles.

N ow , beverag es  in cans m ake m ore  
sense th an  ever.

Here is what one Michigan retailer thinks about the 
future for cans:

“I believe in Michigan you're going to see a sub­
stantial increase in can volume. I think customers 
are going to recognize the ease of handling cans as 
opposed to bottles. I think we’re going to recognize 
the ease. And I think our distributors are going to 
recognize certain advantages. So I think all three of 
us will direct our efforts pretty much in the same 
direction and that’s toward cans.”
Cans have every reason on their side to increase in 

popularity in Michigan after December 3rd. It’s all 
the more important, then, to realize that your retail­
ing objectives will be best met by keeping cans on the 
shelf and letting your customers take it from there.

Safer, Stack, Take less Lighter Able to put
don't break balance space in bag

easier

Survey: June 22-24, 1978. 207 beer buyers and 179 soft d rink  buyers.
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particularly convenient to customers, you may get back 
more than you sell. Although extra returns add to your 
costs but not to your profits, they may be a blessing in dis­
guise. Because they mean more shoppers in your store.

Peak return periods during the week will probably be 
late Saturdays, Sundays, and Mondays. Post-holiday periods 
will be busier times, as will be the end of the month, because 
of last-minute returns to collect cash to pay bills. However, 
enough customers will maintain irregular return habits to 
keep your people busy any time of the day, week or month. 
So be prepared.

C h eckstands or re tu rn  s ta tio n s?
Basically, you have three choices where to redeem de­

posit cans and bottles in your store: checkstands, a special 
return station or the courtesy desk.

A 1977 Progressive Grocer survey of Oregon and Ver­
mont retailers found that three of four stores use check- 
stands, while about one of four operates a special return 
station, either at the very front or the very rear of the store. 
Courtesy desks are rarely used because space is limited.

Checkstands. The use of checkstands as the return point 
avoids having to set up a separate station. In the long run it 
may not save money, especially in larger stores. Checker 
time is expensive labor and a good part of a checker's daily 
hours could be spent handling customers’ empties. On busy 
days this system could cause bottlenecks in checkout lines.

Return stations. If checkstands are out, you may want to 
consider setting up a special station at the end of the check- 
stand line or elsewhere in the store. To keep labor costs 
low, you might assign a bagger or lower-level clerk full-time 
to this station. However, under Michigan union rules, bag­
gers cannot dispense cash, only credit slips. Some stores 
which prefer cash and separate stations, but can't afford a

For credit slips, either set up a special register or they can be written by 
hand.

full-time checker, will man the special counter only during 
peak periods. During off-peak periods, including evenings, 
the stores can revert to the checkstand, or man the special 
station only when a customer appears.

Cash, c red it s lips, o r o ff-rece ip t?
Many stores use a combination of these refund methods, 

depending on factors such as the number of persons in line,

the number of containers being returned, and the time of 
day.

Consider these points before your decide:
Cash. Cash is a customer pleaser. It often ends up being 

spent on other store items. The Michigan Food Dealers 
Association is recommending using cash over credit slips 
to its members to avoid extra handling. Since the credit slip 
must be redeemed at a regular checkstand, the customer 
who just wants to redeem empties is inconvenienced. That 
customer may find another store to redeem his empties the 
next time.

Credit slip. Credit slips don’t tie up money inside your 
store and they discourage customers from using your store 
simply as a redemption center. If you are unionized, the 
slips will make cheaper labor possible at your return sta­
tion, since baggers are allowed to dispense them.

If you use credit slips, a special register can be set up to 
issue them or they can be handwritten. Precautions should 
be taken in storing unused credit slip pads. If the slips are 
handwritten, write legibly because some customers will 
attempt to alter the figures. The larger you make the slips, 
the less likely they will be lost and never redeemed.

Off-receipt. Stores using the off-receipt method require 
customers to hold on to their returnables until they are fin­
ished shopping. The empties are then counted at the check- 
stand and the refund value is subtracted from the sales slip. 
To make toting the empties easier for the customer, these 
stores provide special shopping carts with large bottom 
storage racks. The drawbacks of the system are hold-ups at 
the checkstand and greater customer inconvenience. On 
the plus side, perhaps, are less overall labor costs for you.

The un c lu tte red  look.
To keep your front section from looking cluttered and 

unsanitary, you might consider using large mobile bins, 
carts, or tubs, which can be easily transported to the back 
room for unloading and sorting.

The various wheeled containers available cost from $80 
to $ 175 apiece and hold up to 20 cases of beverage cans and 
bottles. Besides reducing clutter, you don’t have to tie up 
your shopping carts.

A Can Manufacturers Institute experiment in Vermont 
may provide some direction for small markets and conve­
nience stores. In the test, special buggy racks, holding 10 
trays or 240 cans, and costing $ 15 each, were placed in sev 
eral small Vermont stores. Customers returning cans were 
encouraged to sort them in the proper trays on the racks. 
Participating store managers are extremely happy with the 
system because it allows clerks to tend to regular checking 
duties and gives their stores a much less cluttered look. 
Buggy racks, when full, are rolled to the back for unloading.

O rder in th e  back room .
Your back room will bear the brunt of the deposit law. 

Back rooms can easily become overcrowded and even un­
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sanitary when thousands of empty cans and bottles are 
added.

Some retailers in other deposit states have built addi­
tional outdoor and indoor storage space. They've purchased 
old truck trailers for use as outside bottle sheds and even 
fenced in small areas behind their stores.

The costs of outdoor construction, according to the Pro­
gressive Grocer survey, run as high as $16,000. Trailers 
have been purchased for as little as $2,000. Uncovered 
corrals are even less expensive but are susceptible to theft.

You should also know that the Michigan Liquor Control 
Commission and your local government may be roadblocks 
to your expanded storage space plans. So be sure to check 
with the MLCC regarding liquor storage facilities and check 
your local zoning laws. If you need any help, contact your 
trade association.

B agging o r case sorting .
Retailers have developed, through trial and error, two 

basic sorting systems for back room use: the bag-in-the-box 
system and case sorting.

Bagging. Bagging has emerged as the preferred system 
for handling and storing cans in the back room. It is now in 
general use in Oregon and Maine. Back room sorters 
quickly become adept at pitching empty cans into plastic- 
lined cardboard boxes lettered with brand and wholesaler 
names. When full, the 4-5 mm bags are tied and removed to 
await wholesaler pickup.

The bags hold 10 cases (240 cans) and are light enough 
for anyone to handle. They can be conveniently stored be-

Even with multi-distributor sorting, boxes for cans take up relatively little 
space in your back room.

fore wholesaler pickup on shelves built along back room 
walls.

The primary problem with the bagging system is its lack 
of pinpoint accuracy. Short-counts do occur and can cause 
hard feelings between retailers and wholesalers. Short of 
counting cans as they go into the bags, the best solution

may be to have your sorters count 24 cans into case trays, 
then dump 10 trays of cans into the bags.

Case sorting. If you are a grocer or a convenience store 
operator, your return rate of empty cans could be relatively 
low. In that case, you probably will prefer case sorting over 
bagging. To improve cans’ stability in storage and handling, 
you could bind stacked trays with string or shock cords. Or. 
on pickup days, the trays could be inspected by the driver, 
then bound for easy transfer to the wholesaler’s truck.

Whatever system you use for handling returnables, CMI 
is ready to suggest ways to help you make it work. Call us if 
you need advice or assistance.

Smaller stores with a lower return volume will probably prefer case sorting 
over bagging.

Keeping yo u r s to re  clean.
After December 3rd, you'll have what looks like two con­

flicting laws to comply with: the deposit law as well as state 
and local sanitation laws.

Front-end sanitation problems should be easily solved by 
placing drip trays beneath your wheeled storage carts or 
bins. If you use rubber tubs, they can be sprayed with disin­
fectant and wiped down before returning them to the front.

The main sanitation problem you'll face is pest and rodent 
infestation in the back room. Besides encouraging custom­
ers to return clean empties, the best ways to avoid this 
problem are to:

1. Maintain strict segregation of empties from food 
products, especially produce and meat.

2. Limit employee handling of empties to your sorters.
3. Prohibit sorters from handling other food products.
4. Stow cans in plastic bags as quickly as you can.
5. Exterminate twice-monthly or as necessary.
If you can’t find an acceptable open location to store 

empties, then you may have to build an addition outside the 
store or build a sealed room within the back area. A storage 
room with floor drains is ideal because it can be washed 
down.

5



When filled, the bags are tied, removed from the boxes, and stored for the 
next pick-up.

Keeping yo u rse lf p ro tected .
Since a full bag of cans will be worth $24.00, you’ll want 

to treat empties as you would valuable merchandise. If you 
don’t you could lose a lot of money.

Outdoor storage o f returnables gets them, out o f your back room, but can 
create security problems.

To minimize security problems, you might consider doing 
the following:

1. Use same precautions and procedures in discharging 
empties to drivers that you use in receiving normal 
merchandise.

2. Take a quick count of filled bags and bottles once or 
twice a day.

3. Occasionally spot-check filled bags of cans to ensure 
that your counts are right and your sorters are not 
being over-generous to suppliers.

4. Don’t store empties outside, unless the storage area is 
theft-proof.

5. If your store borders a non-deposit state, ensure that 
non-deposit empties are weeded out.

The num ber to  ca ll is 1 -8 0 0 -6 3 8 -8 2 4 2 .
Starting September 18th, CMI will have a toll-free num­

ber that you can call to have questions answered. If you are 
uncertain about what system to use or where to find the 
necessary equipment, we can pass on our best advice and 
information. Keep our number handy: 1-800-638-8242.

In the coming weeks, CMI will be in various parts of 
Michigan conducting seminars on managing returnables 
for retailer trade groups and individual companies. If your 
company or group is interested in having CMI representa­
tives make a presentation to your people, just let us know.

Meanwhile, CMI would appreciate hearing from you if 
you are planning a different approach to handling return­
ables on December 3rd. With your continued cooperation 
and feedback we can deal with the deposit law the way it 
should be handled.

Together.
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W hat o th er re ta ile rs  h ave  to  say  ab o u t re tu rn ab les

Ed Deeb, Associated  
Food Dealers (D etro it)

“The best way to deal with 
the law is to be objective. Ana­
lyze your total retail needs, 
your suppliers'needs and prob- 
lems, and your custom ers' 
needs, and then attempt to do 
the best you can. We hope we 
can learn from Oregon. Initial­
ly, when the Oregon law went 
into effect, the vast majority of 
retailers in that state virtually 
eliminated cans only to find a 
couple of years later that it was 
a mistake. Hopefully, Michigan 
retailers will not make the same 
mistake."

Don T ay lo r, M ichigan Food D ealers Association
“The most important thing is to not let your frustration be 

known to the customer, who in many cases may have voted for 
the act. I'd really hate to see retailers have the attitude of 'Let's 
make life easier in the back room"'instead of the attitude of 'Let's 
make life easy for the customer up front.'"

Bob B lakem an, Shop Rite  
(Lansing)

“I would like to attack this 
thing in a positive way. Hope­
fully if I do things in a positive 
manner, my customers will re­
spond positively."

Chain O ffic ia l (Portland, Maine)
“It's a difficult, costly, bad proposition at best, this returnable 

bottle and can law. So I think anything you can learn from others 
who have been through it will help. Find out what they're doing, 
then take the best of what you've found, discard the worst and 
tailor your program to your own capabilities and characteristics ."

Larry  Joseph, M arket 
Square (B irm ingham )

“Every conceivable package 
that is available we will handle, 
for the simple reason that the 
chain stores will not cater to 
the consumer's needs. They 
don't have the room. In this re­
spect, I think the aggressive in­
dependent will look on this law 
as a cloud with a silver lining."

Bill Bollm an, Kroger 
(D etro it)

“1 like to think of us as real­
ists. It was a popular vote. It's 
going to happen whether we 
like it or not. If we can develop 
a very efficient system that will 
keep our costs down, we might 
really be able to offer custom­
ers a value and, in the process, 
come out ahead."

S tore  M anager (Portland , Maine)
"Keep in mind that a lot of things may happen or may come up 

that were not in your plans. Be flexible enough to handle them 
and let the customer be your number one priority because that is 
really the issue. Anybody who doesn't think that is kidding him­
self."

Ray K ottke, A&P  
(D etro it)

"The people of the state of 
Michigan have said, 'We want a 
bottle bill to eliminate litter in 
our environment.' So our chal­
lenge, as retailers, is to work 
the mechanics of this thing in 
such a way to give the customer 
a pleasant experience when she 
returns cans and bottles. This 
is our responsibility. This is 
what we've got to do."

S tore  M anager (Portland , Maine)
"The approach we took here was that at least 60 percent said 

they wanted the bottle bill, so we geared our approach to that. If 
you make things difficult for the customer, you are going to estab­
lish an image you don't want. We tried to create a system that was 
as smooth and hassle-free as possible."

Bob Dyckhaus, D&W  
M arkets  (Grand Rapids)

"The retailers who take a 
very positive attitude, make 
every effort to serve the needs 
of their customers, and main­
tain open communications with 
their suppliers will benefit from 
the legislation. The ones who 
have a negative attitude and are 
continuously coming up with all 
the reasons why the thing isn't 
going to work, quite probably 
aren't going to make it work for 
themselves."
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Gear your system to the customer

Publicize best return times

Test systems before customer does

Decide on best point of return

Compare using cash vs. credit slips

Look into special carts and racks

Think about back room space needs

Compare bagging vs. sorting

Check on bag and box availability

Plan extra sanitation measures

Minimize potential security problems

Can
Manufacturers
Institute
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Twelve Mew Supplier 

M em bers Join AFD
The Associated Food Dealers, Michigan’s largest 

food and beverage association and service organization, 
representing over 2,800 members, wishes to welcome 
aboard 12 new supplier members to the association. 
Their names, addresses and phone numbers are as 
follows:

METROPLEX BEVERAGE CORPORATION, bot­
tler and distributor of various soft drink products, 
5981 W. Warren Ave., Detroit, Mich. 48210; phone 
(313) 897-5000.

POTOK PACKING COMPANY, meat processor and 
distributor, 2415 E. McNichols, Detroit, Mich. 48212; 
phone (313) 893-4228.

THE BARTLEY COMPANY, full-line wholesale 
grocery, 240 Holland Rd., Maumee, Ohio 43537; 
phone (419) 893-9433.

BOB ARNOLD & ASSOCIATES, food broker and 
manufacturers’ representative, 950 . E. Maple Rd., 
Birmingham, Mich. 48011; phone (313) 646-0578.

KRAMER FOOD COMPANY, wholesale food 
distributor, 32021 Edward, Madison Heights, Mich. 
48071; phone (313) 585-8141.

SPIRITS MARKETING, INC., alcoholic beverage 
representative, 2211 E. Jefferson, Suite 490, Detroit, 
Mich. 48207; phone (313) 393-2220.

ENVIRONMENTAL CHEMICAL COMPANY, pro­
ducer and distributor of special chemical de-greaser 
and cleaner, 13869 Herbert, Warren, Mich. 48093; 
phone (313) 774-6540.

THE WAYNE SOAP 
COMPANY

Growing thru Givi 

Good Service

842-6000

GRILL MEAT PRODUCTS, wholesale meat distrib­
utor, 2448 Riopelle, Detroit, Mich. 48207; phone 
(313) 963-2710.

AMERICAN EXPRESS COMPANY, money order 
division, 7655 W. Mississippi Ave., Denver, Colorado 
80226; local phone (313) 823-0550.

ABE CHERRY DISTRIBUTORS, INC., beverage 
distributor, 1791 Bellevue, Detroit, Mich. 48207; 
phone (313) 923-0044.

BACHMAN FOODS, producer and distributor of 
a wide variety of snack foods, 14220 Eleven Mile Rd., 
Warren, Mich. 48089; phone (313) 774-8880.

NEEDHAM & NIELSEN SALES LTD., beverage 
and wine distributors, 36680 Howard Rd., Farmington 
Hills, Mich. 48018; phone (313) 476-8735.

These new members, and all AFD supplier and 
service members, and advertisers, deserve your sup - 
port and patronage. Please refer to the AFD Suppliers’ 
Directory on Page 23 often. In fact, clip it out of 
The Food Dealer and post near your phone.
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over 4  million 
bottles were sold 

in 1977
Mohawk Vodka, 80 proof 

Made from  100%  grain neu tra l sp irits  

MOHAWK LIQUEUR CORP.. DETROIT. MICH.
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THE KEY
TO GOOD BAKING

THE SMART BAKER 
BAKES FROM

Scratch
SHE USES

SHE

BUYS 1®
MORE  The DOUBLE ACTING

GROCERIES

Where the 
Action is

Join the AFD 

For Action and Results.

Phone

(313) 366-2400

RET AILERS W HY  FUSS?
LET THE A.F.D. PROCESS ALL YOUR COUPONS 

THRU OUR COUPON REDEMPTION CENTER

COUPONS M EAN CA SH!

Drop Them Off or Mail to:

ASSOCIATED FOOD DEALERS 
125 W. Eight Mile Rd. Detroit, Michigan 48203



The Food Dealer •  Fall, 1978 Page 19

<*«»*»)
r*e$&****«

Now brewed in America. Now affordable to everyone
Tuborg Gold...only centuries of the Danish 

brewmaster’s art could achieve its noble character.
And now that Tuborg is brewed here, it’s affordable to anyone 

who loves the true taste of light, golden Danish beer.

Tuborg Gold...by appointment to the Royal Danish Court.
Carling National Breweries, Inc.. Balto.. Md
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DETROIT RENDERING 
COMPANY

SINCE 1850

SUPERIOR SERVICE -  TOP MARKET VALUES

1923 Frederick •  Detroit

5 7 1 - 2 5 0 0  

"First We Render. Service"

afd member

TRIBUTE TO PHIL LAURI, left, co-owner of Lauri Bros. Market, 
and a past-president of Associated Food Dealers, as well as a current 
director, was given by Rep. Frank Wierzbicki, right, from the House of 
Representatives. Some 100 persons were on hand for the testimonial 
“roast” of Mr. Lauri, including special presentations from various 
groups.

Are You On the Team ? 
If Not, Why Not?

| MEMBERSHIP APPLICATION

Name of Firm

An Invitation to Join A. F. D.
Through membership in the Associated Food 
Dealers, you can enjoy wide benefits designed to 
represent our industry in your community. In 
addition, such services as Blue Cross and all 
types of general insurance, coupon redemption 
program, weekly newsletter, and a wide variety 
of other services are available. Call and let us 
tell you about them. Or, clip out the application 
and mail to:

ASSOCIATED FOOD DEALERS 
125 W. Eight Mile Rd.

Detroit, Michigan 48203

I Address

 City
| (State) (ZIP)

 Owner’s Name
 Check One: Retailer Q  Supplier Q

Do you wish Blue Cross Coverage?

1 Yes  No 



You can buy a lot
of groceries 
with half 
a million 
dollars

Half a million dollars.
Mutual of Omaha has paid that 
much in benefits to the 
Associated Food Dealers in 
the past 15 years.

Half a million dollars to your 
fellow members in Disability 
Incomeprotection  benefits 
Regular monthly benefits they 
used as they saw fit when a 
covered sickness or accident 
kept them from working. 
That’s the beauty of Mutual of 
Omaha’s Disability Income 
Protection, you use the money 
the way you want to: rent, 
clothing, school tuition . . .  
and of course, groceries.

Half a million dollars.
That’s just one of the reasons 
why the Associated Food 
Dealers officially endorses this

program for its members and 
their employees.

And united of Omaha, 
the life insurance affiliate of 
Mutual of Omaha, also offers 
Life insurance Protection to  
Associated Food Dealers 
members. An extra cushion 
between their families and 
financial worry.

Disability IncomeProtection 
for members and their em­
ployees, and Life Insurance 
for members. Three excellent 
reasons to contact the nearest 
Mutual of Omaha office. Call 
today or fill out the coupon 
and return it for more inform­
ation about any of these fine 
plans. These Mutual of Omaha 
representatives will provide 
personal, courteous service in 
helping to select the plan 
th a t’s right for your needs.

Robert Arnholt
warren, Michigan .  313 574-1600 

Bill O.Brink
Southfield, Michigan .  313 569-2200 

Harold Hahn
East Detroit, Michigan •  313 774-3060 

Bob Hassett
Mount Pleasant, Michigan • 517 772-2981

Gerald Lamberson
Lansing, Michigan •  517 323-4775

Ken Peters
Flint, Michigan. 313 238-0417 

Len Raskin
Marquette, Michigan • 906 228-6222 

R. F. ROlOff
Grand Rapids, Michigan •  616 942-9770 

James w. Speers
Ann Arbor, Michigan • 313 769-4160 

Harold Wise
Saginaw, Michigan • 517 799-3254 

Tony xouris
Kalamazoo, Michigan. 616 323-0200

Associated Food Dealers
125 west Eight Mile Road • Detroit, Michigan 48203

YES! I am interested in more information about:
□  Disability income Protection for me
□  Disability income Protection for my employees
□  Life insurance

Name________________________________________

Address______________________________________

City _____________________________  Sta te _____________ZIP________

L____________________________________



Retailers of America, 
you’ve just set a new world record!

(And we thank you for it!)
If you’re an American beer retailer, 

we owe you a lot.
Over the years, your customers 

have made our family of fine beers the 
largest selling in the history of the 
world; your customers have clearly 
indicated that they do care about 
quality.

During 1978, your customers will 
enjoy Budweiser, Michelob and

Michelob Light, Busch, Natural, and 
Classic Dark... to the tune of more than 
40 million barrels! That adds up to 
551,080,000 equivalent cases!

B ut.. .we know that without you 
we could not have achieved this record. 
Your support has made us Number 
One. And we thank you for i t !

ANHEUSER-BUSCH, INC.
ST. LOUIS

Brewers of Budweiser®, Michelob®, ®  -Light, Busch®-, Natural and Classic Dark-: Beers.
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Support These AFD Supplier Members

BAKERIES
A rchw ay C o o k ie s .............................................  5 32-2427
A w rey Bakeries .............................................  522-1100
Farm  C rest B a k e r ie s ......................................  554-1490
G rennan C ook Book C a k e s ........................  896-3400
G rocers Baking Co. (O ven -F resh )..............  5 37-2747
In d ependen t Biscuit C o m p a n y .................. 584-1110
K oepplinger’s Bakery, Inc .............................  967-2020
Fred Sanders C o m p a n y ...............................  868-5700
Schafer B a k e r ie s .............................................  386-1610
T aystee Bread ................................................  986-3400
Vita-W heat Baked P d ts...................................  543-0888
W onder Bread .............................................  963-2 330

BEVERAGES
A ction  D istributing  C o m p a n y .....................  591-3232
A nheuser-B usch, Inc .........................................  642-5888
A rrow  L iquor C o m p a n y ............................... 271-3100
Canada Dry C o r p o r a t io n ...............................  937-3500
Carling Brewing C o m p a n y ............................  941-0810
Cask W ines .......................................................  849-0220
A be C herry  .......................................................  92 3-0044
Coca-Cola B ottling  C o m p a n y ..................... 897-5000
J. Lewis C ooper C o ............................................ 835-6400
Fay go B everages................................................  925-1600
G reater M acom b Beer & Wine D ist.............. 468-0950
H eath  Wine & S p i r i t s ......................................  382-2 334
H om e Ju ice C o m p a n y ................................... 925-9070
H ubert D is tribu to rs, Inc ..................................  85 8-2 340
In te rnational Wine & L iquor C om pany . . 843-3700
Kozak D istribu to rs, Inc.................................... 92 5-3220
D on Lee D is tribu to rs, Inc ...............................  584-7100
L & L Wine C o m p a n y ......................................  491-2828
M etroplex  Beverage C o rp ................................ 897-5000
Miller Brewing C o m p a n y ...............................  465-2866
M ohaw k L iqueur C o rp .....................................  962-4545
N ational Brewing C om pany  (A ltes) . . . .  881-7924
N ational D istillers P r o d u c t s ........................  366-2033
N eedham  & N ielsen Sales ............................ 476-87 35
O ’D onnell Im porting  C o m p a n y .................. 386-7600
Pabst Brewing C o m p a n y ...............................  525-7752
Pepsi-Cola B ottling  C o m p a n y ..................... 362-91 10
Jos. S ch litz  Brewing C o ................................  522-1568
Seagram  D istillers C o ........................................  345-5 330
Seven-U p B ottling  C om pany  ..................... 937-3500
S pirits M arketing , Inc........................................ 393-2220
S quirtP ak  Sun-Glo Pop ................. (616 ) 396-2 371
St. Ju lian  Wine C o m p a n y ...............................  961-5900
S troh  Brew ery C o m p a n y ...............................  25 9-4800
H. J. V an H ollenbeck D istribu to rs . . . 469-0441
V ern o r’s RC C o l a ............................................. 833-8500
V iviano Wine I m p o r t e r s ...............................  883-1600
H iram  W alker, Inc ..............................................  851-4800
W ayne D istribu tion  C o ..................................... 427-4400
Vic V ertz  D istribu ting  C o m p a n y .............. 293-8282
CATERING HALLS
R oyalty  H ouse o f  W a r r e n ............................ 264-8400
BROKERS, REPRESENTATIVES
A cm e Food  B ro k e ra g e ...............................  968-0300
A llstate Saies-M arketing, I n c . ..................... 5 35-2070
Bob A rnold  & A ss o c ia te s ........................  646-0578
R. F. B row n Sea Food  C om pany (517 ) 487-5428
B-W Sales .........................................
C o n tin en ta l Food  Brokerage . . .
Em bassy D is tr ib u t in g .....................
M id-A m erica F ood B rokers. . . .
W. H. Edgar & S on, Inc ...................
Earl English A ssociates ..............
H alling-Keil C o m p a n y .................
Key Sales & M a rk e t in g .................
H arold M. L incoln  C o ......................
Paul Inm an  A ssociates, Inc. . . . 
In te rs ta te  M arketing C orpo ra tion
Paul K aye A s s o c ia te s .....................
H arry E. M ayers A ssociates . .
M cM ahon & M c D o n a ld ..............
M arks & G oergens, Inc ...................
M erit Sales C o r p o r a t io n ..............
N ationw ide F ood B rokers . . .
N o rth land  M arketing .................
P eterson  & V aughan, Inc..............
The Pfeister C om pany ..............
Sahakian & S a l m ............................
Sosin Sales C om pany  .................
S tark  & C o m p a n y ............................
S tiles-DeCrick C om pany . . . .
Sullivan Sales, Inc ............................
Jam es K. T am akian  C om pany  .
U nited Brokerage C o . .................
M ort W eisman A ssociates . . . .

. . . . 546-4200

.............. 255-5880

..............  352-4243

..............  964-0008

..............  964-0008

..............  546-5100

..............  357-2200

..............  885-4900

..............  477-0900

..............  62 6-8 300
. . . .  341-5905

..............  55 3-2230
. . . .  352-8228 
. . . .  477-7182 
. . . .  354-1600 
. . . .  569-3634 
. . . .  569-7030 
. . . .  353-0222 
. . . .  478-6800 
. . . .  355-3400 
. . . .  962-3533  
. . . .  557-7220 
. . . .  358-3800 
. . . .  885-4900 
. . . .  531-4484 

352-3500 
(616) 247-8334  

557-1350

DAIRY PRODUCTS
The Borden C o m p a n y ................................... 583-9191
T om  Davis & Sons Dairy ............................ 894-0022
D etro it C ity  D airy, Inc. ............................ 868-5511
D etro it Pure Milk (Farm  M a id ) .................  837-6000
G rocer’s Dairy C o m p a n y ..............(6 1 6 ) 243-0173
Land O ’Lakes Cream eries . . . . (2 1 6 ) 82 6-3800 
M cD onald Dairy C om pany  . . . . (3 1 3 ) 232-9193 
M elody Farm s D a i r y ......................................  525-4000

Ny-Best D i s t r ib u t o r s ....................... (6 1 6 ) 694-6354
S heffer’s Lucious C h e e s e ................ (6 1 6 ) 673-2639
S tandard  D airy C o m p a n y ...............................  476-7369
S tro h ’s Ice C r e a m .............................................  961-5840
W esley’s Q uaker M aid, Inc ..............................  883-6550
Ira Wilson & Son D a ir y ................................... 895-6000
COUPON REDEMPTION CENTER
A ssociated F ood D e a le r s ................ (3 1 3 ) 366-2400
DELICATESSEN
D etro it C ity  D airy, I n c . ................................... 868-5511
H om e S ty le F oods C o m p a n y ........................  874-3250
D udek Deli F oods ( Q u a k e r ) ......................... 891-5226
Specialty  F oods C o m p a n y ............................  893-5594
EGGS AND POULTRY
Eastern P oultry  C om pany ...............................  875-4040
Linw ood Egg C o m p a n y ................................... 524-9550
O rleans P ou ltry  C o m p a n y ............................  931-7060
FISH AND SEAFOOD
H am ilton  Fish C o m p a n y ................................ 963-7855
U nited  Fish D is t r ib u to r s ...............................  962-6355
FRESH PRODUCE
C usum ano Bros. Produce C om pany . . . .  921-7100
Faro V itale & S o n .............................................  393-2200
ICE PRODUCTS
M idw est Ice C o rp ................................................ 868-8800
INSECT CONTROL
N u-M ethod Pest C on tro l S e r v i c e ..............  898-1543
Rose E x term inating  C o m p a n y .................. 834-9300
V ogel-R itt C on tro l ......................................  834-6900

INVENTORY, TAXES, BOOKKEEPING
A bacus Inven to ry  S p e c ia l i s t ........................  362-3110
A pproved Inven to ry  Specialists Co. . . . 571-7155
G ohs Inven to ry  S e r v i c e ...............................  35 3-5033
J & S Inven to ry  S e r v i c e ...............................  935-2100
G eorge R. S ham ie, C P A ...............................  474-2000
W ashington Inven to ry  Service .................. 557-1272

INSURANCE, PENSION PLANS
•Ward S. C am pbell, Inc ....................... (616 ) 531-9160
M ichigan HMO Plans ..................................... 961-1610
M id-A m erica A s s o c ia te s ...............................  585-7900
M utual o f  O m aha .......................................... 569-2200

MANUFACTURERS
Del M onte F o o d s ............................................ 968-1111
G eneral F oods C o r p o r a t io n ......................... 427-5500
G eneral Mills, Inc ...............................................  354-6140
G reen G ian t C o m p a n y .....................(313 ) 879-0931
K raft F oods ................................................  964-5 300
M ario’s F ood P roducts ...............................  868-1841
M orton  Salt C om pany ...............................  843-6173
Prince M acaroni o f  M ichigan .....................  372-9100
Procter & G am ble C om pany .....................  336-2800
R alston Purina C om pany ............................ 477-5805
Red Pelican F ood Products, Inc ................... 921-2500
Shedd-B artush  F oods, Inc ..............................  868-5810
Velvet F ood P r o d u c t s ................................... 937-0600

MEAT PRODUCERS, PACKERS
Ed Barnes Provisions ................................... 963-7337
Bogie Farm  P roducts ................................... 571-6331
C aniff Sales C o rp o ra t io n ...............................  365-5445
D art M eats ................................................  831-7575
D etro it Veal & L am b, Inc ...............................  962-8444
Feldm an B ro thers .........................................  963-2291
Flin t Sausage W orks (Salays) . . . (1 ) 239-3179
F rederick  Packing C o m p a n y ........................  832-6080
G lendale F o o d s ................................................  962-5973
Grill M eat P r o d u c t s ......................................  963-2710
G uzzardo W holesale M eats, In c ..................... 833-3555
H artig M e a t s .......................................................  832-2080
H errud & C o m p a n y ........................ (6 1 6 ) 456-7235
H ygrade F ood P r o d u c t s ...............................  464-2400
Kowalski Sausage C om pany , In c ..................  873-8200
L —K—L Packing C om pany  ........................  833-1590
Peschke Sausage C o m p a n y ............................  368-3310
Peter E ckrich  & S on, Inc .................................  937-2266
Popp’s Packing C o m p a n y ...............................  365- 8020
P otok  Packing C o m p a n y ...............................  893-4228
Prim eat Packing C o m p a n y ........................  237-0087
Regal Packing C o m p a n y ...............................  875-6777
R uoff, Eugene C o m p a n y ...............................  963-2430
Van D yke S teak C o m p a n y ............................ 875-0766
Weeks & Sons (R ic h m o n d ) ............................ 727-3535
W inter Sausage M anufacturers .................. 777-9080
W olverine Packing C om pany .....................  965-0153
MEDIA
The Daily T ribune, R oyal O ak .................  541-3000
D etro it A rea N ew spaper N etw ork  . . . .  356-3480
D etro it F ood & B everage...............................  358-2 580
D etro it Free P re s s .............................................  222-6400
The D etro it N e w s .............................................  222-2000
Food Dealer M a g a z in e ................................... 366-2400
K alam azoo G a z e t t e ........................ (6 1 6 ) 345-3511
Landon A s s o c i a te s .......................................... 356-3480
The M acom b D a i l y .......................................... 296-0810
T he O akland Press .......................................... 332-8181

O bserver & E ccen tric  N ew spapers . . . .2 6 1 -8 6 0 0
Port H uron  Tim es H erald ................. (1 ) 985-7171
WDIV-TV ...........................................................  222-0444
W JBK -TV ............................................................... 557-9000
WWJ AM-FM ....................................................  222 -2636

NON-FOOD DISTRIBUTORS
A m oco O il C om pany  ( S t a n d a r d ) ..............  275-5500
A rkin D istribu ting  C o m p a n y ........................  349-9300
C on tin en ta l Paper & Supply  C om pany  . . 894-6300
E nvironm ental C h e m ic a l s ............................ 774-6540
H ousehold P roducts, Inc .................................  682-1400
Item s G alore ....................................................  544-2014
The K rolic C o rp o ra tio n  ...............................  883-3340
L uding ton  N ew s C om pany  ........................  925-7600
N ationw ide F ood B r o k e r s ............................ 569-7030
Socie ty  Pet P r o d u c t s ....................................... 791-8844

OFFICE SUPPLIES EQUIPMENT
C ity  O ffice Supplies, Inc .................................. 885-5402

POTATO CHIPS AND NUTS
Bachm an F o o d s ................................................  774-8880
B etter Made P o ta to  C h i p s ............................  925-4774
D uchene (N ew  Era C h i p s ) ............................ 921-0800
F rito -L ay , Inc ....................................................... 271-3000
K ar-Nut Pro d u c ts  C o m p a n y ........................ 541-7870
S uperior P o ta to  C h i p s ................................... 834-0800

PROMOTION
A ction  Advg. D ist. & Mailing C om pany  . 964-4600
Bowlus D isplay C om pany  ( s ig n s ) ..............  278-6288
S tep h e n ’s Nu-Ad A dvertising & Prom . . . 521-3792 
Sperry  & H u tch inson  C om pany . - (6 1 6 ) 5 34-0322 
S tan ley ’s Adv. & D istributing  C om pany  . 961-7177 
Steve A dvertising C o m p a n y ......................... 965-5865

REAL ESTATE
Grosse P o in te  Real E sta te  ........................  882-0087

RENDERERS
Darling & C om pany ......................................  928-7400
D etro it Rendering C o m p a n y ........................  571-2500
W ayne S oap C o m p a n y ................................... 842-6002

SERVICES
A m erican Express C om pany .....................  823-0550
A tlan tic  Saw Service C o ...............................  965-1295
Com p-U  C h e c k ................................................. 569-1448
C onsum ers M oney O rder C o r p . ..................  388-8969
D etro it W arehouse C o m p a n y ..................... 491-1500
G ulliver’s Travel A g e n c y ...............................  963-3261
Keene P ittsburgh-E rie Saw  ........................  835-0913
P hoto-Scan M idw est, Inc................................  852-5772
U nited  Energy Mgt. S y s t e m s ..................... 35 3-9474

SPICES AND EXTRACTS
F rank  Foods, Inc. .......................................... 833-8500
Rafal Spice C om pany ................................... 962-6473

STORE SUPPLIES AND EQUIPMENT
A lm or C orp o ra tio n  ......................................  399-3320
Belm ont Paper & Bag C o ................................  491-65 50
C ustom  M etal E n c lo s u r e s ............................ 545-0900
H ussm ann R efrigeration , In c ......................... 398-32 32
G lobe Slicing C om pany (B iro) .................. 545-1855
G reat Lakes Cash Register, Inc .....................  383-3523
H obart C o rpo ra tion  ......................................  542-5938
Julian  E qu ipm en t C o m p a n y ........................  535-3535
Lepire Paper & Tw ine C o m p a n y ..................  92 1-2834
L iberty  Paper & Bag C o m p a n y .................. 921-3400
M idwest R efrigeration  C o m p a n y ..............  566-6341
M ulti R efrigeration  I n c . ...............................  399-3100
Pappas C u tlery  & G rinding ........................  965-3872
Square D E nv ironm ental C on trac ting  • -9 2 1 -2 3 4 5

TOBACCO DISTRIBUTORS
F on tana  B rothers, Inc. ...............................  897-4000

WAREHOUSES
D etro it W arehouse C o m p a n y .....................  491-1500

WHOLESALERS, FOOD DISTRIBUTORS
A rrow  Salvage C o m p a n y ...............................  894-7401
Bartley C o m p a n y .............................. (4 1 9 ) 893-9433
C entral G rocery  C o m p a n y .......................(1 )2 3 5 -0 6 0 5
C on tin en ta l Paper & Supply C om pany  . . 894-6300
G rosse Poin te Q uality  F o o d s ........................  871-4000
Hesano & S o n s ....................................................  864-6622
K ram er F ood C om pany ...............................  585-8141
K aplan’s W holesale Food  S e r v ic e ..............  961-6561
L om bardi F ine F o o d s ......................................  548-4222
M & B D istribu ting  C o ................................. (1 )7 6 7 -5 4 6 0
M erchants Tobacco , C andy , G rocery  Co. 272-5800
Nor Les Sales, Inc ............................................... 674-4101
Raskin Food C o m p a n y ................................... 759-3113
The Relish S h o p ................................................  925-5979
S cot Lad F oods, Inc ........................... (4 1 9 ) 228-3141
S partan  S to res, Inc ..............................(6 1 6 ) 878-2000
Super F ood Services, In c .................. (5 1 7 ) 82 3-8421
U nited W holesale G rocery  Co. . . (6 1 6 ) 534-5438
A bner A. W olf, Inc .............................  525-7000
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964-4600 
 FOR YOUR BUSINESS

THE RING 
OF THE 
CASH 

REGISTER

WILL BE LIKE MUSIC  
TO YOUR EARS

GIVE US A CHANCE 
TO PROVE IT. CALL 
964-4600 FOR ACTION

MAIL CARRIER
CARRIERS

ACTION

YOUR BUSINESS 
COULD GET 
BETTER WANTED

s ales  r e p r e s e n t a t iv e

TRY U S ...........YOU'LL LIKE US

ACTION ADVERTISING COMPANY
CALL (313) 964-4600 COMPUTERIZED MAILING


	The Food Dealer
	AFD’s Annual Awards Banquet
	Off The Deeb End
	The President's Corner
	CMI Newsletter
	Twelve Mew Supplier Members Join AFD
	Support These AFD Supplier Members


