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T h e  Fo o d  D ealer  ( U S PS 0 8 2 - 9 7 0 )  is p u b l i s h e d  q u a r t e r l y  b y t h e  Assoc i
a te d  F o o d  D ealer  a t 125 W. 8 Mile R o ad ,  D e t ro i t ,  M ich igan  4 8 2 0 3 .  
S u b s c r ip t io n  p r ic e  f o r  o n e  yea r :  $3  fo r  m e m b e rs ,  $5  f o r  n o n -m e m b e rs .  
S e c o n d  Class  pos tage  pa id  at D e t ro i t ,  M ichigan.  Send  F o r m  3 5 7 9 to  
1 2 5 W. 8 Mile R o ad ,  D e t ro i t ,  M ich igan  4 8 2 0 3 .

GOLDEN MILER-Jim Sleeva (left), com m unity relations representative for Michigan 7-Eleven 
Food Stores, was this year’s convenience store chairman for the Renaissance Golden Mile, 
a mini-superwalk “for businessmen and businesswom en w ho have the heart but not the legs to  
walk 20  m iles in the annual March o f  D im es Superwalk.”  With Sleeva are the event’s chairmen 
Beverly Beltaire, president o f  P/R  Associates, Inc., and Frank Hennessey, managing partner o f  
Coopers & Lybrand, certified public accountants.
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Eight New Supplier Members Join AFD
The Associated Food Dealers, Michigan’s largest 

food and beverage Association and service organiza
tion, representing over 2,800 members is pleased to 
welcome aboard eight new supplier members to  the 
association. Their names, addresses and phone num 
bers are as follows:

B & B BEER DISTRIBUTOR CO., wholesale beer 
distributor, 201 Matilda, NE, Grand Rapids, Mich. 
4 9 5 0 3 ; phone (616) 458-1177.

BELLINO’S QUALITY BEVERAGES, wholesale 
beer and wine distributors, 632 Harrison, Trenton, 
Mich. 48183; phone (313) 675-9566.

A. W. CURTIS LABORATORIES, producers and 
marketers of hair care products, 46 Selden, D etroit, 
Mich. 48201; phone (313) 833-6979.

D. B. D., INC., wholesale beer distributors, 6031 
Joy Road, Detroit, Mich. 48204; phone (313) 
834-7170.

DIRECTORS AND MEMBERS of the Associated 
Food Dealers took tim e from the festivities at the 
AFD’S highly successful 63rd Annual Trade Dinner 
to pose for the photographer. Pictured above, from 
left, front row: Thomas Regina o f Pepsi-Cola Com
pany; AFD president Jerry Yono; and AFD past- 
president Louis Vescio; second row: Liquor Commis

METES & POWERS, INC., wholesale beer distribu
tors, 2000 Pontiac Drive, Pontiac, Mich. 48053; 
phone (313)682-2010.

RAINBOW ETHNIC & SPECIALTY FOOD DIST., 
distributors of various specialty and ethnic food pro
ducts, 20216 Stratford, D etroit, Mich. 48221; phone 
(313)345-3858.

WING LEE LUNG, INC., wholesale distributor of 
various ethnic and oriental food products, 428 Peter- 
boro Street, D etroit, Mich. 48201; phone (313) 
831-7642.

SALES CONTROL SYSTEMS, INC., area repre
sentative for Sweda cash registers and other products, 
24355 W. Ten Mile Rd„ Southfield, Mich. 48034; 
phone (313)356-0700.

These new members, and all AFD supplier and 
service members, and advertisers, deserve your sup
port and patronage. Please refer to the AFD Sup
pliers’ Directory on Page 23 often. In fact, clip it out 
of The Food Dealer and post near your phone.

sioner Thomas Van Tiem; AFD past-presidents Phil 
Lauri and Phil Saverino; third row: vice-president 
Tony Munaco; treasurer Larry Joseph; vice-president 
Jamal Shallal; and Maury Young of Chatham Super 
Markets; top row: AFD director George Byrd; direc
to r Cleo Ashburn; and executive director Ed Deeb.

AFD’S Recent 63rd Annual Trade Dinner



The right paper to reach the right people 
in America’s fifth largest food market.

Detroiters cart home over $3 billion worth of groceries a year. Check out the SMSA in 
the (S&MM) Survey of Buying Power, 1978, on that. And the Scarborough Report,
1978, shows the morning Free Press continues to lead in delivering more of the right 

people in Detroit’s super market.
For instance, Free Press readers comprise over half the adults reached by the two daily 

newspapers in households that spent $ 100-plus in the past week in food stores. No 
wonder the four leading chains put half their daily two-paper ad linage in the Free Press

in 1978.
A college-educated, white collar professional, earning $ 15,000-plus, 25-44 —  the big 

spenders. Year after year, that’s the Free Press reader.

Detroit Free P ress
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OFF THE DEEB END

EDWARD DEEB On Food Stamps
Not many people may be aware o f it, but the Federal Food Stamp Pro

gram which today is a multi-million dollar operation assisting the needy and 
elderly of this nation, was test-m arketed in the D etroit area in 1961, and 
greatly assisted in the effort by Associated Food Dealers and its members.

Purpose o f the program at the time was the utilize the vast surplus of 
foods our farmers were producing and offer it to those who needed it. It 
was also intended to have the stamps and/or funds spent for food instead of 
tobacco, liquor or non-food items, which provided extra income for food 
stores.

Like m ost government programs that are abused or mis-used, there are cer
tain fines imposed for those who do not abide by the rules. For retailers, this 
could mean revoking their licensed and expelling them from participating in 
the program.

Somewhere along the line, those who wrote the law or the rules involving 
penalties, place the entire burden of responsibility on retailers, bu t none on 
consumers who use the food stamps. In most cases, one who violates a law or 
rule is first warned, then fined, and then more serious penalties are invoked 
after repeated violations. Not so with the U. S. Dept', o f Agriculture and the 
food stamp program.

Not only are there no fines for consumers or users of stamps, but if a re
tailer is accused of a violation, the m erchant is not perm itted to face or 
know his accuser, which is thought to  be in violation of the Freedom of In
formation Act.

To add insult to injury, in 1977 the original act was amended and for the 
first time specifically spells out penalties and fines. To date, this am end
ment has not been formally implemented.

Further, the am endm ent “ prefers” a fine to  disqualification, but instead 
of the fine being tied to  the seriousness o f a violation, it is five percent o f the 
redem ption per m onth times the num ber o f violations.

It has been learned that in many cases USDA inspectors or agents are 
often used to lure nearby consumers to enter a store in an attem pt to “ bait” 
retailers to sell non-food items which are illegal. Utilizing this form of 
trickery is certainly not the original intention o f the food stamp program in 
the first place, and is not only unfair to merchants, but possibly unlawful as 
well.

The time has come for USDA to revamp the program at least so far as 
placing the burden o f responsibilty is concerned, and imposing fines. It is 
our feeling that consumers or users should be held equally liable as m er
chants.

Anytime you suspend a license from a retailer for a first-time simple, 
unintentional offense, the entire comm unity loses out. There already are far 
too few stores in the central areas of our big cities, and pulling food stamp 
licenses unfairly penalizes not only the store operator, but the comm unity 
as well.



There’s 
more than one way to 

Stroh-A-Pdrty.

For the real beer lover.

T h e  S troh-A -Party  season is here 
and  it’s shaping up as th e  best one 
ever.

T he  reason is simple: m ore and 
m ore people are picking up m ore 
and  m ore S troh’s . And not ju s t in six- 
packs. B u t in S tay Cold 12-packs, 
and  24-can S troh  cases, as well.

O ur big advertising and  prom o
tional cam paign will keep  th e  p arty  
going. A nd so will th e  great taste  of 
S troh’s.

B ut you have to do your part.
Ju s t keep  p len ty  of S troh’s on 

hand, in all th e  popular packs. And 
if you run  low, call your Stroh dis
tribu to r fast.

R em em ber, every  tim e your cus
t o m e r s  S t r o h - A - P a r t y ,  
som eone has to clean up.

I t
m ig h t as 
w e l l  b e

THE STROH BREWERY COMPANY, DETROIT, MICHIGAN © 1978
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THE PRESIDENT'S CORNER

Michigan's 'Bottle B ill' is NOT Working!
By JERRY YONO 

AFD President
One of the most frustrating and costly laws ever to 

be imposed upon the food and beverage industry is 
the S tate’s Returnable Beverage Container law.

Documented studies show 
where it is costing our total in
dustry well over $200 million 
per year just to handle empty 
cans and bottles. This comes to 
over $1 per case for handling 
expenses alone. And this ex
orbitant expense is not only re
flected in the cost o f beverages, 
but deals with only 14 percent 
of the litter problem, or only 
five percent of all solid waste!

And you know, I have yet to m eet someone who 
confesses that he or she actually voted for the law.

If the Michigan “ bottle bill” is so good and work
ing well as the Governor and conservationists would

have you believe, why then are people still flocking 
to  Ohio, Indiana and Wisconsins to  purchase their 
beer and soft drinks? The answer is simple . . . they 
could save an average o f $2.50 per case in the price 
and not have to  deal with the inconvenience o f re
turning them to the store, nor do they have to pay 
the dime deposits.

Our industry has been quite disappointed with 
the role Gov. William Milliken has been playing on 
this exploisve issue. He and his ideas are criss-crossing 
the country telling Americans how well the Michigan 
Law is working. This is not so, and he knows he is 
misleading the general public.

You would at least assume the Governor would 
have enough common sense to admit there are some 
problems within the industry. Or summon members 
o f our Board to his office to explain the insurr- 
m ountable problems and nightmares we are having.

And because consumers are bombarding his office 
with complaints o f rising beverage prices, instead of 
having the State share part o f the blame, he imme
diately begins pressuring our industry to lower prices 
by wanting to change laws.

I t ’s a cheap shot all the way and he knows it. I t’s 
like us being down on our backs trying to survive the 
costly impact of this law, and instead o f showing un
derstanding, he’s kicking us while we are down.

Apparently there is no love or compassion for our 
industry by the Governor. We well remember his veto 
last year of the legislative bill which would have in
creased our mark-ups which have been extremely low 
and badly needed.

Then he tells his aide. Bill Long, who appeared be
fore our Board to  pass the message that if we pro
vide the docum entation for an increase, and submit 
the same law, he would favor it during 1979. Which 
has been done. And now, despite a very elaborate po
sition paper documenting reasons why we needed the 
mark-up, word comes around he is thinking o f ve- 
toeing the new bill. This sure tells us something.

At any rate back to the “ bottle bill.” Many o f our 
2,800 members have questioned us as to whether this 
law will be challenged. The answer is an emphatic 
YES!

The m om ent all o f the arrangements are made, you 
will be contacted to support our effort to substitute a 
far better and far less costly measure for the current 
one. I t ’s going to take a lot o f work and a lot o f m o
ney, particularly from the small businesses who have 
been badly hurt. Don’t let us down.

YOU'LL 
APPRECIATE 

THE TRAINING 
WE GIVE OUR 

INVENTORY PEOPLE!
At Washington Inventory Service, we train our personnel 
thoroughly so our customers are assured of an accurate 
and precise inventory. You know your profitability is deter
mined by how accurate you keep your stock monitored. Let 
Washington Inventory Service's experienced, highly trained 
personnel take count of your stock on hand, and you’ll ap- 
preciate the accuracy of your financial statements when 
they’re finished. We've been in the inventory business for 25 
years and we have over 50 offices serving large chain and 
independent stores throughout the United States. Call our 
local office to arrange for a quote. No obligation.

W i s  WASHINGTON INVENTORY 
SERVICE
DETROIT

17336 W. Twelve Mile Rd., Southfield 

PHONE (313) 557-1272
General Offices: 7150 El Cajon Blvd., 
Phone: (714) 461-8111

San Diego, Calif. 92115

YONO



Budweiser.

Budweiser
Budweiser

Budweiser

. . . and for helping make 
it the largest-selling beer 
in the world.

ANHEUSER-BUSCH, INC. • ST. LOUIS
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MICHIGAN 
VODKA 
DRINKERS 
are 
really 
asking 
for it!

MOHAWK
VODKA

sold over 4 , 8 0 0 ,0 0 0  
bottles last year

Mohawk Vodka 8 0 -100  Proof 
Made from 1 0 0 %  grain neutral spirits 

MOHAW K LIQUEUR CORP., DETROIT, MICH.

New Product 
Reduces Returnable 
Can Problems
The “G oat” can crusher, pictured 
here, individually fold-flattens, 
counts, and punches a “ cancella
tion” mark in standard size bevera
ge cans at the rate o f 1,800 an 
hour — th a t’s 75 cases o f cans! De
signed for use by retailers, to re
lieve their can storage problems, 
a can is crushed so that the ends 
are legible, the brand identifiable, 
and m arked to  show that the can 
has been redeemed. To demonstrate 
that the “ G oat” reduces volume 
6 to 1 — th a t’s a six-pack in the 
gentleman’s hand!

The “G oat” is m anufactured by 
Acey Sales & Development Compa
ny, Dearborn, Michigan.

OUR MAGAZINE WINS AWARD
Edward G. Lynch, left, state director for the U. S. Savings Bonds Divi
sion for the D epartm ent o f the Treasury, is shown presenting an 
“ Award for Patriotic Service” for the support AFD and The Food 
Dealer magazine have given over the years. Accepting the plaque is AFD 
executive director Ed Deeb, who also edits the magazine.



When people 
know your name.

According to a recent study o f well know n national trademarks 
by Public Relations Journal, Elsie was the most widely recognized. Over 
93% o f  the people questioned identified Elsie w ith Borden.

For forty years, people have associated Elsie w ith Borden 
quality. She represents the flavor, freshness and value w e ’ve built our 
name on. And w e ’re proud o f  the fact that she’s so well-known.

If it ’s Borden, it’s got to be good.



For doctor, lawyer, merchant, chief, 
whatever your business, Touch-a-matic 
is the phone that memorizes your most 
important numbers for instant contact.

NOW, WITH TOUCH-A-MATIC 
PHONES, ONE TOUCH PUTS YOU 
IN TOUCH, AUTOMATICALLY.



PROBLEM:
You’re a busy person, m aking 

perhaps dozens o f phone calls daily. 
M any o f them  are probably directed to 
the same group o f custom ers. A cer
tain num ber are probably long dis
tance. And all that calling can take up 
your valuable tim e— especially if the 
num ber is busy and you have to dial 
again (up to 11 digits!) with no guaran
tee that it w on’t be busy again. The 
result, for any busy person, can be 
aggravation and wasted time —  plus 
loss o f efficiency.

Now dial one 
number instead 
of eleven.

SOLUTION:
The M ichigan Bell Team has a 

solution for businesses that need to 
stream line their calling. I t’s called 
Touch-a-matic® telephone, an a u to 
m atic dialer that rem em bers.

The T ouch-a-m atic  d ia le r re 
m em bers up to 31 num bers —  local, 
long distance, or any com bination. 
W ith the press o f a single button, it 
dials them  for you, automatically.

The nam es and num bers o f 31 
people, services or offices you call 
m ost often can be displayed on the 
face o f the dialer, with no searching or 
guessw ork for you. The num bers the 
dialer rem em bers can be entered or 
changed just as quickly.

The Touch-a-matic telephone is a 
terrific tim e-saver. The dialer rem em 
bers the last num ber you dialed m anu- 
ally. If that num ber was busy, or if you 
wish to dial it again for any reason, 
sim ply press the LA ST NUM BER 
D IA LED  button and your call goes 
through.

T he T ouch-a-m atic  te lephone 
. . .  a way to add new dim ensions of 
efficiency to your business calling. 
Your M ichigan Bell Team, as part of 
the nationwide Bell System , will be 
happy to dem onstrate the Touch-a- 
matic dialer for you.

For more information on how 
the Touch-a-matic telephone might 
help your business, call toll-free 
1-800-482-3820.

Whatever your business... 
The system is the solution. Michigan Bell
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Factors For Selecting A Retail Site
A retail consultant was asked, “What are the three 

factors most likely to ensure retailing success?”  His 
reply was, “ (1) Location, (2) location, and (3) 
location.”

In o ther words, the impact o f site selection on the 
success of a retail operation can’t be over-stressed! 
This aid is aimed at just one aspect of how to deter
mine the proper site, namely, research into the traffic 
in that area — both vehicular and pedestrian - that 
will bring business into your store. M ethods of taking 
a traffic count are discussed along with how to in
terpret and evaluate the collected data.

IMPORTANCE OF A GOOD LOCATION
Often an owner-manager — for whatever reason — 

is faced with renewing his lease or choosing a new or 
perhaps an additional site for his business. At this 
crucial time he should consider the value o f a traffic 
count to be sure he can depend on the new location 
to draw customers into his store. High costs associated 
with a good site make it imperative that you pick 
the proper one for your operation. In recent years, 
for most lines of trade, the average store size has 
increased. This, o f course, means greater, financial 
outlay for a good location, plus greater investment in 
inventory, fixtures, and personnel. Did you know 
that firms which conduct location research generally 
eliminate slightly more than four out of every five 
cation studied?”

FACTORS TO BE CONSIDERED

Three factors confront an owner-manager in choosing a location selection o f a city; choice of an area or 
type o f location within a city; and identification of a specific site.

If you are going to select a new city, naturally you consider the following factors;
•  Size o f the city’s trading area.
•  Population and population trends in the trading area.
•  Total purchasing power and the distribution of the purchasing power.
•  Total retail potential for different lines of trade.
•  Number, size, and quality of com petition.
•  Progressiveness o f com petition.

In choosing an area or type o f location within a city you evaluate factors such as:
•  Customer attraction power o f the particular store and the shopping district.
•  Quantitative and qualitative nature o f competitive stores.
•  Availability af access routes to the stores.
•  Nature o f zoning regulations.
•  Direction o f the area expansion.
•  General appearance o f the area.

Pinpointing the specific site is, as you know, particularly im portant. In central and secondary business 
districts, small stores depend upon the traffic created by large stores. Large stores in turn depend upon 
attracting customers from the existing flow of traffic. (However, where sales depend upon nearby residents, 
selecting the trading area is more im portant than picking the specific site.) Obviously, you want to know 
about the following factors when choosing a specific site;

•  Adequacy and potential of traffic passing the site.
•  Ability o f the site to intercept traffic en route from one place to another.
•  Complementary nature of the adjacent stores.
•  Type of goods sold.
•  Adequacy of parking.
•  Vulnerability o f the site to unfriendly competition.
•  Cost of the site.

SMALL BUSINESS ADMINISTRATION REPORT.
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House Party,
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TIME OUT AT THE GOLF OUTING
Garth Corpe, Shedd’s Food Products; Bert Cohen, 
Detroit Warehouse Co., Joe M ummery, Spartan S to
res (retired); and Frank Karpinski,

Members of the greater Detroit food golfing league 
pose for The Food Dealer photographer at its recent 
annual outing. Pictures, from left, are Bill DeCrick of 
Key Sales & M arketing; Cass Musial, Safway M arket;

The Test Of Time...
Years 
Of 
Successful 
Service

To Slaughter Houses, Wholesale & 

Retail Markets and Locker Plants

Whatever Your Problems May Be, Call

Darling & Company
3350  Greenfield Road 

W A  8-7400 
Melvindale, M ichigan

P. O. Box  329  
Main Post Office 

Dearborn, M ichigan

A F D  M E M B E R

50% of Food Price 
Due To Labor Costs
"The study is believed to be the first of 
its kind relating to the impact of labor 
costs on grocery prices.”

T h e  follow ing article is helpful in  explaining the "high cost o f  food ."  It is 
reprinted from  the A ugust 2  Spokane Chronicle.

O rgan ized  labor spokesm en o ften  blam e un n am ed  "m iddle
m en" fo r th e  in fla tionary  spiral in th e  m arketplace, particularly  
fo r th e  rising prices o f food lines.

T hey  ten d  to  characterize  these  m iddlem en as greedy , profit- 
h u n g ry  ogres stand ing  be tw een  th e  fa rm er and  th e  consum er 
and  taking advan tage  o f both.

A recen t cost su rvey  conducted  by D ata  R esources, Inc., 
a highly respected  econom ic in fo rm ation  service com pany, and 
com m issioned by G rocery  M an u fac tu re rs  of A m erica, has re 
vealed th a t m ore  th an  50 percen t o f th e  price of th e  typical food 
and g rocery  item s purchased  in su p erm ark e ts  is due  to  labor

(C ontinued on Page 20)



Hire More 
Workers, 
Pay Less 
Taxes!

Michigan Employers!
You can get a tax credit 
of up to $2,580 each tim e you hire 
a worker e lig ib le  for the Targeted 
Jobs Tax Credit.  And it's easy. Just 
hire the worker, fill in the blanks on 
the e lig ib ility  voucher, and drop it 
in the mail to your local M.E.S.C. 
Job Service o ffice  No red tape, no 
com plicated record-keeping. It 
makes good business sense and it 
helps people who need jobs.
Hire more workers, pay less taxes. 
Help put America to work.
Contact your local M.E.S.C. Job 
Service or IRS office for details on 
the Targeted Jobs Tax Credit

JOB
SERVICE

Michigan Employment 
Security Commission

Call your nearest M.E.S.C. Job Service Office or 1-313-876-5204.
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What Grocers Expect 
From Suppliers
“What are the expectations grocers 
have of suppliers and how can the 
industry be helped?”

Just what mistakes are suppliers making? What are the 
expectations grocers have of suppliers and how can the industry 
be helped by meeting the grocers' expectations?

•  Suppliers should know the particular store they are selling 
to. Items must be consistent with a store's "life style" merchan- 
dising. Product, package and advertising should mesh with a 
store's customer life style target.

•  New products should not simply replace other brands, 
fractioning the market at the same or lower gross profit than 
current brands. New products should expand the total market.

•  Grocers are increasingly aware of the hard figures they 
should be presented with the introduction of new products. 
What share of the market does the new product already have? 
What share is expected? Is the product shown in a total years' 
program showing a long-term commitment?

•  Is a new product designed well? With the tightening of 
inventory supplies, grocers are cherry-picking the best in the 
lines and want to keep the money busy by reducing inventories. 
Large case packs and a multiplicity of sizes, colors, flavors, etc., 
don't fit grocer expectations when space is money in his store.

•  Grocers look for products supported by three legs of the 
marketing stool—advertising, consumer promotion (coupons, 
etc.) and trade deals. "Pre-sell" so the customer serves himself, 
e.g., informative advertising, label, hang-tags, etc. It saves clerk 
labor cost. Sophisticated retailers are assessing the cost of 
handling various products and lines, and those that cost a lot to 
handle are in trouble.

•  Grocers are aware that the customer reacts negatively if 
the introductory deal has absurdly low prices. The normal price 
that is later put into effect is regarded as a rip-off.

•  Requests are made by grocers for opportunities to push 
their own private labels with a m anufacturer promotion. Co-op 
merchandising allowance contracts that are flexible allow them 
to contribute to the plans. They know their stores and 
customers and can often move products better than if no flexi
bility is allowed. ■

(Reprin ted  fro m  the Washington F ood Dealer)

NEW ERA 
POTATO CHIPS

Michigan’s Fastest 
Growing 
Potato Chip 
Good to the last Chip!

DUCHENE, INC. 
5801 GRANDY 

DETROIT, MICHIGAN 48211 
PHONE 921-0800 -  1 -  2 -  3

Advertising in The Food Dealer 

M eans Communicating with 

Your Important Retail Customers!
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Let Us Help You Solve 
Your Bad Check Problems

Print-Gard’s Fingerprinting System Provides 
An Inexpensive, Proven Deterrent 

Against Check Fraud.
■ PRINT-GARD dramatically reduces the ■ PRINT-GARD will greatly reduce the 

passing of fra u d u le n t and fo rged  passing of checks backed by insuffi- 
checks. cient funds.

PRINT-GARD provides positive identi
fication on all receipts and documents.

 In wide use nationally . . . enjoys full 
customer acceptance.

For Inform ation or Service, Contact

PRINT- GARD 
IDENTITY VERIFICATION SYSTEMS

20027 Lichfield Ave.
Detroit, Michigan 48221 
Phone (313) 343-0222
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THE KEY
TO GOOD BAKING 

IS

• CLABBER GIRL

THE SMART BAKER 
BAKES FROM

SHE USES

SHE
BUYS
MORE
GROCERIES

JOBS GROUP FORMED
PRIVATE INDUSTRY COUNCIL of Wayne County has been form ed 
to help provide a new direction in solving Unem ploym ent problems, 
creating jobs, and training people for jobs by the private sector. Associ
ated Food Dealers has been appointed liaison for this program for the 
food distribution industry. Pictured above, from left, Richard E. Man
ning, Chairman, Wayne County Board o f Commissioners; Robert G. 
Jenks, the new president of P IC ; and Edward R. Koch, deputy director 
o f the Wayne County Manpower office.

DETROIT RENDERING 

COMPANY
SINCE 1850 

SUPERIOR S ER VIC E -TO P  MARKET VALUES 

1923 Frederick • Detroit

5 7 1 - 2 5 0 0  

"First We Render. Service''

AFD MEMBER

“50%”
(C ontinued fro m  Page 16) 

costs.
W hat this m eans is th a t labor is a healthy  p art o f th a t m iddle

m an group , yet th e  im pact of labor costs on food prices usually 
is ignored  in dealing w ith  th e  problem  of inflation in th e  food 
industry . T he  study  is believed to be th e  first of its kind relating 
to  im pact of labor costs on  g rocery  prices.

In addition to  rep resen ting  m ore th an  half th e  price of 
foodstuffs, labor costs w ith in  th e  food in dustry  w ere  found  also 
to  have increased at a m ore rapid ra te  th an  in th e  econom y as 
a w hole.

T h e  study  took, in to  consideration  bo th  d irect and indirect 
im pacts in m easuring  to tal labor costs. Key sectors com m on to 
production  of all item s analyzed include various types of pack
aging, m ain tenance  and repair business services, w holesale 
trade, retail trade and various fo rm s of tran sp o rta tio n . H ence 
the  im pacts of labor costs from  each of th e  secto rs varied 
m arkedly from  item  to  item .

D irect labor costs averaged  18.8 percen t, rang ing  from  a low 
of 11 percen t for m eat to  a h igh of 35 percen t for bakery  goods. 
Indirect costs averaged 32 percen t across all item s, from  a low 
of 22.1 percen t for cookies and  crackers to  a high of 41.3 percen t 
fo r pickles and  salad dressings.

Food industries analyzed experienced average labor ra te  
increases of m ore th an  8 percen t annually  over th e  past seven 
years.



Half a million dollars 
and virtually hassle-free

In the past 15 years Mutual 
o f Omaha has paid nearly half 
a million dollars in benefits to 
Associated Food Dealers 
policyowners. And they re
ceived the same high standard 
o f service that Mutual of 
Omaha always provides: last 
year the Company handled 
more than 3.7 million claims 
transactions, 99.8% without 
complaint. We think that's a 
pretty good track record.

And that's why the Assoc
iated Food Dealers officially 
endorses Mutual o f Omaha's 
plan o f Disability Income 
Protection fo r its members 
and employees.

As many o f your fellow 
members can attest, Disability 
Income Protection can help 
make the difference fo r you 
and your family when a

covered sickness or accident 
keeps you from  working. 
Providing regular monthly 
benefits to  help meet those 
day-to-day expenses: m ort
gage payments, utility bills, and 
o f course, your groceries.. .  
the money is yours to  use as

Bill 0. Brink
Southfield, Michigan • 313 569-2200 

Harold Hahn
East Detroit, Michigan • 313 774-3060

Gerald Lamberson
Lansing, Michigan • 517 323-4775

John N. Nix
Warren, Michigan • 313 574-1600

Ken Peters
Flint, Michigan • 313 238-0417 

Len Raskin
Marquette, Michigan • 906 228-6222

you see fit.
And as an Associated Food 

Dealers member, you can 
also qualify fo r Life Insurance 
Protection from  United of 
Omaha, the life insurance 
affiliate o f Mutual o f Omaha. 
Providing an extra cushion 
between your family and 
financial worry.

Disability Income Protection 
fo r members and employees, 
and Life Insurance fo r mem
bers. Three excellent reasons 
to  call the Mutual o f Omaha 
office nearest you. Or fill out 
and return the coupon today 
fo r more information about 
any o f these fine plans. These 
Mutual o f Omaha repre
sentatives will provide per
sonal, courteous service in 
helping select the plan that's 
right fo r your needs.

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

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

J.B. Watters
Mount Pleasant, Michigan • 517 772-2981 

Harold Wise
Saginaw, Michigan • 517 799-3254 

Tony Xouris
Kalamazoo, Michigan • 616 323-0200

Mutual
o f  O m a h a

People you can count on...
Life I n s u r a n c e  Affi liate:

United of Omaha
MUTUAL OF O M AHA INSURANCE COM PANY 

HOME OFFICE: OM AHA, NEBRASKA

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

YES! I am interested in m ore in form ation about:
□  Disability income Protection fo r  me
□  Disability Income Protection fo r  my employees
□  Life Insurance

N am e__________________________________________

Address _ 

C ity ____ State ZIP



Sell the money order 
with the name people are 

already sold on.

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

Except A m erican  ExpressR M oney 
Orders. To begin with, they’re more reli- 
able. More acceptable. T hey carry the 
name of a respected financial institution 
that’s known around the world. A nd that 
has been in the money order business 
since 1882.

A s far as your initial financial 
obligation, there is none. You don’t pay us 
anyth ing— until a money order is sold.

A n d  when it comes to reporting, no 
other money order can beat us tor ease. 
We handle all the reconciling, too.

A m erican Express M oney Orders take

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

A dd to that our extensive selection of 
point-of-sale materials, and you’ll be 
amazed to find out just how much store 
traffic A m erican Express M oney Orders 
will generate.

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

In M ichigan, call the A ssociated F o o d  Dealers, 
(313 ) 366-2400 , or Bryan Barlow , 
dist. sales m gr., (3 1 3 ) 823-0550.

You’ll see tor yourself. It pays 
to do business with A m erican 
Express M oney Orders.

American Express. The money-making money order.
M em bers o f  A ssociated F ood  D ealers are exclusive agents for A m erican E xpress am ong M ichigan food  m erchants.
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Support These AFD Supplier Members

BAKERIES
Archway C ookies........................................... 532-2427
Awrey Bakeries............................................... ....522-1100
Farm Crest B ak eries ....................................  554-1490
Grennan Cook Book C a k e s ....................... . 896-3400
Grocers Baking Co. (Oven F resh )............... 537-2747
Independent Biscuit C o m p a n y .................. 584-1110
Koepplinger’s Bakery, Inc..............................967-2020
Fred Sanders Company......................... ... .868-5700
Schafer Bakeries.............................................. 386-1610
Taystee B read................................................. 986-3400
Wonder B read................................................. 963-2330
BEVERAGES
Action Distributing Com pany......................  591-3232
Anheuser-Busch, Inc......................................  642-5888
B & B Beer Distg. Co....................... (616) 458-1 177
Bellino’s Quality Beverages........................ 675-9566
Canada Dry Corporation............................... 937-3500
Carling Brewing C om pany............................941-0810
Abe Cherry Dist. ............................................... 923-0044
Coca-Cola Bottling C om pany ......................897-5000
J. Lewis Cooper Co........................................ 835-6400
D. B. D. Inc...................................................... 834-7170
Faygo Beverages.............................................  925-1600
Greater Macomb Beer & Wine Dist ..............468-0950
Heath Wine & S p irits .................................... 382-2334
Home Juice C o m p an y .................................. 925-9070
Hubert Distributors, Inc................................  858-2340
International Wine & Liquor Company. . 843-3700
Kozak Distributors, Inc............... ... 925-3220
Don Lee Distributors, Inc............................  584-7100
L & L Wine C o m p a n y ..................................491-2828
Metes & Powers, Inc......................................  682-2010
Metroplex Beverage Corp...............................897-5000
Miller Brewing Company............................... 465-2866
Mohawk Liqueur Corp..................................  962-4545
Monsieur Henri W in e s ...................(216) 228-9770
National Brewing Company (Altes). . . .881-7924
Needham & Nielsen S a le s ............................476-8735
O ’Donnell Importing C om pany.................  386-7600
Pabst Brewing C om pany..............................  52 5-7752
Pepsi-Cola Bottling C om pany....................  362-9110
Jos. Schlitz Brewing Co................................  522-1568
Seagram Distillers Co..................................... 345-5 330
Seven-Up Bottling Company.......................  937-3500
Spirits Marketing, Inc....................................  393-2220
Squirt Pak Sun-Glo Pop...................(616) 396-2371
Stroh Brewery Company.............................. 259-4800
H. J. Van Hollenbeck Distributors . . . .469-0441
Vernor’s RC C o la ..........................................  833-8500
Viviano Wine Importers ...............................883-1600
Hiram Walkers, Inc........................................  851-4800
Warner Vineyards............................ (616) 895-4400
Wayne Distributing Co................................... 427-4400
Vic Wertz Distributing C om pany ................293-8282
CATERING HALLS
Royalty House o f W arren ............................264-8400
BROKERS, REPRESENTATIVES
Acme Food Brokerage................................. 968-0300
Allstate Sales-Marketing, Inc.......................  535-2070
Bob Arnold & Associates..............................  646-0578
B-W Sales.........................................................  546-4200
Continental Food Brokerage.......................  255-5880
Embassy Distributing. .................................  352-4243
Mid-America Food B ro k ers ......................... 964-0008
Halling-Keil C o m p an y ................................. 357-2200
Key Sales & M arketing..................................885-4900
Harold M. Lincoln Co.....................................477-0900
Paul Inman Associates, Inc..........................  626-8300
Interstate Marketing C orporation.............. 341-5905
Paul Kaye Associates.................................... 553-2230
McMahon & M cD onald ............................... 477-7182
Marks & Goergens, Inc.................................. 354-1600
Nationwide Food B rokers..........................  569-7030
Northland M arketing.................................... 35 3-0222
Peterson & Vaughan, Inc...............................478-6800
The Pfeister C om pany .................................. 591-1900
Sahakian & S a lm ...........................................  962-3533
Sosin Sales Com pany.................................... 557-7220
Stark & Company..........................................  358-3800
Stiles-DeCrick C om pany.............................  885-4900
Sullivan Sales, Inc..........................................  531-4484
James K. Tamakian Com pany....................  352-3500
United Brokerage Co....................... (616) 247-8334
Mort Weisman A ssoc ia tes............................557-1350
DAIRY PRODUCTS
The Borden C o m p an y .................................  583-9191
Tom Davis & Sons D airy.............................. 894-0022

Detroit City Dairy, Inc...................................  868-55 11
Detroit Pure Milk (Farm M aid )..................  837-6000
Grocer’s Dairy C ompany................... (616)243-0173
Land O’Lakes C ream eries................... (1)483-2141
McDonald Dairy Company.............(313) 232-9193
Melody Farms D a iry .................................... 525-4000
Ny-Best D istributors......................... (616)694-6354
Stroh's Ice Cream . . ....................................  961-5840
Wesley’s Quaker Maid, Inc...........................  883-6550
Ira Wilson & Sons D a iry .............................  895-6000

COUPON REDEMPTION CENTER
Associated Food Dealers. . . . . .  (313) 366-2400 
DELICATESSEN
Home Style Foods C om pany.....................  874-3250
Dudek Deli Foods (Quaker).......................  891-5226
Specialty Foods C om pany........................... 893-5594
EGGS & POULTRY
Eastern Poultry C om pany ............................ 875-4040
Orleans Poultry C om pany ............................ 931-7060
FISH & SEAFOOD
United Fish D istributors................................ 962-6355
FRESH PRODUCE
Cusumano Bros. Produce Company. . . .921-7100
Faro Vitale & Sons ........................................ 393-2200
ICE PRODUCTS
Midwest Ice Corp............................................  868-8800
INSECT CONTROL
Nu-Method Pest Control S e rv ic e  ................898-1543
Rose Exterminating Company..................... 588-1005
INVENTORY, TAXES, BOOKKEEPING
Abacus Inventory Specialist....................... 362-31 10
Approved Inventory Specialists Co..............  571-7155
Gohs Inventory Service.................................  353-5033
George R. Shamie, C P A ...............................474-2000
Washington Inventory Service.......................  557-1272
INSURANCE, PENSION PLANS
Ward S. Campbell, Inc.....................(616) 531-9160
Michigan HMO P la n s .....................................  961-1610
Mid-America A ssociates..............................  585-7900
Mutual o f O m aha..........................................  569-2200
MANUFACTURERS
Carnation Com pany. .  . .............................  851-8480
Del Monte F o o d s ..........................................  968-1111
General Foods C orpo ra tion .......................  427-5500
General Mills, Inc...........................................  354-6140
Green Giant C om pany ...................(313) 879-0931
Kraft F o o d s .................................................. 964-5 300
Mario’s Food Products................................. 868-1841
Morton Salt C om pany ................................. 843-6173
Prince Macaroni o f Michigan........................ 372-9100
Procter & Gamble Company........................ 336-2800
Ralston Purina Company............................... 477-5805
Red Pelican Food Products, Inc.................. 921-2500
Shedd-Bartush Foods, Inc............................  868-5810
Velvet Food P ro d u c ts ..................................937-0600

MEAT PRODUCERS, PACKERS
Ed Barnes Provisions....................................  963-7337
Bogie Farm Products..................................... 571-6331
Dart M eats.......................................................  831-7575
Detroit Veal & Lamb, Inc............................  962-8444
Flint Sausage Works (S aJays)...............(1) 239-3179
Frederick Packing Company........................ 832-6080
Glendale F o o d s .............................................  962-5973
Grill Meat Products.......................................  963-2710
Guzzardo Wholesale Meats, Inc.................. 833-355 5
Hartig Meats............................................... .832-2080
Herrud & Company......................... (616)456-7235
Hygrade Food P ro d u c ts ............................... 464-2400
Kowalski Sausage Company, Inc................. 873-8200
L - K -L  Packing Company........................... 833-1590
Peschke Sausage Company........................... 368-3310
Peter Eckrich & Son, Inc..............................  937-2266
Potok Packing C om pany..............................  893-4228
Regal Packing C om pany..............................  875-6777
Ruoff, Eugene Company..............................  963-2430
Van Dyke Steak Company...........................  875-0766
Weeks & Sons (R ic h m o n d )........................  727-35 35
Winter Sausage Manufacturers..................... 777-9080
Wolverine Packing Company......................... 965-015 3
MEDIA
The Daily Tribune, Royal Oak . . . . .  .541-3000
Detroit Area Newspaper Network...............  356-3480
Detroit Free Press...........................................  222-6400

The Detroit News.......................................... 222-2000
Food Dealer M agazine................................. 366-2400
Landon A ssociates....................................... 356-3480
The Macomb D aily .......................................  296-0810
The Oakland P r e s s .......................................  332 -8181
Observer & Eccentric Newspapers. . . . .591-2300
Port Huron Times H e ra ld .....................  (1) 985-7171
W DIV-TV......................................................  222-0444
W JBK-TV......................................................  557-9000
WWJ-AM-FM..................................................222-2636
NON-FOOD DISTRIBUTORS
Amoco Oil Company (S tandard )..............  275-5500
A. W. Curtis L abora to ries ............................833-6979
Environmental C hem icals..........................  774-6540
Household Products, Inc..............................  682-1400
Ludington News Company..........................  925-7600
Nationwide Food B rokers............................569-7030
Society Pet Products.....................................  791-8844
OFFICE SUPPLIES EQUIPMENT
City Office Supplies, Inc..............................  885-5402
POTATO CHIPS AND NUTS
Bachman Foods. ..........................................  774-8880
Better Made Potato C h ip s ..........................  925-4774
Duchene (New Era C h ips)............................921-0800
Frito-Lay, Inc.................................................. 271-3000
Kar-Nut Products C om pany.........................541-7870
Superior Potato C h ip s ................................  834-0800
Variety Nut & Date........................................268-4900
PROMOTION
Action Advg_Dist. & Mailing Company. . 964-4600
Bowlus Display Company (signs)............... 278-6288
Stephen’s Nu-Ad Advertising & Prom. . . 521-3792
S & H Promotional Services............(312) 449-4758
Stanley’s Adv. & Distributing Company . 961-7177 
REAL ESTATE
Grosse Pointe Real E s ta te ............................ 882-0087
RENDERERS
Darling & Company........................................928-7400
Detroit Rendering Company.......................  571-2500
Wayne Soap Company . . . . . . . . . . .  842-6002
SERVICES
American Express Company.........................823-0550
Atlantic Saw Service Co.................................  965-1295
Comp-U C h e c k .............................................  569-1448
Consumer Money Order Corp.....................  388-8969
Detroit Warehouse Company . . . . . .  .491-1500
Gulliver’s Travel Agency.............................. 963-3261
Print-Guard T hum bprin ts ........................... 343-0222
Swiss-Clean, Inc. (Taski).............................. 478-5262
SPICES AND EXTRACTS
Rafal Spice Company.....................................962-6473
STORE SUPPLIES AND EQUIPMENT
Almor C orporation....................................... 399-3320
Belmont Paper & Bag Co..............................  491-6550
Black Jack Iron W orks................................. 893-7677
Hussmann Refrigeration, Inc.......................  398-3232
Globe Slicing Company (Biro)..................... 545-1855
Great Lakes Cash Register, Inc.................... 383-3523
Hobart Corporation.......................................  542-5938
Lepire Paper & Twine C o m p a n y ............... 921-2834
Liberty Paper & Bag Company . . . . .  .921-3400
Multi Refrigeration Inc.................................  399-3100
Pappas Cutlery & Grinding........................... 965-3872
Sales Control Systems, Inc............................  356-0700
TOBACCO DISTRIBUTORS
Fontana Brothers, Inc.....................................897-4000
WAREHOUSES
Detroit Warehouse C o m p an y .....................  491-1500
WHOLESALERS, FOOD DISTRIBUTORS
Arrow Salvage Com pany................................ 894-7401
Defiance-Bartley F o o d s ................(419) 893-9433
Central Grocery Com pany................... (1) 235-0605
Grosse Pointe Quality F o o d s ....................  871-4000
Hesano & S o n s ......................... .....................864-6622
Kramer Food C o m p a n y ..............................  585-8141
Kaplan’s Wholesale Food Service................  961-6561
M & B Distributing Co...........................(1) 767-5460
Nor Les Sales, Inc...........................................  674-4101
Rainbow Ethnic & Specialty Foods, . . .345-3858
The Relish Shop.............................................  925-5979
Scot Lad Foods, Inc........................ (419) 228-3141
Spartan Stores, Inc...........................(616) 878-2000
Super Food Services, Inc................ (5 1 7 ) 823-8421
United Wholesale Grocery Co.. . . (616) 534-5438 
Wing Lee Lung, Inc....................................... 831-7642



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

YOUR BUSINESS 
COULD GET 
BETTER WANTED

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

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