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Are You Displaying, Selling More Cheese?
Cheeses are gaining in popularity. They are high 

in protein, require no preparation and have the ver
satility of combining with many other foods for 
delicious salads, soups, main dishes and desserts.

There's no limit to the ways cheese can be used, 
from casseroles to cheese cakes. There are some 
cheeses, however, which are meant to be eaten as is, 
or simply matched with fresh fruits.

Appetizers are a promise of good foods to 
come, and perfect starters are slices of brick cheese 
served on Michigan apple slices or Michigan pears 
with Cheddar or Muenster cheese. For a busy Satur
day lunch treat, lightly butter a slice of brown bread,

cover generously with hot Michigan baked beans 
and a thick layer of shredded Cheddar cheese. Broil 
slowly until cheese melts, then top with crisp bacon 
slices.

Michigan's natural cheese production totals 
about 33 million pounds each year, with American 
cheese amounting to two-thirds of this total, accord
ing to the Michigan Department of Agriculture. 
Cheesemakers in our state produce Muenster, Ched
dar; brick, Mozzarella and other Italian cheeses, 
cream and farmer cheeses, among others. Cottage 
cheese production amounts to about 56 million 
pounds annually.

Associated Food Dealers of Michigan and The Food Dealer magazine are affiliated with and have a good working relationship with the following professional 
organizations: Food Marketing Institute; U.S. Chamber of Commerce; Michigan State Chamber of Commerce; Greater Detroit Chamber of Commerce; 
Society of Association Executives; Association Executives of Michigan; Association Executives of Metro Detroit; and The Detroit Press Club.
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It ’ s  n ic e  

k n o w  y o u r  n a m e

According to a recent study o f well-known national trademarks 
by Public Relations Journal, Elsie was the most widely recognized. Over 
93% of the people questioned identified Elsie with Borden.

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

If it’s Borden, it’s got to be good.
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JIM CULVER, DEPUTY COMMISSIONER, MARKETING, MICHIGAN LOTTERY:

Michigan Daily Lottery Game 
Profitable, But Not For Everyone

As the Michigan Lottery's “Daily" Game con
tinues to grow in popularity ($6.2 million per week), 
interest in becoming a "Daily" agent has increased 
proportionately.

Squeezed by tight margins and competitive 
merchandising, owners and managers of all types of 
Michigan businesses often see the "Daily" Game as 
an instant panacea. Sometimes they are correct; 
often they are mistaken.

Some business owners feel they have an in
herent right to a terminal. They convey this message 
to the Lottery in strong, demanding terms. They cite 
the Constitution, shout about the taxes they are pay
ing, and argue about their citizen "rights."

Others resort to pressure tactics. They contact

lawyers, legislators, trade associations, bookkeepers, 
accountants, ministers, and various civil rights agen
cies in an effort to squeeze a terminal from the Lot
tery. A few have even resorted to unlawful induce
ments to Lottery officials. These are referred to the 
Attorney General's office for investigation. The most 
recent attempt resulted in an arrest and a 36-count 
indictment for attempted bribery.

Still others approach the Lottery with more ra
tional, logical appeal. Armed with pictures, petitions 
and platitudes, these retailers bombard the Lottery 
with subjective information about their businesses 
and their "highly desirable locations" for "Daily" 
terminals.

Which tactic is most effective in obtaining a ter
minal? An honest answer is probably "none of the 
above." The Lottery exercises painstaking care and 
uses a complex set of check and balances to insure 
proper placement of each and every terminal. 
Chances are good (no pun intended) that if your 
store is a good location for selling "Daily" tickets, 
you will receive a terminal. If it is not, pressure tac
tics and added inducements will not change the Lot
tery's decision.

Unfortunately, it sometimes appears that these 
tactics work. Here is an example of how that 
happens.

Mr. Jones requests a "Daily" terminal from the 
Lottery. The Lottery conducts an evaluation and ad
vises Mr. Jones that his request is denied. Mr. Jones 
hires an attorney or a "representative" to pursue

(continued on page 10)

EVER FRESH JU ICE COMPANY

6431 E. PALMER  
D ETRO IT, MICHIGAN 48211

Phone 925-9070
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CO M M O N PURPOSE 
DEMANDS RESPECT, DIGNITY

To begin with, at this time, I wish to express my 
gratitude and thanks to the membership of the Asso
ciated Food Dealers for electing me as your president 
for 1981.

Let me assure you that I plan on doing every
thing humanly possible to bring about and maintain 
the respect and dignity that our association and our 
industry deserves at all levels in the community and 
with government, with God's help.

In order for me and AFD to do an effective job 
however, I will need your help. Therefore I am asking 
all of my fellow board members, committee mem
bers, retailers, suppliers and our efficient office staff 
under the capable and professional leadership of Ed 
Deeb, to assist me in getting the job done.

Working together we are strong and unbeata
ble. Dis-united and fragmented, we are weak, 
powerless and certainly less effective. So we must 
continue to assure justice and fair play on behalf of 
our industry.

Let me take a moment to relate some of the out
standing programs we have recently implemented, 
or are presently ready to be launched:

1. After working 10 months to negotiate, we 
now have one of the finest Blue Cross and Blue 
Shield programs in Michigan, at very low rates. We 
also have an excellent dental program with Delta 
Dental. After the company worked out the bugs, the 
program is now working very well. And we also have 
a group optical program with D.O.C. Optical Cen
ters, which affords our members a 25% discount.

2. We have the services of a fulltime govern
ment relations liaison in Lansing to assist us in keep
ing abreast of various changes in existing laws, new 
laws or action by various governmental agencies, in 
Michigan, and in Washington.

3. We of AFD recently retained the well-known 
law firm of Bellanca, Beattie, DeLisle, Suchy, Matish 
and McGuire to provide us more in-depth legal ex
pertise which may be needed in the coming months. 
The firm succeeds the late George N. Bashara, Sr., 
our legal counsel who had served AFD honorably

and with distinction for some 40 years.
4. AFD is preparing to launch an outstanding 

group Casualty and Property Insurance Program, 
which will guarantee coverage to all members in 
good standing, and one that is underwritten by 
Lloyd's of London. Also in this regard, AFD is just 
completing an important survey of our members to 
start our own self-insured Workman's Compensa
tion program to help provide coverage at drastically 
reduced rates.

5. To assist the AFD staff with the hundreds of 
details it is confronted with, we have just acquired 
a new computer which will provide needed 
assistance.

6. As most of you are aware, we have stepped 
up our community relations and public relations 
efforts to provide needed information and unders
tanding of our industry .  .  . and keep the news media 
advised regularly on all of our various efforts.

7. This is the year we will initiate our new train
ing program and employment center, provided the 
CETA funding is still available.

These then are just a few of the more important 
things we are doing for our members. This does not 
include the hundreds of requests for assistance the 
staff routinely handles on a day-by-day basis.

One of the main purposes of AFD is to serve as; 
a central clearing house for the members and our in
dustry, since we all have a common purpose and a 
common cause. We are pledged to continue this, 
outstanding effort.

We literally deluge our members with all kinds 
of printed information, helpful tips and benefits .  .  . 
but everyone must take the time to read the material 
and keep abreast of our changing times.

In conclusion, let me say that the success of 
AFD, like any other organization, depends on all of 
us working together in peace and harmony. Since we 
are a voluntary trade association, we ask each of you 
to donate your time and talents to help us get the job 
done. This is the true formula for success. We're 
counting on your support.
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There’s 
more than one way to

S t r o h - A - P a r t y .
T he Stroh-A-Party season is here 

and it’s shaping up as the best one 
ever.

T he reason is simple: more and 
more people are picking up more 
and more Stroh’s. And not just in six- 
packs. B ut in Stay Cold 12-packs, 
and 24-can Strohcases, as well.

Our big advertising and promo
tional campaign will keep the party  
going. And so will the  great taste of 
Stroh’s.

But you have to do your part.
Just keep p lenty  of Stroh’s on 

hand, in all the popular packs. And 
if you run low, call your Stroh dis
tributor fast.

Remember, every tim e your cus

THE STROH BREWERY COMPANY, DETROIT, MICHIGAN
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to m e r s  c s x r o n -A -ra n y , 
someone has to clean up.

I t
m ight as 
w e ll b e  
you.



Off The Deeb End
EDWARD DEEB

AFD Executive Director

BREAKTHROUGH
■ After working with various insurance companies for over a dozen years to put 

together a casualty and property insurance program for Associated Food Dealers and 
our membership, a real breakthrough has been made.

After working with experts in the casualty field for the past eight months, we 
have brought together the mechanics which will soon lead to a Casualty and Property 
Insurance Program specially designed for all AFD members.

All elements of casualty and property insurance, such as fire, crime, liability, 
business interruption, etc., have been packaged into a single program. At the present 
time, our insurance coordinators and AFD are designing and preparing all of the 
needed information and brochures which will soon be sent to all members. Those 
who have not been able to obtain portions of this type of insurance, or who have 
been paying double and triple rates, should look forward to this coverage through 
AFD with great anticipation.

Watch for the details which will soon be sent to you.

In a related development, AFD members have been quite concerned about the 
rising Workmen's Compensation Insurance rates. As a result, working with Penn 
General Services, AFD is presently surveying our members in an effort to initiate a 
self-insured AFD Group Workmen's Compensation Insurance Program, which will 
mean 30 to 40 percent savings on premiums paid.

News of the above two developments should bring a sigh of relief to AFD mem
bers. For too long many dealers have been doing business without adequate in
surance, worried their investment in their business could be wiped out instantly.

The new AFD Casualty and Property Insurance Program will assure that all mem
bers in good standing will be eligible for coverage at good competitive rates, in a 
package underwritten by various large insurance companies. Something not now 
possible.

The Workmen's Compensation Insurance Program will assure all AFD members 
they could obtain this type of insurance as required by law also at good, competitive 
rates.

These programs, both approved by your Board of Directors, are but two of many 
programs AFD is initiating in the best interest of our over 3,000 members. We only 
hope you will take advantage of them.
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Good ideas will always be good ideas.
Time has a funny effect on some 
products. One day they can sell like 
crazy. And then the craze is gone.

At General Foods, we look for 
product ideas that will stand the test 
of time. Products that always answer a 
consumer need. Products that never 
stop selling.

At General Foods, we want to 
make sure good ideas stay good ideas.

Announcem ent from  G eneral Foods
Occasionally, General Foods offers advertising, 
merchandising and display payments, assistance 
and materials to all retail customers. For details 
see your local supplier or write 
directly to these General Foods divi
sions: Birds Eye Agricultural •
Beverage • Breakfast • Desserts
* Main Meal • Maxwell 
House and Pet Foods.
250 N orth  St., W hite 
Plains, N.Y. 10625

G E N E R A L  F O O D S  C O R P O R A T IO N
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s p a r t a n  

s t o r e s

the food people!

THE SYMBOL 
OF INDIVIDUAL 

MEMBERS 
WORKING 

TOGETHER TO 
BETTER SERVE 

THEIR 
CUSTOMERS

S P A R T A N  s t o r e s  I N C .
G R A N D  R A P ID S  an d P L Y M O U T H , M IC H IG A N

the matter. Six months later Mr. Jones recives a 
terminal.

Our hypothetical Mr. Jones does not know 
how or why he received the terminal Frankly, he 
doesn't care. All he knows is that he paid someone to 
help him and it worked. When his friends ask how he 
got the terminal, Mr. Jones tells them the facts, as he 
understands them. They reach the understandable 
conclusion that "you have to pay someone to get a 
terminal."

But let's look behind the scenes. What really 
happened? Did Mr. Jones have to pay for a terminal?

No way! When the Lottery conducted its first 
evaluation for Mr. Jones' business, it concluded that 
a "Daily" terminal here might impact on an existing 
terminal located in the next block. Therefore, it 
decided to deny Mr. Jones a terminal and notified 
him accordingly. But the Lottery retained his evalua
tion in its files. Six months later, Mr. Jones' attorney 
contacted the Lottery. On reviewing the facts, the 
Lottery discovered that the sales of the existing agent 
had now increased to the point where an additional 
terminal in the area would be justified. It decided to 
grant Mr. Jones a "Daily" terminal.

Would Mr. Jones have received a terminal had 
he not paid an attorney or "representative?" Yes! The 
merits of the situation determined the outcome.; 
Mr. Jones could have requested the review himself 
(after six months) and the results would have been 
identical.

Since the Lottery's field staff monitors the sales 
of all agents, it would have noted the increase in 
sales of the existing terminal and recommended in
stallation of a terminal at Mr. Jones' business at the 
appropriate time.

It was unnecessary, therefore, for Mr. Jones to 
pay someone for what he could have done himself 
or what the Lottery would have done for him with
out urging.

What criteria does the Lottery use to determine 
placement of terminals? Who makes the decisions? 
How?

No formal application is necessary for a "Daily” 
terminal. An agent must be licensed or must ap
ply to be licensed as a "regular" Lottery agent. This 
means that he/she must sell both the weekly 
Michigame tickets and the $1 Instant Game Lottery 
tickets.

Some "Daily" Game sites are selected upon the 
recommendation of Lottery field representatives. 
Others result from inquiries that are made from in
terested retailers to the Lottery Central headquarters 
in Lansing or to one of the Regional Offices. Regard
less of the source, all inquiries and all recommenda
tions are treated equally.

First, the Lottery's Marketing Division conducts 
a field evaluation to determine the feasibility of in
stalling a "Daily" Game terminal. The evaluation 
contains information relating to the retailer's busi-

c o n tin u e d  on page 12)

LOTTERY
(from page 5)
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If they gave decorations in the retail food industry 
—and they should—you’d already have a chest-full.

For fighting courageously against incredible odds 
to make a profit

For meritorious service in the relentless campaign 
against stockouts.

For service “above and beyond” in the fierce 
struggle to hold on to your customers.

For resourcefulness and innovation in effective 
merchandising and promotion.

For bravery under fire from all types of 
competition.

For these and countless other valiant deeds
The Food Dealer, Spring, 1981 / Page 11

in the front lines, we at Procter & Gamble, salute 
you. We’re proud to be in this business with you. 
You’ve supported us by selling our products. And 
we’ve supported you by trying to provide consistently 
salable products of quality, by helping to expand your 
sales with new brands, and by helping you to create 
profitable new categories.

You’ve earned your battle ribbons.



BEST WISHES.
LET US HELP YOU MAKE THE 80's

TH E B E S T  E V E R !

HAROLD M. LINCOLN 
COMPANY

Food and General Mdse. 
Brokers

23955 Freeway Park Drive 
Farmington Hills, Mich. 48024 

Phone: (313) 477-0900

ness location, his hours or operation, traffic count, a 
descritption of the facility, his merchandising skills, 
the demographics of the surrounding area, a com
parison with other existing and potential agents, a 
map of the marketing area, and credit references.

Two extremely important aspects of the field 
evaluation are the field representative's recommen
dation and his estimation of the agent's potential 
sales volume for “Daily" Game tickets. The Lottery 
field representative has been carefully trained to 
make estimates of this nature and has a variety or 
resources available to insure an accurate estimate.

While the sales estimate is an important factor 
in determining the acceptance or denial of "Daily" 
Game placement, other factors must also be con
sidered. For example, an agent having a $4,000 per 
week potential might be denied due to the impact he 
could have on a nearby agent. In some instances, 
two agents could be licensed adjacent to one 
another providing the first agent has a sufficiently 
high level of sales to warrant installation of a second 
terminal.

After a marketing evaluation has been com
pleted by a field representative, it is submitted to the 
respective regional field office where it is reviewed 
by a Lottery Regional Manager. The Regional Man
ager is an experienced "street-wise" Lottery adminis
trator who is thoroughly familiar with the marketing 
area. He checks the evaluation carefully for errors, 
omissions, or any questionable judgements on the 
part of the field representative. He has personnally 
visited most of the locations. Once the evaluation 
has been carefully checked, the Regional Manager 
makes an independent recommendation and for
wards the evaluation to Lottery Central in Lansing.

In Lansing, the Deputy Commissioner for 
Marketing carefully screens each evaluation. He 
checks to see that all recommendations are sup
ported by facts and often discusses various aspects of 
the applicant's business with the Regional Manager 
and the field representative. He spot checks many of 
the locations, then decides if the business should be 
recommended for approval or denial.

Retailers are denied Lottery terminals for a 
variety of reasons. For example, the sales projection 
may be insufficient to justify the high cost of install
ing and maintaining an expensive computer ter
minal; the marketing area in question may be suffi
ciently covered by existing terminals; the retailer may 
have failed to pass the Lottery's financial or police 
record investigation, or the business establishment 
may be located in an area that is not receptive to the 
sale of "Daily" Game tickets.

If the retailer is to be denied a "Daily" Game 
terminal, notification is mailed indicating the reasons 
for the denial. Once the agent is denied, the matter 
will not be reviewed sooner than six months. At that 
time, the retailer may, if he/she feels conditions in 
the area have substantially changed, request the Lot-

(continued on page 14)

LOTTERY
(from page 10)
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Best Wishes For 

Continued Success 

To The AFD—

FRITO-LAY, INC.
1000 Enterprise Drive 

Allen Park, 48101

Phone 2714000



ANHEUSER-BUSCH. INC. • ST LOUIS
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Pick-a-Pair
For increased sales 
and higher profits!

It's time to get in on the longest-running, 
most successful annual promotion in 
beer-selling history!

Pick-a-Pair is a great way to increase 
summer profits selling six-packs, twelve- 
packs and even cases of the largest-selling 
beer in the world!

Pick-a-Pair media support will be 
everywhere. On national TV. In Sports 
Illustrated. On radio. And right in 
your local newspaper.

Pick-a-Pair is a complete 
storewide promotion. We 'll give you 
a pole display plus special shelf 
talkers and window banners that 
let you tie in select high margin 
food items. Your 
Budweiser representative 
will be calling on you 
soon with all the 
details!



B a k e d
g o o d s
b u y i n g
f a m i l i e s
l o v e
v a r i e t y

We give them — and all of your 
customers — 85 varieties of fresh 
baked goods to choose from every 
week. This vast variety brings them 
back again, and again, and again.

SIGN OF GOOD TASTE
12301 Farmington Rd. • Livonia, 48150  

Phone (313) 522-1100

tery to review the situation. In many instances 
changes do occur and "Daily” Game terminals are 
subsequently approved. Occasionally, dramatic 
changes can occur in a  'shorter period of time. Lot
tery field representatives are quick to point out these 
conditions and the matter is reviewed prior to the 
six-month-minimum period.

Once the evaluation has been recommended 
for approval by the Deputy Commissioner for 
Marketing, it is submitted to the Commissioner, 
Once again the evaluation is carefully screened to 
determine proper justification for terminal installa
tion. If the Commissioner disagrees with the recom
mendation, he returns the evaluation to the Market
ing Division. If he approves, the evaluation is pro
cessed and the owner notified accordingly.

Although the Lottery has demonstrated an un
canny ability to select optimum locations for “Daily" 
Game terminals, occasionally sales fall far below the 
required $4,000 per week minimum. After the agent 
has been given a sufficient amount of time and it ap
pears that sales are not increasing, the terminal is 
regretfully deactivated. This often creates a flurry of 
excitement from other retailers in the area who anti
cipate the opportunity to receive the displaced ter
minal. Unfortunately, this is rarely the case. The tre-; 
mendous demand for the terminals on a statewide 
basis will-usually dictate that the terminal be placed 
in some other part of the state where the sales potent 
tial appears to be high.

The limited number of available terminals, 
combined with the strong demand by interested 
retailers, means continued pressure on the Lottery to 
utilize thoughtful discretion in the selection of new 
"Daily" locations.

LOTTERY
(from page 12)

L u c ille  B a ll says, 
“ G ive  a  g ift  o f 
you. B e  a  R e d  C ro ss 
Volunteer.”

A Public Service of This Newspaper & The Advertising Council
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For Your Good (Business) Health
TM

MELODY FARMS DAIRY
31111 IND U STRIAL ROAD • LIVONIA, MICHIGAN 48150

Phone (313) 525-4000



FLORINE MARK, PRESIDENT, WEIGHT WATCHERS:

What Does “Hungry” Really Mean?
Understanding and dealing 

with the difference between being 
"hungry” and "having an ap

petite" can mean the difference 
between success and failure on a 
diet.

H u n g e r  r ef er s  to " a  
weakened condition brought 
about by the lack of food". It 
means a need for nourishment, 
not simply: a desire to eat.

The average person often 
confuses hunger wilh appetite. 
We sometimes experience what 
we label as hunger shortly after 
eating a full meal. At such times, 
the experience may more ac
curately be called "appetite", or 
the craving or habitual desire for 
food.

When appetite comes into 
play, people commonly are con
fusing emotional states, such as 
boredom, tension, excitement or 
anger with natural hunger.

Therefore, while hunger is an 
answer to a biological need, ap
petite, in such cases, is a response 
to psychological desire.

The psychological aspects of 
eating can be very powerful.

Children often are rewarded 
for desired behavior with food. As 
they grow older, they learn that 
giving and receiving food are signs 
of social acceptability and hospi
tality. Eating and feeding come to 
imply kindness and generosity in 
social situations.

Similarly, when we are upset 
over being treated unkindly or 
disappointed or feeling any num
ber of other emotions, we often 
turn to food to make ourselves 
feel better.

Whatever its cause in a given 
circumstance, psychological ap
petite leads to the eating of food 
we don't need and thus shouldn't 
have, expecially if we are dieting.

That is, unless we keep the 
appetites in check.

It's important to learn the 
difference between hunger and 
appetite and to make certain that 
we only eat proper foods when 
we recognize our eating urge to 
be actual hunger.

When the urge to eat strikes, 
ask yourslef two questions.

First, when did you last eat a 
full meal? If the answer is "within 
the past five hours", chances are 
very slim that you truly are hungry.

Second, is there something 
other than a physiological need 
for food which might be causing 
your urge to eat? Consider your 
emotional state. Are you bored, 
angry or upset? If the answer is 
"yes", there is a very good chance 
you are experiencing appetite, not 
hunger.

Naturally, it is vital to deal 
effectively with appetite, once 
you have identified it.

I've found that it helps to

simply delay making a decision 
whether to eat for about 10 
minutes. During the delay, I try to 
get involved in something that's 
enjoyable.

After the 10 minutes are up, I 
ask myself if I really have to eat. If 
not, great. If so, I make absolutely 
certain that I eat wisely, perhaps 
allowing myself a piece of fruit or 
vegetable.

Here's a suggestion for man
aging those times when you con
clude that you truly are hungry 
and not just in the throes of a psy
chological appetite.

Have ready a list of the foods 
you most like to eat and another 
of those you don't like as much.

When the need arises, 
choose a small portion of the sec
ond list — the one you're not as 
tempted to abuse.

65th Anniversary Greetings
Congratulations and Best Wishes for Continued Success 
to the Officers and Members of Associated Food Dealers

f r o m  a l l  o f  u s  a t

INTERSTATE MARKETING CORPORATION
16151 JAM ES COUZENS HWY. D ETRO IT, MICH. 48221 

PHONE 341-5905
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MORE THAN 150 ARRESTED AND CONVICTED:

Coupon Caper 
Exposed

By industry standards it was a superb promo
tion: more. than 87,000 coupons came back from 
more than 3 million that had been circulated in the 
New York area via free-standing inserts in three daily 
newspapers.

The manufacturer scored a respectable 2 per
cent response to its 25-cent coupon offer against a 
new brand of laundry detergent debuting at 
hundreds of stores and supermarkets in the area.

But there were no consumers. There was no 
such detergent. And there was no 'manufacturer' 
either because the whole promotion was a fraud — 
perpetrated by Uncle Sam to catch coupon cheaters 
in the act.

The now-celebrated "BREEN" caper resulted in 
the arrests and convictions of more than 150 people 
in 1978 and 1979 —  some of them drawing as much 
as four years in jail and/or $10,000 in fines.

The Postal Inspector who headed the investiga
tion (and who has requested anonymity) told the 
BREEN story during a recent threeday conference 
called by Donnelley Marketing Redemption Services.

He said the crackdown, which began in 1979 
and was still being prosecuted at the beginning of

this year, has changed the job of policing coupon 
fraud in the New York area from one of "radical surg
ery to "preventive medicine." He also provided 
some colorful insights as to how some coupon 
cheats operate.

"We didn't find, in this particular campaign, any 
evidence of major counterfeiting," he said. "I know it 
exists, but it just didn't show up in this instance."

He declared that the BREEN experience shows 
that newspapers are misredeemed at a rale between 
35 and 40 percent. Approximately 2,700 stores and 
individuals — both real and fictitious — were 
involved.

"These 2,700 were spread across 44 slates," he 
said, "which was amazing, since we had distributed 
the inserts in only three newspapers, all of them in 
metropolitan New York. We even had a couple of 
companies that redeemed coupons three days 
before publication.

"There was a chain of stores that sent a bunch 
of coupns. Being rather cynical about their claim we 
sent them a letter asking for proofs of purchase. They 
wrote back saying that they had lost them.

"Six stores on the same street sent us back what 
looked like a form letter that said, in effect: 'We'd like 
to send you the proof of purchase but out store was 
burglarized over the weekend and they stole all our 
invoices.'"

The inspector said there were many incidents
(continued on page 20)

SMART RETAILERS 
ARE STOCKING AND 

PROFITING WITH 
EPSOM SALT ISOPROPYL 

RUBBING ALCOHOL 
COMPOUND

It minimizes pain and gives temporary relief for minor 
muscular pains — including sprains, arthritis and 
rheumatism. It’s a combination of products, each com
pound for a specific purpose, to penetrate through all 
layers of the skin. It works on and under the skin — where 
ordinary alcohol can’t even get started.

Call for more information today!

B & B BEAUTY PRODUCTS 
and 

MAY-RAIN PRODUCTS
7031 Fenkell, Detroit 48238  • Telephone: (313) 8 6 3 -61 50
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Paul Inman Associates 
Extends Congratulations 

to the Officers, Directors and 
Associated Food Dealers 

on the Occasion of 
Your 65th Anniversary

DETROIT 

GRAND RAPIDS 

TOLEDO 

SAGINAW 

FORT WAYNE 

INDIANAPOLIS

paul inman associates, inc.

30095 Northwestern Highway • PO Box 1600, Farmington Hills, Ml 48018 • Phone (313) 626-8300
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IT  PAYS TO  PROM OTE NABISCO

Very Best Wishes 
to our Friends and Customers 

who have helped to make 
Nabisco 

a household word.

N A B IS C O
B akers of Americas favorite Cookies. Snacks and Crackers

COUPON CAPER
(from page 18)

to liven up what he thought was going to be 
routinely dull investigation, one of which was the ex
perience of a female undercover agent who went to 
work in one of the chain stores under suspicion.

"Her first day there," he said, "she was put in 
the 'cutting room' where she proceeded to clip 
coupons for the next week, crumpling them up and 
mixing them in with those the store was receiving 
from local civic and church groups.

"The manager was a little put out when our in
vestigator showed up the following week with a 
search warrant. He complained that she was being 
unethical."

The inspector said the single most effective 
way to curb coupon fraud is to "control your 
coupons." Sometimes the opportunity for abuse is 
painfully obvious, like the newsstand that gets 50 
papers six days a week but on the 'best food day' it 
orders 500.

"Manufacturers also need to document at
tempts at coupon fraud, because getting an indict
ment is by far the toughest part of any prosecutive 
action.

"I can't sell a 25-cent fraud attempt to a 
prosecutor, but I can sure get his attention with a 
scam that's pulling down $50,000 or $60,000 a year,; 
and there are hundreds of people doing that and get
ting away with it all over the country."

Congratulations to 
the Officers, Directors and Members 

of the Associated Food Dealers.

DETROIT FOOD BROKERS ASSOCIATION
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THE HOUSE OF FINE WINES
The Finest Selection o f  Wines from  Around the World

in Michigan for: Stags Leap Cellars (California)
Borgogno (Italy)
Romano-Cucamonga (California)
Hanns Kornell Champagne (California) 
Rallo-Segesta
Cora Asti Spumante (Italy)
Cora Vermouths (Italy)
Rallo-Marsala (Italy)
Villa Banfi (Veronese, Italy)
Riunite Lambrusco (Italy)
Alexis Li chine Wines & Selections (France) 
Patriarche (France)
Pommery & Greno Champagne (France)
La Van Champagne (New York)
Schmitt & Sohne (Germany 
GoldenBishop Liebfraumilch (Germany) 
Joseph Wehr (Germany)
Hans Mayer (Germany)
Gold Seal (New York)
Bell' Agio (Italy)
San Martin (California)
Blue Angel Liebfraumilch (Germany) 
Souverain (California)
Bollinger Champagne (France)
Kriter-vin Mousseaux (France)
Chanson (France)
St. Raphael Aperitif (France)
Henri Marchant (New York)
Prats Freres (France)
Havemeyer (Germany)
Deinhard (Germany)
Meiers (Ohio)

Very good selection o f Premier Grand Cru Wines o f Bordeux and Great Estates o f Germany
LOCAL D ISTRIBU TO RS:
Macomb County — Van Hollenbeck Dist., 800-552-6240 Toll Free
Oakland County and Western Wayne County — Van Hollenbeck, Dist., 800-462-7660 Toll Free
Abe Cherry, Dist. . . . . . D e tro it  . . . .(313) 873-0992 Kowalski Dist.............. . . M anistee.......... .(616) 723- 2401
Arbor Beverage . . . . . . . Ann A rbor . . . . .(313) 662-9592 Kozak Dist................... . . Hamtramck . . . .(313) 925-3220
Anderson Dist. Co. . . . . Jackson............. .(517) 782-8179 Latocha Beverage . . . . . Ludington . . . . .(616) 843-8111
Beaudoin Beverage. . . . . Stephenson . . . .(906) 753-4725 Lipinski Dist................ . . Escanaba ........... .(906) 786-3121
Bellino's Quality Bev.. . . Trenton.............. .(313) 675-9566 Lyle Elliott & Sons . . .(517) 725-2717
Central State D ist.. . . . . Mt. Pleasant. . . .(517) 773-9027 Marchetti Dist............. . . S a u lt  Ste. Marie. .(906) 632-2321
Central Beverage . . . . . . Cadillac............. .(616) 775-2466 Modern Beverage. . . . .(616) 392-3533
Century Beverage . . .  .  .  F lin t  . . . . .(313) 743-7700 Paw Paw Wine Dist. . . . . . Kalamazoo . . . . .(616) 657-6105
D-B Dist..................... . . . Bay C i t y .......... .(517) 686-1690 Peterlin Dist................. . . Calumet............. .(906) 337-0213
Dixon Dist................. . . . Traverse City . .. .(616) 947-0020 Petipren Dist................ . . Port Huron. . . . .(313) 364-6011
Draves Dist................ . . . Bad A x e .......... . .(517) 269-8581 Pisani Dist.................... . . Ironwood........... .(906) 932-9722
F & F Dist................. . . . Muskegon Hts. .. .(616) 733-2280 C. Riffel & Sons . . . . .(517) 752-8365
Four Season Dist. . . . . . Iron Mountain . .(906) 774-6373 Robinette Dist............. . . Adrian................ .(517) 265-6248
Griffin & Templeton Dist. West Brach. . . . .(517) 345-0540 St. Clair Dist................ . . Port Huron. . . . (313) 982-8534
Huron Dist................ . . . Cheboygan. . . . .(616) 627-2191 Tri-City Beverage. . . . . . Marquette . . . . .(906) 226-8811
John Nate Beverage . . . . Dowagiac. . . . . .(616) 782-2566 Verderese Dist............. . . Lansing............. .(517) 489-9455
John Gatiss D ist. . . . . .(906) 387-2024 Zaiger Beverage........... . . A lp e n a  . . . . .(517) 356-9036
Kent Beverage........... . . . Grand Rapids . . .(616) 538-2850

Now Two Locations to Serve the Retail Licensee: 60 N. Rose, Mount Clemens -  2720 Auburn Court, Auburn Heights
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MOHAWK 
VODKA

sold over 4,800,000 
bottles last year

Mohawk Vodka 80-100 Proof 
Made from 100% grain neutral spirits 

MOHAWK LIQUEUR CORP., DETROIT, MICH.

FOOD DEALER QUIZ:

How Much Do You Know 
About Food Stamps?

Q-1: A customer comes to 
your store register with a shop
ping basket of food and other 
items. She (the customer) has 
food stamps to pay for the items. 
Decide which of the following 
items can be sold for food stamps 
and which are non-eligible items. 
Put a check mark next the eligible 
items.
__ aspirin
__ toilet paper
__ potatoes
__ porterhouse steak
___frozen peas
__ milk
__ candy bar
__ chewing tobacco
__  asparagus
__ canned pork and beans
__  bananas
__ cookies
___bubble gum
__ matches
__  corned beef
__ paper towels
___charcoal briquets
__ beer
__ rice
__ dishwashing detergent

Q-2: A food stamp customer

wants you to sell a package of an
tacid tablets and a bottle of 
vitamins for food stamps, because 
both are taken internally and the 
vitamins are a food supplement. 
You should:
__ a. Sell them for food stamps
since both are swallowed.
___ b. Sell the vitamins for food
stamps, since they contribute to 
nutrition, but refuse to sell the an
tacid tablets for food stamps, since 
they are medicine.
___ c. Refuse to accept food
stamps for either item.

Q-3: A customer wishes to 
use food stamps to buy a pint of 
cold potato salad and a sandwich 
from the delicatessen section. You 
should:
__  a. Sell the items for food
stamps, since both are food for 
human consumption.
__ b. Refuse to sell the items for
food stamps since both are pre
pared foods.
__  c. Sell the items for food
stamps, so long as they are not 
going to be eaten on the premises.

(continued on page 24)
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Abner Wolf Co. 
wishes continued 
success to our 
customers.
America's most 
Progressive Food 
Distributor.
Call (313) 9 4 3 -3 3 6 8



GOOD COOKS 
BEAT INFLATION 

THEY BUY
CLABBER 

GIRL

FOOD STAMPS
(from page 22)

Q-4: When someone at
tempts to buy pet food or laundry 
starch with food stamps, you 
should:
__ a. Sell' them for food stamps
because they are eaten by some 
people.
__ b. Refuse to sell them for food
stamps because they are not in
tended for human consumption.
__  c. Sell the items for food
stamps this time, but warn the 
customer not to try it again, 
because those items are not sup
posed to be eaten by humans.

Q-5: A food stamp customer 
says she needs some money to 
buy diapers for her baby and 
offers to sell you $10 in food 
stamps for $5 cash. You should:
__ a. Buy the $10 in food stamps
from the customer for $5 in cash.
__  b. Give the customer $10 in
cash for $10 in food.
__ c. Refuse to accept the food
stamps in exchange for cash. Sug
gest the customer cal l ’ her

caseworker for emergency help.
Q-6: You have just totaled 

and bagged an order with some 
non-food items in it, and the 
customer tells you he or she is 
going to pay for it with food 
stamps. You should:
__ a. Let it go as a food stamp sale,
because it is too much trouble to 
separate the items now.
__  b. Pull the items out of the
bags and subtract the cost of the 
non-food items from the total, or 
seperate the items and re-total the 
whole order as two separate or
ders — one eligible food items 
and the other non-eligible items. 
Require payment in cash for the 
non-food items.
__ c. Try to identify the non-food
items from the cash register slip 
and from what you can see in the 
bags. Total these and ask for pay
ment in cash.

A n s w e r s :
A-1: Alcoholic beverages, 

cigarettes and other tobacco pro
ducts, medicines and vitamins are

(continued on page 28)

Congratulations to 
the Officers, Directors and Members 

of the Associated Food Dealers.

INDEPENDENT BISCUIT COMPANY
With Offices in Dearborn, Saginaw and Toledo, Ohio 

15100 GOULD AVE. ‒  DEARBORN, MICHIGAN 48126

PHONE (313) 584-1110
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YOU’VE GOT MORE TO SELL
WITH

W ils o n ’ s

THAT’S PYRAMID POWER!
Milk, cream, cottage cheese, ice cream — 
all that and more from the Wilson’s “ Pyra
mid of Quality” line are serving the food- 
market industry every day. Get W ilson ’s 
Pyramid power working for you: Ira Wilson 
& Sons Dairy Company, 5255 Tillman, De
troit, Ml 48208. Or call (313) 895-6000. Out- 
state, call 1-800-572-1998.

THE PYRAMID OF QUALITY COVERS THE MITTEN
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Tony Munaco
Mt. E llio tt-C h a rle vo ix  M arket 

President

Jerry Yono
D e tro it Food & Drug Center 

Chairman of the Board

Jamal Shallal
Grand Food Markets 

Vice-President

YOUR 1981 OFFICERS
Aims and objectives of the Associated Food Dealers a 

“to improve and better the industry in which 
do business, constantly offering the consuming publ 

the best possible products and services atti

Stan Albus Lafayette A llen, Jr.
Stan's Market Allen's Super Markets

Phil Lauri Phil Mannone Louis Najor Phil Saverino
Lauri Brothers Super Market Mannone’s Market Frontier Supermarket Phil's Quality Market;

Cal Abbo
King Cole Markets

Cleo Ashburn
Ashburn's Party Store
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Larry Joseph Don Harrington Edward Deeb
Market Square of Birmingham  Meat-N-Place Executive Director

Vice-President Treasurer

DlRECTORS, ADVISORS
iwest possible prices, in the American tradition 
[free enterprise.” The association also represents its
embers in the cause of justice and fair play at all levels Jacob Grant
[government, business and in the community at-large. Farmer Grant's Markets

PHOTO NOT AVAILABLE:
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Jack Azzam Sidney Brent George  Byrd Sam Cosma
American Oriental Grocery Kenilworth Market Byrd's Choice Meats Atlas Super Market

Ray Shoulders Tom Simaan Louis  Vescio Harvey L. Weisberg
Shoulders' Markets Armour Food Market  Vescio's  Super Markets Chatham Super Markets



FOOD STAMPS
(from page 24)

NOT food, even though they may 
be consumed. Therefore, they 
CAN N O T be sold for food stamps. 
Also, such things as toilet paper 
and soap are not food and cannot 
be sold for food stamps even 
though they may be a necessity. 
For simplicity, any item which 
cannot be sold for food stamps are 
referred to as "non-food items."

The items on the list which 
can be sold for food stamps are: 
potatoes, steak, frozen peas, milk, 
candy bar, asparagus, pork and 
beans, bananas, cookies, bubble 
gum, corned beef and rice.

A-2: "C" is correct. Refuse to 
accept food stamps for either 
item. Neither vitamins nor antacid 
tablets are eligible. The antacid 
tablets are a medicine, not a food. 
While vitamins are a normal part 
of most foods, vitamins in tablet, 
powder, or liquid form are con
sidered health aids, rather than 
food.

A-3: While cold prepared 
foods such as sandwiches and 
salads that are to be taken out of 
the store may be sold for food 
stamps, "lunch counter" foods 
and other prepared foods that are 
to be eaten on the premises may 
NO T be sold for food stamps. This 
is because one of the aims of the 
program is to encourage partici
pants to buy low-cost staple foods 
that they can prepare and eat at 
home. This gives them the greatest 
benefit from, their food stamps.

"C" is correct. Sell the items 
for food stamps, so long as they

(continued on page 30)

CONGRATULATIONS ON YOUR 65th ANNIVERSARY! 
MAY WE ALL HAVE A HAPPY AND PROSPEROUS 1981

SPIRITS of MICHIGAN
• •

E.J. WIEFERMAN COMPANY
• •

HARVEY W. EWALD & ASSOCIATES
11211 MORANG, DETROIT, MICHIGAN 48224 

Phone: 521-8847
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Congratulations to the
Associated Food Dealers 

on your
65th Anniversary

REGAL 
PACKING, INC.

Wholesale Meats

1445 East Kirby 
Detroit, Michigan 48211 

Phone: 875-6777
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FOOD STAMPS
(from page 28)

are not going to be eaten on the 
premises.

A -4: Some people eat things 
that are not intended for human 
consumption, such as pet food or 
laundry starch. Since such things 
are NOT intended for human 
beings to eat, you CANNOT sell 
them for food stamps.

"B" is correct. Refuse to sell 
them for food stamps because

they are NOT intended for human 
consumption.

A-5: A food stamp customer 
may sometimes need money for 
something other than food, and 
may ask you to exchange cash for 
food stamps. This is a serious 
violation of the rules. You must 
never accept food stamps for any
thing but eligible food.

"C" is correct. Refuse to ac
cept the food stamps in exchange 
for cash. Suggest that the 
customer call his/her case worker

for emergency help. Most welfare 
agencies have ways of helping 
l o w - i n c o m e  p e o p l e  meet 
emergencies, so that they do not 
have to choose between eating 
and buying other necessities. In 
any case, no matter how serious 
the customer says his/her need for 
cash is, you are not allowed to ex
change cash for the customer's 
food stamps.

A-6: If a customer does not 
tell you he/she will pay with food 
stamps before you start to total 
the order, and the total includes 
non-food items, you can re-ring 
the whole order on separate slips. 
Or, you can total either eligible or 
non-food items, and subtract this 
amount from the grand total to 
find the amount to be paid in 
cash, and the amount to be paid 
with food stamps.

"B" is correct. Require pay
ment in cash for the non-food 
items. Make sure you do not sell 
any non-food items for food 
stamps. Remember that this 
would be a serious violation of 
the Food Stamp Act and can result 
in severe penalties to you and 
your employer, ranging up to 
$10,000 fine and 5-year prison 
sentence, and disqualification of 
your store from the program.

Customers sometimes may 
complain about having to wait 
while you re-total their orders. We 
suggest you try to smooth things 
over by saying something like, 
"I'm sorry, I didn't know you were 
shopping with food stamps. Let us 
know next time before we start to 
ring up your order, and we'll be 
able to check you through much 
faster. You could help us by sepa
rating ineligible items."

Of all the things you wear

YOUR EXPRESSION
is the most important

CONGRATULATIONS
to the Associated Food Dealers 
on your 65th birthday . . . 
from the “Big M”

McMahon & McDonald, Inc.
FOOD BROKERS

•  L E A D IN G  M E R C H A N D ISIN G  S P E C IA L IS T S
w ith  co m p le te  re ta il, w h o le sa le , in s t itu t io n a l and c h a in  coverage  •

(Main O ffice)

DETROIT: 23943 Industrial Park Dr., Farmington, Ml 48024/Phone: (313) 477-7182 
TOLEDO: Ohio 43623, 5247 Secor Road/Phone: (419) 473-1133 
GRAND RAPIDS: Michigan 49508, 942 52nd Street, S.E./Phone: (616) 534-9695 
SAGINAW: Michigan 48062, 1840 North Michigan/Phone: (517) 755-3438 
FORT WAYNE: Indiana 46815, 5616 St. Joe Road/Phone: (219) 486-2411

Page 30 / The Food Dealer, Spring, 1981



THE BEST TASTING 
CHABLIS IN AMERICA?

Wine experts and restaurateurs agree. 
Giumarra Chablis is a great tasting white 
wine. A wine so fresh, clean and enchant
ing to the palate that many consider it the 
best wine value available today. Giumarra’s 
pale brilliance and exquisite fruity flavor have 
won accolades, gold medals and many words 
of praise. Here are just a few of the prestigious 
awards—national and international—won by 
this remarkable California Chablis.

1980. World famous wine authority Robert 
Lawrence Balzer gave Giumarra Mountain 
'Chablis top rating. In his influential 
‘'Private Guide to Food and Wine"
Balzer, along with his expert 
panel, selected Giumarra 
over eighteen other fine
California Chablis.

■ 1979. The renowned Sacramento Bee Wine 
Tasting. A panel of leading experts picked Giu

marra Chablis over 76 other California 
white wines, giving it a much  

coveted gold medal. 
■  1978. The International Viticul
ture and Wine Fair. Experts from all 
over Europe awarded Giumarra 

Chablis still another gold. 
■  1977. The Los Angeles County 

Fair. Among California Chablis, Giu
marra was given the Fair’s highest

award.
■  1976. The Los Angeles County Fair. 
Giumarra’s long, full body and pleasing 

character delighted the judges, who 
gave it a gold medal over 25 other 

popular California Chablis.

But you don’t have to take 
the experts’ word for it. You 
can give Giumarra Chablis 
a taste test yourself. When 
you do, we think you'll 
agree. It's a great tasting 
Chablis—as well as the 

best wine value in 
America. Bar None.

(gee-u-marra)

Distributed exclusively in Michigan by 
GENERAL WINE COMPANY, 12017 Mack Avenue, Detroit, Ml 48215

Phone: (313) 823-1166

Giumarra Chablis. Worth its taste in gold.
Giumarra Vineyards, Edison, California 
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AFD
Foo

TUESDAY

Laugh with comic ventriloquist Glenn Haywood
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th

 Anniversary 
rade Dinner
24th at COBO HALL, DETROIT 

THE PROGRAM
INVOCATION: Fr. Kavin Britt, Sacred Heart Seminary. 

Edward Deeb, AFD Executive Director 
Chuck Batcheller, President, DAGMR 

Tony Munaco, AFD President 

SPECIAL GUESTS AND ANNOUNCEMENTS 

Installation of Officers and Directors

entertainment by the Singing Dolls

IN APPRECIATION:
The Associated Food Dealers on behalf of 
our over 3,000 members who employ over 
40,000 persons, is most appreciative of the 
interest and cooperation offered by many of 
the food and beverage suppliers in planning 
this event. In particular, we thank the follow
ing firms specifically, for their generous par
ticipation and co-sponsorship.

Cocktail Hour:
Pepsi-Cola Company

Snacks, Cocktail Hour:
Frito-Lay, Inc.
Kar-Nut Company 
Kraft, Inc.
Wilson Dairy Company

Banquet Sponsors:
Anheuser-Bush Company 
Borden Company 
Blue Cross and Blue Shield 

of Michigan 
Coca-Cola Bottlers of Detroit, Inc. 
J. Lewis Cooper Company 
Darling & Company 
Detroit Rendering Company 
Faygo Beverages
G. Heileman Brewing Company 
Paul Inman Associates
Kraft Foods
Ludington News Company 
Melody Farms Dairy 
Pepsi-Cola Bottling Group 
Peschke Packing Company 
Stephen's Nu-Ad 
Stroh Brewery Company
H. J. Van Hollenbeck Dists., Inc. 
Velvet Food Products
Hiram Walker Company 
Wayne Soap Company 
Abner A. Wolf, Inc.
Ira Wilson & Sons Dairy

Dinner Wines:
J. Lewis Cooper Company

Corsages for Ladies:
Detroit City Dairy

Prizes:
AFD and Friends,
drawing during first intermission
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by RABBI JACK GOLDMAN, Administrator, 
Metropolitan Kashruth Council of Michigan

What Makes It Kosher?
Although almost everyone in the food business 

has heard Che word "Kosher," dealt with Kosher 
food products, and had the pleasure of sinking his 
teeth into a Kosher corn beef sandwich, or delighting 
in a Kosher pickle, few really understand the mean
ing of that word.

"Kosher" is a Hebrew word that means "fitting, 
proper." It appears only once in Scripture, in the 
Book of Esther (8.5), ironically in a context that has 
nothing to do with food. In Jewish Law, however, 
this is the term that is applied to comestibles that 
comply with the requirements of the Dietary Laws. 
The opposite of "Kosher" is "treif," (pronounced 
"traif") which means "forbidden, unacceptable."

The Bible makes it amply clear that the Creator 
is very deeply concerned with Dietary Laws. His first 
challenge to Adam and Eve in the Garden of Eden is a 
dietary law: not to eat a certain fruit that grew on the 
Tree of Knowledge of Good and Evil. Ten genera
tions later, when the Almighty gave seven command
ments to the sons of Noah, the first of these was a 
dietary law. Finally, when the Lord revealed the en
tire Law to Moses at Sinai, a considerable part of the

RABBI GOLDM AN

Law was devoted to dietary considerations. Jews, as 
the People of the Book, have always taken these Die
tary Laws seriously, making them an integral part of 
the Jewish lifestyle.

As applied to meat and poultry, the word 
"Kosher" refers to the selection of certain species of 
animals and to a very strictly defined method of 
slaughter. Only those species identified by Scripture 
as suited to Jewish consumption may be eaten. 
Among hoofed animals, this includes members of 
the bovine family (beef and veal), sheep, and goat. 
Among fowl, predatory birds are excluded. The 
Kosher species include chicken, turkey, and duck.

(continued on page 36)

DETROIT 
Veal & Lamb, Inc.
1540 Division Street, Detroit 48207 

•

U.S. Governm ent Inspection 
Veal — Lam b  — Mutton 

A ll  Prim al Cuts

Phone: (313) 567-8444

TOM DAUIS &
SONS DAIRY CO.

Distributor Of Quality Dairy 
Products Since 1946

EGGS
CREAM-
MILK
CHEESE
BUTTER

5255
Tillman
Detroit 894-0022
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for Cleaning and Maintenance 
of Large Surfaces

Wash and wax in traffic -  it’s easy!

THE ALTERNATING SYSTEM
Down-to-earth simplicity

Monday
Clean and wax in one operation -  with 
TASKI wiwax containing detergents, 
solvents and finish.

Tuesday
Only clean floor -  with TASKI R 50 
(neutral cleaner).
Monday’s shine is still there!

Wednesday
Just like Monday... and so forth.

TASKI MACHINES
combimat 55/70/85
Vacuums so dry that wet signs are obsolete.

The TASKI combimat automatic scrubber 
combined with TASKI chemicals makes the total 

maintenance program so easy as simply 
washing the floors.

Engineered squeegee eliminates need 
for pick-up man with mop!

Seeing is believing! Let our specialists demonstrate 
TASKI’s new alternating system for 

economical maintenance.

TASKI will delay stripping for up to 3 years and top coating 
is completely eliminated

Imported by:

Swiss Clean,Inc.
3650 44th Street S.E., Kentwood, 
Michigan 49508, Tel. 616-698-9240

Made in Switzerland by A. Sutter Ltd., 9542 Münchwilen 
TASKI worldwide
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Your Supplier For 

Nu-Mrk Ant and Roach Killer . .

Nu - Method 
Pest Control
P R O D U C T S  A N D  SERVICES

8719 Linwood • Detroit 48206 

P H O N E  (3 1 3 ) 898-1543 

an AFD member

KOSHER
(from page 34)

The method of slaughter seeks to accomplish two 
objectives: to relieve the animal of its life painlessly, 
and to protect the consumer of flesh against disease. 
The method of Kosher slaughter, developed over a 
period of thousands of years, accomplishes both of 
these goals.

Animals that live in the sea are Kosher only if 
they bear fins and scales. This excludes shrimp, 
lobster, snail, shellfish, frog, and turtle. Those species 
that bear the Kosher requirements have no special 
means of slaughter. They are simply removed from 
the sea and allowed to expire.

All the world's raw fruits and vegetables are 
Kosher. It is only the prepared foods that require 
special handling, and sometimes rabbinical supervi
sion, in order for them to com ply with the require
ments of the Jewish Dietary Laws. There is no 
question that “cleanliness is next to Godliness." In 
order for something to be Kosher, it must be clean, 
but cleanliness alone won't do it! No amount of 
scrubbing of a piglet raised in a laboratory, under 
aspeptic conditions, would render it fit for Jewish 
consumption!

Thus, cheese (and many other dairy products), 
wine ( and other fruit juices), baked goods, and most 
other prepared foods are not acceptable as Kosher, 
unless they have been inspected and approved by a

(continued on page 38)

In Eastern Michigan

S e r v i n g  t he  D e t r o i t  M a r k e t i n g  A r e a  f o r  43 Y e a r s  w i t h  C o n s u m e r ,  I n s t i t u t i o n a l ,  a n d  I n d u s t r i a l  P r o d u c t s .
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4222 E. McNichols, Detroit, Michigan 48212 • Phone 313-893-5594
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J .  E d w a r d  M o o re ,
Regional Chain Manager, 

on behalf o f the Officers 
and Employees of 
M il le r  B r e w in g  C o m p a n y , 

brewers of Miller High Life, 
Lite and Lowenbrau beers, 
T O A S T S  th e  A F D  

on your 65th Anniversary

KOSHER
(from page 36)

rabbinic authority.
In the State of Michigan, the Kosher Food Law is 

incorporated in the Penal Code (750.297e), where it 
is spelled out that, in order for a product to be pur
veyed as Kosher, it must be "prepared or processed 
in accordance with orthodox Hebrew religious re
quirements sanctioned by a recognized orthodox 
rabbinical council."

In the tristate area (Michigan, Ohio and In
diana), the most active orthodox rabbinical council 
is the Metropolitan Kashruth Council of Michigan. 
Organized by Rabbi jack Goldman, who has been 
active in Kosher food supervision since 1958, the 
Council is made up of three rabbis who provide this 
service to the Jewish Community, on a nonprofit 
basis. The other two rabbis are Rabbi Menachem M. 
Hirsch of Brooklyn, New York, who services the 
Council's companies on the eastern seaboard, and 
Rabbi Samuel Friedler of Richmond, Virginia, who 
covers the Council's clients in the southern states.

The Michigan office of the Council is located in 
Oak Park, at 26461 Harding Street (telephone 
542-4499). Michigan companies under the supervi
sion of the Metropolitan Kashruth Council of 
Michigan include dairies, bakeries, and companies 
that produce spices, soft drinks, whipped toppings, 
fruits and flavors, ice cream, snack foods, egg pro
ducts, peanut butter, nut meats, and other products.

BEST WISHES 
TO ASSOCIATED FOOD DEALERS 

ON YOUR 65th
FROM THE RETAIL ORIENTED BROKER

AMERICAN FOOD ASSOCIATES

A N D  T H E IR  P R IN C IP A L S
• Pine Sol • Red Rose T e a  • Bachman Pretzels • Scensation •

• Coronet  • Delta • Cup O’ Noodles • Oodles of Noodles • Rice-A-Roni • 
• Noodle Roni • Broadcast • Cole Bakeries • 3M • Rescue • Sunstar •

• Hefty • Mobil Oil • Kodak • Mix ‘N Drink • Ronson • Savarin •
• Maypo • Wheatena • O -Cel-O  • 3-Diamonds • Sylvania • Goop •

• Prince Spaghetti Sauce • Lawrey’s • Hartz • STP  • Scott’s Liquid Gold •
• Moist & Meaty • Mister Plumber • Roman Cleanser • Turtle W ax•

AMERICAN FOOD ASSOCIATES
24112 RESEARCH DRIVE 

FARMINGTON HILLS, MICHIGAN 48024

Phone: 478-8910
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W e’r e  C o n tin u in g  
T o  G iv e  Y o u  O u r  B e s t .

Candy • Bakery • Ice Cream 
Since 1875

The Fred Sanders Company 
100 Oakman Boulevard 
Detroit, Michigan 48203
Phone: 313 868 5700
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P.S. ALSO A S K  ABOUT OUR Q U A LIT Y  
LIN E O F SCAN N IN G  & NON -  SCAN  N I NG 

C H E C K -O U T  S Y S T E M S

ENHANCE YOUR 
STORE IMAGE &

BOOST
YOUR SALES! 

w ith  
REYNOLDS CORPORATION 

FIBREGLASS DISPLAYS

Taystee Bread 
Cookbook Cakes

With a Variety of 
Bread Buns and 
Cakes For Your 
Eating Pleasure

DETROIT 
RENDERING 
COMPANY

SUPERIOR SERVICE — TOP MARKET VALUES 

SINCE 1850

1923 F R E D E R IC K , D ETR O IT
571 -2 5 0 0

“First We Render Service!”

AFD MEMBER
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F o o d  F o r  T h o u g h t —

This Year Americans Will Miss Over 300 Million 
Days Of Work Because Of Serious Disability.*

*S t a t i s t i c s  f r o m  t h e  N a t io n a l  U n d e r w r i t e r  
C o m p a n y

Bill 0 . Brink 
Suite 224
16250 Northland Drive 
P.O. Box 1315, Northland 
Southfield, Michigan 48075 
(313) 5 6 9 -2 2 0 0

Robert M. Arnholdt 
Suite 304
30500 Van Dyke Road 
Warren, Michigan 48093 
(313) 5 7 4 -1 6 0 0

John R. Griffin, Jr.
Suite D
25915 Harper Avenue
St. Clair Shores, Michigan 48081
(313) 7 7 4 -3 0 6 0

That is one im portant reason 
why the Associated Food Dealers 
endorse a D isability Incom e 
Protection plan for its m em bers and 
for the em ployees of its members. 
Members of the Associated Food 
Dealers realize the im portance of 
Disability Incom e Protection. In the 
last 17 years, over one-half a m illion 
dollars have been paid to m em bers 
in benefits for covered injuries 
and illnesses.

Disability incom e Protection can 
help you — by provid ing benefits 
when you really need them. 
Disability Incom e Protection 
provides benefits to help you meet 
the day-to-day liv ing expenses that 
continue even w hen  you ’re 
disabled. More im portantly, regular 
monthly benefits can help provide 
you and your fam ily w ith  peace of 
mind and financial security w hen  
you are unable to w ork because 
of a covered illness or injury.

For the past 17 years. Mutual of 
Omaha, underw riter of this plan, 
has offered personal service to 
members o f the Associated Food 
Dealers and their employees.

Personal service m eans you can 
count on a trained insurance 
representative to design a program 
to meet your needs.

Now the Associated Food Dealers 
also endorses a L ife Insurance 
Protection plan. This plan is 
underw ritten by United of Omaha, 
the people you can count on to 
provide life insurance protection for 
the ones you love. Life insurance 
can provide an extra cushion 
between your fam ily  and financial 
worry.

For more inform ation about 
Disability Incom e Protection and 
Life Insurance Protection, contact 
your nearest Mutual of Omaha office. 
Call today or com plete the coupon 
and m ail it to us. As a m em ber of the 
Associated Food Dealers, you can 
count on Mutual of Om aha for 
financial protection.
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A s s o c i a t e d  F o o d  D e a l e r s
125 west Eight M ile Road •  Detroit, Michigan 48203 
YES! I am  interested in m ore in form ation  about:
□ Disability Incom e Protection for m yself
□ Disability Jncom e Protection for m y em p loyees
□ Life Insurance

Name____________________________________________________

Address__________________________________________________

C ity ____________________________ State____________ZIP______



INTERNATIONAL 
SAUSAGE CORP.

Manufacturers and Distributors of 
Quality Sausage and Smoked Meats

3445 Michigan Avenue 
Detroit, Michigan 48216 

Phone: 897-7380

DUTCH BRAND
Meat Products from People Who Care

George A. Naser 
Sam Hakim

Give
and
Take.

Give a little today. 
Take a lot tomorrow.

That’s what makes 
United States Savings 
Bonds a great way to 
secure your future.
And why over nine 
million people like you 
have already joined the 
Payroll Savings Plan.

You see, once you 
sign up, a small part of 
each paycheck is set 
aside to buy Bonds. 
Saving is so automatic, 
you’ll soon forget 
about it.

So buy United 
States Savings Bonds.

Automatically, 
through the Payroll 
Savings Plan.

You won’t even feel 
like you’re giving, until 
all those Bonds are 
yours for the taking.

Congratulations to the Officers and Directors 
of the ASSOCIATED FOOD DEALERS

Guzzardo Wholesale Meats, Inc.
Fine Meat Purveyors Serving The Food Industry 

2888 Riopelle Street, Eastern Market • Detroit, Michigan 48207 

Phone: 833-3555
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©  1980 • 6 YEARS OLD. IMPORTED IN BOTTLE FROM CANADA BY HIRAM WALKER IMPORTERS INC., DETROIT, MICH. 86.8 PROOF. BLENDED CANADIAN WHISKY.
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CIT IZEN ’S  LETTER TO  AFD, 
from JO -L E E  BRUNEEL, MT. MORRIS, MICHIGAN:

The Bottle Bill Cover-Up
sells for $14.15, and increase of $1.72, or 14%. The 
cost of living has been stated at over 13% in 1979 at 
that rate beer prices are way behind.

The bottle bill has caused beer prices to in
crease and justifiably so. The costs to retailers han
dling the empties, requires added help, additional 
space, and deposit investments.

The distributors' increased costs are for more 
frequent deliveries to pick up empties, more 
warehouse space, more employees, added equip
ment such as: extra trucks, forklifts, can and bottle 
crushers, containers to help keep different brands 
sorted, packaging for return to brewery, shortages 
such as cases missing, bottles or cans, off brands and 
non-deposit containers that are redeemed.

in a recent article by Meijer Thrifty Acres, it was 
stated they spent 2 million dollars just to prepare for 
the returnables. This is not even the cost of imple
mentation of their program.

These are realistic costs and not just fictional
(continued on page 48)

Associated 
Grocers 
of Michigan
We’ve been building 

for the future of better food 
distribution for more than half a century!

Call David Trout or Bob Maynard at
1 (517) 694-3923 and learn how  A s s o c i a t e d  G r o c e r s
AG retailers grow in spite of inflation.

The State of Michigan is now in the process of 
trying to pass a law to have wholesale discounting, 
direct buying, price advertising, and distributor 
against distributor, to try to lower the price of beer.

In reading the newspapers, all a person can find 
is one sided derogatory remarks as to how distribu
tors and brewerys have raised prices out of propor
tion, to kill the bottle bill.

The State's contention was that the bottle bill 
would not cause beer prices to increase. Prices have 
gone up and with justification. In order to save face 
and embarrassment, they would have you believe a 
new law would lower prices. They would like you to 
think beer prices are way out of line and inflated to 
kill the bottle bill. That is not true, the price of a six 
pack of Budweiser in a convenience store in 1979 
was $2.67, in 1980 it sells for $2.79, an increase of 12 
cents or 4%.

The State controlled whiskey business by dis
crimination, avoided the mess by excluding them
selves from the bottle bill. In 1979 a bottle of Johnny 
Walker sold for $12.43, and in 1980 the same bottle
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MEMBERS OF A S S O C I A T E D  FOOD DEAL ERS
Ta k e  a  l o o k  a t t h e He a l t h Ca r e  Se r v i c e s 

Av a i l a b l e  t o Su b s c r i b e r s  of

Michigan HMO Plans, Inc.

PLAN BENEFITS
No Co-Payments or Deductibles

Unlimited Office Visits

Physical Examinations

Unlimited Hospitalization 
(semi-private room accommodations)

PLAN FACTS

Prescription Drugs 

Maternity Care (Pre and Post-natal)

X-Ray and Lab Services 

Immunizations 

Skilled Nursing Home Care.

24-Hour Emergency "Hot Line"

Complete and Mail for Details

Michigan HMO Plans has over 35 Health 
Centers located in Wayne, Oakland and 
Macomb Counties.

Michigan HMO Plans provides Health Care 
services to 35,000 Subscribers in the 
Tri-County area.

Michigan HMO Plans has 250 pharmacy loca
tions throughout the Tri-County area.

Michigan HMO Plans has 500 Participating 
Physicians and Allied Health Care Profes
sionals to provide services to our 
Subscribers.

Michigan HMO Plans offers these benefits 
to groups of two (2) employees or more.
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ASSOCIATED FOOD DEALERS
125 West Eight Mile Road No. of employees ________
Detroit, Michigan 48203

N a m e ____________________________________________________________________

Address _________________________________________________________________

City______________________ , MI Z i p _________ Telephone_____________

OR CALL
961-1610

MICHIGAN HMO PLANS, INC.
2200 Edison Plaza 660 Plaza Drive Detroit, Michigan 48226



Congratulations
to AFD from D. B. D., Inc.

Distributors of 
M ILLER  • L ITE  • LOWENBRAU • MOLSON

D. B. D., Inc.
6031 JO Y ROAD 

DETRO IT, MICHIGAN 48204 
PHONE (313) 834-7170

T H E

WARREN BANK
WARREN, MICH. 

O FFERS EV ER Y  BANKING SERVICE YOU W ILL EVER NEED, 
WE INVITE YOU TO BANK WITH US.

PHONE: 758-3500

Drive-Up Service Till 8 pm. Weeknights 
OPEN ALL DAY SATURDAY

M EM BER F D IC

WE ARE PLEASED TO PARTICIPATE IN YOUR 65th ANNUAL 
FOOD TRADE DINNER

Congratulations to 
the Members of 

The Associated Food Dealers!
We appreciate your business and hope you will continue to sell 

our popular Prince brand spaghetti, macaroni, egg noodles and sauces.

PRINCE MACARONI of MICHIGAN, INC.
26155 GROESBECK HWY. • WARREN, MICH. 48089

Phone Bill Viviano at 372-9100 or 772-0900
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Sell the money order 
with the name people are 

already sold on.

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

Except American Express®Money 
Orders. To begin with, they’re more reli
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.

For more information, simply call 
Jim  Foster, at 1-800-525-7629, 
or AFD, at (313) 366-2400.

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

American Express. The money-making money order.
Members of the Associated Food Dealers are exclusive agents for our group money order program.
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COVER-UP

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  P. O. Box 329

WA 8-7400 Main Post Office
Melvindale, Michigan Dearborn, Michigan

(from page 44)

costs drummed up to kill the bottle bill. Some one 
has to pay for these increased costs and as usual it is 
the consumer.

If the State succeeds in passing their new pro
posed law the results would be damaging to small 
business.

It would hurt the small stores, bars and off 
brand beverage distributors. The Ma and Pa stores 
and bars could not buy in large quantities, therefore 
could not compete with the chain stores forcing 
them out of business. Off brand distributors would 
suffer, because who would buy large quantities of 
slow moving brands? The result is less selection, loss 
of employment, and dominance by major brands. 
The little guy gets hurt again and could cause you to 
drive 5 miles to a chain store for a six pack.

The trash on the highways and parks is less, 
because it is in the back room of every store. The 
stores are doing a great job in handling the empties, 
but it amazes me to know that you can't have insect 
spray next to pet food as it might contaminate your 
pet, but you can have cockroaches, bugs and smelly 
germ infested empties in back rooms where pro
duce, bakery goods, meats, and fruits are stored or 
passed through in their delivery. The State inspec
tions have over looked this. People and their 
children have to eat these foods. Maybe your pet and

(continued on page 50)

No other bank 
knows more about 
savings than 
we do.
We’re more than 130 years old. T he oldest 
bank in Michigan. And in those years, 
we’ve helped thousands of Detroiters 
direct part of their earnings into savings. 
W hether you’re saving for a rainy day, 

or a sunny day when you retire, you’ll 
like saving with us. In addition to our 
experience, we give you a friendly 
DETROIT BANK-er to keep your account 
straight and to keep you pleased with 
our service.
When can we open a 
savings account for you?

you ought to know a 
DETROIT BANK-er better

T he  Ind ian  h ea d  leads  you to your first 
family of b a n k s /  DETROITBANK Corporation.
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Warmest Congratulations to the Associated Food 
Dealers on your 65th Anniversary.
Added success to the new Officers and Directors.

Stephen's

11820 Harper Avenue 
Detroit, Michigan 48213 
Phone: (313) 521-3792
Louis J. Stephen

Suppliers of creative advertising services, 
including layout and color printing of 
handbills to the independent merchants 
of Metropolitan Detroit.

NU-AD offers super service to over 
250 food and beverage markets!

One million circulars printed weekly!
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COVER-UP
(from page 48)

the bottle bill is more important.
The fact that beer sales in Michigan are down 

has caused a great loss in tax revenue from the sale of 
beer. The high tax and the bottle bill has caused peo
ple near the State boundary to drive out of State for 
their beer purchases, while inner State residents buy 
less because of the inconvience of returnables.

The State's contention is that the proposed new 
law is to help lower prices for the consumer. In truth 
it is to gain back their loss of tax money, save face 
and cover up their promise that the bottle bill would 
not add cost to the customer.

The new law proposal is to hide the effects of 
the last one. How many more laws will be required 
to cover up the new proposed law?

Thanks to the many legislators who foresee the 
outcome and are fighting to keep this proposal from 
becoming law.

Congratulations to the Associated Food Dealers 
on your 65th Anniversary — from the

BAKERS OF “OVEN FRESH" BAKERY FOODS
Detroit location: 15490 Dales Street, Detroit, Ml 48223 

ROGER BOVEN — Phone: (313) 537-2747

GROCERS BAKING COMPANY

Bonding Requirements 
for SDD and SDM Licensees 

No Longer Required
As the Associated Food Dealers reported to our 

membership earlier, and following numerous calls to 
the AFD office on this subject, we wish to reiterate 
the following information. Laws requiring surety 
bonds for SDD and SDM licensees are no longer re
quired, since the state laws were amended late last 
year. The actual date the amendment went into 
effect was December 29, 1980. Therefore, the State 
and the Liquor Control Commission do not require 
bonds any longer (except for a special license). 
Therefore, you should notify your insurance agent of 
this, and cancel the bonding requirement related to 
P.A. 351 or 1980, Section 436.22. check also to see if a 
refund may be due you. Note: The bond cancella
tion has nothing to do with the need to carry 
liability insurance. They are two separate items.
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BEST WISHES TO THE 
MEMBERS OF AFD

Wolverine Packing Company
1340 Winder •  Detroit, Michigan 48207 

Phone: (313) 1900

Authorized Distributors
of

Mobil Foam Trays

G oodyear Films 

Stay Fresh Deli Bags 

C ustom  Print Poly & Paper Bags

Equipment Sales & Service Available!
INTRODUCING

Marketote Plastic Carryout Sacks &  Small Bags!

Call today for a dem onstration or information on our com plete packaging supply 
program  for: Superm arkets, Delis, Produce & M eat M arkets, and Bakeries.

313-921-3400
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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

GROW 
Faster 

with the 
Winning 

Team...

When you become one of the six-hundred plus retailers 
who are voluntary members of the SUPER FOOD SERV ICES 
team, you have a lot to gain.

You keep your independence . . . your respected place in 
the neighborhood . . . but you add the leverage you need to com
pete with the chains.

We'r food specialists with years of retail experience, and we 
think R E T A IL . We know what it takes to put you on top. 
Marketing knowledge. Giant purchasing power. Modern ware
housing. Super advertising and promotion. Super training of 
your personnel. Computerized accounting. In-store promotions. 
Confidential advice to help you expand profitably. Sound 
good? It is.

S U P E R  FO O D  S E R V IC E S , INC.
5425 Dixie Hwy., Bridgeport, Ml 48722 

Phone: (517) 777-1891 
Frank Malott, Vice President, Michigan Division

Serving Over 150 Stores in Michigan

The Michigan Lottery Has Awarded 
Over $1 Billion In Cash Prizes

(SINCE 1972)

And Lottery Agents 
Earned Over $130 Million 

For Helping Make It Possible.
NOW THAT’S A WINNING COMBINATION
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Believe it or not, supplies 
like paper bags and shopping carts 
each account for more than a 
penny out of each food dollar, or 
about five percent of the total cost 
of operating the store.

Why are supplies so impor-

Grocery Bags and 
Run-Away 

Shopping Carts
tant in the supermarket cost pic
ture? Bags and shopping carts are

two big factors and the most 
frustrating to deal with when try
ing to hold down costs.

Grocery bags are as basic to 
the efficient functioning of the 
modern supermarket as anything 
in the store, including the checks- 
tand and the shopping cart. Re
use of bags is an obvious way to 
cut bagging costs. But health 
re g u la tio n s in most places 
prohibit re-use except for packing 
the grocery order of the customer 
who returns the bags. Efforts to 
econom ize by using lighter- 
weight bags frequently result in 
angry customers when split bags 
spill milk or egg cartons.

Shopping carts —  that other 
essential item —  have jumped in 
cost from $27 in 1972, to $45 in 
1976, and over $75 in 1981. This is 
one area where customers can 
help control costs because shop
ping cart pilferage is a big item. 
Typical supermarkets lose 12 carts 
per year, and city store may find 
losses running as high as 100 to 
150 a year. Returning wandering 
shopping carts can be a step 
toward controlling inflation.

Orleans 
International, Inc

6030 Joy Road, Detroit, Michigan 48204 
931-7060

City’s Leading Distributors 
o f Top Quality 

Poultry - Beef - Pork

H O B A R T
F O O D  E Q U I P M E N T  S Y S T E M S

Anywhere in your 
supermarket, 

a ll aisles lead to 
Hobart.

SCALES • WRAPPERS • MIXERS • GRINDERS • SLICERS • MEAT SAWS • MICROWAVE OVENS

TWO LOCATIONS
12750 Northend,

Oak Park, Michigan 48237 
Phone: 542-5938

43442 N. I-94 Service Drive 
Belleville, Michigan 48111 

Phone: 697-3070
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Congratulations to  
the Associated Food Dealers

on your 65TH 
Anniversary.
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PROFESSIONAL
PEST

CONTROL
Ann A rb o r ..........   . . . . . . . 662-4929
F l i n t ................. 238-3071
Grand Rap ids. . . .  534-5493
Kalamazoo.......... 343-5767
Lansing . . . . . . .  ........ 393-2524
Metro-West.......... 729-3120
M onroe............. 242-3600

M uskegon.......... 722-3936
Detroit............... 834-9300
St. Clair Shores ..773-2411
Saginaw ..... . . . . . . . . . 754-3151
Toledo.... . . . . . . . . . . . .241-5861
Traverse C ity ........ 941-0134
Troy.... . . . . . . . . . . . . . . . 585-8000

R O S E
EXTERMINATOR CO.

CONGRATULATIONS 

TO THE ASSOCIATED FOOD DEALERS 

ON YOUR 

65th ANNIVERSARY

General Mills

GENERAL MILLS, INC
24700 Northwestern Highway, 

Southfield, Ml 48075

J  & J  WHOLESALE, INC. 7070 E. TEN MILE ROAD 
CENTER LINE, MICHIGAN 48015 (313) 754 • 2727

Wholesale Distributors of TOBACCO
CANDY 

GROCERIES 
SUNDRIES 

HEALTH & BEAUTY AIDS

For Over 30 YEARS
SERVING THE RETAIL TRADE 

OF SOUTHEASTERN MIGHIGAN
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Best Wishes 
and 

Good Reading 
to

Associated Food Dealers 
Members 

from Ludington

LUDINGTON NEWS COMPANY
1600  E . G ra n d  B lv d . •  D e tro it  4 8 2 1 1

901 Water St. 
Port Huron, Michigan 48060 

Phone: 984-3807

2201 S. Dort Hwy. 
Flint, Michigan 48507 
Phone: 232-3121
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Let Us Help 
You S top  Bad 
Cheek Passers 
Print-Gard’s 
Fingerprinting 
System  
Will help you  
Reduce Your 
Check Losses

PRINT-GARD SYSTEMS 
PHONE (313) 343-0222

Accura te . . dependable . . efficient 
. tha t's W ashington Inventory 

Service W hether you 're  an 
independent store owner or business 
manager of a large chain, WIS 
personnel are trained to handle your 
inventory needs . . . shelf by shelf 
totals, instant to ta ls , category totals, 
com parisons to last year, quick 
turnaround.

Since 1953, we've grown to 60 
offices nationwide. Each office is 
locally m anaged, so you get 
personalized service during your 
a ll-im portant inventory . . . backed 
by the expertise of our area and 
division managers. Give us a call 
and ask us about our record 
of service.

We’re the inventory experts!

WASHINGTON INVENTORY SERVICE
SINCE 1953

17336 West Twelve Mile Road 
Southfield 48076 

Phone: (313) 557-1272

Best Wishes & Congratulations

“Kowality”
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Our Congratulations to 
AFD on Your 

Anniversary. I t is a Pleasure 
serving the Association 
and your Membership.

GEORGE R.SHAMIE, J R., C .P . A .

32401 W. Eight Mile Road 
Livonia, Michigan 48152 
Phone (313) 474-2000

The Wayne Oakland 
Bank

Royal Oak Highland P ark  Berkley 
Clawson Rochester A rea Troy

399-3003

M ember Member  FDIC
First American Bank Corporation

BEST WISHES TO AFD ON YOUR BIRTHDAY!

Detroit City Dairy, Inc.
D ISTRIBU TORS OF THE WIDEST V A R IE T Y  OF D A IR Y  AN D  DELI ITEM S IN  MICHIGAN

WE W ANT YOUR BUSINESS. DO N O T  HESITA TE TO CALL US A T

868-5511
DISTRIBU TORS OF SA N D E R S CANDIES AN D  TOPPINGS

Detroit City Dairy, Inc.
15004 Third Avenue Highland Park, Michigan 48203
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Drive-up Banking

Daily . . .

8:00 A.M. till 8:00 P.M.

Saturday . . .

9:00 A.M. till 1:00 P.M.

Dairy Fresh



Three New Supplier 
Members Join AFD

The Associated Food Dealers, Michigan's 
largest food and beverage association and service 
organization, representing over 3,000 members, 
wishes to welcome aboard new supplier members 
to the association. Their names, addresses and 
phone numbers are as follows:

METRO PACKING COMPANY, meat distribu
tors, 1816 E. Division, Detroit, Mich. 48207; phone 
(313) 259-8872.

LIVERNOIS-DAVISON FLORIST, florist, 13517 
Livernois, Detroit, Mich. 48238; phone (313) 933- 
0081.

DR. ROBERT RIZK ASSOCIATES, dental prac
tice, 50 W. Big Beaver, Birmingham, Mich. 48008; 
phone (313) 647-5434.

These new members, and all AFD supplier and 
service company members, and advertisers, deserve 
your support and patronage. Please refer to the AFD 
Suppliers' Directory shown here often. For conve
nience sake, post near your phone. To keep up to 
date, use the Directory from each new issue of The 
Food Dealer magazine.

CENTRAL GROCERY CO., INC.
G-3367 CORUNNA ROAD • FLINT, MICHIGAN 48504 

Phone (313) 235-0605

CONTINUED SUCCESS AND 
BEST WISHES TO AFD 

ON YOUR 65th BIRTHDAY!

Best Wishes
MARKS & C0ERGENS, Inc.

Sales and Marketing

20245 WEST 1 2 MILE ROAD 

SOUTHFIELD, MICHIGAN 48076

BRANCH OFFICES 
Saginaw .  . Grand Rapids .  . Toledo

RETAILER OWNED AND OPERATED
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Support These AFD Supplier
•  ASSOCIATIONS
Am erican Lam b C ouncil ..............................  5 9 2 -1 1 2 7

• B A K E R IE S
Archw ay C o o kie s  .......................................... 5 3 2 -2 4 2 7
Awrey B a k e r ie s .............................................. 5 2 2 -1 1 0 0
Farm C re st B akeries .................................... 5 5 4 -1 4 9 0
Grennan Coo k Book C a k e s ........................ 8 9 6 -3 4 0 0
Grocers Baking Co. (O ven F r e s h ) ............  5 3 7 -2 7 4 7
Independent B iscu it Com pany ..................  5 8 4 -1 1 1 0
Koepplinger’s  Bakery, Inc............................. 9 6 7 -2 0 2 0
Fred San d ers C o m p a n y ................................ 8 6 8 -5 7 0 0
Sch afer B a k e r ie s .............................. (5 1 7 ) 3 8 6 -1 6 1 0
Taystee Bread ................................................ 8 9 6 -3 4 0 0
Wonder B r e a d .................................................. 9 6 3 -2 3 3 0

• B E V E R A G E S
Action D istributing Com pany .................... 5 9 1 -3 2 3 2
Anheuser-Busch , Inc......................................  6 4 2 -5 8 8 8
Bellino’s Quality Beverages ......................  6 7 5 -9 5 6 6
Canada Dry C o rp o ra tio n .............................. 9 3 7 -3 5 0 0
Harvey W. Ewald & A sso c ............................  5 2 7 -1 6 5 4
Abe Cherry D ist...............................................  9 2 3 -0 0 4 4
C o c a -C o la  Bottling C o m p a n y .................... 8 9 7 -5 0 0 0
J. Lew is Coo per C o ........................................ 8 3 5 -6 4 0 0
D. B. D. Inc......................................................... 8 3 4 - 7 1 7 0
Faygo B e v e ra g e s ............................................ 9 2 5 -1 6 0 0
Heath Wine & Sp irits  .................................... 3 8 2 -2 3 3 4
G. Heileman Brew ing C o ............................... 9 4 1 -0 8 1 0
Home Ju ic e  Com pany .................................. 9 2 5 -9 0 7 0
Hubert Distributors, Inc.................................  8 5 8 -2 3 4 0
Kozak D istributors, Inc..................................  9 2 5 -3 2 2 0
Don Lee  Distributors, Inc..............................  5 8 4 -7 1 0 0
L & L  Wine C o m p a n y .................................... 4 9 1 -2 8 2 8
Metes & Pow ers, In c......................................  6 8 2 -2 0 1 0
Metroplex Beverage Corp ............................  8 9 7 -5 0 0 0
Miller Brew ing C o m p a n y .............................. 4 6 5 -2 8 6 6
Mohawk Liqueur C o rp .................................... 9 6 2 -4 5 4 5
Monsieur Henri W in e s ...................... (2 1 6 )  2 2 8 -9 7 7 0
Needham & Nielsen S a le s  .......................... 4 7 6 -8 7 3 5
O’Donnell Importing Com pany ..................  3 8 6 -7 6 0 0
Pabst Brew ing Com pany ............................ 5 2 5 -7 7 5 2
Pepsi-Co la Bottling Com pany ..................  3 6 2 -9 1 1 0
Jos. S ch litz  Brew ing C o  .  .  .  .  .  5 2 2 -1 5 6 8
Seagram  D istille rs  C o ....................................  3 5 4 -5 3 5 0
Seven-U p Bottling C o m p a n y ........................ 9 3 7 -3 5 0 0
Spirits Marketing, Inc.......................................  3 9 3 -2 2 2 0
SquirtPak Su n -G lo  Pop .................. (6 1 6 ) 3 9 6 -2 3 7 1
Stroh Brew ery C o m p a n y ................................ 2 5 9 -4 8 0 0
H.J. Van H ollenbeck D istr ib u to rs ................  4 6 9 -0 4 4 1
Vernor’s R C  C o la  .............................................  8 3 3 -8 5 0 0
Viviano Wine Im p o rte rs .................................. 8 8 3 -1 6 0 0
Hiram W alkers, Inc..........................................  . . . . . . 8 5 1 -4 8 0 0
Warner V in e y a rd s   .  .  .  .  .  .  .   (6 1 6 )  6 5 7 -3 1 6 5
Wayne D istributing C o ....................................  4 2 7 - 4 4 0 0
Vic W ertz Distributing Com pany ..............  2 9 3 -8 2 8 2
E.J. W ieferman C o ............................................  . . . . . . . 5 2 1 -8 8 4 7

• B R O K E R S ,  R E P R E S E N T A T IV E S
Acme Food B ro k e ra g e .................................. 9 6 8 -0 3 0 0
Allstate Sa les-M arketin g, In c...................... 5 3 5 -2 0 7 0
American Food A sso c ia te s  ........................... 4 7 8 -8 9 1 0
Bob Arnold & A s s o c ia t e s ..............................  6 4 6 -0 5 7 8
B-W S a le s  ..........................................................  5 4 6 -4 2 0 0
Continental Food B r o k e ra g e ........................  . . . . . . . 5 2 5 -1 1 2 0
Embassy D is tr ib u tin g ......................................  3 5 2 -4 2 4 3
H alling-Keil Com pany ....................................  3 5 7 -2 2 0 0
Key S a le s  & M arketing ..................................  8 8 5 -4 9 0 0
Harold M. Lincoln  C o ........................................  . . . . . . . 4 7 7 -0 9 0 0
Paul Inman A sso ciates, Inc............................  6 2 6 -8 3 0 0
Interstate M arketing Corporation ..............  . . . . . . . 3 4 1 -5 9 0 5
McMahon & M cD o n a ld ....................................  . . . . . . . 4 7 7 -7 1 8 2
Marks & G oergens, Inc....................................  . . . . . . . 3 5 4 -1 6 0 0
M id-America Food B ro kers ..........................  4 7 8 -8 8 4 0
Nationwide Food B r o k e rs ..............................  5 6 9 -7 0 3 0
Northland M arke tin g ........................................  3 5 3 -0 2 2 2
Peterson & Vaughan, Inc.................................  4 7 8 -6 8 0 0
The Pfeister C o m p a n y ....................................  . . . . . . . 5 9 1 -1 9 0 0
Regale Importing & B ro k e rs ..........................  8 8 2 -0 6 9 5
Sahakian & S a lm .............................................. . . . . . . . 9 6 2 -3 5 3 3
Sosin S a le s  Com pany ....................................  . . . . . . . 5 5 7 -7 2 2 0
Stark & Com pany ............................................ 3 5 8 -3 8 0 0
Stile s-D eC rick  Com pany .............................. . . . . . . . 8 8 5 -4 9 0 0
Sullivan S a le s, Inc.............................................  . . . . . . . 5 3 1 -4 4 8 4
Jam es K. Tam akian C o m p a n y ...................... . . . . . . . 3 5 2 -3 5 0 0
Mort Weisman A sso cia tes  ............................ . . . . . . . 5 5 7 -1 3 5 0

• C A N D Y  & T O B A C C O
Fontana Brothers, Inc......................................  8 9 7 -4 0 0 0
J  & J  W holesale To b acco  & Candy ........  7 5 4 -2 7 2 7
Quality D istributors .........................................  . . . . . . . 5 3 8 -2 9 6 1
Wolverine C ig a r Com pany ............................ 5 5 4 -2 0 3 3

• C A T E R IN G  H A L L S
Royalty House of Warren ...................... 2 6 4 -8 4 0 0

• D A IR Y  P R O D U C T S
The Borden Com pany .................................... . . . . . . . 5 8 3 -9 1 9 1
Tom Davis & S o n s D a ir y ...............................  8 9 4 -0 0 2 2
Detroit C ity  Dairy, In c .....................................  . . . . . . . 8 6 8 -5 5 1 1

Detroit Pure Milk (Farm  Maid) ...................  8 3 7 -6 0 0 0
G ro cer’s Dairy C o m p a n y ................ (6 1 6 ) 2 4 3 -0 1 7 3
M cDonald Dairy C o m p a n y ..............  (3 1 3 ) 2 3 2 -9 1 9 3
Melody Farm s Dairy ........................................ 5 2 5 -4 0 0 0
N ajor’s Dairy Com pany .................................  861 -7 0 5 0
Stro h ’s  Ice  C r e a m ...........................................  961 -5 8 4 3
W esley’s Q uaker Maid, Inc............................  8 8 3 -6 5 5 0
Ira W ilson & S o n s Dairy ................................ 8 9 5 -6 0 0 0

• C O U P O N  R E D E M P T IO N  C E N T E R
A sso ciated  Food D ealers .............. (3 1 3 ) 3 6 6 -2 4 0 0

• D E L I C A T E S S E N
Dudek Deli Foods (Q u a k e r ) ........................ 8 9 1 -5 2 2 6
Sp e c ia lty  Foods C o m p a n y ..........................  8 9 3 -5 5 9 4

• D E N T I S T S
Dr. Robert R iz k  A s s o c ia t e s ........................  6 4 7 -5 4 3 4

• E G G S  & P O U L T R Y
Eastern Poultry C o m p a n y ............................ 8 7 5 -4 0 4 0
O rleans Poultry C o m p a n y............................ 9 3 1 -7 0 6 0

• F IS H  & S E A F O O D
United F ish  D istributors ................................ 9 6 2 -6 3 5 5

• F L O R I S T S
Livern o is-D a viso n  F lo r is t ...........................  9 3 3 -0 0 8 1

• F R E S H  P R O D U C E
Cusum ano Bros. Produce C o m p a n y  . . . . . . . 9 2 1 -7 1 0 0
Tony Serra & S o n s  Produce ......................  7 5 8 -0 7 9 1
Faro Vitale & S o n s ........................................ 3 9 3 -2 2 0 0

• IC E  P R O D U C T S
M idwest Ice  C o rp ............................................  8 6 8 -8 8 0 0

• I N S E C T  C O N T R O L
Nu-M ethod P e st Control S e rv ice  ............ 8 9 8 -1 5 4 3
Rose  Exterm inating C o m p a n y ....................  . . . . . . . 5 8 8 -1 0 0 5

• IN V E N T O R Y , T A X E S ,  B O O K K E E P IN G
A b acu s Inventory S p e c ia l i s t ......................  3 6 2 -3 1 1 0
Approved Inventory S p e c ia lis ts  C o . . . . . . . 5 7 1 -7 1 5 5
G ohs Inventory S e r v ic e  .  .  .  .  .  .  .  3 5 3 -5 0 3 3
G eo rge R. Sham ie, C P A  ..............................  . . . . . . . 4 7 4 -2 0 0 0
W ashington Inventory Se rv ice  ..................  5 5 7 -1 2 7 2

• IN S U R A N C E , P E N S IO N  P L A N S
Blue C ro ss , Blue Shield  of M ichigan ----- . . . . . . . 2 2 5 -8 0 0 0
W a rd  S . Cam pbell, In c .......................(61 6 ) 5 3 1 -9 1 6 0
D elta Dental of Michigan ............................ 5 5 9 -8 8 5 0
M ichigan HMO P lans ....................................  9 6 1 -1 6 1 0
M id-Am erica A s s o c ia t e s ..............................  5 8 5 -7 9 0 0
Mutual of O m a h a ............................................ 5 6 9 -2 2 0 0

• M A N U F A C T U R E R S
Carnation Com pany ......................................  8 5 1 -8 4 8 0
Del Monte F o o d s ............................................ 9 6 8 -1 1 1 1
General Foods, Corporation ......................  4 2 7 -5 5 0 0
General Mills, Inc.............................................  3 5 4 -6 1 4 0
Green G iant Com pany .  .  .  .  .  .  .  (3 1 3 )  8 7 9 -0 9 3 1
K e llo g g  S a le s  C o .............................................  8 5 5 -1 0 6 0
Kraft Foods ......................................................  2 6 1 -2 8 0 0
Prince Macaroni of M ich ig a n ......................  7 7 2 -0 9 0 0
Procter & Gam ble Com pany .......... ..........  3 3 6 -2 8 0 0
Ralston Purina C o m p a n y ..............................  4 7 7 -5 8 0 5
Red Pelican Food Products, Inc.................  9 2 1 -2 5 0 0
Shedd Food Products .................................. 8 6 8 -5 8 1 0
V elvet Food Products .................................. 9 3 7 -0 6 0 0

• M E A T  P R O D U C E R S ,  P A C K E R S
Ed Barnes P r o v is io n s ...................................  5 6 7 -7 3 3 7
Dart M e a ts ....................................................... 831 -7 5 7 5
Detroit Veal & Lamb, In c................................. 9 6 1 -1 2 4 8
Flint Sa u sag e  W orks ( S a la y s ) ................  . . . . . . . (1 )  2 3 9 -3 1 7 9
Frederick  P ack in g  C o m p a n y ........................ 8 3 2 -6 0 8 0
G lendale Foo ds ................................................ 9 6 2 -5 9 7 3
G uzzardo W holesale Meats, In c ...................  8 3 3 -3 5 5 5
Hartig M eats ...................................................... 8 3 2 -2 0 8 0
Herrud & Com pany .............................. (6 1 6 )  4 5 6 -7 2 3 5
H ygrade Food Products ................................ 4 6 4 -2 4 0 0
K o w a lsk i S a u sa g e  Com pany, In c ..............  8 7 3 -8 2 0 0
L — K — L P ack in g  Com pany .......................... 8 3 3 -1 5 9 0
M axwell Foods, In c ...........................................  9 2 3 -9 0 0 0
Metro P ack in g  C o m p a n y ................................ 2 5 9 -8 8 7 2
M idwest S a u sa g e  & Corned B e e f ..............  8 7 5 -8 1 8 3
N aser In te rn a tio n a l.......................................  4 6 4 -7 0 5 3
P e sch k e  S a u sa g e  Com pany ..................... 3 6 8 -3 3 1 0
Peter E ckrich  & Son, In c ...............................  9 3 7 -2 2 6 6
Potok P a ck in g  C o m p a n y .............................. 8 9 3 -4 2 2 8
R egal P ack in g  C o m p a n y ..............................  8 7 5 -6 7 7 7
Ruoff, Eugene C o m p a n y ..............................  9 6 3 -2 4 3 0
W eeks & So n s (Richm ond) .........................  7 2 7 -3 5 3 5
Winter S a u sag e  M anufacturers .................. 7 7 7 -9 0 8 0
W olverine P ack in g  C o m p a n y ........................ 9 6 5 -0 1 5 3

• M ED IA
Th e Daily Tribune, Royal O a k ..................... . . . . . . . 5 4 1 -3 0 0 0
Detroit Free P r e s s ........................................... 2 2 2 -6 4 0 0

Members
Th e Detroit New s ..........................................  2 2 2 -2 0 0 0
Food Dealer M a g a zin e ..................................  3 6 6 -2 4 0 0
The Macomb D a ily ..........................................  2 9 6 -0 8 1 0
O b server & E cce n tric  N e w sp a p e rs ..........  591 -2 3 0 0
Port Huron Tim es H e ra ld ...................... (1 )  9 8 5 -7 1 7 1
W D IV -T V ............................................................ 2 2 2 -0 4 4 4
W J B K - T V .......................................................... 5 5 7 -9 0 0 0
W W J-A M -F M ....................................................  2 2 2 -2 6 3 6

• N O N -F O O D  D IS T R IB U T O R S
Am oco Oil Com pany (Standard) ............... 2 7 5 -5 5 0 0
B ig  Rap ids D istributing C o ............................ 2 5 9 -1 8 8 8
Cleanw ay P ro d u c ts ........................................  8 3 4 -8 4 0 0
Household Products, Inc................................  6 8 2 -1 4 0 0
Ludington New s C o m p a n y ........................... 9 2 5 -7 6 0 0
Nationwide Food B r o k e rs ............................  5 6 9 -7 0 3 0
S o c ie ty  Pet P ro d u c ts ....................................  791 -8 8 4 4

• O F F I C E  S U P P L I E S  E Q U IP M E N T
C ity  O ffice  Supplies, In c ...............................  8 8 5 -5 4 0 2

• P O T A T O  C H IP S  A N D  N U T S
Bachm an F o o d s ..............................................  7 5 6 -0 1 5 0
Better Made Potato C h i p s ..........................  9 2 5 -4 7 7 4
Duchene (New  Era C h ip s ) ..........................  9 2 1 -0 8 0 0
F rito -La y , In c .....................................................  2 7 1 -3 0 0 0
K a r-N u t Products C o m p a n y........................  5 4 1 -7 8 7 0
Superio r Potato C h ip s ..................................  8 3 4 -0 8 0 0
V ariety Nut & D a t e ........................................  2 6 8 -4 9 0 0

• P R O M O T IO N
Action Adv. Dist. & Mailing Com pany .  .  . 9 6 4 -4 6 0 0
Bo w lus D isp lay Com pany (s ign s) ............  2 7 8 -6 2 8 8
Ste p h e n ’s  N u-Ad Advertising & Prom  . . . . 5 2 1 -3 7 9 2
S ta n le y ’s  Adv. & Distributing Com pany . 9 6 1 -7 1 7 7

• R E A L  E S T A T E
O ’R illey  Realty  & In v e s tm e n ts ...... ........  6 8 9 -8 8 4 4
R e a lb u s .............................................................. 5 6 9 -3 0 0 0

• R E N D E R E R S
Darling & C o m p a n y ........................................  9 2 8 -7 4 0 0
Detroit Rendering Com pany ......................  5 7 1 -2 5 0 0
W ayne So ap  C o m p a n y ..................................  8 4 2 -6 0 0 2

•  SERVICES
Am erican E x p re ss  Com pany
Atlantic Saw  S e rv ice  Co. . . . 
B a sse tt  Travel S e rv ice  ........
Com p-U  C h e c k ..........................
Consum er Money Order C orp 
G ulliver's Trave l Com pany .. 
Merit S a le s  Corporation —  
Print-G uard Thumbprints . . .  
S w iss -C le a n , Inc. (T a sk i) . . .

• S P I C E S  A N D  E X T R A C T S
R afal S p ice  C o m p a n y .................................... 9 6 2 -6 4 7 3

• S T O R E  S U P P L I E S  A N D  E Q U IP M E N T
Alm or C o rp o ra tio n .......................................... 3 9 9 -3 3 2 0
Belm ont Paper & B a g C o ..............................  4 9 1 -6 5 5 0
B la ck  Ja c k  Iron W orks ................................ 8 9 3 -7 6 7 7
Burton R e frig e ra t io n ...................................... 8 9 2 -0 2 7 7
Environmental C h e m ic a ls ............................  881 -6 2 5 0
G lobe S lic in g  Com pany (B iro) .................. . . . . . . . 5 4 5 -1 8 5 5
Great L a k e s  C a sh  Register, Inc.................  3 8 3 -3 5 2 3
Hobart C o rp o ra tio n ........................................ 5 4 2 -5 9 3 8
H ussm an Refrigeration, Inc..........................  4 7 1 -0 7 1 0
Lepire  Pap er & Tw ine Com pany .............. 921 -2 8 3 4
Liberty Paper & Bag C o m p a n y .................. 9 2 1 -3 4 0 0
Multi Refrigeration, In c ..............................—  3 9 9 -3 1 0 0
Pap pas Cutlery & G rin d in g..................... —  9 6 5 -3 8 7 2
S a le s  Control System s, In c .........................  3 5 6 -0 7 0 0
Toledo S c a le  C o m p a n y ................................ 5 8 8 -4 4 1 0

• W H O L E S A L E R S ,  F O O D  D IS T R IB U T O R S
A sso cia ted  G rocers of Mich........... (5 1 7 )  6 9 4 -3 9 2 3
Bay C ity  Milling & Grocer C o .........(5 1 7 )  6 9 4 -3 9 2 3
Central G rocery Com pany ...................  (1 )   2 3 5 -0 6 0 5
G ro sse  Pointe Quality Foods ....................  3 9 7 -1 2 0 0
Hesano & S o n s ................................................  8 6 4 -6 6 2 2
Jerusalem  Falafil Mfg. C o .............................  5 9 5 -8 5 0 5
Kram er Food Com pany ................................  5 8 5 -8 1 4 1
Kap lan ’s  W holesale Food S e r v ic e ............  9 6 1 -6 5 6 1
Le d d y W holesale C o .......................................  2 7 2 -2 2 1  8
M & B D istributing C o ........................... :  (1 )  7 6 7 -5 4 6 0
Nor L e s  S a le s , In c...........................................  6 7 4 -4 1 0 1
Nydco, In c ..........................................................  8 4 2 -7 0 7 1
Rainbow  Ethn ic & Sp e cia lty  F o o d s ..........  3 4 5 -3 8 5 8
S c o t  Lad  Foods, In c ...........................(4 1 9 )  2 2 8 -3 1 4 1
Spartan  Sto re s, Inc............................  (6 1 6 )  8 7 8 -2 0 0 0
Su p er Food S e rv ice s , In c .................(5 1 7 )  8 2 3 -8 4 2 1
United W holesale G rocery Co. . . .  (6 1 6 )  8 7 8 -2 2 7 6
Abner Wolf, In c..................... ............................ 5 2 5 -7 0 0 0

POST THIS PAGE BY YOUR TELEPHONE

..........  6 2 4 -3 5 3 9
( 8 0 0 )  6 3 1 -7 6 5 0
..........  5 5 9 -8 7 0 3
.......... 5 6 9 -1 4 4 8
.......... 3 8 8 -8 9 6 9
..........  5 6 7 -2 5 0 0
..........  5 6 9 -3 6 3 4
.......... 3 4 3 -0 2 2 2
..........  3 4 8 -6 1 0 0
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13691 G IRARDIN 
D ETRO IT, MICH. 48212

Michigan’s 
Full Service 

Supplier
Let Us Fill Your Order For

DRY GROCERIES 
PAPER PRODUCTS 

PET FOODS 
HOUSEHOLD CHEMICALS 

STORE SUPPLIES 
CIGARETTES 

CIGARS, TOBACCO, & CANDY
Phone: (313) 365-8200

Advertisers’ Index
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Darling & Company ...................................................................48
Tom Davis & Sons Dairy ..........................................................34
Detroit Bank & T ru s t................................................................. 48
Detroit City Dairy.......................................................................59
Detroit Food Brokers Assn.........................................................20
Detroit Rendering Co..................................................................40
Detroit Veal & Lamb ....................................................................34
Eastern Poultry Co........................................................................ 50
Peter Eckrich & Sons ....................................................................28
Everfresh Juice Co............................................................................5
Harvey Ewald & Assoc................................................................... 28
Fontana Foods ...............................................................................62
Frito-Lay, Inc....................................................................................12
General Foods............................................................................... .  9
General M ills .................................................................................. 56
General Wine & L iquor.................................................................31
Grocers Baking Co......................................................................... 50
Guzzardo Wholesale Meats...........................................................42
G. Heileman Brewing Co.................................................................17
Hobart Corporation ....................................................................... 54
Independent Biscuit Co.................................................................. 24
Paul Inman Associates ................................................................ 19
International Sausage Co...............................................................42
Interstate Marketing Corp...............................................................16
J & J Wholesale Tobacco............................................................ 56
Kowalski Sausage Co.................................................................... 58
Liberty Paper & Bag ....................................................................51
Harold M. Lincoln Co...................................................................... 12
Ludington News Co........................................................................ 57
Marks & Goergens, Inc...................................................................60
McMahon & McDonald ................................................................. 30
Melody Farms Dairy ..................................................................... 15
Merit Sales/Reynolds Corp........................................................... 40
Michigan HMO Plans.....................................................................45
Michigan Lottery ...........................................................................52
Miller Brewing Company ..............................................................38
Mohawk Liqueur Corp.................................................................... 22
Mutual of Omaha ...........................................................................41
Nabisco, Inc.................................................................................... 20
New Era Potato Chips................................................................... 52
Nu-Method Pest Control............................................................... 36
Orleans International.....................................................................54
Pepsi-Cola Bottling Group.................................................  2 & 64
Peschke Packing Co...................................................................... 37
Peterson & Vaughan .....................................................................36
Prince Macaroni of Mich................................................................ 46
Print-Gard Systems...................................................................... 58
Procter & Gamble .......................................................................  11
Regal Packing Company ............................................................. 29
Rose Exterminating Co.................................................................. 56
Fred Sanders Company ...............................................................39
George Shamie Jr., CPA, P.C........................................................ 59
Spartan Stores, Inc....................................................................... 10
Stephen's Nu-Ad ..........................................................................49
Stroh Brewery Company.................................................................7
Stroh’s Ice Cream ........................................................................62
Super Food Services, Inc..............................................................52
Swiss Clean, Inc. (Taski)............................................................. 35
H.J. Van Hollenbeck Dist., Inc........................................................21
Vernor’s, Inc....................................................................................55
Hiram Walker Company ...............................................................43
Warner Vineyards..........................................................................53
Warren Bank .................................................................................46
Wayne Oakland Bank .................................................................. 59
Wayne Soap Company.................................................................22
Washington Inventory Service ....................................................58
Ira Wilson & Sons D a iry ...............................................................25
Abner A. Wolf, Inc........................ .................................................23
Wolverine Packing Company ...................................................... 51

Page 62 / The Food Dealer, Spring, 1981
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PEPSI-COLA SALUTES 
THE

ASSOCIATED FOOD DEALERS 
DURING YOUR 65th ANNIVERSARY

YEAR IN 1981

It is a pleasure doing business 
with you and your members!

THE PEPSI-COLA BOTTLING GROUP
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