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Better Off-Season Tomatoes Promised
A nine-year food technology 

research project, in Boston, funded 
in part by the United States 
Departm ent o f E n e rg y , has 
resulted in the Northeast introduc
tion of a revolutionary tomato line 
which eliminates the need for 
refrigeration both in transport and 
at home.

The new breakthrough, being 
marketed by the Casgard Co. under 
the trade name "Tom AHtoes," was 
developed by Natural Pak Systems, 
Inc. (NPS) as a means of supplying 
tomatoes on a year-round basis 
with sum m ertim e fla v o r and 
appearance.

In order to preserve the 
home-grown qualities lost during 
the traditional refrigeration pro
cess, NPS president Dr. Karakian 
Bedrosian developed a patented 
process which enables tomatoes to 
ripen slowly in a controlled 68-to- 
72-degree temperature.

The new advance is an
ticipated to ease the dissatisfac
tion of Am erican consumers for 
current out-of-season tomatoes, 
cited in a 1975 United States 
Department of Agriculture survey 
as number one on the list of fresh 
produce complaints.

"The problem has always

been a frustrating one," says 
Bedrosian, “W ith tomatoes having 
to travel from distant points 
(California, Florida and Mexico), 
refrigerated trucks were seen as 
the only answer for preventing 
over-ripening. O nce that process of 
42 to 55-degree cooling was begun, 
it had to be carried through at the 
market and at home or softening 
and decay would result. The pro
blem is that full ripening can never 
take place under refrigeration and 
that means pale color, flat flavor 
and  m e a ly  t e x tu r e . N o n 
refrigeration, on the other hand, 
meant the product could never 
make it to the m arket."

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; Ameri
can Society of Association Executives; Association of Executives of Michigan: Association Executives of Metro Detroit; The White House Conference On 
Small Business; The Michigan Conference On Small Business; New Detroit, Inc., and The Detroit Press Club.
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Continued Success 

And

Best Wishes To The 

Members Of 

Associated Food Dealers

Faygo Beverages, Inc.
3579 Gratiot Avenue, Detroit, Michigan 48207

Phone (313) 925-1600
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Shooting At Party Store; 
Neighborhood Violence!

For the third time in two years, 
a shooting at a Detroit party store 
erupted in neighborhood violence, 
resulting finally  in the torching of 
Bicentennial Market on Chene 
street on the city's east side. The 
store was owned by Thomas 
Dickow, who migrated to the U.S. 
from his native Iraq to try and 
realize the American dream as so 
many of his former countrymen 
did before him. He is charged with 
the March 1st beating and shooting 
death of Albert Wilson, 17, whom 
Dickow believed had helped fire
bomb his car the week before. A c
cording to co u rt testim o n y, 
Dickow feuded for several months 
with Wilson and two other youths 
who were eventually barred from 
the store in January by Dickow  for 
rowdiness. This current incident in
volving a store owner and shooting 
(for whatever reason) is the third 
resulting in the store being burned 
down in two years.

The AFD  Board of Directors 
has asked for a meeting with 
Detroit Police Chief W illiam  Hart 
and Deputy Chief Bannon to solicit 
their help to provide more police 
patrols, which in turn would offer 
store owners and drivers delivering 
food products greater protection.

A FD  board chairman Larry Joseph 
asked Bannon for an apology in a 
recent letter, when Bannon pur
portedly charged that all party 
store operators tend to be “trigger 
happy." In various recent alterca
tions between store owners and 
residents, A FD  has long believed 
greater attention has centered 
around the merchant solely rather 
than events which led to the con
frontation, and giving both sides of 
the story.

Three years ago New Detroit 
Inc. and A FD  formed a Community

Relations Task Force comprised of 
various com m unity and industry 
leaders to help ease tensions bet
ween merchants and customers. 
The objective was to have both 
merchants and customers be more 
understanding of various problems 
which lead to confrontations. AFD 
and industry leaders are planning 
to meet soon with community 
leaders once again to bring greater 
understanding within the com 
munity, and help m inim ize any ten
sions which may still exist in the 
city.

FRESH 'N PURE 
JUICE COMPANY

6600 E. NINE MILE ROAD 
WARREN, MICHIGAN 48091

Phone: 755-9500
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O ff The Deeb End
EDW ARD DEEB

AFD Executive Director

COOLING TENSIONS

Periodically, certain situations occur in various towns and cities which fan the 
flames of tension and aggrevation. Whatever the situation, both sides of the issue 
being debated begin blowing the facts out of proportion. Before you know it, an 
explosive situation is pending.

Oftentimes, the news media, in its zeal to report an incident, hurriedly puts 
together some incomplete information, which adds to the tensions, rather than calms 
things down. The same holds true with community and government leaders who are 
trying to be involved and resolve the problem.

Such was the case recently when the Bicentennial Party Store incident in 
Detroit ignited tensions in the neighborhood where the store was located. There have 
been similar other situation in the past two years'.

Sociologists and economists will tell you that when times are bad, with high 
unemployment, community tensions and crime related problems increase. This, 
whether it be a family problem or a neighborhood community problem. It is a time 
when frustrations are verbalized, with more accusations, bad-mouthing, and impa
tient lack of understanding from both sides of the counter.

The situation is a sad one, and should never need happen. The community 
groups and leaders and government people should be doing all in their power to 
encourage peace and harmony. Most do. There are some however, who would rather 
prod, needle and cajole a more tense situation rather than to cool the tensions. This 
is what keeps fanning the flames of tension.

All of us, merchant, doctor, lawyer or factory worker, must do all humanly 
possible to bring and keep peace in our communities.

Working with our fellow grocery store operators, community groups and the 
local news media AFD last Summer hosted a Youth Fun and Sports Day which was a 
phenomenal success. Stores are supporting community groups, churches, block 
clubs, and youth activities today now more than ever. But still, the tensions keep 
coming.

The time has come for everyone to work together to keep cool heads which will 
help keep the tenions down. The AFD is doing its part, and will continue to work on 
behalf of our members in any way that will solve the problem.
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The new Stroh:
WE'RE READY.

Ready to grow. With you. With unique merchandising 
ideas, wide product variety, a commitment to 
retailer service, a national base for expansion.

Already in the "Top Three."
Stroh, Schlitz, Schaefer . . .  15 

brands in all. . .  strong and expanding 
in all the beer categories.

Already strong in Premiums, Premium Lights and Supers.
We're there and ready: Stroh's, 

Stroh Light, Schlitz, Schlitz Light, 
Erlanger, Signature.

Already national.
One of only three brewers 

selling national brands. Wherever 
you are, we're already there.

Already # 1 in Malt Liquors.
Schlitz Malt Liquor leads the herd 
with 18 consecutive years of sales 

growth. A profitable category, 
already larger than imports.

Already #1
in  Populars.

Old Milwaukee leads this growth 
category which already accounts for 
about 20% of industry volume. And 
there are seven other Stroh Populars.

All ready with ideas; committed to service.
Merchandising ideas selling 

more than b eer . . .  from people who 
know beer and more .. . people 

who listen and deliver.

THE STROH BREW ERY COMPANY
Detroit, Ml 48226

National Retail 
Sales Department 
Bill Hayes, Director 
(313) 446-2025

 © 1983. The Stroh Brewery Co.. Detroit, MI



The Chairman’s Message
LARRY JOSEPH

AFD Chairm an

DEALING WITH 
CHALLENGE AND SURVIVABILITY

As we, as a viable organization look back over the past couple of years, we find 
that under the leadership of Tony Munaco we've made considerable progress in all 
areas, and signed up some 600 new members during that time.

This is a phenomenal accomplishment of AFD under the leadership of im
mediate past-president/chairman Munaco. It proves once again that teamwork — 
retailers, wholesalers, manufacturers, AFD members and board members working 
with the AFD association staff can indeed get the job done.

In having been elected chairman of AFD, in addition to running my store, I can 
assure you it is an honor and privilege to serve in this capacity and to follow the 
footsteps of Tony Munaco in attempting to continue our successes.

During my term of office, with all your help and encouragement, there are 
several areas we wish to strengthen, and others which we plan on getting into anew. 
They are as follows:

As in the past, we want to keep the work of the AFD more visible, through 
outstanding public relations programs, working closely as we do with the area news 
media.

During the next year, we hope to have the AFD be more accessible to our 
membership, by offering several new programs to encourage two-way communica
tions with our members both in our office, and on the streets.

Of course, we will continue our close communication with the total industry, in
cluding our suppliers, the wholesalers, brokers and manufacturers, as well as our 
retailers.

We wish to implement a total community relations program which will hopeful
ly once and for ail provide an improved image of the independent grocers in society, 
including one of having quality merchandise, better service and being involved in the 
community.

We at AFD also wish to enhance the aura of a healthy environment by striving 
to further the cause of more employment in our industry . . . and launching our 
educational training program with the help of Mayor Young, New Detroit and the 
City of Detroit, sometime this year.

Again, I look forward to working with our officers, directors, many of our 
retailer and supplier members, our attorney Peter Bellanca, James Karoub 
Associates, our Credit Union, Ed Deeb and the AFD staff, and all of you in our 
industry.

Let's keep AFD growing strong!
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1981 General Foods Corporation

A  G E L A T IN  D E S S E R T

PURE FRUIT FLAVORVEGETABLE COLOR
THE JELL-O COMPANY. INC., LEROY, NY.

Good ideas will always be good ideas.
T im e has a funny effect on some 
products. O ne 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 
o f time. Products that always answer a 
consum er need. Products that never 
stop selling.

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

Announcement from General 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 Agricul tural  •
Beverage • Breakfast  • Desserts
• M ain  Meal  • Maxwell  
H o u s e  a n d  Pet  Foods.
2 50  N o r t h  St . ,  W h i te  
Plains, N.Y. 10625

T o a s t i e s

GENERAL FOODS CORPORATION
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The Grocer Has To 
Work Hard To Preserve His 
Deserved Good Image

The grocer is the m an . . who, 
in the great depression when the 
banks froze what money there was, 
fed the nation from his inventory 
representing his life savings. In so 
doing he was endowed with an 
almost ecclesiastical mantle as 
bishop of his neighborhood flock 
in need.

He is the hapless merchan
diser caught up in the war against 
inflation and the demand for lower 
re ta il fo o d  p rice s  and the 
"something of nothing" syndrome 
that demand trading stamps every
day and double on Monday!

He is M adison Avenue's 
guinea pig for market research on 
new products and the involuntary 
recipient and accountant for a 
flood of discount coupons that 
come upon him like flood waters 
from the weekly ads and the Sun
day supplement.

He is the man who, more than 
any other merchant, has borne the 
o u tra g e o u s e c c e n tr ic it ie s  of 
government on his own payroll 
from wartime rationing to present 
day food stamps for the poor.

He is the only merchant in the 
neighborhood forced to cash a $10 
check for a fifty cent purchase. His 
has become a subsidiary banking 
operation in some areas handling 
more checks on pay day than the 
local branch bank!

His is the first premises upon 
which descend the Girl Scouts with 
their cookies and the Ladies Aid 
with their cake sale as he watches 
his bakery tape drop accordingly in 
the so-called public service.

He has become the innocent 
target of monstruous charges of

cheating caught helplessly bet
ween packager and a consumer 
m ilitancy over measurements.

He is expected to anticipate 
the ethnic requirements of his 
customers and have the proper pin
to beans for Mrs. Rodriguez and a 
complete kosher line for Mrs. 
Goldberg.

In the enormity of his diver
sification he has become an expert 
on Christmas tree flocking and 
preservation. He is a m echanic of 
some ability on rental waxing and 
shampoo machines.

He is an artist whose spray 
chilled produce shelves equal in 
beauty of arrangement to any 
floral display ... his meat counter 
displays challenge the quantity 
and attractiveness of the most 
elegant gourmet restaurants . . he 
is a traffic engineer for his vast 
parking area.

The cracker barrel may be 
gone with the cookie tins but his 
remains the central gathering point 
as way the general store of 
yesteryear for the grocery store 
is the great equalizer where 
mankind comes to grips with the 
ultimate realities of life like Drano 
and toilet tissue. And, presiding 
over his ritual of necessity this 
manifestation of modern c iv iliza 
tion is the grocer!

Y E T .. .W E  H A V EN 'T  T O LD  
O U R STO R Y  EFFEC TIV ELY  AN D  
THE CO N SU M ER P U B LIC  S T ILL  
H AS M ISC O N C EP TIO N S A BO U T 
SU PERM A RKETS A N D  THE FO O D  
IN D U STR Y.

Worse yet . . some persons in 
positions of leadership spread the 
wrong ideas about us. For example:

a friend of ours taking a vocational 
education cooking class told us 
recently of remarks made by the 
teachers to her adult students One 
of the teachers comments was: 
"Alw ays drink orange juice with 
bacon so you won't get cancer 
from the nitrates in bacon." And 
another gem of information: "The 
supermarkets send all their dented 
cans of food to the central district 
stores where the poor people have 
to buy them."

Now if we hear stories like 
these from just one class, what 
other misinformation is given to 
adults and teen-agers by other 
teachers? Somewhere along the 
way we people in the food industry 
must do a better job of education

Newspaper writers as well as 
teachers mold the public opinion 
A recent horrible example of a 
writer's bad feelings about super
markets was printed in a Seattle 
area newspaper column. The writer 
said:

"G rocers are seldom our 
favorite folks.

" If they're not marking up 
prices even higher, they're making 
a mistake at the checkout stand. If 
they're not out of advertised 
specials, they're remodeling to 
make sure fam iliar items can't be 
found anymore. If they're not let
ting people with too many items go 
through the quick check lane, 
they're m aking announcements 
over the store intercom in a sicken- 
ingly cheery voice that says, 'Good 
morning, shoppers, in our bakery 
department today, we have apple 
pies warm from the oven — and

(continued on page 48)

Do you know anybody 
who SHOULD be an AFD member, but isn’t? 

TALK TO HIM!
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I t ’s n ic e when  peop le
k n o w  y o u r n am e.

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

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

If it’s Borden, it's got to be good.
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Baked  
goods
b u yin g  
fam ilies
love 
variety
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.

AWREY
SIG N OF G O O D  TASTE

12301 Farmington Road • Livonia 48150 
Phone (313) 522-1100

MOE MARENTETTE, MANAGER 
HOME SERVICE DIVISION

Make Your 
Advertising And 
Promotion Pay

Grocery advertising has come 
a long way since its introduction in 
the 20's, when ads were merely 
fact sheets listing prices with little 
distinction from one store to 
another. However, there still may 
be some room for improvement, 
since most grocers did not receive 
their training on Madison Avenue. 
Various studies have looked at 
what constitutes a good advertise
ment and what doesn't.
ATTRACT ATTENTION

The most important factor 
that determines how many people 
will read a newspaper ad is the 
skillfu l technique that went into 
preparing the ad. Consumers will 
naturally turn their attention to the 
most eye-catching ad on the page, 
and you want that ad to be yours. 
It is important that the ad be easily 
recognizable by its distinctive use 
o f la y o u t  t e c h n iq u e s  and  
typefaces. Try to keep it consistent 
from ad to ad so the customer can 
easily differentiate it from the 
c o m p e t it io n 's .  S im p lic it y  is 
another key factor — avoid 
" d e c o r a t iv e "  b o rd e rs  and 
schizophrenic type faces that only 
get in the way.

STRESS BENEFITS
Along with being distinctive, 

your ads should make use of a 
large picture or headline to insure 
easy visibility. Good artwork or 
photographs will win more reader
ship, as will a prominent headline 
that tells how the customer will 
benefit by shopping at your store. 
General claim s of "quality" should 
be avoided, however, since they 
are too vague. A better appeal 
would stress such basic desires as 
thrift, leisure and health.

KEEP IT CLEAN
One of the largest complaints 

about grocery ads is that they are 
too cluttered. Ads should never be 
overcrowded. White space is an

im portant la yo u t e lem ent in 
newspaper advertising because 
most food pages are heavy with 
small type. White space also 
makes the headline and illustration 
stand out. W illiam  Solch, vice 
president of retail advertising for 
the  N e w s p a p e r  A d v e r t is in g  
Bu re au , lik e n s  the cre a tive  
organization of ad copy layout to 
the physical layout of a successful 
store. The headline is like the door 
to the ad, good layout is like the 
wide aisles of a store, and creative 
use of white space is considered 
the lighting.

TALK TO CUSTOMERS
The ad copy should be sim

ple, clear and persuasive; yet at the 
same time it should express com
plete ideas. Perhaps thrown in here 
and there don't seem to work 
because they only confuse the 
customer. Select and sell the 
benefits that are most appealing to 
the customer, such as price, and 
keep it enthusiastic and sincere 
After the copy is prepared, it 
should be gone over again and 
again and cut to the bare minimum 
for a stronger, tighter ad. Don't 
forget to add the store's address, 
name, telephone number and 
hours. Ads that stress immediacy, 
such as "lim ited supply" or "this 
week only" seem to get the best 
results. Avoid too much cleverness 
in the copy, since consumers 
distrust "clever" ads in the same 
w ay . the y  d is tru s t  " c le v e r "  
salespeople. Talk to the customers 
in their language, and don't use 
trade or technical terms such as 
product sizes which only serve to 
confuse them.
KNOW WHO 
CUSTOMERS ARE

Many grocery are lax in their 
knowledge of who their customers 
are. It is necessary to get out into

(continued on page 20)
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Scot Lad Foods
is now serving more and more 

independent retailers 
in “AFD Country”

Phone Gary Bishop, at Lima, 
to learn how Scot Lad’s competitive edge 

can work for you!

Phone toll free: 800-537-7738

Scot Lad Foods, Inc.
“ Su p p lier to the fin est ind ep en dent su p e rm arkets in the m id w e st”

LANSING, ILLINOIS • LIMA, OHIO • ELDORADO, ILLINOIS
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You And The Law
PETER J. BELLANCA, Esq.

AFD Legal Counselor

U N REASO N A BLE
CO M PEN SA TIO N

It is common practice of 
businessmen to utilize the protec
tions of the corporation laws of the 
State of Michigan in the conduct 
of their business. Most storeowners 
know that operating their business 
in corporate form will protect the 
storeowner from personal liability 
as it relates to the operation of the 
business. Many stores are "closely- 
held" corporations. That is, that 
the stock is shared between 1, 2 or 
3 in d iv id u a ls , u su a lly  fa m ily  
members. There are potential tax 
p ro b lem s w h ich  m ight arise 
because a business is closely held 
if the compensation paid to the 
owner-shareholders is substantial.

The IRS has a strong interest 
in determining how much an 
owner/shareholder of a closely- 
held corporation should be paid. If 
a storeowner is a working owner 
and owns all or substantially all of 
the stock, that owner/shareholder 
can expect to be closely scruteniz- 
ed by the IRS as to the reasonable
ness of his compensation. The IRS 
can co llect more taxes if it keeps a 
lid on owner salaries and keep the 
company in the 46%  tax bracket. 
Then they can try to force 
dividends, which is taxable at in
come tax rates up to 50%.

On the other hand, store
owners prefer to take out any pro
fits made in their company as 
salaries and bonuses, which are 
deductible expenses and taxed 
only at personal income tax rates. 
On audit, if the IRS is successful in 
ruling that the compensation of an 
owner is unreasonable, that por
tion of the compensation which is 
deemed unreasonable is a non
deductible expense, which means 
that the company will pay income

tax on it and then the owner who 
received the excess compensation 
is deemed to have received a divi
dend and pays a second tax on the 
money. This is called "double-' 
dipping".

If the owner holds excess pro
fits in the corporation, then the IRS 
can spring another trap on him. An 
accum ulated earnings tax ranging 
from 27.5% to 38.5% of the 
amount can be assessed against 
any accum ulations which are ex
cessive. The IRS has stated that 
"an accum ulation of earnings and 
profits is in excess of reasonable 
needs if it exceeds the amount that 
a prudent businessman would con
sider appropriate for the present 
b u s in e ss  p u rp o se s, and fo r 
reasonably an ticipated  future 
needs of the business."

The Courts are pot consistent 
in their determination of what is 
unreasonable, and each case is 
determined on the facts presented.

W HAT IS REASO N ABLE  
CO M PEN SA TIO N :

Generally, reasonable com
pensation has been defined as that 
compensation paid for similar 
services and under sim ilar cir
cumstances. The Tax Courts will 
look at special qualifications of an 
owner, the nature, scope and ex
tent of the work he performs, the 
size and com plexity of business; 
the availability of replacements 
and the relationship between the 
compensation of the owner and 
the net income of the company, 
current econom ic conditions con
sidered. Further, they will compare 
c o m p e n s a t io n  o f s im ila r  
employees within the company 
and compensation of employees 
who are not owners of similar com
panies. If an owner has a high

degree of expertise and ex
perience, works a full workweek of 
40 hours or more and is personably 
responsible for the majority of the 
business that is conducted, his 
compensation may be generally 
deemed to be adequate; provided, 
in addition, there is a history of 
paying dividends.

There is a fool-proof way in 
which an owner/employee situa
tion in a closely-held corporation 
c a n n o t  be c h a l le n g e d  for 
unreasonable compensation. If the 
corporation and the shareholder 
elect to be taxed as a "Subchapter 
S" corporation, then all profits are 
autom atically charged against the 
individual shareholder, and taxes 
paid at the individual shareholder's 
rate. Compensation paid to family 
members who work in the owner's 
business can be deducted as ex
penses, so long as they are also rul
ed as being reasonable. However, 
the low compensation paid to 
some fam ily members cannot be 
used to off-set high compensation 
paid to the owner. Each compensa
tion arrangement must be deter
mined on its own.

G U ID ELIN ES:

If the owner follows the following 
guidelines, he w ill be better 
prepared to prove the reasonable
ness of his compensation:
1) The best d efe n se  is to 
demonstrate that the compensa
tion paid to the owner is com
parable with others who do similar 
work.
2) Compensation should not be 
based or computed on the basis of 
profits.
3) Compensation should be paid on 
a fixed-salary basis rather than

(continued on page 16)
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A SIGN OF GOOD TASTE.
When you open a package with the name Jays on it, you just know 
you’re in for a treat.

Well, that name you’ve come to know and love is on a whole line of 
delicious snack foods, from Cheezelets to com chips to tortilla chips and 
more. And you’ll enjoy them all as much as you enjoy Jays Potato Chips.
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BELLANCA
(from page 14)

bonuses. Bonuses trigger IRS 
curiosity.

4) If a bonus arrangement is 
necessary, then, based on the 
bonus form ula upon performance. 
Bonus arrangements should be 
agreed before the end of the fiscal 
year in which the bonus is paid. It 
should be earned in accordance 
with the form ula and paid whether 
or not the corporation has had any 
profits from which to pay it. If the 
com pany has no profits, then it 
should be accrued for payment in 
the future.

5) Place "outsiders on your Board 
of Directors". The independent 
vote of outsider/directors on bonus 
and compensation plans is most 
h e lp fu l  in e s t a b l is h in g  
"reasonableness".
6) Pay dividends regularly. The 
dividends need only be minimal 
but a regular pattern of dividend 
payments, no matter how small, 
c o n s id e r a b ly  w e a k e n s  the  
"unreasonableness of compensa
tion" arguments.

7) Finally, the owner should enter 
into an agreement with his com 
pany to pay back any part of his 
salary ruled unreasonable. This 
would elim inate the double tax dip 
of the IRS; however, the existence 
of such agreement might be used 
as evidence that there was a ques
tion as to the reasonableness of the 
compensation.
8) If challenged, the company

A total of $15.5 m illion in 
federal food stamps was paid out 
to ineligible M ichigan fam ilies dur
ing 1980, and the sum rose to $ 21.5 
m illion a year later, in 1981, the 
Government Accounting O ffice  
(GAO ) recently reported to Con
gress. In the same period, G A O  
auditors found, eligible fam ilies 
received $10.4 m illion too much in 
food stamps for 1980 and $12 
m illion too much in 1981. At the 
same time, G A O  found that e ligi
ble fam ilies were shorted $ 7.5 
m illion worth of food stamps in 
1980 and some $10 m illion worth in

should pay the alleged tax and file 
a protest.

Each situation should be view
ed independently by the owner and 
you should contact your accoun
tant or corporate attorney in mak
ing any decisions relative to owner 
compensation in order that you be 
assured to be on the best and 
safest side.

1981.
The figures are contained in 

an 81-page study completed this 
year, in which the G A O  estimated 
that the federal government lost 
about $2 billion nationwide during 
1980-81 on food stamps for ineligi
ble recipients, or overpayments to 
those who qualified for lesser 
amounts of assistance. "The net 
drain . . . could have provided 
benefits to about 1.7 m illion needy 
people for two years," the GAO 
concluded, pointing to administra
tive and recipient errors and fraud 
as reasons for the shortage.

Food Stamp Errors 
Rise In State

BETTER MADE 
POTATO CHIPS

•  SOUR CREAM N ’ ONION 
POTATO CHIPS

•  B. B. Q. POTATO CHIPS
•  WAVE POTATO CHIPS
•  CHEESE CORN
•  B. B. Q. CORN PUFFS
•  PRETZELS
•  CARMEL CORN

1 0 1 4 8  Gratiot Ave., Detroit, Ml 4 8 2 1 3

Phone: (313) 925-4774

AFD Member

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

•

U.S. G o ve rn m e n t  Inspection  
V e a l  —  La m b  —  Mutton  

A l l  Pr im a l  Cuts

Phone: (313) 567-8444
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"The Best In 
The House''

B le n d e d  C a n a d ia n  W h isky

a n d
C a n a d i a n

L i m i t e d
W alkerville, O ntario, Canada.

I N
THIS WHISKY IS 6 YEARS OLD

©  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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ACCOUNTING 
TOPICS
by George Shamie, Jr., CPA/AFD Certified Public Accountant

HOW  TO  GET THE  
H IG H EST D ED U CTIO N  
FOR LEG A L FEES

Not all legal fees are tax 
deductible, but most which are 
connected with business transac
tions qualify. The importance of 
knowing which of these are or are 
not deductible was evidenced in a 
recent Tax Court decision (Richard
H. and Sara B. Foster, et al., 80 T.C. 
No. 3).

Legal fees are deductible in a 
wide variety of situations. It is not 
necessary that actual litigation be 
involved. It is sufficient if the situa
tion is one in which usual business 
custom  requires the assistance of 
an attorney. Nor does the success 
or failure of yo ur case affect the 
deduction.

Fees and expenses paid or in
curred in the preparation of

federal or local income fax returns 
or for litigating the tax liability are 
deductible. Since legal fees are 
deductible in connection with any 
federal or local tax return, the 
deduction also extends to advice  
relating to such liability, as well as 
to the cost of formal protests and 
litigation

Legal fees relating to a 
divorce or for the preparation of 
your will are not deductible. 
However, a portion  of the legal 
fees incurred in connection with a 
divorce proceeding may be deduc
tible if it is related to advice con
cerning the tax consequences. 
Sim ilarly, legal fees paid in con
nection with estate tax planning  at 
the time your will is drafted are 
valid deductions.

Recently, the Tax Court held 
that a partnership, consisting of a

father and his three sons, could 
deduct the full amount of $5,000 
paid for legal fees because the 
entire fee was incurred for the part
nership's real estate business, and 
no part of it was allocable to any 
in d iv id u a l p artn er's personal 
affairs.

It may be advisable for you to 
review the deductibility of any 
legal fees incurred by you during 
the year with your tax consultant 
because of the many complexities 
involved in this area of taxation.

GOOD  RECO RDS  
LEAD TO  BUSINESS  
D ED U C TIO N S

Can one have a "profit 
m o tive " when a business is 
operated on a part-time basis, at a 
loss, in an activity in which one has 

(continued on page 26)

31111 INDUSTRIAL ROAD LIVONIA, Ml 481 50 
(313) 525-4000
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Louis Rich

Q u a lity  F o o d s  S in c e  1 8 8 3

Wishes 
to celebrate 

100 years 
of business 
with 3,400 

great 
AFD members! 

Thank you!

OSCAR MAYER and CO. 
14139 FARMINGTON RD. 

LIVONIA, Ml 48154

(313) 421-9030

OSCAR MAYER 
CLAUSSEN PICKLES 

LOUIS RICH

ADVERTISING
(from page 12)

the stores and talk to customers 
about how they feel and why . 
Researching your customers will 
help you to better gear your adver
tising towards what appeals to 
them. Although price will un
doubtedly be an important factor 
to all, others may be concerned 
with late hours, food-to-go, or in
store specials. Few grocers ever 
realize what percentage of their 
ads are read by customers.

So far, we have only discuss
ed n e w s p a p e r  a d v e r t is in g .  
However, more stores are turning 
towards both television and radio 
as alternative media. Many stores 
are advertising on shows that reach 
the right customers and are receiv
ing a good response. Television 
can be a more creative medium 
than new spapers and o ffers 
unlimited possibilities.

STRESS NUTRITION 
AND TASTE

The elements of good nutri
tion should be built into the adver
tising, also. Food department pro
motions can be used with the 
theme of nutrition. In a Newspaper 
A dvertising Bureau survey on 
Am erican eating habits, people 
were asked whether supermarkets 
or fast food outlets had fresher 
food. O nly three percent said that 
fast foods did, while 58 percent felt 
that supermarkets did. When asked 
about taste and flavor, 60 percent

said supermarkets were superior 
and 10 percent favored fast food 
outlets. These figures give super
market owners a distinct advan
tage over fast food chains which 
they need to take advantage of 
now; Some stores' copy compares 
the cost of various meals fixed at 
home or purchased at a fast food 
outlet. They include hamburgers, 
fried chicken, spaghetti, and soup 
and sandwich lunches. The ads are 
run separately from regular adver
tising, and concentrate on price, 
although a few mention conve
nience. So far, the response has 
been favorable.

BUILD A STORE IMAGE
In-store signs also can em

phasize the economy of home 
cooking. For example, signs placed 
near the ground beef can stress its 
good flavor and the economy of 
home cooking. Besides the store 
promotions, ads can also feature 
“ fast foods" at reduced prices. It is 
as crucial to keep a consistent 
theme throughout your store as it 
is to keep it in your advertising.

In summary, it is important to 
know what appeals to your 
customers and to act accordingly. 
It isn't necessary to take out full- 
page ads in the newspaper; a small 
ad will work just as well if done 
correctly. Keep the ads unclut
tered and easy to read; however, if 
they must be "busy," organize the 
products by department. Stay with 
a consistent and simple image, 
both in the ads and throughout the 
store, and your prom otional 
dollars will be put to their best use.

How To Sink 
An Association

1. Don't attend meetings, but if 
you do, come late.
2. Always leave before adjourn
ment.
3. Never speak up at any meeting. 
W ait till you get outside.
4. Sit in the back of the room, 
where you can chat freely with 
other members.
5. Vote in favor of every action. 
Then go home and do nothing.
6. Find fault with the officers and 
other leaders every chance you 
get. It keeps them on their toes and 
enables you to say, "I told you so!"

if something doesn't work.
7. Take all you can get in the way 
of benefits and services. Give as 
little as possible in return.
8. Keep your ideas to yourself. But 
be a good listener and pick up all 
the tips you can from others.
9. Never ask anyone to join. Only 
fall-guys serve on a membership 
committee.
10. O nly serve on a committee if 
they make you chairman Do as 
little as possible and try not to call 
a meeting. You can always report 
progress.
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THE CLYDESDALES CELEBRATE 
50 YEARS OF COMIN' THROUGH.

KING OF BEERS ® .  ANHEUSER-BUSCH, IN C ..  ST. LOUIS

INCREASE SALES BY DISPLAYING THIS 
BUDWEISER POLE DISPLAY FEATURING 
A FREE CLYDESDALES POSTER.
April is the 50th Anniversary of the world 
famous Budweiser Clydesdales and we 
want to celebrate by giving your custom
ers this Clydesdale Commemorative Poster 
free! This beautiful full color poster is 
sure to become a collector's item.
Feature this free poster in an end-aisle 
display and you'll not only increase in
store traffic, you'll also build sales of 
Budweiser. There will be national

advertising announcing the Clydesdales' 
50th Anniversary during the entire April 
promotion period, highlighted by a special 
Clydesdale 50th Anniversary TV 
commercial. So jump on the Clydesdale 
Bandwagon! Get all the details about the 

Clydesdales' 50th 
Anniversary when you 
see your local Budweiser 
representative. This 
offer will not be available 
where prohibited by law.

Anheuser-Busch, Inc. 
National Account Sales Dept. 
One Busch Place 
St. Louis, MO 63118

For Additional 
Information Contact:
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Larry Joseph Tony  Munaco Jerry Yono
Market Square of Birmingham Mt. Elliott-Charlevoix Market Detroit Food & Drug Center

Chairman Immediate Past Chairman Vice-Chairman

Lafayette Allen, Jr.
Allen’s Super Markets

YOUR 1983 OFFICER!
Aims and objectives of the Associated Food Dealers 

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

the best possible products and services at

Cleo Ashburn
Ashburn’s Party Store

Paul Buscemi
Original Buscemi’s,

Sidney Brent
Kenilworth Market

Allen Verbrugge
Regale Importing & B

Phil Saverino
Phil’s Quality Market

Tom Simaan
Armour Food Market
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Don Harrington
Meat-N-Place

Vice-Chairman

George Byrd
Byrd’s Choice Meats 

Treasurer

Edward Deeb
Executive Director

RECTORS, ADVISORS
possible prices, in the Am erican tradition  
enterprise.” The association also represents its 
ers in the cause of justice and fa ir play at all levels 
ernment, business and in the com m unity at-large.

Willie Cooper Sam  Cosma Phil Lauri Phil Mannone
S&D Variety Store Atlas Super Market Grub Street Hermit Mannone’s Market

Sam Cosma

Louis Vescio
Vescio’s Super Markets

Harvey L. Weisberg
Chatham Super Markets

PHOTO 
NOT AVAILABLE

Jacob Grant 
Farmer Grant’s Market

S. yono

A I .  N a im i

y o u n g

S a rafa

S. Y ono
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Introducing 
the only tool 
you need to 

maintain your 
Hobart 

equipment

The new 
Hobart long-life 
maintenance plan

Now  you can take the guesswork out of budgeting 
your service costs w ith  the new Hobart Long-Life 
Maintenance Plan. You can purchase it for most 
Hobart equipment... from one machine to an entire 
installation ... any time up t o  60 days after your 
standard warranty expires. It covers replacement 
parts and labor during Hobart regular hours, plus 
travel time and mileage w ith in  50 miles... and as an 
added option, scheduled preventive maintenance 
inspections. You enjoy peace of mind from knowing 
your good investment is protected ... and that over 
1700 factory-trained service technicians in more than 
200 Hobart facilities nationwide are as close as your 
telephone. Ask your Hobart representative for all 
the details, or w rite  Hobart Corporation, World 
Headquarters, Troy, Ohio 45374.

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

TW O LOCATIONS

12750 Nlorthend,
Oak Park, Michigan 48237 

Phone: 542-5938

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

Phone: 697-3070

Best Wishes for 

Continued Success 

to the AFD

FRITO-LAY, INC.
1000 Enterprise Drive 

Allen Park, 48101

Phone (313) 271-3000

365 VICTOR AVENUE 
HIGHLAND PARK, MICHIGAN 48203

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
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QUICK. 
WHO DO YOU 
CALL TO GET 

THE FOLLOWING
BRANDS?

:ANSWER ©DMC 1982 
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ACCOUNTING
(from page 18)

little knowledge? Yes! . . . ruled 
the Tax Court recently (Bernard W. 
Cox, T .C . Memo 1982-667).

With little knowledge of the 
industry, Mr. C o x went into 
business' on a part-time basis as a 
gunsmith. Unfortunately, his ven
ture resulted in a loss, the expenses 
of which were claim ed by him as 
income tax deductions.

IRS disallowed the loss deduc

tion m aintaining that there was no 
business purpose involved and that 
the entire operation lacked the 
necessary profit motive.

H ow ever, the Tax Co urt 
disagreed and held that there was a 
proper business purpose and profit 
motive. The Court relied heavily on 
the fact's that the gunsmith made 
serious efforts to educate himself 
in general and that he maintained 
m eticulous businesslike records. 
As a result, the losses claim ed were 
allowed.

The question of whether one

intends to make a profit from a 
given activity is a question of fact 
which must be determined in each 
particular situation. Evidence that 
tends to indicate that there is the re
quired profit motive includes such 
items as keeping accurate books 
and records, customer lists, active 
advertising, the filing  of the 
necessary lo ca l business cer
tificates, obtaining formal leases for 
the business property and maintain
ing all of the other legal documents 
pertaining to the business.

IRS has continually indicated 
that it will carefully review deduc
tions in connection with "hobby- 
type" business activities with 
which many persons become in
volved especially when they are 
conducted on a part-time basis and 
at a loss.

In such cases it is of the ut
most importance to establish a 
business purpose for the activity. 
Even though a venture operates at a 
loss, you may be able to deduct it if 
you are able to show it was your in
tention to make a profit.

Unique 
Promotion

An unusual promotion was 
carried  out last sum m er by 
O 'M alia  Food Markets, a six-store 
chain in Indiana. The promotion 
was aimed at customers who 
bought at least $25 worth of food 
for 12 weeks, during a 14-week 
period. At the end of that time, 
they rece ived  $25 worth of 
groceries free.

"The results were fantastic, 
said Dan O ' Malia, vice-president 
of the chain, "W e gained a lot of 
customers who would not have; 
come to the stores otherwise."

CONGRATULATIONS
to the Associated Food Dealers 
on your 67th birthday . . .  
from the “ Big M”

McMahon & McDonald, Inc.
F O O D  B R O K E R S

• L E A D IN G  M E R C H A N D IS IN G  S P E C IA L IS T S
with complete retail, wholesale, institutional and chain coverage •

(Main Office)

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) 531-7100 
SAGINAW: Michigan 48602, 1840 North Michigan/Phone: (517) 755-3438 
FORT WAYNE: Indiana 46815, 5616 St. Joe Road/Phone: (219) 486-2411

Do you know 
anybody 

who SHOULD be 
an AFD member, 

but isn’t?

TALK TO HIM!
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WE JUST ASKED THIS LADY 
TO TRADE HER ARCHWAY 

HOME STYLE COOKIES 
FOR TWO PACKAGES OF 

ANOTHER COOKIE BRAND..

Archway has many loyal customers. Con
sumer confidence in Archway Cookies 
didn’t happen overnight. For years we’ve 
baked homemade-tasting cookies w ith uni
form taste, texture, and the finest ingre
dients. Consumer loyalty has helped make 
Archway the #1 Home Style Cookie in 
America—and that means more sales and 
profit for you :■

The BIG cookies 
with the small town taste.

GROW Faster with the Winning Team...
When you become one of the six-hundred plus retailers 

who are voluntary members of the S U P E R  FO O D  S E R V IC E S  
team, you have a lot to gain.

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

We're 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  F O O D  S E R V I C E S ,  INC.
5425 Dixie Hwy., Bridgeport. Ml 48722 

Phone: (517) 777-1891 
John Irvine, Vice President, Michigan Division

Serving Over 150 Stores in Michigan

Manufacturers of Nu-Mrk 
The New Method 

Ant and Roach Killer

N u  - M e th o d  
P e s t  C o n tr o l

PRODUCTS AND SERVICES

8719 Linwood • Detroit 48206 

PHONE (313) 898-1543

A LB ER T  S C O TT  
an A FD  member

NEVER ASK 
A LOYAL 

ARCHWAY 
CUSTOMER 

TO COMPARE
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AFD ANNIVERSARY 
FOOD TRADE BANQUET

Tuesday, March 22nd 
at Royalty House, Warren

ENTERTAINMENT • BALLROOM DANCING • PRIZES

Star 
Comedian

PETE 
BARBUTTI

headlines 
the fun 

and 
laughs!

Generation II 
Band and 
Vocalist; 

The Charmaine 
Dancers; and 
The Strolling 

Violinists
will provide 
continuous 

entertainment!

THE PROGRAM
INVOCATION

Edward Deeb, AFD Executive Director 
President, DAGMR 

Lawrence Joseph, AFD Chairman 
SPECIAL GUESTS AND ANNOUNCEMENTS 

Special Presentations 
Installation of Officers and Directors 

Entertainment —  Dancing 
PRIZES: First Intermission

IN  
APPRECIATION:
The Associated Food Dealers on behalf of 
our over 3,400 members who employ over 
43,000 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.

Associated Food Dealers

Cocktail Hour:
Pepsi-Cola Bottling Group

Snacks, Cocktail Hour:
Better Made Potato Chips 
Kar-Nut Company 
Kraft, Inc.
Wilson Dairy Company

Banquet Sponsors:

American Mailers 
Anheuser-Busch, Inc.
Blue Cross-Blue Shield 
Borden Company 
Coca-Cola Bottlers of Detroit 
Country Fresh Dairy 
Creative Risk 
Management Corporation
Peter Eckrich & Sons 
Faygo Beverages 
G. Heileman Brewing Company 
Fred Sanders Company 
Jay's Foods, Inc.
Ludington News Company 
Marks & Goergens, Inc.
Miller Brewing Company 
Schlitz Brewing Company 
Scot Lad Foods, Inc.
Stroh Brewery Company 
Hiram Walker Company 
Wayne By-Products Company 
Abner Wolf Company 
Velvet Food Products

Dinner Wines:
J. Lewis Cooper Company

Prizes:
AFD and Friends, 
drawing during first 
intermission

BANQUET COMMITTEE: Phil Lauri, Chairman; Lafayette Allen, Jr.; 
Allen Verbrugge; Iggy Galante; Don Harrington and Phil Saverino.
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Give
and
Take.Associates Financial Express, Inc. 

Consumer Money Order Division
(A Gulf/Western Company)

Associates, affiliated with the Associated 
Food Dealers, now offers our unique money 
order system to you.
Let Associates Financial Express show you 
how to increase your store traffic, and create 
profits on a no-investment operation.
We offer the most updated and complete 
system of all money order companies, such 
as:

(a) Ease of selling, no dating or signing of 
money orders;
(b) No tally sheets;
(c) Agent retains a copy of every money 
order sold;
(d) The easiest reporting system  in the 
industry.

You owe it to yourself to hear all about Asso
ciates Financial Express. Come, grow with 
Associates! For information, call:

Marty Ries at (313) 386-8745

or contact Associated Food Dealers 
at (313) 366-2400

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.

Take

i n  A m e r i c a .

Congratulations on your 67th Anniversary! 
May we all have a happy and prosperous 1982

SPIRITS of MICHIGAN 

E.J. WIEFERMAN COMPANY 

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

Phone: 521-8847
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tasty fresh nuts
Tempting and delicious . . .  as 
irresistible as Kar's new modern 
packaging in tones of brown and 
gold. Customers will want to try the 
complete line: Mixed Nuts, Cashews,
Spanish Peanuts, Virginia Peanuts,
Barbecue Peanuts, Dry Toasted 
Peanuts, and others. Packaged in 
bags, vacuum-packed cans, and 
reusable tumblers.

KAR NUT PRO D U CTS CO.
1525 W anda, Ferndale, M ichigan 48220
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Employees Should Be 
Made Aware 
Of Operating Costs

IT 'S  IM P O R TA N T -  the 
checkout operation accounts for 
more than one-fourth of super
market labor costs; it shapes the 
image of the store because it is fre
quently the only contact with 
customers.

During a recent meeting of 
store owners, discussion centered 
on shortcomings of employees 
concerning business operations 
costs. Management was extremely 
concerned about supply cost, store 
promotions and lack of profits 
from  sto re  o p e ra tio n s . O n e  
operator was perturbed with his 
checkers and packers, since they 
“ used bags Iike they grow on 
trees." To be sure, bags do cost 
money; but it's the responsibility of

management to train employees in 
the proper use of supplies. Along 
w ith this train ing, em ployees 
should be informed of the cost of 
supplies, tacking different size 
bags on the information bulletin 
board for employees marked with 
cost per each.

Another way to reduce bag 
costs, not only at the checkstand, 
but in various departments where 
bags are used, is to be sure to have 
an assortment of sizes readily 
available for selection. Make sure 
an employee has the responsibility 
for keeping these bag racks full at 
all times. In the produce depart
ment, so customers will not pick 
up oversized bags, why not place a 
quantity of the correct sized bags 
right with the m erchandising

display?
Customers will then be prone to 

use the bag conveniently at hand, 
rather than choosing an overly 
large one.

Getting back to the discus
sion, and managements respon
sibility, one operator told this 
story: The other morning I was in 
the front of the store while a 
customer was checking out. She 
told the checker, 'Say give me 
about ten of these big bags. I need 
some for garbage.' And I'll be a 
&$•@ !! if the checker didn't give 
the old bag the bags! Boy, did I tell 
that checker off." The retailer was 
wrong to chew out the checker. He 
should have remembered: "If the 
pupil hasn't learned, the teacher 
hasn't taught."

Congratulations to the 
Associated Food Dealers on your 

67th Anniversary

REGAL
PACKING, INC.

W h o l e s a l e  M e a t s

1445 East Kirby 
Detroit, Michigan 48211 

Phone: 875-6777
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Congratulations 
To The Associated Food Dealers 

On Your 
67 th Anniversary.

Let me also take this opportunity to announce my upcoming retirement. 
Thanks and best wishes to all my friends in the Association.

-  Bob Cosgrove

General Mills

30800 Telegraph Road • Suite 2720 • Birmingham, MI 48010 • (313) 642-2896



Treat Produce 
As An Art

Award winning produce mer
chandiser Fred DeVries, nicknam 
ed "the man in the green flannel 
sm ock" thinks there isn't much 
skill in being a good produce 
manager — it's an art.

The  ke y , a c c o r d in g  to 
DeVries, is being creative. "There's

not a heckuva lot of skill in 
d isplaying produce, but there's a 
tremendous amount of artistry. 
D isplay with a touch of class. 
Generally, to do a little bit better, 
it takes a little longer — but, it's 
well worth it."

The produce merchandiser

Member F.D.I.C.

TH EWARREN BANK
Your ALL DAY SATURDAY Bank

EQUAL HOUSING 
LENDER

27248 VAN DYKE-11 Ml. 

21248 VAN DYKE-8 1/2 Ml. 

29333 HOOVER-12 Ml. 

2000 12 MI.-DEQUINDRE

22859 RYAN-9 Ml. 

30801 SCHOENHERR-13 Ml. 

13490 10 MI.-SCHOENHERR 

48377 VAN DYKE-21 1/2 Ml.

7 5 8 -3 5 0 0
Shelby Utica Area Customers Call 

7 3 9 -9 1 1 0
LOBBY SERVICE DRIVE UP SERVICE

Mon. thru Thurs.... 9:30 a.m. to 4:30 p.m.
Friday.................... 9:30 a.m. to 6:00 p.m.  Weekdays .................. 8:00 a.m. to 8:00 p.m.
Saturday.................9:30 a.m. to 4:30 p.m. Saturday...............8:00 a.m. to 4:30 p.m.

said every job is a self-portrait. 
" Y o u r  attitud e  is important. 
There's something special about 
everyday in your department. 
There's no such thing as a bad 
day."

"It's the little things that 
make the difference in a produce 
department," DeVries said, noting 
managers have to use their heads 
and be c re a t iv e  w ith  their 
merchandise.

"D are to be different. What 
does a new idea cost? It doesn't 
cost anything. You're aware that an 
avocado needs a lemon, so give 
'em a lemon free. W hat does a 
lemon cost? It helps promote 
avocados."

He also suggests putting a 
strawberry pie kit on display in the 
store. For e xa m p le , putting 
together Dream Whip, strawberries 
and a pie crust.

"An idea is not a bolt of 
lightning. It's a thinking process. 
Let your mind soar. Do things so
meone else has never even thought 
of doing," DeVries said. "This is 
what makes produce retailing fun 
and challenging. And it is fun,"

The size of the store is not im
portant to merchandising, accor
ding to DeVries. He noted there is 
a myth in the business that says a 
produce department has to be big 
to be good.

"The size of your department 
has nothing to do with freshness. 
Size has nothing to do with perfor
mance. I don't believe you have to 
be big to be good. A ctually, small 
can be quite beautiful."

D e V r ie s  sa id  m a n a g e rs 
sh o u ld  " t h in k  fre s h '' s ince  
customers shop "with their eyes."

(continued on page 36)

Orleans 
International, Inc

City’s Leading Distributors of Top Quality Poultry - Beef - Pork 

6030 Joy Road, Detroit, Michigan 48204 
931-7060
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We’re Continuing 
To Give You Our Best.

MAKES IT BETTER

Candy • Bakery • Ice Cream 
Since 1875

The Fred Sanders Company 
100 Oakman Boulevard 
Detroit, Michigan 48203
Phone: 313 868 5700
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Congratulations to 
the Associated Food Dealers 

on your 67th 
Anniversary.

PRODUCE
(from page 34)

"M y idea of merchandising is 
a whole bunch of little things: 
clean, full, fresh, variety and 
friendliness. Merchandising is also 
selling what I want to sell," he said, 
noting managers can sell almost 
anything — within reason. The 
more he knows about what he is 
selling, the better he is at selling.

You can think as big as you 
want to think. Excitement breeds 
excitement. Enthusiasm breeds en
thusiasm. And people get caught 
up in it.

Congratulations to the Officers, and Members 
of the ASSO CIATED  FOOD DEALERS

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

2888 Riopelle Street, Eastern Market • Detroit, Michigan 48207 

Phone (313) 833-3555

THE GUARD 
& RESERVE:

It’s their job to protect you. 
It’s you who protect their jobs. 

Write:

 THE GUARD & RESERVE
 Arlington. VA 22209

EMPLOYERS SUPPORT 
THE GUARD & RESERVE
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Hey there, you Independent Retailers... 
Country Fresh is comin’ on strong 

as your new, profit alternative..,
know what I mean?”

Ernest P. Worrell is our attention-getting new 
TV spokesman, and a symbol of our aggressive 
new support program for our members.

The long term brand awareness campaign, just 
launched in Michigan is designed to add even 
more sales support power to our time-tested 
marketing programs.

As Ol’ Ernest said, we’re comin’ on strong to 
help keep our members competitive.

Country Fresh, Inc. 2555 Buchanan, Grand Rapids, Ml 49506 
Embest Inc. 31740 Plymouth at Merriman, Livonia, Ml 48150
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S P a R T a n
s t o n 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 to Re s  In c .
G RAN D R A PIDS and PL Y M O U TH . M IC H IG A N

PROFESSIONAL 
PEST 

CONTROL
Ann Arbor . . . .662-4929
D etro it............. 834-9300
F l in t ..................238-3071
Grand Rapids . .534-5493
Jackson............. 787-2292
Kalamazoo . . .  .343-5767
Lansing............. 393-2524
Metro-West . . .522-1300
M o n ro e ........... 242-3600
Muskegon . . . .  722-3936 
Royal Oak ....5 4 7 -7 5 4 5  
St. Clair Shores .773-2411
Sag in aw ........... 754-3151
T o le d o ............. 472-1097
Traverse City ..941-0134

ROSE
: EXTERMINATOR CO. :

Since  1860
PROTECTION

Taystee Bread 
Cookbook Cakes

T a y s t e e
With a Variety of 
Bread Buns and 
Cakes For Your 
Eating Pleasure
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J . L e w is  C o o p e r  C o .____________________________________

12400 S tra th m o o r\ Detroit, Michigan 48227 313 \  835-6400
Toll Free 1-800-462-7592

th e  fin e st 
Daily Deliveries to Wayne, Oakland and M acomb C ounties

Warner

C e l l ' a

B o lla

Cooper Distillers Merchandising Division Representing

FLEISCHMANN DISTILLING
Blended Whiskey

Fleischmann’s Preferred

Gin
Fleischmann’s Gin

Premium Imported Vodka
Silhouette

Domestic Vodka
Fleischmann Royal Vodka

Scotch
Inver House

Canadian
Fleischmann's Canadian LTD

Brandy
Metaxa 5 Star - Greece 
Metaxa 7 Star - Greece

Cordials & Liqueurs & Creams
Amaretto Di Amore
Caffe' Lolita
Metaxa Ouzo
Cara Mia Cream (Amaretto)
Droste Cream (Chocolate)
Wimboldon Cream (Strawberry)

E & J D ISTILLERS
E & J Brandy

MONSIEUR HENRI
Imported Premium Vodka

Stolichnaya 80°/100°-Russian

Scotch
Bell’s Royal Vat 12 yr.-Scot. 

FOREIGN VINTAGES
Remy Martin 
Amaretto Di Saronno

OLD MR. BOSTON 
GLENMORE
Desmond & Duff 86°
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Ceiling Fans Save Energy; 
Pay For Themselves

Some of the world's greatest 
discoveries have been found by ac
cident. The fo llo w in g  artic le  
doesn't rank in this great category, 
but to a supermarket, anytime you 
can save on the fuel bill you are 
bucks ahead.

A few months ago, retailer 
Danny Helms, was changing lights 
and noticed how hot it was against 
the ceiling. He thought to himself 
how good it would be if he could 
get that heat down on the floor. 
The idea of the old time drug store 
fans to circulate the air was 
thought of and purchased. He 
bought 3-58" three blade commer
cial fans. After installation he 
bought 3 more to install.

The  re su lts  h ave  been 
phenomenal. The first month's 
operation reflected a savings of 
$300 from the previous months 
e lectric bills.

Each nrght all heaters are cut 
off and the next morning the ther
mostat is set for 68° and by mid
morning the fans are cut on the 
heat is cut off. The fans circulate 
the air and even on the coldest 
day, the cashiers are comfortable. 
Before the fan installation, most of 
the checkers had been using elec
tric heaters to keep warm. Since 
the fan installation, they have not 
had to use extra heaters.

The fans are positioned in 
such a manner to transfer the heat 
in the ceiling as to make it even. 
This arrangement does not in
terfere with the refrigeration 
equipment. On the coldest day 
only 1 heater operates. Each fan is 

controlled independently.
Since Danny installed his 

fans, several other operators have 
installed fans similar. One store us
ed to run four electric heaters and

since the installation of 6 fans, now 
on the coldest day they only have 
to turn on one.

For a 15,000 square foot 
store, you would need 6 fans.

The first month's savings on 
the stores who have installed the 
fans has virtually paid for the fans. 
This would not include the installa
tion. The theory of this system will 
work as well in summer as in 
winter; as long as you can circulate 
the air you can be comfortable.

Each fan runs independently 
of the others and runs on low 
speed.

AFD members and their employees 
can get FREE assistance with legal 
problems, in private, confidential 
sessions with members of Peter 
Bellanca's law firm. Phone AFD, 
366-2400, for appointment.

BEST WISHES TO THE 
MEMBERS OF AFD

Wolverine Packing Company
1340 Winder • Detroit, Michigan 48207

Phone (313) 568-1900
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Best Wishes
On Your 

67th Anniversary

Marks & Goergens, Inc.
Sales and Marketing

26300 Telegraph Road 
Southfield, Michigan 48037 

Phone (313) 354-1600

Branch Offices:
Saginaw 

Grand Rapids 
Toledo
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BEST WISHES 
TO ASSOCIATED FOOD DEALERS 

ON YOUR 67th
FROM THE RETAIL ORIENTED BROKER

AMERICAN FOOD ASSOCIATES
AND THEIR PRINCIPALS
• Pine Sol • Red Rose Tea • Coronet •

• Delta • Cup O’ Noodles • Oodles of Noodles • Rice-A-Roni •
• Noodle Roni • Broadcast  • 3M • R escue • Sunstar •

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

• Prince Spaghetti Sauce • Lawry’s • Hartz Mountain • Scott’s Liquid Gold •
• Moist & Meaty • Roman Cleanser • Turtle Wax • Natural Sun •

• Germack Pistachios • Capri Sun • Vernell’s Fine Candies •

A M E R I C A N  F O O D  A S S O C I A T E S
2411 2 RESEARCH DRIVE 

FARMINGTON HILLS, MICHIGAN 48024

Phone: (313) 478-8910

IF YOU FEEL LIKE YOU’RE DROWNING 
IN DETAILS AND PAPER WORK

with your coupon redemptions — CALL FOR HELP! Let the AFD process your 
coupons. , You won't have to count or sort them, you'll save valuable time 
and you'll get one lump-sum check for your coupons .

Send or drop them off to: Associated Food Dealers 
1 25  W. Eight Mile Road, Detroit, Michigan 4 8 2 0 3

Teens In 
The Kitchen

Teenagers are becoming a 
force to be reckoned with in the 
supermarket. According to a con
sumer study, teenage girls today 
spend more than $13 billion a year 
on food, more than one out of 
every three fam ily food dollars.

There are many reasons for 
the increasing number of teenage 
cooks. Many young people take on 
meal preparation when parents 
work. Busy and often conflicting 
schedules of fam ily  members 
sometimes lead to individual meal 
preparation: each person cooking 
and eating at a time that is most 
convenient for him or her. This is 
especially true for teens who may 
be rushing from school to part-time 
employment to sports or other 
recreation.

The inexperienced cook of 
any age can rely on frozen foods 
for fast and easy meal preparation. 
Retailers should merchandise their 
frozen food cases with this new 
group of meal planners in mind.

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.

THE PRINCE COMPANY, INC.
26155 GROESBECK HWY . •  WARREN, MICH. 48089

Phone: Bill Viviano or Paul Marks at 372-9100 or 772-0900
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THE ABNER WOLF CO. 
CONGRATULATES THE
ASSOCIATED FOOD 

DEALERS ON 67 
SUCCESSFUL YEARS...

The ABNER WOLF CO. wishes continued 
success to our customers.

America’s most Progressive 
Food Distributor. Call (313) 943-3368
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IN ITS 10th ANNIVERSARY YEAR 
THE MICHIGAN LOTTERY 

SALUTES and THANKS 
7,000 AGENTS

YOUR FAITHFUL AND CONSISTENT EFFORTS 
HAVE RESULTED IN:

★ $3 Billion in Ticket Sales
★  $1.5 Billion in Prize Pay-outs
★ $1.3 Billion to the State Treasury
★  $180 Million In Agency Commissions

The Michigan Lottery and Its Agents 
A WINNING COMBINATION
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SPACE MANAGEMENT SPECIALIST

CONTACT COCA-COLA FOR 
IN-STORE MERCHANDISING MATERIALS 

(DISPLAY STANDS)

(313) 897-5000

The Food Dealer, Spring, 1983 / Page 45



SAVE 
40% to 60%

on your 
Worker’s Compensation 

premiums . . .

through AFD’s 
Worker’s Compensation 

Self-Insured Program
Join the ranks of the many AFD members who are already 
saving important money on their worker’s compensation 
premiums. For more information, phone our agent,

L i z  S c h a e f e r ,  ( 3 1 3 )  7 9 2 - 6 3 5 5
or phone the AFD office (313) 366-2400

Eastern Poultry Co.
W h o le s a le  D is tr ib u to rs  o f  P o u ltry  a n d  M e a ts

5454 Russell 
Detroit, Michigan 48211 

(313) 875-4040

F e a t u r i n g  a  c o m p l e t e  l i n e  o f :

• Poultry • Smoked Meats
• Boxed Beef •  Fresh Pork
• Boneless Beef •  Specialty Meat Items

Robbery
What To Do 
In Case 
Of A Stickup

Employees should be trained 
in the actions they are to take dur
ing and following a robbery.

1. Do W hat The Robber Says 
To Do. Leave the heroics to TV 
crime fighters. Don't attempt to 
grab the robber's weapon and 
don't attempt to fight with him.

2. Don't Make Sudden Moves. 
The robber very likely will be ner
vous. Don't give him cause to pull 
the trigger or to slug someone.

3. Don't Delay. The robber 
may get-nervous if the job takes 
longer than expected and he may 
get tough to speed things up.

4. Keep The Robber Inform
ed. The bandit won't appreciate 
surprises, so try to inform him if 
you expect anything to occur 
which may frighten him. For exam
ple, if the amored car is due within 
five minutes, tell him about it.

5. Don't Chase The Robber. If 
the police arrive during a foot race 
across the parking lot, they may 
not know which are the good guys. 
Don't take a chance. Try to get a 
description of the car from outside 
or near the front of the store.

6. Ca ll The Police Immediate
ly. G ive an accurate description of 
what has occurred and remember 
to give the store address. Be calm.

7. Develop A  Mental Descrip
tion. W hile the robber is in the 
store, develop a mental descrip
tion of him. As soon as he leaves 
and the police have been called, 
each employee should jot down 
what he or she has seen.

8. Don't Tell Anyone How 
Much Money Was Taken. The news 
media more than likely will arrive 
at the store about the same time as 
the police. A store employee 
should refer all questions about 
the amount of money to the store 
manager.

• • •
IN TH E NEXT issue of The Food 
Dealer we w ill review a program of 
security measures designed to 
d is c o u r a g e  a n d  P R E V E N T  
robberies.
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Best Wishes 
and 

Good Reading 
to

Associated Food Dealers 
Members 

from Ludington

LUDINGTON NEWS COMPANY
1600 E. Grand Blvd. • Detroit 48211 

Phone 925-7600

901 Water St.
Port Huron, Michigan 48060 

Phone: 984-3807

2201 S. Dort Hwy.
Flint, Michigan 48507 

Phone: 232-3121
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IMAGE
(from page 12)

everybody's favorite — maple 
bars.'

“ It's little wonder that pet 
peeves about supermarkets are 
such a staple of conversation, such 
a tie that binds consumers together 
in shared feelings of us vs. them."

The writer did go on to tell 
some good news about stores 
donating perishable foods to the 
needy but how much harm did

his sarcastic introduction do?
The need to inform the public 

is great. The image of the super
market as the rip-off artist is still 
with us. (I've heard radio disk 
jockeys make slurring remarks 
about supermarkets tempting us 
with junk food.) The image isn't go
ing to change without your help.

What can you do? You can 
get closer to the people who 
spread the news, for a beginning. 
Know the newspaper, radio and TV 
people in your comm unity and 
share your concerns. Letters to the

SERVING YOUR CUSTOMERS 
WITH QUALITY STA-FRESH

W ilso n 's
DAIRY PRODUCTS

MILK • ICE CREAM • YOGURT 
DIPS • COTTAGE CHEESE • CREAM 

SOUR CREAM • ORANGE JUICE

5255 TILLMAN 
DETROIT, MICHIGAN 48208

Phone: (313) 895-6000  •  Toll Free: 1-800-572-1998

THE PYRAMID OF QUALITY COVERS THE MITTEN

editor are effective and frequently 
printed. Your own newspaper 
advertising could have an image- 
b u ild in g  c o rn e r. P e rh a p s a 
newspaper would accept your own 
writing contribution. One grocery- 
store owner we know writes a ques
tion and answer colum n about 
food prices and how to save 
money. He stresses the “ we do care 
at the supermarket level," and 
backs up his concern with specific 
suggestions, not empty slogans

Reaching school teachers is a 
challenge for you as a grocer. If 
you are doing something construc
tive with schools, please tell us so 
we can share your efforts. This 
generation of students is certainly 
better informed about nutrition 
than their parents, but their feeling 
for the friendly neighborhood 
grocer may be less than it should 
be.

It's up to you in your own 
comm unity to earn the public's 
respect. O f course, if you like be
ing badmouthed, don't do anything 
about it. just “ keep marking up 
those prices."

GOOD COOKS 
BEAT INFLATION 

THEY BUY
CLABBER 

GIRL
Exclusively 

known as the 
baking powder  

w i th  the 
B a l a n c e d  

Double A c t i o n !
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Authorized D istributors

Marketote Sacks
Mobil Produce & Meat Bags
Kemclean Floor Care Systems
Security Brand Tape
Kemclean Meat Room Sanitizing Systems
Mobil Foam Trays
Stay Fresh Deli Bags
Equipment Sales & Service Available!

Mobil U-Bag-Its
St. Regis Locker Papers
3M Tapes
Bay West Turn Towel Systems 
Soakup Floor Absorbants 
Good Year Films 
Custom Print Poly & Paper Bags

Call today for a demonstration or information on. our complete packaging supply 
program for: Supermarkets. Delis. Produce &  Meat Markets, and Bakeries.

313-921-3400
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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, JR., C.P.A.

32401 W. Eight M ile  Road 
Livonia, Michigan 4 8 1 5 2  
Phone (313 ) 4 7 4 -2 0 0 0

Royalty housse
O F W ARREN

THE MOST RELAXED HOSTS 
AROUND WILL BE FOUND AT 

THE ROYALTY HOUSE

The Hospitality Center With Complete 
Facilities for Gracious Entertaining

WEDDINGS BANQUETS CONVENTIONS 
LUNCHEONS DINNERS BRUNCHES

8201 East Thirteen Mile Road 
Warren, Michigan Phone: 264-8400

H o u r H o s t  — R e d  K a p p a s

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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Best Wishes to AFD 
and your over 3,000 Members

American Mailers 
and

American Advertising Distributors

100 American Way 
Detroit, Michigan 48209 

Phone (313) 842-4000

The Food Dealer, Spring, 1983 / Page 51



“ G ro w in g  w ith  the  
Food In d u s try ”

We Are In The 
PEOPLE BUSINESS

William O. Haynes 
Assistant Professor

— Western Michigan University can 
help you develop your people.

— Our Co-op Food Distribution Program 
is made to order for
your young college-age employees.

— Major: Food Distribution,
Minor: General Business.

— We are practical. Students learn 
Store Management.

— Our graduates are ready for Store 
Management positions.

For more information:
Call or write 
Bill Haynes today, 
he is ready to help

(616) 383-0953

food distribution program 
department of distributive education 
western michigan university 
kalamazoo, michigan 49008

Published by the AFD as a courtesy to Western Michigan University
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Don’t just settle for immediate cash flow and tighter claims management.
Get the innovators of self-insurance 
services that become standard practises for the industry.
□ Worker’s Compensation
□ Medical Benefit Plans
□ General Liability

The Way to Smarter Protection 
for Self-Insurers

Creative Risk Management Corporation

(313) 792-6355 TWX 810-231-9520 
34820 Harper
Mt. Clemens, Michigan 48043
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WAYNEBY-PRODUCTSCOMPANY
GROWING THRU GIVING GOOD SERVICE

ADVERTISERS’ 
INDEX

American Bakeries ..................................................Page 38
American Food Associates ...............................................42
American Mailers................................................................51
Anheuser-Busch ................................................................ 21
Archway Cookies .......................................................... .. 28
Associates Financial Exp re ss...........................................  30
Awrey Bakeries ................................................................. 12
Better Made Potato C h ip s ................................................  16
Borden Company...............................................................  11
Clabber G ir l........................................................................48
Coca-Cola Bottlers of Detroit ..........................................45
J. Lewis Cooper Company................................................ 39
Country Fresh D airy.......................................................... 37
Creative Risk Management Corporation...........................53
Del Monte........................................................................... 25
Detroit Veal & Lam b..........................................................  16
Eastern Poultry Company..................................................46
Harvey Ewald & Associates .............................................  30
Faygo Beverages................................................................... 4
Fontana Foods ................................................................... 24
Fresh ’N Pure Juice Company................................................5
Frito-Lay............................................................................. 24
General Foods ................................................ ..................  9
General M ills...................................................................... 33
Guzzardo Wholesale M eats...............................................36
G. Heileman Brewing Company ........................................  19
Hobart Corporation............................................................  24
Independent Biscuit Company ..........................................50
Jay’s F o o d s.......................................................................  15
Kar-Nut Products ..............................................................31
Liberty Paper & B a g .......................................................... 49
Ludington N ew s.................................................................47
Marks & Goergens ............................................................ 41
Oscar Mayer Company .....................................................  20
McMahon & McDonald.......................................................  26
Melody Farms D a iry ..........................................................  18
Michigan Lottery ............................................................... 44
Miller Brewing Company....................................................27
Nu-Method Pest Control.................................................... 28
Orleans International ........................................................ 34
Pepsi-Cola Bottling Group..........................................  2 & 56
The Prince Company.........................................................  42
Regal Packing Company......................................................32
Rose Exterminator Company.............................................38
Royalty House ............... .....................................................50
Fred Sanders Company...................................................... 35
Scot Lad Foods ................................................................. 13
George Shamie, Jr., CPA ..................................................50
Spartan S to re s..................................................................... 38
Stroh Brewery Company .......................................................7
Stroh’s Ice Cream .............................................................  54
Super Food Services ........................................................  28
Vernor’s ............................................................................  36
Hiram Walker Com pany....................................................  17
Warren B a n k ........................................................................ 34
Wayne By-Products Company ............................................ 54
Western Michigan University ..............................................52
Ira Wilson & Sons Dairy ................................................... 48
Abner A. W o lf...................................................................... 43
Wolverine Packing Company............................................... 40
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Support These AFD Supplier Members
Unless indicated otherwise, all phone numbers are in area code (31 3)

ASSO CIA TIO N S:
American Lamb Council................ ..........592-1127

BA KERIES:

Allen's Biscuit C o ........................... ...........924-8520
Archway Cookies........................... 532-2427
Awrey Bakeries ............................. 522-1100
B&C Distributors............................. 843-2898
Entenmann's................................. ...............464-8008
Franchise Bakery, Inc...............................(1) 674-4671
Grennan Cook Book C a k e s ............ 896-3400
Grocers Baking Co (Oven Fresh) . 537-2747
Independent Biscuit Co...............................584-1110
Koepplinger's Bakery, In c ........................... 967-2020
Pepperidge Farms .........................435-2145
Fred Sanders C o............................. 868-5700
Schafer Bakeries ...............(517) 386-1610
S & M Biscuit Dist'g Co .................893-4747
Stella D'Oro Cookies.......................893-4747
Taystee Bread..............................................896-3400
Vincent Trescone C o.................................... 977-6634
Wonder Bread..................................963-2330

BANKS:
Comerica, Inc.............................................. 222-3898

BEVERAGES:
Abe Cherry Distributors ................. 923-0044
Action Distributing C o..................................591-3232
Anheuser-Busch, In c .................................. 642-5888
Bellino's Quality Beverages . .675-9566
Canada Dry Corp..............................937-3500
Coca-Cola Bottling C o ..................... 897-5000
J. Lewis Cooper C o......................... 835-6400
EverFresh Juice C o ...................................755-9500
Harvey W. Ewald & Assoc.......... ............. 527-1654
Faygo Beverages ............................925-1600
G. Heileman Brewing Co ...941-0810
Hubert Distributors, Inc...................858-2340
Kozak Distributors, Inc................... 925-3220
Don Lee Distributors, I n c ...............584-7100
L& L Liquor Sales .........................362-1801
L & L Wine C o ............................................491-2828
Harold P. Meloche C o ................................534-1860
Metes & Powers, Inc .....................682-2010
Metroplex Beverage Corp...............897-5000
Miller Brewing C o ........................... 465-2866
Mohawk Liqueur Corp ...................962-4545
Needham & Nielsen Sales...............476-8735
O'Donnell Importing Co...................386-7600
Pabst Brewing C o ............................525-7752
Pepsi-Cola Bottling C o ................... ...........362-9110
Jos. Schlitz Brewing C o ...........................522-1568
Seagram Distillers C o ..................... 354-5350
Seven-Up Bottling C o .....................937-3500
Stroh Brewery C o ........................... 259-4800
H.J. Van Hollenbeck Dist's ........ 469-0441
Vemor's RC C o la ....................................833-8500
Viviano Wine Importers ................ 883-1600
Hiram Walkers, Inc..................................... 851-4800
Warner Vineyards........................(616) 657-3165
Wayne Distributing Co ...................427-4400
Vic Wertz Distributing C o ...............293-8282
E.J. Wieterman C o ......................... ..............521-8847

BROKERS,
REPRESEN TATIVES:
Acme Food Brokerage ................... 968-0300
American Food A sso c.....................478-8910
Bob Arnold & A s s o c .......................646-0578
Chuck Batcheller C o .................................. 559-2422
J.M. Bellardi & Assoc................................ 772-4100
B-W Sales.....................................................546-4200
City Foods Brokerage Co ...............894-3000
Conrady-Greeson & A s s o c ........................ 335-2088
Continental Food Brokerage........ 525-1120
Embassy Distributing.....................352-4243
Estabrooks Marketing ...................553-3637
Five G's Food Brokers............. ...................286-8555
Paul Inman Asso c...........................626-8300
Harold M. Lincoln C o ................................. 477-0900
McMahon & McDonald.................. ........477-7182
Marks & Goergens, Inc.......... ................ 354-1600
Mid-America Food Brokers............ 478-8840
Nationwide Food Brokers.............. 569-7030
Northland Marketing .................... 353-0222
J.B. Novak & A s s o c ...............(1)752-6453
The Pfeister C o .......................................... 591-1900
Regale Importing & Brokers.........................882-0695

Sahakian, Salm & Gordon...............968-4800
Sosin Sales C o ................................557-7220
Stark & Co ....................................358-3800
James K. Tamakian C o ................... 352-3500
UBC Marketing................................471-1480
John West & A ssoc..........................360-0536
Wiltsie & Company......................... 525-2500

CAN DY & TOBACCO:
Fontana Brothers, In c .....................897-4000
J & J Whlsle Tobacco & Candy . . .  754-2727 
Mich Whlsle Tobacco & Candy . 923-2808
Quality Distributors......................... 538-2961
Royal Tobacco & Candy ................ 892-0460
Universal Cigar Corp.......... (212) 753-5700
Wolverine Cigar C o .........................554-2033

CATERING  H A L LS :
Royalty House of Warren ............... 264-8400
The Southfield Manor......................352-9020

CO N TRACTO RS:
John L. Ward & C o .........................645-1677

COUPON REDEM PTION:
Associated Food Dealers. .(313) 366-2400 

C RED IT UNIONS:
AFD Credit Union ...........................547-0022

D AIR Y PRO DU CTS:
The Borden C o ............................... 583-9191
Tom Davis &  Sons D airy.................894-0022
Detroit City Dairy, In c ......................868-5511
Detroit Pure Milk (Farm Maid) . . .  837-6000
Grocer's Dairy C o ...............(616) 243-0173
McDonald Dairy C o .............(313) 232-9193
Melody Farms D airy........................525-4000
Najor's Dairy C o ..............................861-7050
Sherwood Dairy Distributors .. .375-1721
Stroh's Ice Cream............................961-5843
Vitale Dairy Services....................... 755-0120
Weiss Distributors, In c ................... 552-9666
Wesley's Quaker Maid, Inc ...........883-6550
Ira Wilson & Sons D a iry .................895-6000

D EL IC A TE S S EN :
Dudek Deli Foods (Quaker)............ 891-5226

D EN TISTS:
Richard E. Klein, DDS, PC .............547-2910

EGGS & PO U LTR Y:
Eastern Poultry Co ......................... 875-4040
Linwood Egg C o ..............................524-9550
Orleans Poultry Co ......................... 931-7060

FIS H  & SEAFOOD
Al Deuel Trout Farm ...............(1) 784-5427
Great Lakes Fish & Seafood.......... 368-6050
Hamilton Fish Co, In c .............(1) 832-6100
Michigan Food Sales .....................882-7779

F L O R IS T S :
Livernois-Davison F lo rist............... 933-0081

F R E SH  PRODUCE:
Ciaramitaro Bros., Inc ...................567-9065
Cusumano Bros. Produce Co . . .921-7100
Hadley Fruit Orchards.....................569-7030
H.C. MacClaren, Inc .....................841-3854
Tony Serra & Sons Produce . . .  758-0791 
Faro Vitale & Sons ......................... 393-2200

IC E  PRO DU CTS:
Midwest Ice C o rp ...........................868-8800

IM P O R TER S-EX P O R TER S:
Dalaly-lnternational & Assoc........ 353-2722
Energy International Corp.............. 362-4266

IN S E C T  CONTROL:
Atlas Pest Control........................... 961-1388
Nu-Method Pest Control Service. .898-1543 
Rose Exterminator C o ..................... 588-1005

IN SU RAN CE, PENSION P LA N S:
Blue Cross, Blue Shield ................ 225-8000
Ward S. Campbell, Inc . . .  (616) 531-9160
Creative Risk Mgmt Corp ___ (1) 792-6355
Frank P. McBride, Jr ., In c ............886-4460
Prime Underwriters, In c ................ 837-8737
K.A. Tappan & A sso c .....................354-0023
Tock, Bridge & A sso c.....................259-0655

IN VEN TO R Y, BOOKKEEPING, TAXES:
Abacus Inventory Specialist........ 362-3110
Approved Inventory Specialists Co 571 -7155
Farquharson & Pointon....................353-1130
Gohs Inventory Service....................353-5033
Quality Inventory Specialists . . .  771-9526
George R. Shamie, Jr., C P A ........ 474-2000
Washington Inventory Service . .557-1272

LAW FIR M S:
Bellanca, Beattie, DeLisle ..........882-1100

LEA SIN G  COM PAN IES:
Atlas Auto Le a sin g..........................353-3170

M AN U FACTU RERS:
Carnation C o .................................... 851-8480
Del Monte Foods...........................................968-1111
General Foods, Corp....................................427-5500
General Mills, In c ........................................ 354-6140
Green Giant Co ...................(313)879-0931
Kellogg Sales Co .............................. ............855-1060
Kraft Foods....................................................261-2800
Mcinerney's Syrup C o ....................477-6333
Nabisco, In c .................................... 478-1400
Prince Co .........................................772-0900
Procter & Gamble Co ......................336-2800
Quaker Oats C o................................ 645-1510
Ralston Purina C o .......................................... 477-5805
Red Pelican Food Products ............ 921-2500
Shedd Food Products..................... ............868-5810
Velvet Food Products ..................... 937-0600

M EAT PRO DU CERS, P A C K ER S:
Ed Barnes Provisions..................... 567-7337
Dart M eats...................................... 831-7575
Detroit Veal & Lamb, In c .................961-1248
Flint Sausage Works (Salays). (1) 239-3179
Frederick Packing C o .....................832-6080
Glendale Foods................................962-5973
Guzzardo Wholesale Meats, Inc . .833-3555
Hartig Meats.....................................................832-2080
Herrud & C o ....................... (616)456-7235
Hygrade Food Products .................464-2400
J.N.D. Assoc ......................... (1)661-2121
J G. Food Products..........................296-7330
Kowalski Sausage C o ..................... ...........873-8200
L—K—L Packing C o ....................... 833-1590
Oscar Mayer & C o............................421.-9030
M&G Foods, In c ..............................893-4228
Maxwell Foods, Inc ....................... 923-9000
Metro Packing C o ............................259-8872
Midwest Sausage & Corned Beef . 875-8183
Milton Chili Co ................................585-0300
Naser International......................... 464-7053
National Chili C o .............................. 365-5611
Peschke Sausage Co ..................... 368-3310
Peter Eckrich & Son, Inc.................937-2266
Potok Packing C o ...........................893-4228
Regal Packing C o ...........................875-6777
R.E. Smith, Inc............................... 894-4369
Vasara Meats, Ltd ......................... 791-7316
Weeks & Sons (Richmond)............ 727-3535
Winter Sausage M .........................777-9080
Wolverine Packing C o .....................568-1900

MEDIA:
The Daily Tribune, Royal Oak . . .  .541-3000
Detroit Free Press.........................................222-6400
The Detroit News ............................222-2000
Food Dealer Magazine .................366-2400
The Macomb Daily ......................... 296-0810
Michigan Chronicle......................... 963-5522
Observer & Eccentric Newsp'rs . .591-2300
Port Huron Times Herald........... (1) 985-7171
WDIV-TV ........................................ 222-0444
W JB K -T V ........................................ 557-9000
WW J-AM-FM................................. 222-2636

M ONEY O RDERS:
Associates Financial Express . . .  .386-8745 

NON-FOOD D IS T ’S:

Cleanway Products.........................834-8400
El-Kay Distributors Co .................. 861-0208
Household Products, Inc ..............682-1400
Ludington News Co .......................925-7600
Nationwide Food Brokers..............569-7030
Warrior Martial Arts Supplies............865-0111

E Q U IPM E N T, OFFICE SUPPLIES:
City Office Supplies. In c .................885-5402
Flint Office Supply ............ (1) 235-0676

POTATO C H IP S & NU TS:
Better Made Potato C h ip s ...............925-4774
Frito-Lay, In c ..................................271-3000
Jay’s Foods ....................................731-8400
Kar-Nut Products C o ....................... 541-7870
Superior Potato C hips.....................834-0800
Variety Nut & D ate ......................... 268-4900

PROMOTION:
Action Adv. Dist. & Mailing Co .964-4600
American Mailers........................  842-4000
Bowlus Display Co (signs) . 278-6288
J.H . C o rp ........................................582-2700
Panel Display C o rp .........................776-7080
Stephen's Nu-Ad Adv & Prom . 521-3792
Stanley's Adv. & Distributing .961-7177

R EA L ESTA TE:
Butts & C o ...............................................644-7712
Earl Keim Realty, North. . . . . . . . . . . 559-1300
Kryszak Enterprises.......................362-1668
O'Rilley Realty & Investments ...........689-8844

REN D ER ER S:
Darlings C o ................................... 928-7400
Wayne Soap Co............................  842-6002

S E R V IC E S :
American Synergistics.................. 464-3333
Atlantic Saw Service Co . . .  (800) 631-7650
Beaver Mechanical Services..........343-1616
Comp-U C h eck............................... 569-1448
Daniels Glass C o ............................. 538-2746
Financial & Marketing Ent’prises .547-2813,
Gulliver's Travel C o .......................567-2500
Melrose Linen Se rv ice ...................366-7700
Print-Guard Thumbprints.............. 343-0222
Preferred Marketing Service..........569-4042
Reed. Roberts & A sso c............ (1)852-6600
Relay C o rp ..................................... 477-3500
A.J. Shaheen Electric C o .............. 885-3670
Squier Sash & Screen C o .............. 882-5697
M.A. Young, Consultant.................477-1111
Suburban Coffee S e rv ic e .............. 541-8522
Swiss-Clean, Inc. (Taski) .............. 348-6100

S P IC E S  & E X TR A C TS :
Rafal Spice Company.....................962-6473

EQUIPM ENT, STO RE S U P P L IE S :
AAA Pallet C o ..................................892-4360
Almor Corp...................................... 399-3320
Belmont Paper & Bag C o .................491-6550
Fraza Equipment, In c ................................778-6111
Hobart Corp ....................................542-5938
Hussman Refrigeration, I n c .......... 471-0710
Liberty Paper & Bag Co...................921 -3400
Lepire Paper & Twine C o ...............921-2834
Multi Refrigeration, Inc...................399-3100
Pappas Cutlery & Grinding.............965-3872
Wilson Business Machines.............478-7700
Zack Enterprises, In c ..................... 554-2921

W AREH O U SES:
U.S. Cold Storage..................................791-7316

W H O LE SA LE R S,
FOOD D ISTR IB U TO R S:
Associated Grocers of Mich (517) 694-3923 
Bay City Milling & Grocer Co (517) 892-5593
Central Grocery C o .................. (1) 235-0605
Detroit Marine Supply C o ............ 842-2760
Jerusalem Falafil Mfg. C o ............ 595-8505
Kaplan's Wholesale Food Service. 961-6561
Kramer Food C o ........................... 585-8141
Leddy Wholesale C o ......... ............272-2218
M & B Distributing C o ..............(1) 767-5460
Metro Grocery, In c .........................871-4000
Philip Olender & C o ........................ 921-3310
Rainbow Ethnic & Spec’ty Foods . 345-3858
Raskin Foods, Inc......................... 759-3113
Scot Lad Foods, I n c ............ (419) 228-3141
Spartan Stores, In c ..............(616)878-2000
State Wholesale Grocers.............. 567-7654
Super Food Services, Inc . ,  (517) 823-8421
Tom’s Foods................................. 562-6660
United Whlsle Grocery Co . .(616) 878-2276 
Abner Wolf, Inc ........................... 943-3368
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PEPSI-COLA SALUTES 
THE

ASSOCIATED FOOD DEALERS 
DURING YOUR 67th 

ANNIVERSARY YEAR

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

THE PEPSI-COLA BOTTLING GROUP
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