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T o g e t h e r

Our first responsibility is to our customers. When our 
retailers succeed, we succeed. When they are satisfied with the 
products, programs, and services we provide for them and their 
customers, only then can we be satisfied with our own 
performance.

We owe our Spartan Associates the same degree of respect, 
loyalty, and commitment we ask of them. We will continue to 
provide opportunities to grow personally, professionally, and 
intellectually, recognizing we all benefit from their individual 
accomplishments.

We share with our suppliers the goal of bringing quality 
products to the marketplace as efficiently and economically as 
possible and consider them equal partners in the task.

We are guided by a strong sense of social responsibility to the 
communities where we work and live, and seek to discharge that 
responsibility through voluntary corporate and individual efforts.

We can continue to serve our customers, associates, suppliers, 
and community only as long as we conduct business in a sound, 
ethical and financially responsible manner.

Our success will be dependent upon our ability to apply these 
standards without compromise.

W e  s e r v e

Customer, Associate, Supplier, Community.



Best Wishes 
to 

Associated Food Dealers 
for a Successful 

Food & Beverage Exposition
General Liquor Company
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Phone (313) 353-5040
General 
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The Best Just Cot Better!
S H IN E O L O G Y  is the science, art, and applica tion  o f  ob ta in ing  clean, 

shiny floors by means o f  a system using high-speed equipm ent and 

com patib le  chem icals Pioneer/Eclipse developed the Shineology 

System to provide m ax im um  shine in m in im um  time.

E C O N O M IC A L :  S ince labor comprises at least 90%  o f  the cost o f  

m a in ta in ing  a floor, it is easy to see how  the P IO N E E R  2100® 

Super B u ffer slashes this con tinua lly  rising expenditure In the same 

am ount o f  tim e , one operator using the 2100 can polish a larger area o f

floor space than six men using conventional high-speed floor buffers.

By u til iz in g  clean, efficient propane fuel a long w ith  H o n d a ’s advanced 

overhead  valve  techno logy , the P IO N E E R  2100® SuperB u ffer 

provides up to ten hours o f  econom ical, un in terrupted  operation 

w ith o u t  cum bersom e  e le c tr ic a l cords or b o the rsom e  ba tte ry  

recharging

S A F E : A fter passing stringent safety tests, the P IO N E E R  2100® was 

aw arded an Underw riters Laboratory listing and has also passed 

O . S. H. A testing for noise levels and exhaust emissions.

D U R A B L E :  The P IO N E E R  2100® SuperBuffer is designed for years o f  dependable service.

As w ith  any piece o f equ ipm ent, a program  o f regular m aintenance is necessary to 

keep the m achine in top w ork ing  condition  and to m ax im ize  results.

R E S U L T S : Six to ten times faster than a high-speed electric and perform 

ing at over four times the production rate o f  a battery-powered buffer, 

the P IO N E E R  2100® SuperBuffer w ill burnish 25,000 square feet in 

just one hour, creating a hard brillian t shine never before obtainable.

F A C T : M A K E  N O  M IS T A K E ! P IO N E E R /E C L IP S E  C O R P O R A T IO N

invented the science o f hi-speed floor burnishing. Pioneer/Eclipse 

was the first company to develop a floor care “ system” 

and remains the only m anufacturer in the w orld  that 

offers a completely integrated system o f  ultra 

hi-speed floor machines and thermoplastic floor 

finishes that really and truly work.

At Pioneer/Eclipse, we encourage you to 

shop around and look at what the com 

petition and im itators have to offer.

W e ’re certain you w ill agree that 

P IO N E E R  2100® SuperBuffer is the 

best there is. A fter all, 

m ax im um  sh ine /m in im um  time is 

what do ing floors is all 

about. G o  w ith  the 

originators, not the 

im ita tors!

FEATURES
Throttle cable allows operator to control 

speed from 500 to 2000 RPM  

Adjustable handle assembly shortens overall 

length o f  machine, increasing control and 

maneuverability

Honda 11 H .P. G X V 340  power plant w ith 

overhead valve configuration provides the 

smoothest running propane power plant ever 

designed. Extremely efficient, cooler 

operating, significantly quieter than its 

predecessors, this engine w ill require far less 

maintenance.

Polished 20 lb a lum inum  cy linder— lighter 

than conventional steel tank 

Convenient 110 volt starter— as easy as 

pushing a bu tton !

LEADERS IN HI-SPEED

M axim um  Shine...M inim um  Time

6 Hour m eter— correctly and conveniently 

monitors hours of machine use a id ing in 

servicing and maintenance

7 L ightw eight a lum inum  alloy frame designed 

to w ithstand years of use is v irtually  un

breakable

8. O rig ina l 360° flexi-swivel front end permits 

machine to glide over bumps and rolls in the 

floor resulting in a beautifu lly  balanced 

lustre

O ffset chassis— allows operator to get close 

to counters and overhangs

10. Elastomeric belt tensioner elim inates the 

need for constant belt adjustment.

11. Available w ith  vacuum for dust control

DISTRIBUTED BY:

O.K. SERVICES, INC.
11190 CHICAGO DRIVE 
HOLLAND, Ml. 49423

1-800-648-7504
NOW AVAILABLE THROUGH 

SPARTAN. SUPER FOODS 
AND VIKING WAREHOUSES

T h e  F o o d  D e a l e r ,
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The new Cobo Hall 
designed 
by and for users
By JUNE ROSELLE
Director, Detroit Civic Center

There’s powerful evidence of 

Cobo Hall’s 300,000-square foot 

expansion downtown these days, 

as a framework for meeting 

rooms rises along Washington 

Boulevard, while towering cranes 

lay the foundation for new exhibit 

halls across Lamed Street.

But the real foundation for 

the expansion was laid in meeting 
rooms and offices over the past 

two years, by a committee of 
regular customers. Their input will 

make Cobo one of the country’s 

most functional trade show and

Consider these points: It is 
less expensive to act out your 
own well-conceived, marketing 

strategy than to react to your 

competitor’s actions.

The more information you 

have, the better the decision you 

will make. Operators must 

understand their own images 
among customers and potential 

customers, in c lud ing  the 
customers, interpretations of 
Pricing policies, product variety 

and services.

A customer perception is the 

retailer's reality. Spend more time 
talking to customers. Conduct in 

store surveys, and consider hav- 
ing consumer advisory panels. 
You may find that your percep-

convention centers.

What does that mean to ex

hibitors? It means easy load-in 

and load-out, through 31 covered 

truck bays and frieght doors. It 

means nearly 100 meeting rooms 

linked directly to exhibit floors by 

24 escalators. It means a bigger 

concourse, with room for registra

tion.

The new Cobo Hall will have

750,000 square feet of exhibit 

space, with 650,000 feet on one 
level. It will have separate halls, 

ranging in size from 100,000 to

tion of the store is quite different 

from the customers’.

Customers shop for super

markets before they shop for 

groceries. Your most serious 
competitor is the one who has the 
same marketing thrust that you 

do. If your competitor’s style and 
approach matches yours, what 
then is the customer’s motivation 

to shop in your store instead?

The most vulnerable retailers 
are the ones who don’t deal with 
the realities of their business. 
They don’t know their customers, 
nor understand  their 
marketplace, they don’t focus on 
objectives and they're reluctant to 

change with the times.

240,000 square feet.

But there are some very im

portant things about Cobo Hall 

that won’t change. We’ll still have 

a top-notch service staff. In fact, 

our account executives were 
rated “excellent” by 94 percent of 

the customers responding to a re

cent survey.

You’ll still find easy access to 

important downtown sites, like 
the Westin, Pontchartrain and 

Omni hotels, Greektown, the 

restaurants of Bricktown and the 

Civic Center complex. More than

7,000 parking spaces within four 

blocks will meet exhibitor needs.

It’s vital to our growth to 

make certain that, while construc
tion goes on outside, the show 
goes on inside Cobo Hall. That’s 

why our contractors are building 

from the outside in, and they’ll 
adjust their work schedules 

around our exhibition needs.

We want the Associated 

Food Dealers' Third Annual Expo 

at Cobo Hall to come off without 

a hitch, because we’d like to see 
you back again in the future. We 
hope your show will grow right 

along with us.

So if you have any com

ments about our services or 
facilities, please share them with 
your show manager and ask him 
to pass them along to us. Our 
users helped us build the new 
Cobo Hall and their input will 
help keep it running smoothly.

Have a good show!

Meet competition 
with your own strategy

The



Chairman’s Message

TRANSITION . . . 
A NEW BEGINNING

JERRY YONO
Chairman o f the Board 

Associated Food Dealers

As the end of my fourth term as Chair

man of the Associated Food Dealers 

Board of Directors nears, I can’t help but 

look back and wonder ‘W hat if?”

W hat if things had been different? 

W hat if the Association was more ag

gressive in its pursuit of members’ con

cerns? W hat if the Board of Directors, the 

AFD members, and the staff were en

couraged to work together more closely?

Enough “W hat ifs”. It is tim e to put 

the past behind us and look toward a 

bright new tomorrow. Over the last three 

months, a transition has taken place that 

gives me tremendous confidence in AFD’s 

future. A confidence based on the integri

ty, performance and enthusiasm  of new 

leadership; a confidence based on an ex

cellent blend of new and old employees 

motivated to do their best for AFD and its 

members; a confidence based on a Board 

of Directors filled with renewed energy, 

optim ism  and a w illingness to par

ticipate; and a confidence based on a 

membership that is growing and becom

ing more involved.

No more “W hat ifs” because now I 

know the Associated Food Dealers of 

M ichigan has unlim ited potential and a 

great future.

Jo in  us as we march down the road to 

a new beginning.

Joseph D. Sarafa
Executive D irector

AFD Office Personnel and Magazine S ta ff

Iggy Galante
Special Events Chairman

M ary Dubay
O ffice  M anager

Chris W ojt
M em bership  M anager

Judy Mansur
Insurance M anager

Debbie Pagett Claudia Herbst Thelm a M .  Shain Nick Delich
Bookkeeper R eceptionist A dvertis ing A ssociate  Editor

Page 6 /  The Food Dealer, Fall, 1 9 86



YOU 
COULDN'T 

PICK A 
BETTER CARD

Only Blue Cross and 
Blue Shield offers 
all these advantages.
•  The I.D. card is recognized everywhere.

•  Choose your own doctor from 10,000 
participating Michigan doctors.

•  No cash deposits are req uired for 
covered services with participating 
physicians, hospitals and other 
providers.

•  In case of emergency, your I.D. card 
does all the talking.

•  A statewide network of Blue Cross and 
Blue Shield offices are ready to serve 
members.

Blue Cross 
Blue Shield
of Michigan

SUBSCRIBER NAME

VALUED CUSTOMER
GROUP NO.

9 4 0 0 0
CONTRACT NUMBER

SERVICE COOE

1 2 7 0  7 0 0 7  3 2 6 0

3 6 5 0 3 6 429  0 2 10
BLU E C R O S S  OF M ICH IGAN  ( 2 1 0 ) B LU E SH IE LD  OF M ICH IGAN  ( 7 1 0 ) D ETR O IT , M ICH  4 8 2 2 6

CAN YOU REALLY AFFORD 
ANYTHNG LESS?

Blue Cross 
Blue Shield
o f M ic h ig a n



Executive Director’s Report

LET’S PUSH FOR 
A HANDLING FEE

For members of the Associated Food Dealers 

who sell pop and beer, a priority for 1986/1987 is a 

HANDLING FEE on returnable containers. 

Although this is a formidable undertaking, your AFD 

Board of Directors and Exeuctive Director are com
mitted to putting forth every effort to get the job 

done.

To accomplish this task, AFD will work closely 
with Karoub Associates, our Legislative Consultant 

in Lansing, as well as other retail groups. When the 

legislators were deliberating on a bill requiring a 

deposit on wine coolers. AFD was successful in 

keeping the concerns of retailers as a component of 
those discussions. We intend to return to the 
legislature to provide sorely needed relief for our 
members.

We, as food and beverage retailers, are all too 
aware of the operational challenges, sanitation pro
blems, and cost implications inherent in our role as 
the implementing agent for the existing program. 

We make it work; in return, we get neither recogni
tion nor reimbursement for the State imposed 

responsibilities that we assume.

AFD will consider several avenues including a 
2C handling fee and/or a tax credit. However, it 

cannot be accomplished without your help. First, 
our Associated Grocery Political Action Committee 
needs funds NOW. Without the necessary money,

JOSEPH D. SARAFA
Executive D irector 

Associated Food Dealers

our voice in Lansing will not be heard. Second, our 

Legislators must be made aware of the problems we 

face. Call your State Senator and your State 

Representative and invite them to visit your 
business. Show them the valuable space that 

empties occupy. Let them know how costly and 

time consuming it is to collect and sort bottles. Point 

out the huge inventory you have to carry in just 
deposits alone. Third, give some of your time to 

help AFD get other people involved; participate in a 
phone-a-thon; or spend a day in Lansing for this 

worthwhile cause.

I know it’s going to be tough, but I honestly 

believe we can win. Seven of nine states with 
deposit laws have handling fees. Only Oregon and 
Michigan do not. The time has come. A handling 

fee for retailers is not only fair, it is right and 
reasonable. AFD can't do it alone, but Together 
W e Can!

Before closing, I want to thank the Search 
Committee and the entire Board of Directors for giv
ing me the opportunity to serve as your Executive 
Director. A special thank you goes to the Executive 
Board and AFD’s Legal Counsel for their help and 
guidance throughout. Lastly, to Mom and Dad my 

deepest gratitude for the tremendous love and sup
port you have given me. GOD BLESS ALL OF 
YOU!!!

EVERFRESH
FRESH 'N PURE 

JUICE COMPANY
6600 E. NINE MILE ROAD 

WARREN, MICHIGAN 48091

Phone: 755-9500
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Back in 1939, London’s Farm 
Dairy introduced a new cream- 
top bottle to its customers with 
what may have been the first 
door-to-door sales promotion. It 
worked. Sales doubled.

London's knew that a good 
product sells even better with 
good advertising. That's why, to 
this day, London's supports its 
sales efforts with a comprehen
sive advertising and promotion 
program, including award- 
winning TV commercials, news
paper advertising, point-of- 
purchase displays, billboards, 
direct mail, and participation in 
regional and national trade shows.

Fred Savage, the smiling young man seen here, is the star of London's Farm 
Dairy's three television commercials and print advertising He and his puppy are 
also seen on London's billboards in the Detroit and Flint areas

Shortly after the London's television commericals were produced, Fred was 
"discovered" and signed by Lorimar Productions to appear in three upcoming 

motion pictures, including a family-oriented movie, "A  Boy Who Could Fly."
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WHOSE FAULT 
IS IT ANYWAY?
By JAMES BELLANCA, Jr.
Bellanca, Beatty & Beatty 
Legal Counsel to AFD

Nobody needs to tell you that there is a crisis in 

the insurance industry, particularly as it relates to 

retail food stores. Either the cost of insurance is so 

great that a store owner can’t afford it, or it isn’t even 

available. The result is that many AFD Members are 
either going without insurance, or their profits are 

being eaten up by insurance rates.

Your Board of Directors has instituted several 
programs to attempt to solve this problem. First, the 

Board has brought the matter to the attention of our 

legislators, and demand relief. Second, they have 
met with representatives of the insurance industry in 

an attempt to open the lines of communications and 

explore alternatives to traditional forms of 
insurance.

Sometimes what you learn in these efforts is 

what you knew even before you got involved. Ac
cording to everybody, SOMEBODY ELSE is to 
blame. The insurance companies blame the lawyers, 

the lawyers, blame the insurance companies, the 
legislators agree with everybody, and NOTHING 
CHANGES.

In working with your Board of Directors, we 
have learned that there seems to be a sm all group 
of lawyers who are responsible for a large percent
age of cases, a far greater percentage than makes 
any sense. It seems that the SAME lawyers get the 
SAME slip and fall type cases and the SAME lawyers 

get the SAME worker’s compensation cases and, in 
many instances, the SAME lawyers get the SAME 
liquor liability cases.

As you know, most of these cases are started 
first with a letter directed to YOU. That letter says 
that on a certain date the lawyer’s client was injured 
either at YOUR store, or after having worked for 

YOU, or bought liquor at YOUR store. In come

cases, you recognize the individual or you have a 
record of the event. However, in most cases, you 

don’t know anything about the claim or the incident 
in question.

So you do what that letter tells you to do. You 

turn the matter over to your insurance company or 
your lawyer “for further investigation.” Sometimes 

after you do that, you never find out what actually 
happened because unfortunately, in many in

stances, what happens is the insurance company 
PAYS OFF with little or no investigation because it is 

EASIER to pay off and pass the cost on to YOU, 
than it is to defend. The result is that YOUR 
premium goes up every year.

We want you to add a new step in your pro

cedure. When you send that letter to your insurance 
company or your lawyer, make a copy and send it 

to AFD in care of Joe Sarafa.

In informal discussions with a representative of 

the Attorney Grievance Commission, they have in
dicated that if we can show that only a few lawyers 
are responsible for a high percentage of cases, par
ticularly in the three areas I have enumerated about, 

THEY WILL INVESTIGATE!

We don’t mean to say that all cases are phone 
or that most lawyers are dishonest. We just want to 
find out if a few bad apples are spoiling the barrel.

What we need to show the Attorney Grievance 
Commission is that MOST OF THE PROBLEM 
really lies with a few lawyers. Nobody has ever tried 
this before. That’s maybe because no industry has 
ever been hit harder than the retail food industry.

It is up to you now. Instead of you just being a 
statistic and part of the problem, LET’S WORK 
TOGETHER TO BE PART OF THE 
SOLUTION!!!

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

TALK TO HIM!

Page 1 0  /  The Food Dealer, Fall, 1986



HERE'S TO YOU 
AM ERICA.

Budweiser

" S o m e b o d y  

s t i l l  c a r e s  a b o u t  q u a l i t y ."

ANHEUSER-BUSCH, INC.
ST. LOUIS, MO
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Active marketing 
techniques will increase 
your wine sales

Wine as a mealtime beverage is gaining 

popularity nationwide. For the food retailer, this is an 

important trend, because wine is usually purchased 

by the family grocery shopper.

The statistics on wine purchases and wine con

sumption would make any grocery store owner sit up 

and take notice. Sixty percent of all table wine pur
chased in the United States is bought by women, and 
58 percent of it is bought in grocery stores. Wine 

consuming households tend to have a higher than 

average income, which translates into higher sales for 
products other than wine, when wine is in the store. 

Finally, more than 80 percent of all wine is consumed 
in routine household situations; some while entertain
ing, but most as an accompaniment to either lunch or 
dinner, making wine a strong item for repeat sales.

Wine goes with food, and rightfully belongs in 

the shopping cart. Handled and marketed correctly, 

wine can be an exceptional volume and profit item 
for a grocery store. The mark-up on wine is good, 

perishability (with proper storage conditions) is low, 
eye appeal is excellent, and supplies are readily 
available year round.

But you have to market wine. You cannot put 

three or four types and brands on some shelf in the 
middle of the store and expect it to sell. Success will 
not come overnight, but with proper presentation 
and a proven marketing plan, you will find that wine 
will light up both your registers and your profit 

figures.

To sell wine you have to have it. Two feet of 
facings, and maybe four common brands, show your 
customers you don’t care about the wine section, and 
if you don’t have any interest, why should they? Give 
wine a good, solid, full wall facing; eight or ten feet 
long as a minimum, with a good assortment of

SAVE MONEY!
By participating in AFD’S SELF-INSURED  
WORKERS’ COMPENSATION PROGRAM!

varietal wines as well as jug wines. Product mix is 

important.

In displaying wine, proper conditions are a 

must. Wine sealed with a screw cap can be stored 

upright, but cork-finished bottles must be stored on 

their sides to avoid spoilage, and you may need to 

get special racks or shelving to make this possible. If 

there is an upright display bottle, it should be rotated 
into stock in the rack and replaced by another fre
quently to keep the cork moist. The wine section 

should also be relatively cool, free of constant vibra

tion, and out of direct sunlight. Your wine display 

should also make the labels easy to read, and bottles 
easy to remove. Finally, your wine section should be 
easily dusted, because clean wine displays sell wine.

The location of your wine section is also impor
tant. You cannot sell wine if you bury it in the center 
of the store. Many stores put the wine facings on the 
side wall near one of the front corners; a terrific loca
tion for cart traffic and impulse purchases. Another 

good area is a section of shelves near the front of the 
store, so that aisle-end displays facing the registers 
can be used for specials, promotions, and as traffic 
builders.

Once you have the wine in a well-trafficked loca

tion, pull that traffic in. Displays and promotions 
work, so do them and change them often, so there 
will be something new for your shoppers every 
couple of weeks. Distributors can be helpful with 
display and point-of-purchase materials.

Use your imagination to promote wine con

sciousness in your customers, and you’ll promote 
wine sales as well.

Do not neglect wine as a special.

Start a wine of the week’ or ‘wine of the month’ 
program, and you will increase traffic in the wine sec
tion, as shoppers get in the habit of checking the wine 
special. Special discounts on quality purchases 
(perhaps ten percent on six bottles, or an additional 
five percent on a case) will start some customers on 
the habit of quantity purchases, and those purchases 
can really boost revenues.
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Best Wishes 
On Your 

Third Annual 
Michigan Food & Beverage

Exposition

Marks & Goergens, Inc.
Sales and Marketing

26300 Telegraph Road 
Southfield, Michigan 48034 Phone (313) 354-1600

Branch Offices:
Saginaw  

Grand Rapids 
Toledo



A W R E Y  
BAKERIES, INC

Retail outlet located at 
12301 Farmington Rd. , Livonia.

RESENTING...
Perhaps the most 

elegant, delicious sweet goods 
you’ll encounter: Awrey’s Best.

Explore the taste of 
Swiss Chocolate Almond Torte 
Cake ... Pecan Twist Coffee 
Cake ... French Buttercream 
Chocolate Cake ... Strawberry 
Torte Cake ... and more.

As you would expect, 
Awrey’s Best contains only the 
finest ingredients, painstakingly 
prepared. That means 
premium quality.

Available in sizes perfect 
for one, or two, or more. New 
in your bakery aisle.

Look for the subtly 
distinct green and gold package.

Unmistakable on the 
outside, irresistible on the inside.

You want the 
Best of the Best ... 
Awrey’s Best.

Policy changes 
in Food Stamp 
Program

Some policy changes have been effected in the 
USDA-FNS Detroit Field Office concerning grocery 

store owners wishing to participate in the Food 

Stamp Program.

New store owners may now apply up to ten 

days prior to actually opening for business. Ap

plicants must have, prior to being authorized to ac
cept food stamps, all applicable state and local 

licenses and be stocked with sufficient staple food 

products to further the purpose of the program.

Applicants should apply in person at 8:30 AM 

on Monday or Thursdays with proof of ownership 

and their licenses at room 618 of the U.S. Court 

House and Federal Building, 231 W. Lafayette, 

Detroit, Michigan 48226, phone number (313) 

226-4930.

In most instances it is now possible for owners 

to be authorized immediately. Grocers located out

side of Wayne County may also appear in person or 
we can handle the authorization process by mail and 
telephone.

In any event, assistance in completing the ap

plication or in any other facet of the authorization 
process to accept food stamps is available at no 
charge and no outside assistance is necessary.

We are always available to participating retailers 
with questions or problems pertainng to the Food 
Stamp Program.

J.W. YOUNCE 
Officer-ln-Charge 

Detroit Field Office

WHY FUSS WITH COUPONS 
WHEN THE AFD 

COUPON REDEMPTION CENTER 
CAN DO THE JOB FOR YOU?

Mail your coupons or drop them off at:

Associated Food Dealers 
125 W. Eight Mile Road
Detroit, Michigan 48203
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Scot Lad Foods
is now serving more and more 

independent retailers 
in “ AFD Country”

Phone Bill Numbers, at Lima, 
to learn how Scot Lad’s competitive edge 

can work for you!

Phone toll free: 800-537-7738

L
ake End Sales Company 

for your HBA

Fort Wayne, Indiana

Scot Lad Foods, Inc.
"Supplier to the finest independent superm arkets in the m idw est"

LANSING, ILLINOIS •  LIMA, O H IO  • ELDORADO, ILLINOIS
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Associated Food Dealers 
and Karoub Associates 
form an effective partnership
By MICHAEL W. RANVILLE
Legislative consultant, Karoub Associates

On Thursday, September 

18, the Legislature officially 
recessed to conduct political cam

paigns. They are scheduled to 
reconvene on November 12, ap

proximately a week following the 

elections.

W ine cooler legislation 

dominated the legislative agenda 

during the abbreviated session. 

A lso, legislators found  it 
necessary to approve a continu
ing funding resolution in order to

cover costs of the Medicaid pro
gram, to ensure the uninterrupted 

flow of medical services to the 

needy. When they return in 

November, lawmakers will wrestle 

with such controversial items as 

Medicaid funding of abortions 
and legislation calling for 

divestiture of economic interests 
in South Africa.

Debate governing wine cooler 

deposits, from the standpoint of 
AFD was most positive in that

time and again attention focused 

on the plight of the retailer. Most 

often that discussion centered on 
a handling fee as the form of 

relief. It is anticiapted a legislative 

proposal including a handling fee 
will be introduced during the 
November session.

Karoub Associates is also in

volved in another issue of prime 

importance to AFD members, in
creased law enforcement. 
Throughout the State, polls clear

ly indicate the number one issue 

with voters is personal safety. We 

are currently working with 
Representative Morris Hood to 
develop a proposal that would 

significantly increase law enforce
ment presence on the streets, not 
only in Detroit but around the 

State as well. Discussions involv
ing both the structure and im
plementation of the program are 
underway.

The AFD-Karoub Associates 
proved to be a formidable part
nership in Lansing. In November 
when critical issues such as a 
handling fee and crime are 
addressed, individual AFD 
members will be asked to directly 
participate in the legislative effort 
by contacting legislators. The 
issues are controversial but by 
working together the result will be 
most beneficial to the AFD 
member.

AFD COUPON 
REDEMPTION SERVICE 

NOW FASTER 
THAN EVER!

REGAL 
FOODS CORP.

WE INVITE YOU TO VISIT  
OUR NEW FACILITIES AT

1 8 6 1 5  Sherwood, Detroit, Ml 4 8 2 3 4  
3 1 3 /3 6 6 -3 1 0 0

Michigan's only full line meat distributor featuring quality 
name brands and offering "ONE STOP" service directly 
to  your store. Featuring Frederick s fresh pork, daily!

Boxed Beef 
Poultry• Canned Meats• Frozen Fish• Lunch Meats

• Boneless Beef• Smoked Meats• Chitterlings• Corned Beef• Cheese
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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 corn chips to tortilla chips and 

more. And you’ll enjoy them all as much as you enjoy Jays Potato Chips.
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Your AFD 
WORKERS’ COMPENSATION 
PROGRAM continues 
to grow . . .
as of September, 1986, the following 
members are participating:

A & W Food Center 

A-1 Bar-B-Que Foods 

Albaran 111, Inc.

All Pro Food Services, Inc. 

Amana Market 

Angel Party Store 

Armour Food Market 

Arnold Quality Meats 

Associated Food Dealers, Inc.

B & B Market, Inc.

B.B.'s Party Store 

Barrel & Bottle Party Store 

Bee Hive Market 

Bethkay, Inc. (Burger King)

Big Dipper Food

Bismarck Food Service, Inc.

Bomarke Corporation

Bottle & Basket of Birmingham

Brother John's Community Store

Burger Services, Inc.

Burger Venture, Inc.

Byrd's Choice Meats 

Canvasback Fd. Mgmt. Corp. 

Capitol Market 

Chene Trombley Market 

City Suppermarket 

Coleman Enterprises, Inc. 

Curley's Fruit Market, Inc.

D.S.M. Food Products, Inc.

Delta Adm. Group, Inc.

E & M Market

Eastern Mkt. Tobacco & Candy 

Economy Market 

Eight Mile Party Shoppe 

Elias Market #2 

Ever Fresh Juice Company 

Fairway Party Store 

Family Market 

Faro Vitale & Sons, Inc.

Festival Party Store 

Fiesta Food Center 

Fisher Market, Inc.

Food Basket Market #1 

Frank’s Cut Rate Party Store 

Fred’s Food Alcove 

Gala Food Store 

Gaudino Meats & Foods 

Giant Valve Supermarket 

Gibson Party Store 

Glass Bottle Shoppe 

Grand River Meat Center, Inc. 

Grocer Farm Market 

H & H Restaurant 

Handy Spot Fine Foods 

Hanna, Inc.

Harry Becker Produce Company 

Haves Development, Inc.

Hill Mgmt., Inc. (Burger King) 

Ike's Party Store 

In ‘N’ Out Food Stores 

Ino DBA In 'N' Out Food 

Intro Marketing 

J . R. Marketing & Promotions

J.N .B. Pty. Str. /Express Lanes Pty. Str. 

Jack ’s Meat Market 

John R Food Market 

Joseph Campau Meat Market, Inc.

Joy Party Store 

K & G Food Market 

Kalil Enterprises 

Karmo’s Market 

Kenwood Market 

King Central, Inc.

King Southern, Inc.

King State, Inc.

King's Cellar Party Shoppe 

Lafayette Towers Supermarkets 

Linwood Egg Company, Inc.

Lobster Pot, The 

Logan’s Party Store #1 and #2  
M & Z Corner Store 

Mack-Canton Market 

Mac’s Variety Party Store 

Mario's Meats, Inc.

Mark of Excellence Catering 

Maryland Beverage 

McInerney-Miller Brothers, Inc. 

McNeil’s Market, Inc.

Medicine Chest, Inc.

Melody Distributing Co., etal 

Metro Grocery 

Metro Packing Company 

Michigan Bakery Supply Co.

Michigan Quality Sausage
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Michigan Repacking & Produce 

Monterey Party Store 

Mr. C's Group 

Multi King, Inc.

Munaco's Market 

Murphy & Company 

My Three Sons, Inc.

Najor’s Market

National Foods Supermarket

Northern Michigan Food Serv. Co.

Northwest Family Party Shop

Norhtwest Food Company

Old Country Deli

Paradise Foods

Party Pack

Paul's Wine Cellar

Penniman Deli, Inc.

Pete & Frank’s Fruit Ranch 

Pete's Scotfarm Supermarket 

Potok Packing Company, Inc. 

Private Stock

Q.F.S. Enterprises, Inc.

Q.F.S., Inc.

R & G Quality Foods (Burger King) 

R. E. Smith, Inc.

Randazzo’s Fruit Markets, Inc. 

Republic Drugs & Liquor 

Retail Demonstrators, Inc. 

Riveria Party Shoppe 

Robert Lee Corp. (Burger King) 

Sam's Beer Store 

Sam’s Food Market 

Save Line Market 

Scotch Plus 

Seven-Van Party Store 

Sgt. Pepper's General Store 

Sherwood Dairies, Inc.

Shonco Two, Inc.

Shop-A-Rama Food Center 

Silverdome Liquor Store 

Stanley Knight Corporation 

Stark & Company, Inc.

Stimac's Market 

Sullivan-Gregory, Inc. (Popeyes) 

Sunshine Food Stores, Inc.

Superior Fast Foods (Burger King) 

Superland Market 

Tandie, Inc.

Tel-Kaif Party Store

Temple Trumbull Market

Tom’s Scotfarm Sup. /DBA Semaan’s

Town Center Tobacco & Gift Shoppe

Towne Club Beverage

Trade Fair Market

Van Born Food Center

Vernor W. Party Store

Vitale Terminal Sales

Vogue Supermarket

Walter s Party Store

Warehouse Way

Whistler's Fresh Cut Meats

Wine Depot Party Shoppe

Woodfair Market

SERVING YOU ARE: 
BOARD OF 
TRUSTEES:
Anthony Munaco, Chairman 

George Byrd 
Frank Tumbarello 
Amir Al-Nami 

William Catalifo

CREATIVE RISK 
MANAGEMENT 
CORPORATION:
James W. Duff 
Thomas D. Mather 
W. T. Platt, Jr.
Lisabeth Vernier
F. Victor Warren 
Cheryl Chapman 
Marcia Waller 
John S. Wall 
Amy J. Schwenn 
Tracy Erz 
Barbara Meyer 
Marilynn Yeikowski 
Linda Weal 
Mark Jahnke 
Martin Welicko 
Carl Trimarche 
Jeff Dauzy 
Michael Schultz

REMEMBER . . .
SURPLUS PREMIUM  

GOES BACK 
TO THE MEMBERS!

TO INCREASE SURPLUS 
REPORT ALL ON-THE-JOB  

INJURIES PROMPTLY 
AND RUN A SAFE 

OPERATION!

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

with your coupon redem ptions —  CALL FOR H ELP! Let the AFD process your 
coupons You w o n 't have to count or sort them you II save valuable time 
and you' II get one lump-sum check for your coupons

Send or d rop  them  o ff to  A sso c ia ted  Food D ealers 
125  W. E ight M ile R oad, D e tro it , M ichigan 4 8 2 0 3
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Reformed tax code 
will touch all taxpayers
By JEROME URCHECK
Menczer and Urcheck,
Certified Public Accountants

The long-awaited and much publicized tax 
reform bill has finally passed Congress. The bill con

tains many provisions affecting both individuals and 

businesses. The bill with its massive reform of the tax 

code will touch all taxpayers from young to old and 
rich to poor.

Probably the most significant reform is the 
change of the individual tax rates from fourteen rates 

in 1986 to just two rates in 1988, with a transitional 

period in 1987 of five rates. Basically in 1988 there 

will be two rates of 15% and 28%. But besides this 

there are many other areas taxpayers should be con

cerned with. The personal exemption and standard 

deductions have been raised. The deduction for 

sales tax has been eliminated along with interest on 

consumer loans. The two-earner deduction and in
come averaging have been eliminated with the 

medical and miscellaneous deductions having new 

limits placed on them. The deductibility of IRA’s

may be limited for those covered by company pen
sion plans. The top rate of tax on capital gains will 

rise from 20% to 28%.

For businesses, the corporate rates will change 

with the top rate being 34% down from 46%. The 

investment tax credit is repealed effective January 
1, 1986. Depreciation deductions are much less 

generous with depreciable lives being extended for 

equipment, autos and real estate. Business meals 
and entertainment will only be 80% deductible. 

Most of these provisions take effect in 1987 with the 

exception of the investment credit which is repealed 

for 1986.

Due to these many changes some action in 

1986 may benefit you this year that might not be 

available in succeeding years. Please consult your 

tax advisor on how these changes affect you both in

dividually and in your business.

MIDWEST ICE
14450 Linwood Avenue  
Detroit. M ichigan 48238

3 1 3 /8 6 8 -8 8 0 0

COMPLETE ICE SERVICE 
RETAIL & WHOLESALE

8-lb. BAGS 
25-lb. BAGS 
BLOCK ICE 

ICE CARVINGS 
PUNCH BOWLS

James Ryder, President
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Eastern Poultry Co.
Wholesale Distributors o f Poultry and Meats

5454 Russell 
Detroit, Michigan 4821 1 

(313)  875-4040

Featuring a comple te line of:

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





BID OUR BLUES ‘HELLO’

AFD program offers 
better benefits at lower rates

The other day I asked the 

owner of our local party store if he 

had his Health Care coverage 

through the Blue Cross Blue 

Shield program sponsored by 

AFD. He said, “No, why should 

I?” It was easy for me to answer.

“You can buy better benefits and 

at lower rates with the Association 

program than you can on your 

own.” I explained to him that 

AFD offers four benefit programs 

for groups of five or more people 
and two programs for small

groups. All programs offer Master 

Medical and/or Prescription 

Drugs. In addition, four Dental 

care options are available for 
groups of five or more and if your 

group has ten (10) or more, you 

can buy Vision Care coverage.

My store owner nodded his 

head and said, “Yeah, but what 

about lower rates.” I told him that 

AFD is putting in a BCBSM Cost 

Containment program on Oct

ober 15 called PREDETERMINA

TION. PREDETERMINATION 
saves money by making sure that 

hospital admissions are necessary 

and for the number of days ap
propriate for the patients condi

tion. With inpatient hospital costs 
averaging over $500 a day, the 

cost reduc tion  can be 

considerable.

I explained that because of 
the savings to the AFD program 

we were able to hold the AFD 
rates at the present level while 
other groups in the food industry 
were subject to a 5% rate 

increase.
Then the owner asked, “The 

Blues are running a lot of televi
sion ads on HMO and PPO, 
what’s that all about? CAn I get 
that through AFD?” I told him 
that Health Care Network, the 

Detroit area HMO is currently 
available to AFD members and 
that early in 1987 the PPO and 
HMO would be available state 
wide.

The owner said, “Is there 
somebody I can call for more in
formation on rates and benefits?” 
“Sure,” I told him. “Call Judy 
Mansur at the AFD office 
(366-2400). Judy would be glad 
to send you the information.”

It was getting late, so I paid 
for my orange juice and left.

JACK LAKE
Account Manager 

Blue Cross Blue Shield of Michigan

FOR ALL 
YOUR COOKIE NEEDS

Direct to Your Store 
With FULL Service by Our 
Experienced Sales Staff

GENERAL 
BISCUIT BRANDS, INC.

15100 Gould Avenue 
Dearborn, Ml 48126

CALL FOR SERVICE TODAY! 
Phone: 584-1110

(Formerly The Independent Biscuit Co.)
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4 GOOD REASONS 
TO HANDLE

tasty fresh nuts

TASTY FRESH NUTS
Kar Nut Products has been delivering "guaranteed" 
freshness for over 4 5  years. Their wide variety of 
nutritious nuts in colorful, appetite-appealing packaging 
(jars, cans and poly bags), attracts customers for a high 
turnover of product and increased profits!

Kar' s offers quick delivery on initial orders or reorders to 
maintain an attractive, variety choice for customers, and 
a Kar' s representative will help you select a product mix 
and display that is just right for you. Contact Kar's today 
for additional information and full-color brochure.

KAR NUT PRODUCTS CO., 152 5 w a n d a , f e r n d a l e , M ic h ig a n  48220 p h o n e : (3 13) 541-7870
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We’re Continuing 
To Give You Our Best.

Sanders

MAKES IT BETTER

Candy Bakery Ice Cream 

Since 1875

The Fred Sanders Company 
100 Oakman Boulevard 
Detroit, Michigan 48203 
Phone: 313 868 5700

WISHING AFD 
EVERY SUCCESS 

ON THEIR 3rd ANNUAL 
MICHIGAN FOOD & BEVERAGE 

EXPOSITION
from your friends at

WESLEY’S 
QUAKER MAID, INC.

18940 Weaver, Detroit, Ml 48228 
Phone: 313/270-3200

P a c if ic  O c e a n  P o p  c o m pa n y , in c .
35601 VERONICA •  LIVONIA, MICHIGAN 48152 

(313) 591-2560 

Fo r E veryo n e

•  H A N SEN 'S NATURAL POP & JU IC ES
•  SCHWEPPES QUALITY MIXERS
•  PARADISE SPRING FLAVORED SELTZER WATERS
•  CALISTOGA FLAVORED M INERAL WATERS
•  COUNTRY TIME & RED ROSE TEA
•  RAMLOSA MINERAL WATER

CAN FIELD 'S DIET SODAS 
JOLT CO LA 
N U  GRAPE 
NEHI PEACH 
DAD 'S ROOT BEER 
CLASSIC FLAVORS

WE ARE PACIFIC O C EA N  POP CO M PANY, IN C., SUBSIDIARY O F ACTIO N  DISTRIBUTING COM PANY 
INC., A  LEADING DISTRIBUTOR O F MILLER PRODUCTS IN M ICH IGAN . ESTABLISHED 11/2 YEARS A G O , WE 
ARE N O W  SERVICIN G  WAYNE, OAKLAND, M A CO M B A N D  W ASHTENAW CO U NTIES WITH A  WIDE 
VARIETY O F PRO DUCTS TO MEET THE NEEDS O F TODAYS CON SU M ERS. BOOTH 215
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We Process

O V E R
AND A HALF PACKAGES
EVERY WEEK...

M I L L I O N

CARE About 
Each One
As our production rate grows, so does 
our concern for quality. From the blow 
mold container production right here in 
our plant, our automated filler room 
and bossy loaders, your milk is proc
essed with special care ...  and with the 
understanding that it must live up to the 
Guarantee of Satisfaction we print on 
every label.

Earl Gates

Blow Mold Operator

Carl Patterson
Processor

Glenn LeHigh
Processor

Nate Palmer
Blow Mold Operator

Jim Ferner 
Blow Mold Operator

Paul Greenland
Blow Mold Operator

Howard Boone

Frank Perez
Filler Operator

John Van Der Toorn 
Blow Mold Operator

Mike Fountain
Blow Mold Operator

Bob Gallagher
Filler Operator

James Junior 
Filler Operator

Duane Raymond, Jr.

Joe Egan
Processor

Tom Burns 
Filler Operator

Derrick Gensler
Blow Mold  Operator

Mike Luneke
Processor

Scott Vander Haar 
Milk Receiving

Doug Beckett
Processor

Tim Schierbeek 

Chuck Ippel
Processor 

Glenn Hecksel
M i lk  R e c e i v in g

Processor

Bryan Dumas
Processor

Allen Mayne II
Processor

Country Fresh, Inc.: Quality Dairy Products Since 1946 
2555 Buchanan Avenue SW, Grand Rapids, Ml 49518-0814

We just Keep on Gettin'

BETTER!!!
Knowhatlmean?

4 0
1946 -1986
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AFD 1986 EXPO III 
EXHIBITORS

440 
438
342 
340 
338 
240 
238

733731 720727

736734732730728726
637635633631620627

636 634632 628626
537535 531 527

536534 530 528526

437435433431420427

436434432 430428426
337335333 331320327

237 235 233 231 229 227

236 234 232 230 228 226
137 135 133 131 129 127

724 722 720 718 716 714
625 623 621 619 617 615

624 622 620 618 616 614
525 523 521 519 517 515

524 522 520 518 516 514

425 423 421 419 417 415

424 422 420 416 416 414
325 323 321 319 317 315

324322 320318 316314
225223  221 210 217 215 

224 222 220 218 216 214
125 123 121 119 117 115

713 711 700 707 705 703 701

710706706 704 702 700
613611609607 605 603 601

612 610 608 606 604 602 600
513 511 509 507 505 503 501

512 510 508 506 504 502 500

413 411 409 407 405 403 401

412 410 408 406 404 402 400
313 311 309 307 305 303 301

312 310 308 306 304 302 300
213 211 209 207 205 203 201

212 210 208 206 204 202 200
113 111  109  107  105  103

142 140 138 136 134 132 130  128  126  124  122  120  118  116  114  112  110 118 106  104  102  100

EXHIBITOR BOOTH NO.

AC & S, Inc............................................................ 519
Adolph Coors Company........................ 313/412
AFD Center .............................................. 317/416
AFD Credit U n io n .............................................. 321
A-1 Advertising....................................................633
Absopure Water C om pany..............................722
Amano America, Inc...........................................614
American Synergistics, Inc..................... 616/618
Ameri-Pro Systems..........................  503/505/507
Anheuser-Busch, Inc................................  727/729
Archway Cookies................................................736
Arkin Distributing Co....................... 509/511/513
Awrey Bakeries, Inc............................................ 625
B & E Sales Company ............................  601/603
Bech, J.N Ltd....................................................... 635
Better Ma C hips................................................. 617
Beverage Jo ,  The ............................... 720
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Blue Cross & Blue S h ie ld ...................... 317-315
Harold Brehm-Broaster Sales . . . .  527/529/531
California Cooler C om pany...........................000
Central Alarm Signal, Inc..................................342
Coca-Cola Bottlers of D e tro it.............. 419/421
Combo Commercial Equipm ent...................515
Continental Baking Company ....................... 329
Creative Risk Management Corp.................... 321
D.G. & I. Marketing ......................................... 000
Tom Davis & Sons Dairy Co..................  601/600
Detroit Edison Com pany................................. 702
Detroit Popcorn C om pany.............................636
Elite M arketers................................................... 737
Everfresh Juice Company ............................... 714
Francesco Imports Company ............................

333/335/337/432/434/436
Frito-Lay, Inc........................................................ 629
Gateway Outdoor Advertising....................... 742
General Biscuit Brands Com pany................. 728
Glenmore Distillers........................................... 336



Great Lakes Ice C o m p a n y .............................. 620

G.  Heileman B re w e ry ............................. 523/525

Hi-Tech Cellular P h o n e s ................................ 000
Home Made Brand Ice C re a m ......................644
Hussmann Refrigeration ................................ 521
Hygrade Food Products C orp ......................... 637
International Brokerage C o.............................000
lays Potato C h ip s ...............................................  411
Kalil Enterprises...............................................  627
Kar-Nut Products Company ..............................726
Keebler C o m p a n y ............................................. 227
Kim & Steve's Luggage.........................................626
Kimco, Inc......................................................413-415
Kowalski Sausage C o m p a n y ...........................  414
Mel Larsen Distributors, Inc............................... 724
Liberty Paper & Bag C o m p a n y .............  730-732
Liggett & Myers Tobacco C o m p a n y ............... 611

Lipari Foods................................................................
401/403/405/407/409/500/502/504/506/508/510

London's Farm Dairy, Inc.....................................533
Ludington News Company, Inc.............. 605-607
Market Mechanical Service, Inc.....................  716
M & B Distributing C o m p an y ......................... 708
M M I Distributing, Inc........................  506-508-510
Oscar Mayer & Company ..................................000
Melody Farms Distributing Company 400-301
Mendelson Egg C o m p a n y ..................................000
Metro C e l l ............................................................... 712
Michigan Beverage News ................................. 220
Michigan Departm ent of A gricu ltu re .........713
Michigan Specialty A dvertis in g .......................728
Midwest Butcher & Deli S upp lies ...................718
Midwest Ice Corporation ................................. 000
Midwest R esearch ................................................ 602
M iller Brewing C o m p an y .......................  628-630
Philip Morris U.S.A................................................ 000
N.C.R. Corporation ............................................538
Northville Laboratories ..................................... 000
O.K. Services...........................................................701
Original New York Seltzer ...............................517
Pace Membership W areh o u se........................ 700
Pacific Ocean Pop C o m p a n y .......................... 609
Party Makers Enterprises................................... 731
Pepsi-Cola Bottling Group . . .  435/437/534/536
Pfeister Company, The ...................  619/621/623
Pointe Dairy Service, Inc.................................... 537
Prince Macaroni C o m p an y ...............................606
Quick Q u is in e .................................... 240/338/340
RAM Communications of M ic h ig a n ..............604
Retail Demonstrators, Inc...................................512
S & H Green Stam ps...........................................000

S & M  Biscuit C o m p a n y ......................................634
S.R. D istribu tors................................... 240/338/340
Fred Sanders Company ......................................327
Sandler-Stone C o m p an y ..........................  426/428
Saroki Group ...................................................... 622
Scot Lad Foods, Inc.............................................608
Security Corporation .......................................610
Seven-Up Bottling Company ........................706
Shearer Foods/Williams Snack Foods.........735
Spartan Stores, Inc......................  422/425/522/524
Spinazze, Gregory & Associates ................. 535
Sterling Shores Distributors ..........................  416
Stroh Brewery Company ................................  514
Stroh's Ice Cream ............................................. 624
Swift-Eckrich, Inc.................................................613
Teamarketing, Inc...............................................  429
W .C. Thomson Ltd.............................................. 710
Thornapple V a lle y ............................................. 734
Tony Packo Food Company ..........................612
Tony's Pizza Service ................................ 518/520
United Dairy Farm s...........................................644
Universal W ine C o m p a n y .............................. 426
Faro Vitale & S ons.............................................  631
E.J. W ieferm an C om pany ................................ 431
Zehnder's of Frankenmuth ............................324

The Food Dealer, Fall, 1 9 8 6  /  Page 27



DIRECTORY of 
PARTICIPATING COMPANIES, 
AFD EXPO III

AC & S
Rich Kigar

38170 Executive Drive North 
Westland, MI 48185 

(313) 729-2210

ADOLPH COORS COMPANY
Tex McCarthy 

5608 Northington Court 

West Bloomfield, MI 48033 

(313) 661-2262

AFD CENTER
Joseph Sarafa/Iggy Galante 
125 W. Eight Mile Road 

Detroit, MI 48203 

(313) 366-2400

AFD CREDIT UNION
Don Harrington 

28727 Dequindre 
Madison Hts., MI 48071 

(313) 547-0022

A-1 ADVERTISING COMPANY
Ron Kammo 
P.O. Box 3240 
Southfield, MI 48034 
(313) 358-1460

ABSOPURE WATER COMPANY
Bob Ault
8845 General Drive 
P.O. Box 377 
Plymouth, MI 48170 

(313) 459-800

AMANO AMERICA, INC.
John Laws
747 Church Road #G-1 
Elmhurst, IL 60126
(312) 279-3515

AMERICAN SYNERGISTICS, INC.
Paul W. Bortell 
12110 Hubbard Road 
Livonia, MI 48150
(313) 427-4444

AMERI-PRO SYSTEMS
George Walp

P.O. Box 50617 

Toledo, OH 43605 
(419) 693-3276

ANHEUSER-BUSCH, INC.
John Conti

29100 Northwestern Hwy.
240 Franklin Center 

Southfield, MI 48034-1487 

(313) 354-1860

ARCHWAY COOKIES
Ray Stalla 
19669 Parker 
Livonia, MI 48152 
(313) 532-2427

ARKIN DISTRIBUTING COMPANY
Jack C. Black 

43100 Nine Mile Road 
Novi, MI 48050 

(313) 349-9300

AWREY BAKERIES, INC.
Tom Awrey

12301 Farmington Road 
Livonia, MI 48150 
(313) 522-1100

B & E SALES COMPANY
Bob Cohen

200 E. Long Lake Road 
Bloomfield Hills, MI 48030 
(313) 258-5200

BECH, J.N., LTD.
John Bech 
214 Dexter Street 

P.O. Box 667 
Elk Rapids, MI 49629 
(616) 264-5080

BETTER MADE POTATO CHIPS
Russell Leone 
10148 Gratiot Avenue 
Detroit, MI 48213 
(313) 925-4774

(Continued)
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The best thing next to sliced bread.
When it comes to giving your customers a choice, 

nothing stacks up better than Grobbel's quality 

meats.

Grobbel’s offers a wide range of cuts for the 

retailer, including:

•Orleans brand cooked corned beef eye and flat 

rounds

•Cooked corned beef brisket-deli style 

•Cooked sharp pastrami eye round and brisket 

•Cooked deli pastrami flat round and navel 

•Medium well cooked beef top, eye and flat 

rounds

•Medium rare cooked beef roast top round 

•Corned beef brisket and round-retail packages

You can depend on Grobbel’s for consistent high 

quality and superior service, backed by over a 

century of tradition and experience. You can also 

count on Grohbel's to provide complete advertising 

and marketing support, including point-of- 

purchase materials, food preparation suggestions, 

consumer advertising and special promotions. 

Whatever you make of it, Grobbel’s corned beef, 

pastrami and cooked beef is the best thing next 

to sliced bread. For the distributor nearest you, 

call today.

Corned Beef • Pastrami • Cooked Beef
2500 Orleans •  Detroit, Ml 48207 •  (313) 567-8000 (or call collect)



BEVERAGE JOURNAL, THE
Larry Stotz

8750 Telegraph Road — Ste. 310 

Taylor. Ml 48180 

(313) 287-9140

BLUE CROSS & BLUE SHIELD 
OF MICH.

Jack Lake 
53200 Grand River 

New Hudson, Ml 48165 

(313) 486-2172

HAROLD BREHM-BROASTER SALES
Harold Brehm 
1350 Industrial Park 

Edmore, Ml 48829 

(517) 427-5858

CALIFORNIA COOLER COMPANY
Kevin W. Draves 

2601 Teepee Drive 

P.O. Box 55329 

Stockton. CA 95205 

(209) 466-1711

CENTRAL ALARM SIGNAL, INC.
Keith Hackim
13400 W. Seven Mile Road 
Detroit. Ml 48235 
(313) 864-8900 

COCA-COLA BOTTLERS 
OF DETROIT 
Fred Thomas 

5981 W. Warren Avenue 
Detroit, MI 48210 

(313) 897-5000

COMBO COMMERCIAL EQUIPMENT
Ray Comstock 
634 North Mechanic 
Jackson, MI 49201 

(517) 783-2395

CONTINENTAL BAKING COMPANY
Jerry Emley 
1100 Oakman Blvd.
Detroit, MI 48238 
(313) 868-5600

CREATIVE RISK 
MANAGEMENT CORP

James Duff 
34820 Harper Avenue 

Mt. Clemens, MI 48043 
(313) 792-6355

D.G. & I. MARKETING
Al Haiti

35325 Bainbridge Road

DIRECTORY.

continued

Solon. OH 44139 

(216) 248-0142

TOM DAVIS & SONS 

DAIRY COMPANY
Tom Davis 

P.O. Box 71310 

Madison Hts., MI 48071 
(313) 583-0540

DETROIT EDISON COMPANY
Dennis Manning

2000 Second Avenue -  348 W.C.B. 

Detroit. MI 48226 

(313) 237-9225

DETROIT POPCORN COMPANY
Marilyn Fischer 

12065 Telegraph Road 

Redford, MI 48239 

(313) 531-9200

ELITE MARKETERS & ASSOCIATES
Amer Asmar 

7600 Intervale 
Detroit, MI 48238 

(313) 933-4703

EVERFRESH JUICE COMPANY
Joe Cicalo

6600 E. Nine Mile Road 
Warren, MI 48091 

(313) 755-9500

FRANCESCO IMPORTS COMPANY
Frank Di Franco 

4222 E. McNichols 
Detroit, Ml 48212 
(313) 891-1100

FRITO-LAY, INC.
Fred Cahill 
12000 Reeck Road 
Southgate, MI 48195 
(313) 287-4550

GATEWAY OUTDOOR ADVERTISING
David E. Laster 
515 Woodward Heights 
Ferndale, MI 48220 
(313) 544-0200

GENERAL BISCUIT BRANDS CO.
Richard Silberman 
15100 Gould 
Dearborn. MI 48126 

(313) 584-1110

GLENMORE DISTILLERS
Joe David
782 Hollywood
Grosse Pte. Woods, MI 48236
(313) 424-8899

(Continued)
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EXTENDS 
THEIR BEST WISHES

TO AFD 
ON THEIR THIRD 

MICHIGAN 
FOOD & BEVERAGE 

EXPOSITION

Home of Products

WOLVERINE PACKING CO., DETROIT, MICHIGAN 48207

Phone: (313) 568-1900
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GREAT LAKES ICE COMPANY
Ramzi Simon 

11731 E. Eight Mile Road 

Warren. Ml 48089 

(313) 774-9200

G. HEILEMAN BREWERY
Tom MaCauley 
100 Harborview Plaza 

LaCrosse. Wl 54601 

(608) 785-3557

HI-TECH CELLULAR PHONES
Jim Robinson

25402 Harper

St. Clair Shores. Ml 48081

(313) 778-5250

HOME MADE BRAND ICE CREAM
John Matthews 
3955 Montgomery Road 

Norwood. OH 45212 

(513) 396-8700

HUSSMANN REFRIGERATION
Don Rutkowski 

20775 Chesley Drive

DIRECTORY

continued

Farmington Hills. Ml 48024 

(313) 471-0710

HYGRADE FOOD PRODUCTS CORP
Clyde Riley 

38200 Plymouth Road 

Livonia. MI 48150 

(313) 464-2400

INTERNATIONAL 

BROKERAGE CO., INC.
Jerry McClay 
3140 Hilton Road 

Ferndale. Ml 48220 

(313) 547 9463

JAYS POTATO CHIPS
Abe Schram Tony Williams 
2979 Stafford. S.W.

Wyoming. Ml 49508 

(616) 24 l-6421

KALIL ENTERPRISES
Stephen Kalil 

19872 Kelly Road 

Harper Woods. Ml 48225 
(313) 527-7240

KAR-NUT PRODUCTS CO.
E.L Nicolay

(Continued)

Archway Cookies are food food, made with wholesome ingredients.
As you know, good food means good profits. Your DSD Archway 

representative will be talking to you soon about the many Archway Good 
Pood Cookie profit opportunities!

WHEAT

HONEY
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Are you 

sending your 

customers to

Bring Them Back 

with Quality Prepared Foods 

For Quick & Easy Meals From H O M E  M A D E  F O O D S .

Snacks
Salads

C a r r o t  &  R a is in

Pizza Crust
Thrown

C ru s t

p ,

HOME MADE FOODS

521 E. Saginaw Lansing, MI 48906

Made Fresh Daily 

No Preservatives Added 

Over 130 Items Available

Phone 1-800-292-0090 or 517-484-7117
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1525 Wanda Street 

Ferndale, MI 48220 
(313) 541-7870

KEEBLER COMPANY
Angelo Chiazza 

12125 Dixie Street 

Detroit, MI 48239 

(313) 245-9121

KIM & STEVE S LUGGAGE & PURSES
Steve Drake
7005 Hollywood Blvd.

Hollywood. CA 90028

KIMCO, INC.
Tim Smith

27916 Michigan Avenue 

Inkster. MI 48141 

(313) 278-3500

KOWALSKI SAUSAGE COMPANY
Donald Webb 
2270 Holbrook Avenue 

Hamtramck, MI 48212 

(313) 873-8200

MEL LARSEN DISTRIBUTORS, INC.
Melvin Larsen 

9450 Buffalo

DIRECTORY

continued

Hamtramck, MI 48212 

(313) 873-1014

LIBERTY PAPER & BAG COMPANY
Joel Kahn

111 Corporate Drive 

Auburn Hts., MI 48057 

(313) 334-5900

LIGGETT & MYERS 
TOBACCO COMPANY

Matt Broderick 

2855 Coolidge 
Troy, MI 48084 

(313) 649-1318

LIPARI FOODS
Jim LiPari/Tom LiPari 

40585 Production Drive 

Mt Clemens, MI 48045 
(313) 469-0131

LONDON’S FARM DAIRY, INC.
Fred Krohn

2136 Pine Grove Avenue 
P.O. Box 887 

Port Huron, MI 48060 

(313) 984-5111

LUDINGTON NEWS COMPANY, INC.
John Jacobs 

1600 E. Grand Blvd.

(Continued)

GOOD HUMOR • DOLE  •  OREO  •  ESKIMO PIE  •  HEATH •  KLONDIKE  •  VALET •

The Most Complete 
Dairy Program in Michigan

lost Complete 
gram in Michigan.. .

31111 Industrial Rd. •  Livonia, M b  (313) 525-4000

STA-FRESH •  SEALTEST •  RICHARDSONS • NESTLE •  TROPICAN A •  POPSICLE
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Best Wishes 
and 

Good Reading 
to

Associated Food Dealers
Members 

from Ludington

LUDINGTON NEWS COMPANY
1600 E. Grand Boulevard •  Detroit, Michigan 48211

Phone: 925-7600

901 Water Street 
Port Huron, Michigan 48060  

Phone: 984-3807

2201 S. Dort Highway 
Flint, Michigan 48507  

Phone: 232-3121
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Detroit. Mi 48211 

(313) 925-7600

M & B DISTRIBUTING COMPANY
James McColgan 

925 South Dort Street 

Flint. Ml 48503 
(313) 767-5460

MMI DISTRIBUTING, INC.
Kathy Slauther 
3910 Jonathon 

Dearborn. Ml 48126 

(313) 582-4400

MARKET MECHANICAL SERVICE, INC.
Miles Carney 
24500 John R 

Hazel Park. Ml 48030 

(313) 546-6840

OSCAR MAYER & COMPANY
Tim Sullivan

17177 North Laurel Park Drive 
Livonia. MI 48152 

(313) 464-9400

MELODY FARMS DISTRIBUTING
Rodney George 

31111 Industrial Drive 
Livonia, MI 48150 
(313) 525-4000

MENDELSON EGG COMPANY
Jack Berry

13080 Capital Avenue 
Oak Park, MI 48237 
(313) 541-4060

METRO CELL
Glen Parks
5963 E. Fourteen Mile Road 
Sterling Hts., MI 48077 
(313) 542-7865

MICHIGAN BEVERGE NEWS
David Brown 
18860 W. Ten Mile Road 
Southfield, MI 48075 
(313) 559-0820

MICHIGAN DEPARTMENT 

OF AGRICULTURE
Gene Ruff 
P.O. Box 30017 
Lansing. MI 48909 
(517) 373-1054

MICHIGAN SPECIALTY 

ADVEDRTISING CO.
Tim a 
2680 on Road

DIRECTORY

continued

Warren, MI 48091 

(313) 754-9322

MIDWEST BUTCHER

& DELI SUPPLIES
Ed Mepham 

29 West Rundell 

Pontiac, MI 48058 

(313) 332-5650

MIDWEST ICE CORPORATION
Ned Hoffman 
14450 Linwood 

Detroit, Ml 48238 

(313) 868-8800

MIDWEST RESEARCH
Ron Trafton 

3275 Martin Road 

Walled Lake. MI 48088 

(313) 669-3100

MILLER BREWING COMPANY
Mike Berezak

2323 N Mayfair Road — Ste. 501 
Wauwatosa, Wl 53226 

(414) 259-9444

PHILIP MORRIS U.S.A.
Tom Trotter
27777 Franklin Road #540 
Southfield, Ml 48034 
(313) 855-6454

NORTHVILLE LABORATORIES
Samuel Daitch 
One Vanilla Lane 

Northville, MI 48167 
(313) 349-1500

O.K. SERVICES
Henry DeBoer 
11190 Chicago Drive 
Holland, MI 49423 
(616) 396-9728

ORIGINAL NEW YORK SELTZER
Richard Harrison 
11475 Reeck Road 
Southgate, MI 48195 
(313) 374-2100

PACE MEMBERSHIP WAREHOUSE
Bob Guthmiller 
31940 Gratiot 

Roseville, MI 48066 
(313) 296-9710

PACIFIC OCEAN POP COMPANY
Jim Sheppard 
35601 Veronica Drive 
Livonia, MI 48150
(313) 591-2560

(Continued)
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PRINCE PRODUCTS 
PRODUCE 

STEADY PROFITS 
FOR YOU!

P r in ce

•V

Elbows

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 

3 1 3 /3 7 2 -9 1 0 0
WARREN. Ml 48089 

3 1 3 /7 7 2 -0 9 0 0
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PARTY MAKER ENTERPRISES
Chris Gazdowizz 

1267 Oak Avenue 

Wyandotte. MI 48192 

(313) 281-1751

PEPSI COLA BOTTLING GROUP
Chuck Turnbull 
2651 E Ten Mile Road 

Warren. MI 48091 

(313) 754-7550

PFEISTER COMPANY, THE
Don Gundle 
36300 Schoolcraft Road 

P.O. Box 3304 

Livonia. Ml 48150 

(313) 591-1900

POINTE DAIRY SERVICE, INC.
Anthony Selvaggio 
550 Stephenson Hwy.

Troy, MI 48083 

(313) 589-0666

PRINCE MACARONI COMPANY
Bill Viviano/Paul Marks 
26155 Groesbeck Hwy.

DIRECTORY.

continued

Warren. MI 48089 

(313) 772-0900

QUICK QUISINE
Kathy Slauther 

3910 Jonathon 

Dearborn. MI 48126 

(313) 582-4400

RAM COMMUNICATIONS OF MICH
Tracey Root

18311 W. Ten Mile Road 

Southfield, MI 48075 

(313) 569-2337

RETAIL DEMONSTRATORS, INC.
Bridget Howell 
15009 W. Warren 

Dearborn. MI 48126 

(313) 846-7090

S & M BISCUIT COMPANY
Antonio Buzzelli 
12300 Conant Street 

Detroit, MI 48212 

(313) 893-4747

S.R. DISTRIBUTORS
Kathy Slauther 

3910 Jonathon

(Continued)

Best Wishes & 
Congratulations

“Kowality”
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The Michigan Lottery 
Congratulates The 

Associated 
Food Dealers.

This year, the more than 7,000 Lottery Agents all 
around the state will earn more than $1,000,000 A 
WEEK in sales commissions and special fees.

The success of Lotto and all the Michigan 
Lottery games means increased profits for our 
agents as well as increased revenue for education 
in Michigan.

Programs benefiting all Lottery Agents 
include the ability to pay off larger instant game 
prizes on the spot, and a 2% redemption commission 
on prizes paid at the agent level.

The Michigan Lottery and its agents; 
A winning combination.

When you play the Lottery .. education wins.



Dearborn, MI 48126 

(313) 582-4400

FRED SANDERS COMPANY
Pat Leahy 

100 Oakman 

Detroit, MI 48203 

(313) 868-5700

SANDLER - STONE COMPANY
Gary Greenspan 

2260 Scott Lake Road 

Pontiac, MI 48054 

(313) 333-4300

SAROKI GROUP
Doug Saroki 

3205 W. McNichols 

Detroit, MI 48221 

(313) 342-1957

SPINAZZE, GREGORY

& ASSOCIATES

Gregory Spinazze
30300 Telegraph Road — Ste. 250 
Birmingham, MI 48010 

(313) 644-9200

STERLING SHORES DISTRIBUTORS
Bill Choat

32514 Harper
St. Clair Shores, MI 48082

(313) 922-7088

STROH BREWERY COMPANY
Gary Mancini 

19861 Calumet 
Mt. Clemens, MI 48044 
(313) 263-6654

STROH’S ICE CREAM
Tony Pizzo 

100 River Place 
Detroit, MI 48207 
(313) 446-2600

SWIFT-ECKRICH, INC.
Harry Arkelian 
26135 Plymouth 

Redford, MI 48239 
(313) 937-2266

TEAMARKETING
Thomas Pazloff 
28091 Dequindre — Ste. 109 
Madison Hts., MI 48071 
(813) 545-7222

W THOMSON LTD.

DIRECTORY,

continued

P.O. Box 250

Blenheim, Ontario NOT-1A0 

(519) 676-5411

SCOT LAD FOODS, INC.
Bill Numbers

1100 Prospertiy — Drawer K 

Lima, OH 45802 

(419) 228-3141

SECURITY CORPORATION
Robert Halloway 

1505 E. Eleven Mile Road 
Royal Oak, MI 48067 

(313) 545-6665

SEVEN-UP BOTTLING COMPANY
Joe Najor 

12201 Beech Daly 

Redford, MI 48239 

(313) 937-3500

SHEARER FOODS/WILLIAMS 
SNACK FOODS
Jim Williams 
31143 Country Bluff 

Farmington Hills, MI 48018 

(313) 661-9763

SPARTAN STORES, INC.
Patrick Quinn
850 76th Street, S.W.
P.O. Box 8700 

Grand Rapids, MI 49508 
(616) 878-2000

THORNAPPLE VALLEY
Bob Nowak 
31209 Schoolcraft 
Livonia, MI 48154
(313) 525-0850

TONY PACKO FOOD COMPANY
Nancy Packo 
1902 Front Street 

Toledo, OH 43605 
(419) 691-1953

TONY’S PIZZA SERVICE
Jim Hawkins 
P.O. Box 213 
Bath, MI 48808 
(517) 224-9311

UNITED DAIRY FARMS
John Matthews 
3955 Montgomery Road 
Norwood, OH 45212 
(513) 396-8700

UNIVERSAL WINE COMPANY
Garry Greenspan

(Continued)
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paul inman associates, inc.

YOUR STATE WIDE FOOD BROKER 
BRINGING YOU INNOVATIONS 

IN CONSUMER EVENTS!!!

CENTSIBLE 
SUPER SAVER SWEEPSTAKES

SEPTEMBER, 1986 
OUR 8TH YEAR 

AND
MICHIGAN SPECIAL OLYMPICS

FEBRUARY/MARCH, 1987 
5TH ANNUAL EVENT

S p e c ia l  

O lym pics

paul inman associates, inc.

HEADQUARTERS
30095 NORTHWESTERN HWY 

FARMINGTON H ILLS . MICHIGAN 48018 
313 628-8300

BRANCH OFFICES
GRAND RAPIDS. TOLEDO. SAGINAW, 

FT. WAYNE. INDIANAPOLIS



DIRECTORY, continued E.J. WIEFERMAN COMPANY
John Wieferman, Jr.

2260 Scott Lake Road 11211 Morang Drive
Pontiac, MI 58054 Detroit, MI 48224
(313) 333-4300 (313) 521-8847

FARO VITALE & SONS ZEHNDER’S OF FRANKENMUTH
Jim Vitale Michael Keyes
2820 Rivard Street 730 Main Street, South
Detroit, MI 48207 Frankenmuth, MI 48734
(313) 393-2200 (517) 652-9925

WISHING AFD 
EVERY SUCCESS 

ON THEIR 
3rd ANNUAL MICHIGAN 

FOOD & BEVERAGE 
EXPOSITION

FRITOLAV, INC
12 000  Reeck Road 

Southgate, Ml 4 8 1 9 5  
Phone: (3 13 ) 2 8 7 -6 9 2 0

PROFESSIONAL 
PEST

CONTROL
Ann Arbor ___ 662-4929
D e t ro it .............. 582-1300
Flint .................. 238-3071
Grand Rapids . . . 534-5493
Holland .......... 392-1217
lackson .......... 787-2292
Kalamazoo ___. 343-5767
Lansing ............ 393-2524
Metro-W est . . . . 582-1300

242-3600
M u ske g o n ........ 739-8993
Royal O a k ........ 547-7545
St. Clair Shores 773-2411

754-3151
472-1097

Traverse C ity .. 941-0134

ROSE
EXTERMINATOR CO.

S i n c e  1 8 6 0

Congratulations to the Officers, and Members 
of the ASSOCIATED FOOD DEALERS

Guzzardo Wholesale meals
FINE MEAT PURVEYORS SERVING THE FOOD INDUSTRY

2888 Riopelle Street, Eastern Market •  Detroit, Michigan 48207 

Phone (313) 833-3555
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WE
MAKE IT 
HAPPEN
A DYNAMIC 
ORGANIZATION 
DEDICATED 

 TO THE

RETAILER

INDEPENDENT RETAILERS PROGRAM
TOTAL LINE SUPPLIER
Grocery, Meat, Produce, Deli/Bakery, Floral, 
Fresh Seafood, Bulk Foods, Dairy, Frozen 
Foods, A Private Label Bakery Program, Milk, 
Ice Cream, Specialty Foods, General Mer
chandise, H&BA’S and Supplies.

TREMENDOUS BUYING POWER
One of the Largest Wholesalers in Michigan.

TOTAL ADVERTISING
Newsprint Advertising, Full Color Roto C ir
cular Program, Electronic Media, Point of 
Purchase Display Program, Window Banners, 
Layout Services, Creative W riting, In-Store 
Decor and Specialty Signs.

FOODLAND
DISTRIBUTORS

• RETAIL SERVICES AND 
CENTRAL BILL PROGRAM
Custom Pricing, P.O.S. Support, Shelf Labels, 
M.S.I. Ordering, Price Management, H.O.P.E. 
Shelf Management System, D.S.D.

• STORE DEVELOPMENT AND 
CONSTRUCTION PROGRAM

• RETAIL ACCOUNTING SERVICE

• INSURANCE PROGRAM
Complete Package of Coverage to Protect 
the Investment of our retail operators, their 
families, employees, and the retail customer.

Contact Store Development 
(313) 523-2160 
12701 Middlebelt Road, 
Livonia, Ml 48150
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MANUFACTURERS’ VIEWPOINT

Coors and Michigan 
say “yes” to each other
By t e x  M cCa r t h y
National Accounts Manager 
Adolph Coors Company

Long the subject of a famous 
“mystique”, Coors beer has ap

pealed to beer lovers across the 

nation, though until recently it 

was only available in western 

states. In January of this year, the 

“Best of the Rockies” moved into 
Michigan and immediately took 

its p lace in refrigerators 

throughout the state.

Both Coors and Coors Light 
brands are exceeding the sales

projections made by the brewer 

prior to their introduction. Ac

cording to the latest A C. Nielsen 

figures, Coors has commanded a 
ten percent share of the market in 

Detroit.

Already the fifth-largest 
brewer in the U.S., Adolph Coors 

Company entered Michigan as 

part of its nationwide expansion 
program. The brewery has 

entered 45 states plus the District 

of Columbia, and has plans to 
enter the remaining five states — 
New York, New Jersey, Penn

sylvania, Delaware and Indiana 

— by the end of the current 
decade.

Along with its two strongest- 
selling brands of beer, Adolph 

Coors Company also brings to 

Michigan a commitment of sup
port to its retailers. The company 
plans to implement community 
programs and special events 
which will benefit Michiganders 
and generate a feeling of good 
will for the company and its 

products.

One such program which has 
just taken place is the Coors 
Veterans’ Memorial Scholarship 
Fund.

Designed as a way to salute 
American veterans and express 
appreciation for their sacrifices, 
this program provides more than 
$500,000 to the sons and 
daughters of veterans. This year, 
123 national scholarships were 
awarded to eligible students 
throughout the U.S. Five of those

winners were Michigan residents.

As an addition to the scholar
ship fund, and a celebration of 

Coors’ entry into Michigan, the 

compny launched a month-long 

program in the state to raise addi

tional scholarship monies for its 

college students. During May the 
com pany , a long  w ith its 

distributors, donated five cents for 

every case of Coors and Coors 

Light sold in Michigan to this 
special fund. $36,000 was raised 
and shared among 36 Michigan 

students.

The scholarships were 

presented at a luncheon held in 
Lansing on September 29.

Other programs and special 

events such as the Coors Interna
tional Bicycle Classic, Bill Elliott 
and the Coors NASCAR, concert 
series, Happy Holidays Program 

and charitable donations and tie- 
ins are designed to repay the 
community for outstanding 
response to it products; to pro
mote sales; and create brand 

awareness.

WERE FIGHTING FOR 
YOUR LIFE

American Heart 
Association

of Michigan

STOCK 
For More Profit!

Stock Clabber G irl Bak
ing Powder with balanced 
double action, and watch 
your profits rise!

CLABBER
GIRL

THE DOUBLE ACTING

BAKING POWDER
PREFERRED  S INCE 1899"

HULMAN & COMPANY
Terre Haute, IN 47808
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ROYAL CROWN’COLA JO SE P H  S. N A JO R

SALES PROMOTION MANAGER

Seven-Up — RC — Canada Dry 

Bottling Company of Detroit

A DIVISION OF BEVERAGE MANAGEMENT. INC.
12201 Beech Daly Rd. Detroit, MI 48239

(313) 937-3500

.102 REAL JUICE
ORANGE
CRUSH

General Mills 
Extends Their Best Wishes To The AFD

For A Successful 
Michigan Food & Beverage Exposition

General Mills

GENERAL MILLS, INC.
30600 Telegraph Road, Suite 2250 •  Birmingham, MI 48010Phone: (313) 642-2894
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Working women influencing 
changes in supermarkets

Convenience and time-saving are the major 

shopping concerns of the working woman, says The 

Lempert Report, a marketing analysis issues and 

trends newsletter. Today, more than 53 percent of 

all women in the United States work outside the

Taystee Bread 
Cookbook Cakes

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

home and they’re becoming more and more vocal 

on the subject of supermarkets, offering suggestions 

(some very interesting) on ways they would like to 

see the stores change with their lifestyles.

The report found 67 percent would like faster, 

more efficient service including quick checkouts, 

more open checkouts, easier and faster check- 

cashing, cash lines only and baggers at all times.

Nearly half request later evening hours 

(especially on Sundays) and earlier morning hours, 

but a 24-hour shopping service would be best idea 
of all. As for personal services such as home 

delivery, telephone ordering, a personal food shop

per and assistance carrying groceries to the car, 33 

percent said they’s like to see it happen. And one 

quarter of the population would like to make it all 

‘hassle free’ with wider aisles, better store ar
rangements, one-step shopping (in-store pharmacy, 
deli, bakery, alcoholic beverages, etc.), fully stocked 

shelves, drive-up windows for frequently purchased 

items, acceptance of MasterCard or Visa and clear 
food pricing on all items.

Impulse purchases? 83 percent said they in

dulge ‘sometimes’ while 12 percent say they buy on 
impulse most of the time. A whopping 96 percent 

are influenced by their friends and relatives when it 
comes to new product purchases and 94 percent are 
influenced by advertising. 93 percent say sales and 
special prices are a factor; 79 percent say coupons; 
73 percent say packaging, and 60 percent say shelf 
display.

The study also notes that by 1990 the percen

tage of working women will grow to 60 percent. This 
certainly redefines that ‘’traditional” female shopper 
and what she expects from her supermarket.

Associated Food Dealers’ 
members generate greater 
control and major savings 

from self-insurance workers’ 
compensation coverage through 

CRMC’s focus on complete 
insurance services

For more information, 
call Associated Food Dealers 
at 313/366-2400 
or CRMC Customer Services

Mt. Clemens, Michigan 
313/792-6355
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Customer complaints 
can be helpful

Even the best run markets 

will have legitimate customer 

complaints. The good store 

manager welcomes those com

plaints as an opportunity to im

prove service and cement 

customer loyalty. The customer 

does you a favor when he or she 

calls your attention to something 

that is not right, and you should 

keep this in mind whenever deal

ing with complaints.

Being open to customers will 

help keep customers. The person 

who has a complaint and ex

presses it is much more likely to 

remain your customer than one 

who does not complain — that 
person just takes his or her 

business elsewhere. Also, the 

dissatisfied customer who does 
not complain at the store will most 

likely complain to someone — 

relatives, friends or neighbors. On 

the average, studies show that a 

dissatisfied customer will relate 

the problems to 11 other people. 

Negative word of mouth can 

really drive customers away.

Let your customers know 

that you want to hear complaints. 
Solicit their inquiries, suggestions 

and complaints.

It is also very helpful if 

customers have a specific location 
where they can register “mer

chandise” complaints (e.g., out of 
stocks, product quality). The 
courtesy booth is a logical place. 
In a store without a courtesy

booth, use the manager’s or head 

cashier’s office, provided it is visi

ble and accessible to customers.

Don’t just depend on verbal 

compalints. Some customers are 

reluctant to voice a complaint, but 

they might put it in writing. Give 

customers access to a suggestion

box or make available pre

addressed post cards/ mailers 

with space for customer  

comments.

Most complaints can be 

handled at store level, although 

there are occasions when the 

store owner should be contacted.

GOOD LUCK
to the 

Associated Food Dealers 
on your Third Annual 

Food Show

McMahon & McDonald, Inc.
FOOD BROKERS
•  LEADING MERCHANDISING SPECIALISTS 

with complete retail, wholesale, institutional and chain coverage 

(Main Office)
DETROIT 23925 Industrial Park Or Farmington, Ml 49024/Phone (313) 477-7182  
TOLEDO: Ohio 43623. 5247 Second Road/Phone (419) 473-1133
GRAND RAPIDS 4678 Danvers Drive, S.E., Kentwood, Ml 4 95 0 8 /Phone: (616) 956-9355  
S A G IN A W  Michigan 48603. 2975 Bay Road. Bldg. 102-C/Phone: (517) 791-4855  
FORT W A YN E: 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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POPCORN
nutritious, delicious, profitable

WIC Program 
requires monthly 
price report

At less than 4C per serving. POPCORN is the super 
supplemental snack food —  both in profits and 
nutrition. If you serve Ice cream, you should make 
popcorn available too . . . it's as nutritious and 
TW ICE as profitable! S1.00  profit from $1. 25 serving! 
See us today for these two important FREE book
lets. "Dynamite in Popcorn", and "How to Make 
Money with Snacks".

DETROIT POPCORN COMPANY 
1 2065  Telegraph, Redford, Ml 48239  

( 3 1 3 )  5 31 -9 2 0 0

The Amazing

Sup e r C o o le r
★ THREE BAGS OF ICE -keeps 

beverage cold for days.

★ NO MESS OR LEAKAGE -
doub le insu la ted w a ll 
prevents exterior condensa
tion ; perfect for indoors.

★ FITS OR ¼ OR ½ BARRELS -
great for cans, bottles or 
food.

★ LIGHTWEIGHT - w e ighs on ly 
30 pounds.

Call for pricing 
UPS two day delivery 

VISA 
MASTER CARD

PARTY MAKER

S u p e r  C o o le r

281-1751

BOX 5 23 , WYANDOTTE
Area Distributorships Available

The State Department of Public Health, in an 

attempt to determine competitive prices for the WIC 

Program require grocers who participate in the WIC 

Program to file monthly reports with the State noting 

the highest prices in their store for each of the WIC 

foods.

These prices are then used to calculate an 

average price for each county. The State then adds 

on an additional percentage to reach its highest 

average price for a county.

This new system of averaging prices for an area 

is more accurate than the old system, but it also has 

created some confusion among grocers. State of

ficials think some grocers are not supplying their 

highest prices for items on the monthly reports, thus 
skewing the averages.

The result is the development of an inaccurated 

average which has a direct affect on the smaller 

grocers.

A chain store’s prices, for example, are counted 

only once, no matter how many stores are in the 
county, while each independent grocer’s prices are 

counted individually.

Independent grocers not reporting their prices, 
also contributes to an inaccurate county average.

However, the policy continues to remain that 

the state will not reimburse grocers on a particular 

coupon if the price is over the average highest price.

Therefore, it is in the independent grocer’s best 
interest to file the report monthly and to report their 
highest price for each item.

The highest item price should only be given for 

the quantity specified on the price card. If different 
quantities are written in on the card, the price will 
not be accepted. The accuracy of highest prices 

quoted by the grocers will reflect accurate averages 
for the State to use in its payment to vendors.

If you have any questions regarding the vendor 

price report, please call the Detroit WIC office (313) 

256-1024.

GALE H. NORMAN
WIC Program coordinator 

Michigan Department of Public Health

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

Talk to him about the advantages!
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Senior shoppers look for
nutrition and convenience

They don’t like “elderly” or even “senior 

citizens.” They think “old” is past 80. and most 

prefer to think of themselves as mature.

People ranging in age from 55 to 79 also repre

sent a fast-growing, relatively affluent segment of the 

population, and food marketers care what they 

think.

Campbell Soup Co. began a study in 1979 

focusing on the food/nutrition attitudes and 

behaviors of these consumers. The latest findings, 
according to Joseph Eastlack Jr., group manager of 

marketing research, provide some interesting con

trasts and similarities.

The most significant change from 1979, 

Eastlack reports, “is a far greater level of specific 

knowledge about nutrition and exercise issues

among today’s mature consumers.’ They’re con

cerned with maintaining health and taking steps to 

control levels of cholesterol, hypertension and 

weight. They eat more fiber and foods with calcium 

and potassium, he said.

In contrast to people of their age 20 years ago. 

today’s mature consumers set a high priority on re

taining their independence, and see nutrition as a 

way of doing it.

Having spent considerable time in the kitchen, 

the 55-and-older woman not only wants to avoid 

meal preparation whenever possible, but wants to 

spend less time cooking, shopping and cleaning up. 

She reaches often to convenience foods, and 

microwave ownership is very high, Eastlack 

reported.

CHECK THE 
BENEFITS OF 

AFD’s WORKERS’ 
COMPENSATION 

SELF-INSURANCE 
PROGRAM 

•  •

It’s a program that’s 
designed JUST FOR US! 

•  •

FOR MORE INFORMATION PHONE TODAY
(313) 366-2400

21850 G reenfield Road. Oak Park. M ichigan 48237 •Phone (313) 968-0300

T O L E D O . OH IO : Phone (419) 473-9741 
G RA N D  R A P ID S . M ICH IG A N  Phone (616) 455-2S60

SOUTHERN FROZEN FOODS

G RAD E “A”  FANCY 
FROZEN VEGETABLES

Ed W iiie nb o rg  P resident •  Ed B o c c o m in o E xecu tive  V ice -P res iden t

A c m e  FOOD BROKERAGE. INC

ACME REPRESENTS THE 
FINEST  

PACKERS!
SATISFY 

YOUR CUSTOMERS 
AND PROFIT WITH
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T R A V E L  & T O U R S

RIYADH S. KATHAWA
PRESIDENT

31874 NORTHWESTERN HWY. 
FARMINGTON HILLS, Ml 48018 

PHONE (313) 855-3409

SAFIE BROS. 
FARM PICKLE 

CO., INC.
Packers of Quality 

Pickles and Peppers

52365 N. GRATIOT 
NEW BALTIMORE, Ml 48047 

(313) 949-2900

Manufacturers of Nu-Mrk 
The New Method 

Ant and Roach Killer

NU-METHOD 
PEST CONTROL 
PRODUCTS AND 
SERVICES, INC.

8719 Linwood •  Detroit 48206

PHONE (313) 898-1543

ALBERT SCOTT 
an A FD  member

Count on W ash ing ton Inventory Service for 
personalized service to meet your specif ic 
needs and for inventories that set the 
industry s tandard for speed and accuracy  
W IS -m o re  than 100 off ices th roughou t 
the U.S.

Service 
That 
Counts

Since 1953

Washington Inventory Service
3 1 1 5 7  Plymouth Road 

Suite 2 10  
Livonia, Ml 481 50  

Phone: 3 1 3 /2 6 1 -3 3 4 4
G eneral O ffices: 7150 El C a jon Boulevard San D iego CA 92115 

(619) 461-8111
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The Facts are. . .  
S&H Gift Power works
□  With profitable results for you

□  Without raising prices

□  With the gifts consumers want

□  Proven by up-to-date  
market research

□  And by actual retailer 
experience

S P E R RY A N D
H U T C H IN S O N

The fact is: we have a gift for building profits. 
For more information, please call or write:

Mr. Robert Haines 
District Manager 
S&H Green Stamps 
960 Rogers Plaza, S.W. 
Wyoming, Ml 49509 
Tel: 616-534-6238
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IT ’S NOT 
EASY . . .
To Apologize,

To Endure Success,

To Begin Over,

To Profit By Mistakes,

To Take Advice,

To Forgive And Forget,

To Be Unselfish,

To Think And Then Act,

To Admit Error,

To Keep Out Of A Rut,

To Face A Sneer,

To Make The Best Of Little,

To Be Charitable,

To Subdue 
An Unruly Temper,

To Keep Trying,

To Shoulder Deserved Blame,

but it
always pays!

Member F.D.I.C.

THE

WARREN BANK
Your ALL DAY SATURDAY Bank

E Q U AL HO USING  
LEN DER

27248 VAN DYKE-11 Ml. 22859 RYAN-9 Ml.

21248 VAN DYKE-8 1/2 Ml. 30801 SCHOENHERR-13 Ml.

29333 HOOVER-12 Ml. 13490 10 MI.-SCHOENHERR

2000 12 MI.-DEQUINDRE 48377 VAN DYKE-21 1/2 Ml.

23130 DEQUINDRE 9½ Ml.

Shelby Utica Area Customers

758 -3 5 0 0  739-9110
LOBBY S E R V IC E  D RIVE UP S ER VIC E

Mon thru Thurs 9 30 a m. to 4 30 p m
Friday  9. 3 0 a .m. to 6. 00 p. m. W eekd ays . . 8:00 a. m. to 8:00 p.m.
Saturday  9. 3 0  a .m.  to 4. 30 p.m.  S aturday 8:00 a. m. to 4. 30 p.m.

ALL OTHER OFFICES
Weekdays  8:30 a.m. to 8:00 p.m.
Saturdays 8:30 a m. to 4:30 p.m.

VITALE
A  delicious, refreshing, lightly sparkling beverage 

combining equal parts o fPREMIUM GRAPE, JUICEAND SPRING WATER
• Great taste • Superb refreshment
• Made from premium wine grapes

NONALCOHOLIC SERVE CHILLED

750 ML • 25.4 FL. OZ. • (1 PT. 9.4 FL. OZ.) *TM.

Distributed 
by

MEL LARSEN 
DISTRIBUTORS 

INC.

9450 Buffalo 
Hamtramck

Phone 873-1014

See us at Booth #724
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BE A PART OF IT.
CC SOUR: 1½ oz Canadian Club, 3 oz lemon juice, 1 tsp sugar. Shake well with ice, strain and pour 

To send Canadian Club anywhere in the U.S., call 1-800-238-4373 Void where prohibited



DETROITS NEWEST... 
“FULL SERVICE” 

FOOD WHOLESALER!

GROCERY, INC.

1331 HOLDEN, DETROIT, MICH. 48202 
Phone (313) 871-4000
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