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HERE'S TO YOU,
AMERICA.
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MAKING PAY
TELEPHONES PAY OFF

Paycall Communications, Inc., Pays 30% of Profit on ALL
BUSINESS. Michigan Bell pays only 0%-4%-6%-9% commission and
withholds 1st 75 minutes of Long Distance business.

All of our telephones are computerized to handle all functions including

local and long distance calls. The nicest feature is PCl handles all the
details.

maintain, clean, service, and repair equipment
take care of all paperwork and bookkeeping
pay all deposits required

pay the line charge from Michigan Bell

pay for installation of coin pay telephone

pay phone bills

will send a monthly statement and check

Paycall Communications, Inc. is a National Company with their corporate head-

quarters located in Flint, Michigan, which is presently doing business
throughout the United States to better serve you.

FOR ADDITIONAL INFORMATION
AND PERSONAL SERVICE, CALL:

PATRICK J. GEORGE

at (313) 732-2990



GUEST EDITORIAL:

Tampering with the
Food Stamp Program

By Robert O. Aders, President

Food Marketing Institute

The Farm Bill, which encompasses the food stamp
program, is still being debated, as this is being written,
but it appears that we in the retail food industry have
again been successful in maintaining the essential inte-
grity of this service. Since food stamps were first intro-
duced in 1964, the program has proved to be the nation's
most valuable benefit plan for low income families.
However, because of its high profile, efforts are regularly
made by some interests to tamper with it for various pur-
poses. Inevitably such moves would result in increased
costs of operating the food stamp program, and com-
plicating procedures to the detriment of those who
receive the benefits and those who make the idea work.

About two years ago, anumber of banks began assess-
ing charges against retail food store customers who pro-
cessed food stamps through them. When the food stamp
program was first begun, there were strict regulations
(continued to the present) prohibiting retailers from
making any extra charges for food stamp recipients.
While it was not specifically stated that others in the food
stamp chain likewise be restrained from adding charges,
it was clear that this was the intent.

No charges had been assessed by banks for processing
food stamps until recently. When this did happen,
retailers had no choice but to absorb the costs themselves.
Complaints made to the individual banks were ignored.

FMI approached the banking associations about the
problem, but our complaint was turned aside. We were
told that retailers who objected to the bank charges could
simply find another bank which didn't make them. This
is not possible in many areas, where optional banking
facilities don't exist, but the answer also begs the ques-
tion of the propriety of such assessments at all.

We next went to the U.S. Department of Agriculture,
asking that agency to intervene to stop the practice.
USDA admitted that it had statutory authority to act, but
declined to do so.

As alast resort, FMI approached the Congress and asked
for relief through legislation, and this time we were suc-
cessful. In September, the Senate Agriculture Committee
inserted FMI language in the Food Stamp Title of the Farm
Bill, which will prohibit bankers collecting any fees for
handling food stamp coupons submitted according to
Federal Reserve Board requirements. A similar provision
had already been accepted by the House. We are confi-
dent this will be a part of the Farm Bill as finally enacted.

Another problem developed when the Administration
proposed legislation which would mandate a $50 per
store license fee for retailers handling food stamps. FMI
moved vigorously to oppose this unfair assessment.

Such a license cost ignores the contributions retailers
already make to further the food stamp program. Han-
dling food stamp transactions requires a constant moni-
toring at the front end to be certain that only eligible items
are included in such sales, under penalty of fines or dis-
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qualification. This requires special training for cashiers,
particularly new employees.

FMI was concerned, also, about the precedent which
such a charge would establish. Once a license fee is
authorized, itwould become relatively simple for USDA
periodically to increase the amount to provide income
when it is needed for some purpose.

We are pleased to say that the license fee proposal has
been dropped from consideration.

Yet another issue developed around the specious issue
that retailers increase food prices to coincide with the
issuance of food stamps each month. A Senate bill would
have prohibited retailers from raising prices at the same
time that food stamps are issued, a bill which FMI im-
mediately protested.

The premise of this proposal is a foolish one. Any food
store which specifically raises prices to take advantage of
food stamp customers will jeopardize sales to its entire
customer group, and, in addition, simply drive food
stamp customers to its competitors.

But such aregulation would disrupt the normal oper-
ating procedures in a retail store. Food stamp sales are
only a small part of the sales of most retail stores, and to
force a retailer to base his normal management decisions
on the basis of one group of customers makes no sense
at all. In addition to confusion in the retail store, there is
the additional matter of the expense incurred by USDA
in trying to implement such a regulation. Itwould simply
add to the overall cost of the Food Stamp Program. This
legislative proposal, too, has been dropped.

Under consideration also is a food stamp provision that
would prohibit states or localities from collecting sales
taxes on food stamp purchases. Pending legislation in
both houses of Congress would bar the 17 states which
now collect a sales tax on food from applying the tax to
food stamp purchases.

While the motive in including such aprovision was to
raise the value of food stamp purchases to recipients, the
practical effects are less clear. States point out that such
a move would reduce their tax revenue, part of which
goes to support other welfare programs and such revenue
would have to be secured elsewhere. Also, other cus-
tomers, many of whom are also low income people, may
resent being assessed a sales tax while food stamp
customers are not.

An amendment will be offered to strike the prohibition
when food stamp provisions are debated by the Senate.

FMI believes that the Food Stamp Program must be
kept as simple and as economical as possible, so that the
maximum benefit will accrue to those who receive food
stamps. Adding expensive and time-consuming incum-
berances can eventually harm or defeat the purpose of
our most successful benefit plan for needy Americans.

Preserving the integrity of the program will continue
to be a challenge in the years ahead.



Best Wishes
On Your

7/0th Anniversary

Marks & Goergens, Inc.

Sales and Marketing

26300 Telegraph Road

Southfield, Michigan 48034
Phone (313) 354-1600

Branch Offices:

Saginaw_
Grand Rapids
Toledo



Off The Deeb End

EDWARD DEEB
AFD Executive Director

ON ASSOCIATION
HONESTY . ..

Food industry association executives around the nation, my counterparts, are
dedicated to representing our industry in a progressive and professional manner.
Truett Gill of the New Mexico Food Dealers Association said it best, recently, in a
timely editorial on association honesty:

“In this hurley-burley highly competitive industry of ours, the Golden Rule like
the Ten Commandments, is frequently distorted and forgotten.

"The pressures of competition often makes ethics, honesty, commitment and
dedication, virtues which we expect others to have, but casually set aside where we
are involved.

"Under the table deals, kickbacks, special concessions, gifts, payola and similar
devices abound. The guy with the most clout gets the most booty. And what was once
looked upon as a breach of ethics is nhow regarded as good business.

"All this takes place in a system we like to call free enterprise and the American
way. Some of these practices have prevailed down through the history of mankind,
but there was a period of time in America when a handshake was as good as the most
binding contract and a man's word was his bond.

"To be sure, there are still people like this — dedicated, honest and sincere —
who would not stoop to anything which smelled of deception, but this breed is
becoming harder to find as we are swept away in the mad rush to succeed.

"Having said this, we agonizingly ask the question of ourselves; has our associ-
ation ever yielded to the rough and tumble tactics of the marketplace? Are we honest
with our members? Do we abide by the Golden Rule? Do we strive to achieve dignity
and respect from those who have faith enough in us to call us 'their association'?"

To those who may perceive our association to be something special to your com-
petitor, we state that we try to be special to all, and unfair to none. The Associated
Food Dealers strives to be fair, professional, equitable and dedicated in all its en-
deavors. We strive to first be honest with ourselves, and then above reproach with all
others.

This is the association that | have had a hand in building, and helping it to main-
tain the respect and dignity we at AFD and the entire industry deserves. | look for-
ward to continuing these high ideals.

I will always strive to build bridges where no bridges existed.
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Chairman’s Message

JERRY YONO
AFD Chairman

70 YEARS OF EXPERIENCE;
PREPARATION
FOR THE FUTURE

Seventy Years have passed since the meager beginnings of AFD and we
could spend a lot of time reminiscing about our many successes in the past
and some of our failures — the good times and the bad times. But it is more
important that we look to the future and our plans to bring AFD into the 21st
Century.

The 1986 board of directors has given top priority to a program of future
planning for the association that we hope will make us better able to respond
to the needs of our members and to meet the challenges of the future. My first
act as chairman this year was to appoint a special Future Planning Committee
consisting of a cross-section of our board of directors. Its task will be to out-
line a program to improve and expand the services of the association to our
members and to provide for continuity of such services in the future.

One of our most important projects for 1986 will be to attract more
retailers as members, for they are, after all, the backbone of our association. |
wish to extend to all of our present members an open invitation to become
more involved in the affairs of the AFD.

Your comments regarding our existing programs, such as insurance, lot-
tery, our public relations, legislative, food coupon services and other areas
would be greatly appreciated. Your thoughts about new and different services
which we could render to you likewise will be given serious consideration.

As we move forward and continue to grow, | am sure | can count on the
support of each and everyone of you for the tasks we have at hand.

As | embark on my 3rd term as chairman, | wish to thank my fellow direc-
tors, the executive director and our staff for their support and assistance in the
past and my hope that they will continue to serve us with the same loyalty and
devotion in the future.
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To all Blue Cross and Blue Shield of Michigan members:

The Bluesasa
nonprofit mutual.

The more you know about It,
the more It makes sense.

Unequal Regulation

Under current laws, all the com-
petitive commercial insurance
companies in Michigan are regu-
lated by the same set of rules.

But we’re not.

We’re regulated by a special
set of rules. Rules that often hinder
our attempts to provide what our
customers want and deserve.

Many group customers want
"packaged” life, health and dis-
ability benefits. State regulators
won't let us provide this...even
though it would help Michigan’s
small businesses. Yet our competi-
tors can package.

This is but one
example of unfair
regulation.

There are many
others too
numerous to list
here.

For your free booklet, write:
Blue Cross and Blue Shield
of Michigan
600 E. Lafayette
Dept. 1911
Detroit. Ml

Or phone toll free:

1-800-572-0280

Meeting Customer Needs
O As a nonprofit mutual we could
give customers the products
they want, when they want
them. We could develop new
ones without fear they might

be prohibited.

O We could expand programs for
senior citizens and guarantee
coverage to all who want it.

We would be in a stronger posi-
tion as a nonprofit mutual to
help those seniors who may
need assistance to meet the cost
of their health care coverage.
And we would continue to
file rates for senior
coverages with the
state insurance bureau
as we do now.

O Also, as a nonprofit mutual we
could financially help solve Mich-
igan’s malpractice insurance
crisis which threatens to limit
certain medical services.

No Special Favors

Just fair and equal treatment. All

should play by the same rules.

letting the customers decide who
will grow and who will not. That is
what we seek.

Mutualization Is Fair
State legislative action is needed
to change us to a nonprofit mutual
insurance company. Blue plans in
other states have been allowed to
convert to mutuals. And it’s long
past due in Michigan. We think
it’s fair, right and necessary...
necessary because without mutu-
alization the future of the Blues is
in jeopardy.

To Help You Understand

We have prepared a booklet,
Say Yes To Mutualization.
It explains much more than
we can cover here and answers
a lot of questions about mutual-
ization. We hope you'll write or
call for your free copy.

Blue Cross
Blue Shield
of Michigan

This ad is the nost cost-effectiveveyiorathBleGosatiediddof Michigan's 4.5 million ¢ stoners and subscribers.
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POST

From Grape Nuts to
Fruit & Fibre, a com
plete line of breakfast
products

MAXWELL HOUSE
Maxwell House.
Yuban, Sanka and Brim,
all-time leading

brands with new
products for the '80's

KOOL-AID

A legendary brand
with new successes
like Country Time and
Crystal Light for
growth in the bever-
age category

ENTENMANNS
Entenmann's, the
fresh-baked goods that
won the East, are now
going West

Brands are promises.

JELL-O
A classic name with

new innovations like
IEI I Jell-O Pudding Pops
Jell-O Gelatin Pops

and Sugar Free Jell-O

From Clarence

Birdseye to today's
am advanced frozen
technology, the quality
is unmistakable

I BIRDSEYE

STOVE TOP

Stove Top, Shake 'n

Bake and Minute Rice
they created new

categories and con-

tinue to lead them

OSCAR MAYER
Oscar Mayer meats,
now with Louis Rich
turkey products, pro-
vide “"center of the
plate" quality and
leadership

We make good on our promises.

GENERAL
FOODS

PROVIDING SUPERIOR CUSTOMER SATISFACTION

Announcement from General Foods
Occasionally, General Foods offers advertising, merchandising and dis-
play payments, assistance and materials to all retail customers For details
see your local supplier or write directly to these General Foods divisions
BEVERAGE BREAKFAST FOODS DESSERTS MEALS (BIRDS EYE DRY
GROCERY PRODUCTS AND RONZONI BUSINESS UNITS) MAXWELL
HOUSE DIVISION, 250 North St . White Plains New York 10625

©5Genera\ Foods Corporation
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Controversy over

advantages and limitations

of irradiated foods
Here’s an update

Twenty-five years ago. the experts were predicting a
bright future for a new method for food preservation.
Exposing food to radiation, they told us. would preserve
it for long periods without refrigeration or canning. The
rosy forecasts proved wrong.

Today, the experts are once again saying that
irradiation is a technology whose time is here. Just
recently, the Food and Drug Administration approved a
New Jersey company's system for using radiation on
pork to Kkill the organism that causes trichinosis in
humans. The company also hopes for approval to treat
poultry, fish and shellfish

Government and commercial interest in irradiated
foods has indeed increased sharply, A major reason, ad-
vocates or irradiation say, is last year's public furor over
the pest-control fumigant EDB The media attention and
product recalls that went along with that “scare,” they
claim, confirmed that U.S. consumers need a safer, non-
chemical food preservation option.

Irradiation technology, advocates add. is already be-
ing used in 24 countries including Russia. Japan. France
and Canada on some 40 foods. Irradiated foods are used
in our nation's space program to feed the astronauts.
Hospital patients who cannot risk infection are fed
irradiated foods. The U.S. Secretary of Health and
Human Services, Margaret Heckler, says that food
irradiation “has enormous importance both for the (food)
industry and for all of mankind.

How does irradiation work?

Here's how a recent article in Forbes Magazine ex-
plains it: “Food is normally irradiated by placing packages
on conveyor belts that run through a room with a radia-
tion source, typically thin rods of cobalt-60 or cesium-137
encased in stainless steel. How fast the belts travel
depends on how strong a does is needed" This sterilizing
method does not made the food radioactive in any way.
It does zap harmful organisms while causing negligible
changes in the food’s chemical composition.

Irradiation extends the self life of fruits like straw-
berries by delaying mold growth. Irradiation in low doses
can destroy salmonella in red meats and poultry and
delay spoilage in fresh fish.

continues:

It all sounds very promising — but despite the FDA
approvals and other government and private efforts to
advance the cause, nobody is willing to say how long it
will take before the technology is in widespread use.
Those who argue for full speed ahead are facing strong
opposition. Opponents are concerned about worker safe-
ty at the processing operations. They worry, too, about
an increase in radioactive waste and possible radiation
leaks. And they claim there are too many unanswered
questions about the technology itself.

Labeling is another point of controversy. Some will
argue that irradiation is a "process' like cooking, and
since it “adds" nothing to the food, no special labeling is
needed But opponents counter that nuclear energy is no
ordinary “process" and thus the public has an absolute
right to clear, complete labeling.

As for the economics of irradiation, the jury is still
out. Some fruit and vegetable growers, for instance, see
great potential in irradiation's ability to provide pest pro-
tection and extend self life. Problem is, “Food producers
must (first) justify costs before actually considering wide-
scale use," according to a recent article in the United
Fresh Fruit and Vegetable Association’s publication.
Outlook. The numbers-crunching won’t be easy, the
article adds, because “irradiation costs are subject to
many variables, such as the particular crop being treated,
location of growing and packing facilities and other
factors."”

Will consumers accept irradiated foods?

The research we’ve seen quoted suggests that shop-
pers, after they've had the concept explained to them,
have at best mixed feelings on the subject. When con-
sumers were told in one study that irradiation “could
reduce or eliminate the use of chemicals” for produce. 3
out of 4 perceived that “as a major advantage.” But in
another study reported in Forbes Magazine, only 28.2%
of 900 people surveyed said they would buy food irradi-
ated by gamma radiation, even assuming that the food
did not spoil and would cost no more than foods treated
in other ways.

Will irradiated foods show up in your order guide
one day soon? We think so. And if so, it's doubly impor-
tant that you understand irradiation's advantages and,
yes. its limitations.

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

TALK TO HM!
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PLAN TO PARTICIPATE
IN AFD’S 3rd ANNUAL
MICHIGAN FOOD & BEVERAGE
EXPOSITION
COBO HALL — DETROIT

MICHIGAN’S BEST FOOD & BEVERAGE EXPOSITION of its type. Presenting 300 exhibits — unveil-
ing the newest products for seasonal and year-round selling — and offering the latest promotional
and merchandising ideas for generating sales and profits. It provides the right exposure to the right
audience and offers opportunities to make valuable contacts.

A MAJOR ATTRACTION FOR THOUSANDS personnel and key employees from all types of food and

beverage stores and retail outlets — including retail owners, managers, and buyers — wholesalers'

purchasing agents and departmental buyers — from all corners of Michigan and adjacent market
areas.

THE TRADE EVENT YOU SHOULDN'T PASS UP, because it has become an important exposition
which has earned the respect of the area's leading distributors, brokers, wholesalers, manufac-
turers, retailers and sales people.

Sunday, October 26

Monday, October 27

Tuesday, October 28
Wednesday, October 29

MAKE BOOTH RESERVATIONS EARLY for best locations. Booth packages include: drapes, com-

pany ID signs, free carpeting, 6-foot table, 2 side chairs, one waste basket and free drayage to 400
pounds — plus free tickets to exposition for distribution to your customers.

FOR FURTHER INFORMATION
phone or write IGGY GALANTE at AFD

123 W. EIGHT MILE ROAD, DETROIT, MI 48203 IGGY GALANTE

(3 1 3) 3 6 6 - 2 4 O O AFD Expo Il Coordinator
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Store meetings need careful
planning to be successful

When the late Nathan Lurie, a
supermarket industry pioneer, talked
of the needs and problems of grow-
ing supermarket companies, he used
a vivid example from his own ex-
perience to illustrate the situation
"When my brother Jack and | ran
one store in Detroit and faced a pro
blem, it was easy enough to meet
behind the meat counter and go to
work to solve it. But how in the world
do you get 1,000 employees behind
the meat counter?”

Lurie's remarks go to the heart
of the problem which confronts
modern management in working
with large numbers of people. To-
day's manager in a supermarket
whether a store, department, front
end or assistant manager — has
many of the same problems confron-
ting managers in other large
businesses. Increasingly, situations
develop which call for getting a
messsage over clearly, for getting
rapid feedback from employees, and
for doing all of this efficiently and
effectively. The store or department
meeting is one of the best tools
available to management for dealing
with such situations in an efficient
manner.

Generally speaking, meetings
are held whenever anyone has a
“message"” to deliver to another per-
son or persons. The message should
be worthwhile and require direct
communication. Many subjects are
adequately covered by a simple let-
ter. phone call or memo. But when a
meeting is required, be sure all per-
sons who will be directly affected by

the "message" are in attendance.

Food Marketing Institute, in its
Supermarket Management Guides,
recommends a logical step-by-step
approach that should insure a
meeting accomplishes what is intend-
ed, using the following criteria:

Purpose:

Know exactly what you hope to
accomplish with the meeting. Is it to
give information, make a decision,
get reactions, or discuss a problem?

Subject:

Decide what to cover at the
meeting Don't try to cover to much
— one subject is best, three at the
most — then organize it.

Meeting Place:

Hold the meeting in the best
possible place to get maximum
results. Take into account ease of ac-
cess for attendees, physical surroun-
dings, lighting, seating, need for
related services, etc.

Time to Hold

Schedule the meeting at a slack
period and give advance notice.
Many managers schedule meetings
with department heads or with
specific groups such as stockers, pro-
duce employees, etc. during slack
periods for each group.

However, general store
meetings are for the most part held
after store hours There are some
drawbacks, but these are offset by
the fact that most people will be in
attendance. Often, too, employees
receive their usual hourly pay for at-

tending store meetings held after
closing. This is an incentive for them
to be on hand. In addition, with
everyone there the meeting will be
more successful, as everyone will
have the opportunity to voice an
opinion and take part.

Discussion Methods
Plane methods you will use to
get participation:
m Questions
Small group discussions
Circular responses
Open discussion
Brainstorming

Materials

Use all the tools at your disposal
to teach or get your message across.
Plan visual aids, handout materials,
items to demonstrate your points.

Opening and Closing

Plan an opening and closing of
the meeting. These two parts are
very important in preplanning a
meeting.

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

TALK TO HIM!

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

Guzzardo Wholesale M eats

FINE MEAT PURVEYORS SERVING THE FOOD INDUSTRY

2888 Riopelle Street, Eastern Market « Detroit, Michigan 48207

Phone (313) 833-3555
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On a hot day in July 1936,
three Port Huron boys milked
their father’'s 13 cows and sold
31 quarts of milk.

That was the beginning
of London’s Farm Dairy. And
through hard work and a ded-
ication to quality, the dairy has
grown to be one of the lead-
ing independent dairies in
Michigan.

Since 1981, London’s
has been totally employee-
owned, so that all who work
here share the same concern
- to provide the best product
possible and to carry on the

proud tradition established 50
years ago by those three
young boys.

In fact, we have a saying
at London’s: “Your satisfac-
tion is guaranteed by the
owners — all 200 of us."

London’s Farm Dairy
2136 Pine Grove Avenue
Port Huron, Michigan 48060

In Michigan, call toll free:
1-800-572-3624

Local or out-of-state:
(313) 984-5111.
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Selecting new items
for your market requires
careful consideration

New items are a vital ingredient
in any food store. But. there should
be definite guidelines used in selec-
ting new items, and deleting items
which no longer serve the store's

purposes.
New items which increase
customer interest or store profit

should be actively and continuously
sought: competition should be shop-
ped regularly to keep abreast of com-
petitive new item selections.

New items should be added to
support or enhance the desired store
image, to meet repeated customer
requests, and to contribute to store

CONGRATULATIONS

to the

Associated Food Dealers
on your 70th birthday ...
from the “Big M”

McMahon&McDonald, Inc.

FOOD BROKERS

« LEADING MERCHANDISING SPECIALISTS

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: 4678 Danvers Drive, S.E., Kentwood, MI 49508/Phone: (616) 956-9355
SAGINAW: Michigan 48603. 2975 Bay Road, Bldg. 102-C/Phone: (517) 791-4855

FORT WAYNE: Indiana 46815, 5616 St. Joe Road/Phone: (219) 486-2411
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profitability through increased sales
and/or better gross margins.

New items should possess
novelty appeal, represent an im-
provement over present items or a
better price value, complement pre-
sent items, fill a need, or have at least
short-term customer demand.

New items should be selected
on the basis of a careful review of
prescribed vendor item performance
data and in the light of standard
selection criteria established by the
store; in addition, movement should
be carefully measured for at least the
first three to six weeks.

New item information should be
communicated internally as quickly
as possible.

New item availability should be
promptly and aggressively com-
municated to the customer, possibly
by means of an introductory price

reduction and/or mass display
promotion.
The movement of all items

should be reviewed regularly (at least
every twelve weeks and preferably
every six weeks) to keep abreast of
customer preferences, to avoid ex-
cessive diversity of assortments, and
to spot items with unsatisfactory
performance.

Items which have little or declin-
ing customer demand, have com-
paratively poor profit performance,
and are nonessential for the store’s
overall assortment image, as well
as unnecessary duplications within
the same department, should be
discontinued.

Deletions should also be made
on the basis of excessive variety of
items, brands, sizes, and price levels,
unless customer demand indicates
otherwise.

To offset each new item addi-
tion, the performance of present
items should be checked for possible
deletions within the same product
category or within the over-all
assortment.

WE'RE FIGHTING FOR
YOUR LIFE

American Heart
Association

of Michigan



Sa or Michigan.

Say it colorfully and taste-
fully with a complete in-store
campaign produced for you free
by the Michigan Department
of Agriculture

These point-of-purchase
materials, distributed through
your local wholesale house,
are yours for the asking:

Yes Michigan triangle
posters featuring top-quality
four-color photographs of
top-quality Michigan foods for
display throughout the store.

Yes Michigan balloons to
float the story throughout the
store.

Yes Michigan shelf talkers
and wire wobblers to flag
specific fresh and processed
Michigan foods.

Yes Michigan lapel buttons
to let everyone say it in person.

i

To spread the good word for
the good of us all, just call
517-373-1054

Or write
Michigan Department of Agriculture
Agricultural Development Division
P.O. Box 30017
Lansing, Michigan 48909
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Member
Involvement builds
a stronger
association

m In associations, “having a voice” means more than
just helping your industry or profession to be heard in
Congress or the Legislature. Eqully important is being
heard and listened to —or read and heeded —in the af-
fairs of your organization. Here are some ways you can
help steer your association on the road to success.

m Speak up at meetings. Nose counts aren't available, but
seasoned chairmen expect only a few persons in an audience
to rise and request the floor. Manuals on conducting meetings
abound with suggestions, but they either presuppose an
eagerness to communicate or else rely on "planting” questions
and lining up participants in advance Neither should be
necessary, as you can demonstrate by asking even one ques-
tion at each meeting or tossing in our own experience
whenever opportunity permits. Remember, you aren't doing it
for yourself: you're doing it to help others.

m Serve on a committee. Nowhere else can an opinion or sug-
gestion help so much. In such a small, hard-working group,
there is no inner pressure to keep mum, no stage fright, no fear
of being tongue-tied or too voluble Don't hold back when
common sense and discernment urge you to speak up. The
best interest of all the members may be at stake, so you may
make a lasting contribution.

m Communicate with headquarters. Every letter and phone
call is welcomed and appreciated. While a pat on the back is
wonderful, they don't have to be approving. As many staff
members will admit, a tip that prevents a wrong step is Grade A
assistance, and one that affords fresh perspective can solve a
baffling problem.

m Write “Letters to the Editor" Unless you've been in that slot
yourself, you can’trealize how much they matter. An editor is a
pro, conditioned to a calling that someone described as “the
loneliest job in the world." Issue after issue, he condenses,
rewrites, marks up copy for the printer. He has you in mind
when he puts the magazine to bed. Why not respond in kind,
now and then, by seconding an author’s conclusions or saying
you don’t agree — and why. Not only will your editor be hap-
pier, but we'll also have a livelier publication.

m “Talk Association"” every chance you get. You wouldn’t
belong if you didn’t believe in it or if you had no stake in its
goals. A word from you at the right time, to the right people —
fellow members, prospective members, present or potential
advertisers and exhibitors — can help your association grow
and become ever worthier of your affiliation
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Don’t let
competitors
run your
business

In the workshop on “Tactical
Marketing” at the 1985 FMI conven-
tion, Len Schecter, president of
Claridge Marketing Associates,
discussed the way retailers can best
meet new and intense competition.

He pointed out that, unfor-
tunately, market leaders, with
strategies they can afford, lead their
competition into "traps” that can be
seriously detrimental to the smaller
operator To avoid these traps:

m Don’t try to meet all programs by
all competitors. Some of them simply
may not work for you.

m Don’'t be led into making
unrealistic promises that can’t be kept
— don’t offer to reduce prices on
every item you sell, when you know
it can’t be done.

m Don't make gross exaggerations.
If competition gives double coupons
— don'’t give triple.

m Don't follow the market leader
blindly.

m Don't try to unseat the market
leader, where he owns the high
ground.

m Don’t keep changing your

operating philosophy — like, this
week offering the “biggest variety of
parishables in town” — and next

week “the lowest prices in town.”

m Don't be led into making service
promises and then failing to meet the
customer's expectations. Don’t send
out mixed signals that will destroy
your credibility.

If you don't avoid blindly follow-
ing the leads of others, you’ll be
REACTING rather than ACTING,
and letting your competition run
your business, rather than setting the
pace yourself. Develop a concept
you believe in, one that is right for
you and your marketplace, and
cultivate it with a realistic approach.
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There s a new kind of Blue Cross coverage that not only gives you complete hospital and
emergency services coverage but is designed to keep you and your family healthy Health

Care Network is your best source for health maintenance organization (HMO) coverage
Here’s why

Even doctor’s office visits are covered.

With your Health Care Network card there are no claim forms You will receive no bills
not even for services life office visits, well-baby care or physician fees

Choose your own doctor.

You pick your own primary care physician from our list of more than 600 carefully screened,

gualified doctors in private offices throughout Wayne, Oakland, Macomb and Washtenaw
counties

Instant recognition.

The Health Care Network card is backed by Blue Cross and Blue Shield of Michigan, so itis
recognized instantly by most hospitals and doctors in Michigan and across the country
Health Care Network is the only HMO in this area that gives you this kind of confidence

Saves money.

You Il never have to pay for doctor's office visits There are no complex claim forms to fill out

You and your family will receive complete health care coverage with confidence and you will
never receive a bill for covered services

Call or write for more information on the best HMO health care plan for your family

You’re part of the Blue Cross family.

Health Care Network

26900 W Eleven Mile, Southfield Michigan 48034 (313) 354 7479
An affiliate of Blue Cross and Blue Shield of Michigan

The Food Dealer, Spring, 1986 / Page 21






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

Scot Lad Foods, Inc.

"Supplier to the finest independent supermarkets in the midwest"

LANSING, ILLINOIS . LIMA, OHIO . ELDORADO, ILLINOIS
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ASSOCIATED FOOD DEALERS

/0th

ANNIVERSARY BANQUET

Tuesday, March 25, 1986
at PENNA'S of STERLING, Sterling Heights

ENTERTAINMENT < BALLROOM DANCING « PRIZES
THE PROGRAM

INTRODUCTION of SPEAKERS TABLE
as they enter banquet hall: Sam Yono, banquet chairman

NATIONAL ANTHEM: Bob Taylor, “The Singing Plumber”

INVOCATION:
Bishop Ibrahim Ibrahim, Chaldean Catholic Church of the U.S.

MASTER of CEREMONIES: Peter Bellanca
REMARKS: Jerry Yono, AFD board chairman
INTRODUCTION of GUEST OF HONOR

SPECIAL PRESENTATIONS:
by Jerry Yono and Senator Gil DiNello

INSTALLATION of OFFICERS and DIRECTORS

ENTERTAINMENT
Impressionist
MAX Q. COOPER

"The Singing Plumber”
FAT BOB TAYLOR

Singer
JULIE DeJOHN
THE DANCING
CHORUS GIRLS

and

THE
STROLLING
VIOLINS

BANQUET COMMITTEE: Sam Yono, Larry Joseph, Jerry Yono.
SPECIAL THANKS TO OUR SPONSORS — PAGE 28
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You’re
MORE than
“lust a
grocery”

In today's modern supermarket,
we do a lot more than just sell
groceries. Not only do we provide a
facility to sell groceries, meat, pro-
duce, dairy, household items, etc.,
but we do a lot of things for our com-
munity and customers.

Sometimes in the hustle
and bustle of trying to increase
market share, controlling costs and
trying to improve gross profits, it
becomes very easy to overlook the
magnitude of other things we do in
the quest to provide ultimate
customer satisfaction

Did you ever stop to think that
our offices or courtesy booths could
be considered financial centers? The
volume of checks we handle or cash
probably meets or exceeds that of
some bank branches. In some areas,
supermarkets also sell postage
stamps and money orders, collect
utility bills and process film. All of
these are services that the customer
would certainly miss if all we did was
just sell groceries

A supermarket fulfills a lot of
other functions in our communities
that other retailers fail to do. We do a
lot of menu planning — this is not
only in the form of suggestive mer-
chandising. but just ask the butcher
how many times today he has heard
the comment, "l just don't know
what to fix” as the customer stands
before about 150 meat items.

We also provide a gathering
place for customers, regardless of
whether you are in a small town or
major metropolitan area, you will
always see customers talking to each
other or renewing old acquaintances
as they stop. If we do our job right
and provide our customers with a
neat, clean and well-merchandised
store, we are providing them with
entertainment and enjoyment while
shopping.

We should, with justifiable
satisfaction, always remember that
we do a lot more than sell groceries
to our customers — we are also a
valuable and important community
service center
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Jerry Yono Tom Simaan Tony Munaco
D & L Market Armour Food Market Mt. E lliott-Charlevoix
Chairman Vice-Chairman Vice-Chairman

YOUR 1986
OFFICERS, DIRECTORS

ADVISORS

Amir Al-Naimi Cal Abbo

Sidney Brent
Metro Grocery, Inc.

King Cole Markets Kenilworth Market

Phil Lauri Phil Saverino
Grub Street Hermit Phil’s Home Catering

PHOTOS NOT AVAILABLE Sam Cosma Jacob Grant s a d o r e
Atlas Super Market Farmer Grant's Market AFD Credit

Louis Stephen Frank Tumbarello Bill Viviano
Stephen’s Nu-Ad  Frank’s Party Store Prince Macaroni of Michigan
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eph Sarafa Edward Deeb
Lane Cork & Bottle Executive Director
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s and objectives of the Associated Food Dealers are

improve and better the Industry in which we

business, constantly offering the consuming public

best possible products and services at the

est possible prices, in the American tradition

ree enterprise." The association also represents its
bers in the cause of justice and fair play at all levels
overnment, business and in the community at-large.

r ge Byrd Don Harrington Larry Joseph

d's Choice Meats Meat- N- Place Market Square

n Vitale Harvey Weisberg Sam Yono

o Vitale & Sons Warehouse Way Tel-Kaif Party Store
rt Kato Sabah Najor Moyed Najor

on Valley Market  City Office Supply Cracker Barrel

Guard
Coupon
Losses At
Checkout

A cause for concern for retailers
has been appearing recently in the
form of non-coupon items being ac-
cepted by checkout clerks as if they
were actual cents-off coupons. The
result is an unwarranted discount to
the consumer and a loss to you. The
"face values" of some non-coupon
items can represent a considerable
loss.

The problem of non-coupon
items is further complicated when
they are combined with submissions
of regular cents off coupons. Non-
coupon items must be deducted,
resulting in payment levels below
those you anticipated This can cause
bookkeeping problems in addition to
actual cash loss

Because of these potential
losses, it is becoming increasingly im-
portant to control the problem at its
starting point the check stand Pro-
per training can alert checkout per-
sonnel to watch for such items as:

m Labels with a price on them

Refund offers

Newspaper ads

Premium offers

Recipe offers
ift certificates

Cigarette coupons

Store specials for dishware

or other continuities

m Top half of bi-fold coupons
which contain reference to
the actual coupon value

(o8N BN BN |

An occasional check by store
management of coupons accepted
will provide an indication of the com
petency with which your clerks are
screening out non-coupon items.

Industry averages would indicate
that an incorrect discount of $100 to
a customer would negate the profit on
as high as $100 of sales Proper
redemption procedures can make an
important contribution to efficiency
and plug a potential gap through
which hard earned profits might be
lost.
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Departing employees
should be interviewed

when they

leave the job

Do you take time to interview
every employee who leaves your
employ regardless of their reason for
leaving? If not, you're missing and
excellent opportunity to learn about
your store and about your store
security program.

A store employee could be in-
terviewed by the store manager or
assistant manager or by a represen
tative of either the security depart-
ment or human resources depart
ment. The exit interview will likely
become beneficial if someone other
than the employee's immediate
supervisor conducts the interview.

Experiences show that exit inter-
views should be conducted on the
employee's last day of employment,
in a relaxed atmosphere in a private
place.

Here are some suggestions.
You will probably want to add to this
list, particularly if you have specific
problems in your store, e.g. cash
shortages, inventory shortages, bad
checks, etc.

m Are there any security problems in
the store of which the store manager

(or security) should be aware?

m What is your impression of the
store security program? Too tough?
Unfair? Not tough enough?

m How would you improve security
if you were the store manager or
security director?

m |n your opinion, how could a
dishonest employee steel from the
store?

m Were you given sufficient orienta
tion on security (and safety) when
you started with the company?

m Do you know of anyone using
drugs or alcohol on the job or report
ing to work under the influence?

The employee should be
assured at the beginning of the inter-
view that his or her comments will be
absolutely confidential.

Every employee has an opinion
of the store, and of its manager,
supervisor, rules, procedures, etc.
Employee exit interviews, if con
ducted properly, may provide you
with information for improving your
store operation, in general, and your
security program, in particular.

General Biscuit Brands

formerly

The Independent Biscuit Company

Wishes to congratulate the officers of
the Associated Food Dealers
on their successes in 1985

We hope 1986 will be just as successful!
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OUR
SPECIAL

THANKS!

IN APPRECIATION: The As-
sociated Food Dealers on
behalf of our over 3,500 mem-
bers, who employ over 40,000
persons, is appreciative of the
cooperation offered by many of
the food and beverage sup-
pliers in planning this event. In
particular, we thank the follow-
ing firms for their generous par-
ticipation and co-sponsorship.

COCKTAIL HOUR:
Pepsi-Cola Bottling Group

SNACKS,
COCKTAIL HOUR:

Borden. Inc.

Jays Foods

Kar-Nut Products Co.
Kraft, Inc.

Lipari Foods

Melody Farms Dairy

BANQUET SPONSORS:

AFD Self-Insured Workers'
Compensation Program

Beatrice Meats

Blue Cross / Blue Shield

Borden, Inc.

Coca-Cola Bottlers of Detroit

Gadaleto & Ramsby Associates

Health Care Network

Jay's Foods

Kar-Nut Products

Kraft, Inc.

Liberty Paper & Bag Company

Ludington News Company

Marks & Goergens, Inc.

Melody Farms Dairy

Pepsi-Cola Bottling Group

Prince Macaroni of Michigan

Scot Lad Foods, Inc.

The Vernors Company

DINNER WINES:
Viviano Wine Importers

PRIZES:
AFD and Friends



Vernors. Everything's new
butthe flavor.

New labeling. New packaging. New advertising. Each time Vernors has entered new markets it has

New promotions. New display materials. New Diet exceeded bottlers' expectations.

Vernors®vith 100% NutraSweet® _ Our research shows that all kinds of people, espe-
There's an aggressive new stance to Vernors whole cially teens, really like Vernors'unique flavor—and

marketing approach. We're out to make Vernors a would buy Vernors if they could. That's the green light

national brand. Vernors iscoming

And we're starting from strength: Vernorsunique ~ tOYoUr rrarkt_at.B
flavor! Deliciously Different@s been gaining—and Co(;r\w/t onit Bea
keeping —fans since itwas introduced in Michigan, part of Vernors success.
120 years ago. Notyour basic softdrink.



The new Stroh:
CHECK USOUT!

CHECK OUT OUR
SALES GROWTH.

Best sales trend among the top
three brewers: up 6.1%in 1983.

CHECK OUT OUR
BRAND EXPANSION.
Stroh's/Stroh Light join Old
Milwaukee, Schlitz and Schlitz
Malt Liquor in national
distribution. Schaefer/Schaefer
Light now in 47 states.

CHECK OUT OUR
MEDIA SUPPORT.
Year-round national network TV
for Stroh's and Old Milwaukee
on top-rated programs. Heavy
regional/spot TV for Schlitz Malt
Liquor, Schlitz, Schaefer. Radio,
print and outdoor for all

our brands.



4 GOOD REASONS
TO HANDLE KARS

tasty fresh nus

tasty fresh nuts
MIXED NUTS

TASTY FRESH NUTS

Kar Nut Products has been delivering "guaranteed™
freshness for over 45 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., 1525 wanda, ferndale, Michigan 48220 phone: (313) 541-7870
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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.
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BEER BRBANDBY
BY MILLER BREWMING co, MILWWW
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T oday's changing marketing conditions mean

that retailers must meet these challenges with
the backing of a full service, full support whole-
saler. Super Foods is that wholesaler.

We have the support and services our aggres-
sive independent retailers need to more than
just meet the new demands of today's market-
place.

Super Foods offers total store develop-
ment Advertising. Retail accounting serv-
ices. Scanning, from equipment plan-
ning to warehouse hotting. Set-
up and counseling services. Retailer Association.
S.C.O.R.E. retail computer program. And more...

If your needs, as a fast-paced aggressive retailer,
are products and services, we are dedicated to
providing both, because service is more than part
of our name. It's our philosophy.

Contact Ervin E. Merz, Director of Retail
Development, for details on these and our other
services. Together, we shall grow.

SUPER FOOD
SERVICES. INC.

(517) 777-1891
5425 Dixie Highway, Bridgeport, Michigan 48 722

FAME

Best
Sellers

The U.S. Government
Printing Office has put
together a new catalog of the
Government’s bestselling
books. Books like The Space
Shuttle at Work, Cutting
Energy Costs, Infant Care,
National Park Guide and
Map, Federal Benefitsfor
Veterans and Dependents,
The Back-Yard Mechanic,
Merchandising Your Job
Talents, and Starting a
Business. Find out what
Government books are all
about. Send for your free
catalog.

New Catalog
Superintendent of Documents
Washington, D.C. 20402

THE HOBART 1860/18VP: NOTHING COMPARES

No one, not Digi, not ESI, not Toledo, offers
the total package of benefits you get from the
Hobart 1860 service scale and 18 VP label
printer. Only Hobart does so much for
operators, management, and customers.
Compare simplicity, compare flexibility,
compare efficiency. You'll choose the Hobart
1860 every time.
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For more information on how you can put the
Hobart 1860 to work for you, call your
nearest Hobart Representative:

43442 N. |-94 Service Drive

Belleville. Michigan 48111
Phone: 697-3070

12750 Northend
Oak Park, Michigan 48237
Phone: 542-5938

No doubt about it.

HOBART



Beatrice

Brown'N Serve

PETER ECKRICH & SONS, INC,

26135 Plymouth Road, Detroit, Ml 48239
Phone (313) 937-2266

Beatrice.You've known us all along.
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Eastern Poultry Co.

Wholesale Distributors of Poultry and Meats

5454 Russell
Detroit. Michigan 4821 1
(313)875-4040

Featuring a complete line of:

Poultr

Boxed Beef
Boneless Beef
Smoked Meats
Fresh Pork
Specialty Meat Items

Taystee Bread
Cookbook Cakes

Taystee

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

FMI's 24-hour hotline
handles scanning problems

Food Marketing Institute (FMI) recently established a
telephone hotline to enable grocery retailers to quickly
report problems with UPC symbols that do not scan
properly. The FMI| 24 hour toll-free number is
1-800-822-SCAN.

Upon receiving a call from the retailer, FMI will con-
tact the manufacturer immediately to identify the pro-
blem. Symbols that will not scan create time-consuming
problems for the grocer that he really shouldn't be burden
with .The toll free hotline saves the retailer the task of
following up with the manufacturer — and it also helps
the manufacturer to correct the problem quickly.

Promotions at
McMahon & McDonald

At their recent annual stockholder's meeting,
Douglas McDonald was promoted to chairman of the
board and chief executive officer, and John Kimball was
named president of the company. Retail sales manager,
Greg McDonald, was promoted to vice-president and
elected to the board of directors.

Acme Food Brokers
add three to retail staff

Patrick Stolnicki, Gary Lundy and David Reeves,
have joined Acme's Michigan retail staff. Despite the fact
they're only in their mid-thirties, they bring a combined
total of 29 years of experience in the grocery business to
the job.

Male shoplifters get caught

A recent report on shoplifting, based on shoplifting
incidents in southern California, shows that males are
caught shoplifting more often than females. 56.9% of
adult shoplifters and 6.1% of juvenile shoplifters
apprehended in supermarkets were males.

LONDON’S FARM DAIRY in Port Huron has developed
two new milk carton side panels that depict the nutri-
tional benefits of drinking milk, and is making the art
from the side panels available to other interested da-
iries. One panel stresses the calcium benefits found in
milk, the other panel focuses on the fact that milk is
fast and readily-available nutrition. To personalize the
art, both panels provide an area where a dairy may in-
sert its own logo.



WARNING!!

TO: ALL MEMBERS OF ASSOCIATED FOOD DEALERS OF MICH.

individuals have been soliciting AFD Members offering to act as a “Bookkeeper”, “Agent”,
"Accountant” or in general “Help” you with coupon redemptions.

Many of these individuals are only going to “Help” you get into serious trouble with issuing
Manufacturers, the Federal Bureau of Investigation, the Internal Revenue Service and the Postal
Fraud Authorities.

Manufacturers accept only those coupons redeemed by bonafide retail establishments. Retailers
must only accept coupons from consumers purchasing the product required and complying fully
with the manufacturers instructions on the coupon. Anyonesoliciting to redeem coupons outside
of this practice is perpetrating an illegal act that is punishable by law.

Associated Food Dealers must and will cooperate fully with the Manufacturers, Federal Bureau of
Investigation, Internal Revenue Service and the Postal Authorities in their efforts to curtail
misredemption.

Ifyou are contacted by anyone suggesting suspicious methods of coupon redemption — PLEASE
CONTACT OUR OFFICE IMMEDIATELY at (313) 366-2400.

These above mentioned solicitations are not in any way connected with AFD!

This notice is not intended to include bonafide wholesalers or suppliers that perform coupon
clearing and accounting services for their retail accounts.

Please do not become involved with so called "redemption services” or individuals that could use
your store name to submit illegal coupons to manufacturers. Know who you are dealing with and
be aware of the consequences!

FREE ENTERPRISE
RESISTS MONOPOLY

Associated Food Dealers

THE FOOD AND BEVERAGE
ASSOCIATION

ASSOCIATED FOOD DEALERS

“Michigan’s Action Food Association”

125 W. Eight Mile Rd. « Detroit, Mich. 48203 « Phone (313) 366-2400
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Our Congratulations to
AFD on Your
Anniversary. It is a Pleasure
serving the Association
and your Membership.

ERERIAME R CPA

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

Baked
goods buying
families

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

SIGN OF GOOD TASTE

Best Wishes &
Congratulations

“Kowality”
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PRINCE PRODUCTS
PRODUCE
STEADY PROFITS
FOR YOU!

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. - e:772-0900 . WARREN MI 48089
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Falling accidents a major cause
of serious injuries in our industry

Accidents involving "slip and
fall” and "trip and fall" are a major
cause of injuries among employees
in the food distribution and retailing
industries Falls account for approx-
imately 20% of the total employee
accident cases, according to studies
made over the years.

The Bureau of Labor Statistics
(BLS), which collects and reports ac-
cident data on a national basis,
reports that as many as 33,000
employees suffer disabling injuries
every year from falls on stairs.

The wholesale trade industry
division accounted for 7% of the
workers who fell on stairs: transpor-
tation and public utilities accounted
for 8% of the injuries studied. 80%
of the workers surveyed by the BLS
lost an average of 18 days of work as
a result of their accidents, indicating
that falls on stairs are usually serious
and require a long recuperative
period.

Here are a few suggestions for

preventing falls on stairs:
m The stair runner or step should be
at least 9" wide with a closed riser.
(Closed risers are not recommended
when the runner width is less than 9
inches wide.)

m Provide handrails on both sides of

stairways having four or more steps.

m Establish and enforce rule to pro-
hibit employees from running up or
down stairs.

m  Provide adequate lighting, in-
cluding emergency lighting, for stair-
ways leading to from office areas,
cafeterias, mezzanines, etc.

m Inspect stairways regularly and
keep them in top condition.

Nearly two-thirds of the workers
in the BLS study were not using
handrails when they fell. Over 20
percent of the stairs on which ac-
cidents occurred were not equipped
with railings.

Injuries due to falls from eleva-
tions are usually serious also. In fact.
85% of the workers injured by falls
from elevations interviewed by BLS
lost days away from work as a result
of their injuries. The average lost-
time case was estimated 31 days.

Some 46% of the injured
employees suffered fractures which
undoubtedly accounts for the long
average number of workdays lost
due to injuries.

Some 30% of the injured
workers fell less than five feet.
Another 30% of the injured workers
fell 5 feet to 10 feet. The remaining
injured workers fell more than 10

BEST WISHES
TO ASSOCIATED FOOD DEALERS
ON YOUR 70th

From the Retail Oriented Broker

AMERICAN FOOD ASSOCIATES
AND THEIR PRINCIPALS

« Pine Sol Products « Red Rose Tea = Coronet & Delta Paper Products «
« Cup O’Noodles = Oodles of Noodles = Rice-A-Roni = Noodle-Roni <

< 3M Products = Sunstar Products =

Hefty Bags & Disposables <« Mobil Oil =

< Kodak < Mix’N Drink = Ronson Products = Maypo & Wheatena <
« Hartz Mountain < Scott’s Liquid Gold = Moist & Meaty Dog Food =
« Capri Sun Drinks = Shasta Beverages < Steero Bouillon « AuntJane's Pickles <
« Bertolli Olive Oil = Donald Duck Orange Juice < Turri’s Italian Products <
« Zehnder's of Frankenmuth < Cha-Zah Egg Rolls =

AMERICAN FOOD ASSOCIATES
241 12 RESEARCH DRIVE
FARMINGTON HILLS, MICHIGAN 48024

Phone: (313) 478-8910
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feet but only 10% fell 20 feet or
more.

Here are some recommenda-
tions for preventing employees falls
from elevations.

m Provide standard railings for every
open sided floor or platform 4 feet or
more above adjacent floor or ground
level.

m Regularly inspect all portable step-
ladders and extension ladders used
by maintenance personnel and
mechanics. Place a "Do Not Use" tag
on any defective ladder which can be
repaired and then have the ladder
repaired promptly. Any defective
ladder which can't be safely repaired
should be cut into several pieces and
then discarded.
m Do not allow employees to step
onto moving belt conveyors or roller
conveyors. Provide an adequate
number of conveyor crossovers.
Periodic inspections and correc-
tive maintenance are your best
assurance for preventing serious or
fatal injuries and heavy financial
losses. Do exercise caution.

Tie-Ins
produce
extra sales

Tie-in  merchandising techni-
ques keep a store interesting and
help the manager to get more sales
out of available space. Here are a
few suggestions to stimulate your
imagination:

m Island display of coffee with filters,
coffee pots and mugs.

m Sandwich bags, lunch bags, cut-
ting boards with bread.

m Slaw dressing and paring knives
with fresh cabbage.

m Bottles of instant tea nestled in
bulk displays of fresh lemons.

m Canned baked beans on the end
stack with old-fashioned bean pots.
m Cartons of eggs with egg slicer,
egg beaters and egg timers.

m Openers and sealers with soft
drinks.



CONGRATULATIONS
TO AFD ON YOUR

7/ Oth
ANNIVERSARY!

oooooo
WOLVERINE PACKING CO., DETROIT, MICHIGAN 48207

Phone (313) 568-1900
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PROFESSIONAL
PEST
CONTROL

Ann Arbor .... 662-4929
Detroit............. 582-1300
Flint ................ 238-3071
Grand Rapids .. 534-5493
Jackson ........... 787-2292
Kalamazoo .... 343-5767
Lansing ........... 393-2524
Metro-West ... 582-1300
Monroe........... 242-3600
Muskegon....... 739-8993
Royal O ak....... 547-7545
St Clair Shores 773-2411
Saginaw........... 754-3151
Toledo............. 472-1097

Traverse City .. 941-0134

ROSE

EXTERMINATOR CO.
Since 1 860

WISE PROTECTION
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AMERICAN
GRAFFITI
REMOVAL

Are you delirious due to the
selfishness of neighborhood
vandals? W e II..

NoOo morel!
SYSTEM OF

GRAFFITI

REMOVAL
HAS ARRIVED!

We Specialize
in Graffiti Removal



Authorized Distributors of:
Mobil Foam Trays
Goodyear Films
Stay Fresh Deli Bags
Custom Printed Bags & Sacks
Equipment Sales & Service Available

May We Be Of Service To You!

Keep Meat Movin’...
Mobil Meat Trays

For more information about our complete packaging supply
programs, CALL TODAY! Programs available for:
Supermarkets, Delis, Produce & Meat Markets, and Bakeries.

(313) 334-5900



melodylicious
melodylightful
melodylectable

31111 INDUSTRIAL ROAD LIVONIA, MI 481 50
(313) 525-4000
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Best Wishes
and
Good Reading
{0

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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We're Continuing
To Give You Our Best.

Sanders

MAESITEETTER

Candye=Bakery «lce Cream
Since 1875

The Fred Sanders Company
100 Oakman Boulevard
Detroit, Michigan 48203

Phone: 313 868 5700

WHY FUSS WITH COUPONS?

Mail your coupons or drop them off at:

Associated Food Dealers
125 W. Eight Mile Road
Detroit, Michigan 48203

ADVERTISERS INDEX

American Bakeries ... Page 36
American Food ASSOCIates .....ccccoceeviiiieeeciiiiee e 40
American Grafitti Removal...... 42

Anheuser-Busch ...... e 4
Archway Cookies 42
Awrey Bakeries ........ ... 38
Beatrice....ccccoovnieeiiiiiiiieeiins ....35
Blue Cross / Blue Shield ............. .11
Coca-Cola Bottlers of Detroit ... e 9
Eastern Poultry Company......ciiniieiniieenieeeieee 36

Fred Sanders COMPaNY ....cccoiiiiiniiiiiieeiiee e
George Shamie, Jr., CPA ...
General Biscuit Brands......c.ccooviiviciinniieniciieneeeee
General FOOAS ..o
Health Car Network .......
Hiram Walker Company.
Hobart Corporation.........
Jays Foods.....ccoceenn
Kar-Nut Products
Kowalski SaUSAge...cccoiiiiiiiiiiee e

Liberty Paper Bag COMPany ....ccooeenieeiieennieeenennn. 43
London’s Farm Dairy .............. e 17
Ludington News........... .. 45
Marks & Goergens ......... T 4
McMahon & McDonald... ... 18
Melody D airy ..o ... 44
Michigan Department of Agriculture............ccceeee. 19

Michigan LOtery ...
Miller Brewing Company..
Paycall Communications.........
Pepsi-Cola Bottling Group
Peter Eckrich Company .........
Prince Company.......cccee. .
Rose EXterminators ...,

Scot Lad Foods .
Spartan Stores.........ceeene
Stroh Brewery Company..
Super Food Services ........
VEINOIS ..o,

Wolverine Packing CoOmpany......cccccceeiieiniieenniensinens 41

10 new supplier members join AFD

BUTCHER BOY MEATS, meat packers. 20643
Stephens Road. St. Clair Shores. Michigan 48080; (313)
771-9880.

C & C DISTRIBUTORS, bakery distributors.
3435 22nd Street. Wyandotte. Michigan 48192; (313)
283-8693.

CALIFORNIA COOLERS, wine coolers, 2601
Teepee Drive. Stockton. California 95105; (209)
466-1711.

CONTINENTAL BAKING COMPANY, bakery
distributors. 2901 Grand River, Detroit. Michigan 48201;
(313) 963-2330.

CHARLES MASCARI & ASSOCIATES, food
brokers, 28157 Dequindre, Madison Heights, Mi:higan
48071; (313) 399-0950.

MARK OF EXCELLENCE CATERING SER-
VICE, caterers. 26211 Central Park Boulevard, Suite
209, Southfield, Michigan 4807b (313) 353-6161.
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MARK PLASTERS DISTRIBUTORS, bread
distributors, 311 N. Reginald, Dearborn, Michigan
48124; (313) 274-6991.

NATIONAL WHOLESALE DISTRIBUTORS,
leather goods. 7818 Weymouth. Fort Wayne, Indiana
46825; (219) 849-6728.

SHELDON’S PACKING HOUSE, meat pro-
cessor, 657 W. Front Street, Ovid, Michigan 48866;
(517) 834-2218.

SIMPLEX TIME RECORDER COMPANY,
security systems, fire alarms, 12050 Hubbard Avenue,
Livonia. Michigan 48150; (313) 261-2950.

These new members, and all AFD supplier and ser-
vice company members, and advertisers, deserve your
support and patronage. Please refer to the AFD Supplier
Directory often. In fact, clip it out of The Food Dealer
and post near your phone.



ASSOCIATIONS:
Michigan Bean Commission
Michigan Potato Industry Comm

BAKERIES:

Archway Cookies

Awrey Bakeries

C& C Distributors
Continental Baking Company
Country Oven

Franchise Bakery, Inc.
Grennan Cook Book Cakes
Oven Fresh

independent Biscuit Co
Mark Plasters Distributors
Koepplinger's Bakery, Inc
Pepperidge Farms

Fred Sanders Co

s.B. Thomas. English Muffins
Schafer Bakeries

S &M Biscuit Dist' g Co
stahl's Bakery, Inc

Stella D'Oro Cookies
Taystee Bread

Wonder Bread

BANKS:

Comerica, Inc

BEVERAGES:
Action Distributing Co
Anheuser-Busch, Inc
Bellino's Quality Beverages
California Coolers

Canada Dry Corp
Champale Inc

City Marketing, Inc
Coca-Cola Bottling Co

1 Lewis Cooper Co
EverFresh Juice Co
Harvey W Ewald & Assoc
Faygo Beverages

G Heileman Brewing Co
General Wine & Liquor
RM Gilligan, Inc
Glenmore Distilleries
Hubert Distributors, Inc
International Brokerage
Kozak Distributors, Inc
Labatt Importers, Inc

Don Lee Distributors, Inc
Mel Larsen Dist's, Inc

L &L Liquor Sales

L &L Wine Co

Powers Distributing
Metroplex Beverage Corp
Miller Brewing Co
Mohawk Liqueur Corp
Needham & Nielsen Sales
Pabst Brewing Co

Pacific Ocean Pop Co
Pepsi Cola Bottling Co
Pure Beverage Co

Jos schlitz Brewing Co
Seagram Distillers Co
Serv-U-Matic Corp
Seven-Up Bottling Co
squirt-Pak

stroh Brewery Co

Towne Club Beverages
HJ Van Hollenbeck Dist' s
Vernor's RC Cola

Viviano Wine Importers
Hiram Walker, Inc
Warner Vineyards

Wayne Distributing Co
Vic Wertz Distributing Co
EJ Wieferman Co

BROKERS,
REPRESENTATIVES:
Acme Food Brokerage
Acorn Oaks Brokerage
American Food Assoc
Ameri-Con, Inc
Birmingham Marketing Co
Bob Arnold & Assoc
J M Bellardi & Assoc
B W Sales
Chambers & Associates
Chuck Batcheller Co
City Foods Brokerage Co
Conrady-Greeson & Assoc
CW K Food Enterprises, Inc
Emtmssy Distributing
Estabrooks Marketing
Five G's Food Brokers

Buetteman & Sons Inc
Paul Inman Assoc
Charles Mascari & Associates
McManon & McDonald
Marks & Goergens, Inc
Northland Marketing
J.B Novak & Assoc
The Pteister Co

Ralm & Gordon
Sales Co

(517)694-0581
(517)373-3783

532-2427
522-1100
283-8693
963-2330
729-2430

(1)674-4671
896-3400
537-2747
584-1110
274-6991
967-2020
435-2145
868-5700
643-6463

(517)386-1610

893-4747

(1)725-6990
893-4747
896-3400
963-2330

591-3232
354-1898
946-6300

(209)466-1711
937-3500
247-8636
871-0937
897-5000
835-6400
755-9500
527-1654
925-1600
941-0810
353-5040
557-4484
424-8899
858-2340
547-9463
925-3220

(312)397-9180
584-7100
873-1014
362-1801
491-2828
682-2010
897-5000
465-2866
962-4545
476-8735
525-7752
591-2560
362-9110
885-3409
567-4000
354-5350
(1)879-8787
937-3500
(616)396-1281
259-4800
756-4880
469-0441
833-8500
883-1600
626-0575
(616)657-3165
427-4400
293-8282
521-8847

968-0300
967-3701
478-8910
478-8840
333-4200
646-0578
772-4100
546-4200
272-6735
559-2422
894-3000
335-2088
851-2329
352-4243
553-3637
286-8555
296-3000
626-8300
399-0950
477-7182
354-1600
353-0222
(1)752-6453
591-1900
968-4800
557-7220

Support These AFD Supplier Members

Unless indicated otherwise, all phone numbers are in area code (313)

Stark & Co 478-6800
lames K. Tamakian Co 352-3500
Al Tuller & Associates 476-1110
UBC Marketing 471-1480
United Salvage Co 772-8970
CANDY & TOBACCO:

Central Sales 843-6600
Eastern Mkt Candy & Tobacco 567-4604
Fontana Brothers, Inc 897-4000
Fun Foods (1) 286-4141
Mich Whisle Tobacco & Candy 923-2808
Wolverine Cigar Co 554-2033

CAR RENTALS:

Avis Rent-A-Car (312)694-5688

CATERING HALLS:

Gourmet House 771-0300
1 FR Corp 765-8600
Mark of Excellence Catering Service 353-6161
Royalty House of Warren 264-8400
The Southfield Manor 352-9020
CREDIT UNIONS:

AFD Credit Union 547-0022

COUPON REDEMPTION:

Associated Food Dealers (313) 366-2400

DAIRY PRODUCTS:

The Borden Co 583-9191
Country Fresh Dairy (616)243-0173
Tom Davis & Sons Dairy 583-0540
Detroit Pure Milk (Farm Maid) 837-6000

London's Farm Dairy, Inc (1) 984-5111

McDonald Dairy Co (313)232-9103

Melody Farms Dairy 525-4000
Pointe Dairy 589-0666
Sherwood Dairy Distributors 375-1721
stroh's Ice Cream 961-5843
Weiss Distributors, Inc 552-9666
Wesley's Quaker Maid, Inc 837-6000
DELICATESSEN:

Dudek Deli Foods (Quaker) y 891-5226
Row-Bur Distributors 852-2616
DENTISTS:

Richard E. Klein, DDS, PC

EGGS & POULTRY:

Eastern Poultry Co 875-4040
Linwood Egg Co 524-9550
Mclnerney-Miller Brothers, Inc 833-4800
Mendelson Egg Co 541-4060
Orleans Poultry Co 931-7060
Qualmann Quality Egg Co 757-4350

FISH & SEAFOOD
Hamilton Fish Co, Inc (1)832-6100

Michigan Food Sales 882-7779

FLORISTS:

Horticultural Int'l Prod's (616)956-9119

Livernois-Davison Florist 933-0081
FRESH PRODUCE:

Harry Becker Produce Co 841-2500
Ciaramitaro Bros, Inc 567-9065
Michigan Repacking & Produce Co 841-0303
Tony Serra & Sons Produce 758-0791
United Produce of Michigan 842-0202
Faro Vitale & Sons 393-2200
ICE PRODUCTS:

Great Lakes lce

Midwest Ice Corp
IMPORTERSEXPORTERS:
Dalaly-International & Assoc 353-2722
Evergreen Food Supply Co 358-4740
Francesco Imports 891-1100
INSECT CONTROL:

Nu-Method Pest Prod & Services 898-1543
Rose Exterminator Co 588-1005

INSURANCE, PENSION PLANS:
225-8000
(616) 531-9160
(1) 792-6355
(1) 649-6500
445-2300
644-9200
Joseph Gadaleto & Assoc (517) 351-7375
Prime Underwriters Inc 837-8737
K A Tappan & Assoc 354 0023

INVENTORY, BOOKKEEPING.
TAXES:

Blue Cross, Blue Shield
Wards Campbell, Inc
Creative Risk Mgmt Corp
Financial Guardian, Inc
Frank P McBride Jr, Inc
Gregory ] Spinazze & Assoc

Abacus Inventory Specialist 852-9156
Gohs Inventory Service 353-5033
Quality inventory Specialists 771-9526
R G I S inventory Specialists 978-1810
George R Shamie Jr .CPA 474-2000

LAW FIRMS:

Bellanca, Beattie, DeLisle
MANUFACTURERS:

Carnation Co 851-8480
Del Monte Foods 968-1111
Detroit-Detroit Designs 841-5272

F S Carbon Co (1)800-253-0590

General Foods. Corp 427-5500
General Mills, Inc 354-6140
Kellogg Sales Co 646-2278
Kraft Foods 261-2800
Lipton & Lawry's (216)234-1311
Philip Morris, USA 855-6454
Nabisco, Inc 478-1400
Prince Co 772-0900
Procter & Gamble Co 336 2800
Quaker Oats Co 645-1510
Ralston Purina Co 477-5805
Red Pelican Food Products 921-2500
safie Bros Farm Pickle Co (1)949-2900
schmidt Noodle Co 921-2053
Shedd Food Products 868-5810
Tony's Pizza Service (517)224-9311
Velvet Food Products 937-0600

MEAT PRODUCERS, PACKERS:

Butcher Boy Meats 771

Detroit Veal & Lamb, Inc 961 -1248
Flint Sausage Works (Salays) ()_23973179
Frederick Packing Co 832 6080
Guzzardo Wholesale Meats, Inc 833-3555
Hartig Meats 832 2080
Herrud & Co (616)456 7235
Hygrade Food Products 464 2400
J N D Assoc (1) 661 -2121
1 G Food Products 296 7330
Kahn's & Co 521 5354
Kowalski Sausage Co 873 8200
L—K—L Packing Co 833 1590
Oscar Mayer & Co 421 9030
M&G Foods, Inc 893 4228
Maxwell Foods, Inc 923 9000
Metro Packing Co 259 8872
Milton Chili Co 585 0300
Monarch Packing Co 567 3420
Naser International 464- 7053
National Chili Co 365 5611
peter Eckrich & Son. Inc 937 2266
Potok Packing Co 893 4228
Regal Packing Co 875 6777
R E Smith, Inc 894- 4369

Sheldon’s Packing House (517)834- 2218

Smith Meat Packing, Inc (1)985 5900

Weeks & Sons (Richmond) 727 3535
Winter Sausage Mfrs 777- 9080
Wolverine Packing Co 568 1900
MEDIA:

ABC WXYZ-TV 827 9351
Arab & Chaldean TV-62 Show 352-1343
The Daily Tribune, Royal Oak 541-3000
Detroit Free Press 222-6400
The Detroit News 222-2000
Food Dealer Magazine 366 2400
Gateway Outdoor Advertising 544-0200
The Macomb Daily 2960810
Michigan Chronicle 963-5522
Observer & Eccentric Newsp'rs 591 2300
Port Huron Times Herald (1)985-7171
WDIV-TV 222-0444
WIBK-TV 557-9000
WO I-FM 222 2636
WWI-AM 222-2636

NON-FOOD DIST'S:

BiBi Products, Inc (213)870-0151

Arkin Distributing Co 349-9300
Cleanway Products 834-8400
Household Products, Inc 682-1400
Items Galore 544-2014
Ludington News Co 925-7600
Michlin Chemical Corp 366-2244
Nationwide Food Brokers 569-7030
Warrior Martial Arts Supplies 865-0111
OFFICE SUPPLIES,

EQUIPMENT:

City Office Supplies Inc 885-5402
Rite-Way Enterprises 751-2454
POTATO CHIPS & NUTS:

Belter Made Potato Chips 925-4774
Cam's Potato Chips 756-0150
Croom’ s Distributing 493-0795
Frito-Lay Inc 271 3000
lay S Potato Chips 326-1860
Kar-Nut Products Co 541-7870
Sterling Shores Distributors 922 8088
The Nut Factory 393 0219
Tom' s Foods 562 6660
Variety Nut & Date 268-4900
PROMOTION:

A 1Ad 358-1460

Arbor Press 864-2200
Action Adv Dist & Mailing Co 964-4600
American Mailers 842-4000
Bow lus Display Co (signs) 278-6288
R/) Associates 445-6100
Stephen s Nu-Ad Adv & Prom 777-6823

Stanley's Adv & Distributing 961-7177
REAL ESTATE:

Butts & Co 644-7712
Earl Keim Realty, North 559-1300
Kryszak Enterprises 362-1668
O'Rilley Realty & Investments 689-8844
RENDERERS:

Wayne By-Products Co 842-6002
SERVICES:

A shaheen Electric Co 882-3710
AL H Protective Service 275-7873
American Telephone & Telegraph 827-1796
Atlantic Saw Service Co (800)631-7650
Comp-U Check 569-1448
D/A Central, Inc 399-0600
Easy Way, Inc (419) 877-0992
55 Plus 569-4120
Financial & Marketing Ent' prises 547-2813
Gulliver's Travels 567-2500
Intro Marketing 540-7790
J&M Food & Restaurant Service 445-0653
1 R Marketing & Promotions 296-2246
Kimco Inc 478-3500
KIS Photo 357-3020
Metro Cell 542-7865
Retail Demonstrators 846-7090
second Chance Body Armor (616)544-5721

simplex Time Recorder Company 261-2950
sindel Marketing Co 522-1421

Unique Travel & Tours 855-3409
W oW Inc 294-0730
M A Young. Consultant 477-1111

SPICES & EXTRACTS:

Rafal Spice Company 259-63

STORE SUPPLIES, EQUIPMENT:

AAA Pallet Co 892-4360
Almor Corp 399-3320
AmSyn/Taski (1) 800-44-TASKI
Belmont Paper & Bag Co 491-6550
Black Jack Iron Works 893-7677
Harold Brehm Broaster Sls (517)427-5858
Central Alarm Signal, Inc 864-8900
DCL Food Equipment 369-1666
Hobart Corp 542-5938
Hussman Refrigeration, Inc 471-0710
Liberty Paper & Bag Co 921-3400
Market Mechanical Service 546-6840
Merchants Cash Register 255-3600
Michigan Bakery Supply, Inc 571-3300
Mister Uniform & Mat Rental 837-7110
O K Services (616)396-9728
Pappas Cutlery & Grinding 965-3872
Ram Communications 569-2337
saroki Group 341-1955
Shaw & Slavski, Inc 834-3990

stanley Knight Corporation (616)426-4444

Toledo Scale Co 1-800-222-8322

United Steel & Wire 391-4900
Universal Refrigeration 455-2088
Zack Enterprises, Inc 554-2021
WAREHOUSES:

Boag Cold Storage Whse 964-3069
U's Cold Storage 295-1310
WHOLESALERS,

FOOD DISTRIBUTORS:

Abner Wolf, Inc 943-3368

Associated Grocers of Mich (517)694-3923

Bay City Milling & Grocer Co (517)892-5593

DS M Food Products 491-3333
Detroit Marine Supply Co 842-2760
Foodland Distributors 523-2177
Garden Fresh Sales Co (216)721-5548
Grove Distributing 543-7060
Jerusalem Falafil Mfg Co 595-8505
Kap's Wholesale Food Service 471-4080
Kramer Food Co 585 8141
Lipari Foods 469-0131
L Falberg Samul Entps 892 2595
M & B Distributing Co (1) 767-5460
Metro Grocery Inc 871-4000
National Wholesale Distributors  (219)849-6728
Norquick Distributing Co 522-1000
Orval Kent Food Co 459-9010
Philip Olenaer & Co 921-3310
Pierino Frozen Foods 928-0950
Rainbow Ethnic & Spec ty Foods 646-0611
Raskin Foods Inc 759-3113

Scot Lad Foods, Inc (419)228-3141
(616)878-2000

567-7654
(517)823-8421
(517) 7896201
(616)878-2276

921-4822
(517)652-9925

Spartan Stores Inc

State Wholesale Grocers
Super Food Services, Inc
Tri-State Cash & Carry
United Wholesale Grocery
Yakovans, Inc

Zehnder' s of Frankenmuth



PEPSI-COLA SALUTES
THE
ASSOCIATED FOOD DEALERS

DURING YOUR 70th
ANNIVERSARY YEAR

It 1S a pleasure dom%bu INess
W|th ou and your memboers!

THE PEPSI-COLA BOTTLING GROUP
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