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Director’s Report

Executive
Director’s
Report

Joseph D. Sarafa
Executive Director
Associated Food Dealers

You Do Good Work

On April 1, 1989, | will celebrate my
third year with the Associated Food
Dealers of Michigan. During that time,
as spokesperson for AFD. | have been
quoted on many radio stations, on all
three television networks and in both
major daily newspapers dozens of times.
It seems that whenever I'm talking to a
reporter, it’s always about double
coupons or solid waste management or
the A&P buyout of Fanner Jack or the
drought of '88. It seems that | spend
most of my time talking about food
safety or the rapidly expanding hyper-
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markets throughout the country.

But for this one article, | want to put
all of those concerns behind us for a
moment and focus on something else. |
want to focus on you; the men and
women of the food industry.

This industry is too often taken for
granted. You are not given the credit,
the recognition, the tribute you truly
deserve. It is by the sweat of your brow,
the ache in your back, the ulcer in your
stomach that millions of Americans are
fed everyday. The American consumer
doesn't know how lucky they are. We

have the safest food supply, the largest
selection, the best prices and service of
any country in the world. There are no
shortages and no long lines for rationed
food.

It is your ‘know-how’ and your in-
genuity that has made all of this pos-
sible. It is your increasing use of tech-
nology; it is your ever changing busi-
ness that continues to meet customer
trends and demands. You are no longer
just a supplier, a wholesaler or a grocery
store. You have become a bank, a post
office, a counselor, a friend, a place
where people get together and meet.
You have become civically and com-
munity minded. You have given back
much and you only ask to make an
honest living in return. Yes, the food in-
dustry is a vibrant, dynamic and exciting
place to work. Yes, it has its rewards.
But it also has it challenges. Long hours
and eroding profit margins would make
many a man or woman call it quits. But
not you. You are a very special group
because you like what you do and you
take pride in your work. You have what
it takes to be successful. And that’s
why this column is dedicated to each
and every one of you. Congratulations
on ajob well done!



THE SHAPE OF
THINGS TOCOME

INTRODUCING A BOLD NEW BOTTLE FROM MILLER

At Miller, we've long prided ourselves on inno-

vation and quality. That's why when thousands
of beer drinkers across the country told us they
wanted a bottle shape that was easier to hold,

we listened.

And what we designed was a new shape that
communicates higher quality and was easily
preferred (by a 2 to 1margin) over our former
bottle. Your drinkers will still get the same great,

refreshing taste with every bottle of Miller High
Life, Miller Lite and Miller Genuine Draft. That's
our quality tradition. But now they'll get it in a
great new shape.

So watch for the tremendous sales advantage
coming your way from Miller. Itll be in the
shape of things to come.

THE MILLER ADVANTAGE PROFIT FROM IT.

1-800-MBC-BEER

Beer Brewed by Miller Brewing Co, Milwaukee W



Chairman’s Report

Chairman’s
Report

Sam Yono
Associated Food Dealers

Why AFD?

What does AFD do for me? Why
should ljoin? What do | get out of it?

Sound familiar? Well we answer
these questions everyday at AFD and
perhaps it's time to illustrate again, why
AFD?

Do you remember a number of
months ago when the Liquor Control
Commission was checking on the ques-
tion: Should gas stations be allowed to
sell wine, beer and liquor?' AFD sent
out notices of Public Hearings urging
everyone to attend, or write a letter, in a
massive show of force in opposition to
making an unlimited number of SDD
and SDM licenses available.

Well, many of you responded! AFD
testified at both hearings and over 100
AFD members were there to stand up
and say NO! Letters were sent to the
Commission and now we have their
report.

‘No Licenses!”

No change in the law, no unlimited
SDD’s and SDM’s to gas stations, and
that is what they reported to the State
Legislature. Their reasoning?

Of the 6,500 gas stations in the
State, 1,300 already had licenses. The
total number of SDD/SDM licenses in
the State is 14,370.

If the law was changed, the Com-
mission estimated an additional 3,000
licenses would be applied for and this
WOULD NOT improve the service to
the consuming public.

Since the consumption of wine,
beer and liquor would remain the same,
there would be serious and negative
economic impact on our Industry by is-
suing more licenses. This Economic
Impact was the deciding factor in the
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“State
Representatives
and Senators are

being asked by
the National and
State Association
of Convenience
Store Owners, the
Petroleum
Industry and
Individual Gas
Station Owners to
let the Free
Enterprise
System operate
without
government
control.”

Commission s position and a point that
AFD constantly stressed.

So. now we can all sit back and say
we won -- or can we? The answer,
simply stated, is that we won Round |
but now Round 2 begins and this will be
where the action really is —in the State
Legislature! State Representatives and
Senators are being asked by the Nation-
al and State Association of Convenience
Store Owners, the Petroleum Industry
and Individual Gas Station Owners to
let the Free Enterprise System operate
without government control. To make
SDD/SDM licenses  available to
everyone who wants them.

So. what do you do? What does the
individual retailer do? How do you
fight to protect your business invest-
ment? Where do you begin?

Simple: If you are a member of the
oldest and largest Food and Beverage
Association in the State — if the As-
sociation has on retainer the most effec-
tive Lobbyist in Lansing - if the As-
sociation has an active Political Action
Committee —and the Association has a
reputation for Political involvement and
leadership - you have started! So,
Round 2 begins, and as a member-in
vestor of AFD you can be assured that
YOUR Association will:

- know what is happening

- fight for your rights

- take the initiative

YES, we will represent you in this
continuing battle against strong opposi-
tion and that is why there is an AFD -
what AFD does for you and what you
get for only $120 a year. It Makes
‘Cents’!



MMI Distributing, Inc

Serving the Food Service Industry
Since 1968

Announcing the

TOTALLY VENTLESS

Hot Food Program

Featuring

Holding Display Systems
ALTO-SHAAM, INC.

The Crispy, Moisturized Chicken

Chester Fried
Ventless Hood Fryer
MGF-40E VH (Grand Dad)

New! Fryer requires

i |
MODEL EDSYS-48 no external venting!

Let us show you how profitable hotfood

can really be! See us at booths #400 & 301
(313) 582-4400 (Detroit Area)

1-800-482-4642 (Outside Metro Detroit)



From the

MLCC NEWS

Michigan Liquor
Control Commission

by Daniel L Sparks
Michigan Liquor Control Commission

Judging from the amount of mail
which the Commission received, many
members of AFD had a great deal of in-
terest in the study which the Commis-
sion and the Department of Commerce
conducted concerning issuing SDM and
SDD licenses to businesses which sell
gasoline. This study has now been con-
cluded and the report prepared by the
Commission was submitted to the
Legislature at the end of December.

In that report the Commission
recommended that no changes be made
to the present regulations which prevent
businesses in cities and townships over
3,000 population from obtaining an
SDM or SDD license if the business
sells gasoline.

This study was ordered by the Legis-
lature because of the controversy which
arose last year when a bill was being
considered by the Legislature to make
an exception to the Commission's
present rules. While the bill which
eventually passed does provide an ex-
ception, it only applies to very large
retailers having at least $250,000 inven-
tory. As the bill was making its way
through the Legislature, many people
argued that restrictions on the sale of
gasoline by SDD and SDM licensed
businesses should be either removed or
revised. Many other people and or-
ganizations (including AFD) argued
against lifting the gasoline restrictions.
Because of this controversy, the Legis-
lature added to the bill the requirement
that the Commission study the gasoline
sales question to see if changes in the
present regulations should be made.

You may recall that the Commission
held two public hearings and also in-
vited written comments from anyone in-
terested in this question. Both hearings
were well attended and over 150 letters
were received, most of them from AFD
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members. The Commission also
reviewed studies dealing with the drunk
driving problem, especially those studies
related to where persons arrested for
drunk driving had obtained the alcoholic
beverages which they had consumed.
The official minutes of Commission
meetings dating back to 1937 were ex-
amined in order to review the history of
the gasoline restrictions. In addition, an
analysis of the Commission’s licensing
records and of records obtained from the
Michigan Department of Agriculture
was made to obtain statistical informa-
tion about what types of businesses are
presently licensed by the Commission,
how many gasoline outlets are now
operating in the state, and the number of
gasoline outlets which might want an
SDM or SDD license if the restrictions
were removed or revised.

While there is not space in this
column to go into all of the details of the
report, some of the highlights can be
mentioned.

One part of the report which may be
of interest deals with the number of off
premise licenses issued and the types of
businesses which hold these licenses.
Based upon license renewals for the
1988-89 licensing year, there were
14,370 businesses in Michigan holding
SDM licenses. Of this total, 10,300
licenses are issued to stores of one kind
or another, the remaining 4,100 being
held by businesses such as bars, res-
taurants, and hotels. It was also learned
that there are about 6,500 operating
gasoline sales businesses in Michigan,
approximately 1,300 of which already
hold SDM licenses.

A key part of the study was the ques-
tion of how many gasoline businesses
might apply for a license if the restric-
tions were removed or significantly
changed. The Commission concluded

that something like 1,000 to 3,000 addi-
tional licenses might be issued, depend-
ing on what kinds of changes were
made.

This question of the number of new
licenses and the economic impact of
such an increase in licenses was the
deciding factor in the Commission's
recommendation that no changes be
made. There are several reasons for
this, the most important being that the
Commission believes that a large in-
crease in businesses selling both al-
coholic beverages and gasoline would
have a disastrous effect on many present
licenses. While there are a great many
gasoline outlets which could quite easi-
ly add beer and wine to their inventory,
there are very few stores now licensed
which could add gasoline, even if the
owner could afford the large expense in-
volved.

Related to this was the
Commission’s finding that no evidence
exists which indicates additional SDM
licensed businesses are necessary to
serve the needs of the public, nor was
there any evidence presented to the
Commission that additional gasoline
outlets are necessary to meet the
demands of the public for that product.
In other words, for many years party
stores and gas stations have had a
separate and distinct role in the
economy in our state. The Commission
found no good reason to change this
situation.

One further point should be made
clear. Although the Commission has
recommended no further changes be
made, that recommendation is in no
way binding upon the Legislature,
which may again take up the gasoline
question at any time it wishes to do so.



Ask We Lottery

ASK
THE LOTTERY

By Nancy Horton
Director ofLicensing

Question:

| have a lottery terminal in my store.
Usually my lottery sales are very good,
but there have been times whenl have
had difficulty meeting the Lottery’s
sales quota. Will the Lottery continue
to charge me a low sales fee for each
calendar quarter | do not average $3,000
a week in lottery ticket sales?

Answer:

The Michigan Lottery is mandated to
produce the maximum amount of net
revenue for the State School Aid Fund.
Therefore, the Bureau has established a
minimum sales performance level for
on-line lottery agents. Low sales fees
will continue to be assessed for those
agents who fail to meet the minimum
standard: however, the process has been
revised.

Beginning with the calendar year
1989. a low sales performance fee will
be assessed to each on-line agent who
fails to achieve totallottery sales of
$62,000 per calendar vyear. This
averages out to approximately $1,200
per week. This includes both on-line
and instant game sales.

The fee will be assessed immediately
after the end of the calendar year. The
amount of the fee will be equal to the
difference between $62,000 and the
agent's total annual sales. An agent
who has been assessed a low sales per
formance fee will be notified by the lot
tery and invoiced the amount of the fee.
Failure to pay the full amount due
within 30 days will result in the cancel-
lation of the agent's on-line contract and
removal of all on-line lottery equipment
from the agent's place of business.

In order to provide adequate time for
input and to make the changes neces-
sary to implement this revised sales per-
formance standard, it was not practical
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to begin the new program on January 1
1989. Thus, for this calendar year only,
sales performance will be determined

on a 47 week base, beginning on
February 7, 1989 and ending on January
1. 1990. During this time period, on
line agents must sell a total of $56,400
($1,200 per week) of lottery tickets in
order to avoid a low sales performance
fee. In 1990, the program will begin on
the first of January and will continue
through the end of the year.

In light of these revisions, it has also
been decided that no low sales perfor-
mance fees will be charged for the last
calendar quarter (October through
December) of 1988.

The Company that is
Proud to Serve

Financial

Guardian

Insurance

Agency, Inc.

Paul S. Pellerito, Sr. Vice President
5435 Corporate Drive, Suite 300, Troy, Ml 48098
Phone (313) 641-0900

Principal Offices: Anchorage, Chicago, Denver, Detroit, Hous-
ton, Kansas City, Los Angeles, New Orleans, New York, Phoenix,
Sacramento, San Jose, St. Louis, Wichita



WIC

Working Together

With WIC

by Raj M. Wiener
Michigan State health Director

The WIC Program is celebrating its
5th birthday this year, and | want to
personally thank you for helping make
these 15 years of life-giving service to
mothers and kids possible. You have
contributed to the success of WIC. You
have helped to make it a cornerstone of
our Healthy Babies Initiative.

I firmly believe we all have an ethi-
cal and moral obligation to help the
children of the poor have a healthy start
in life. In WIC. vendors and govern-
ment join together in meeting this
obligation. We are grateful to the many
vendors who participate in our Program.
We know that to you the WIC client or
her child isn’t just another customer but
a person whose chances in life may be
improved by going through your check-
out line.

We depend on you and want strong
and good communications with you.
That is why | have established the new
WIC Vendor Relations Advisory Com-
mittee on which the Associated Food
Dealers of Michigan is represented.
And it’s why I’'m pleased to have this
chance to talk with you about how WIC
is growing and changing, where chan-
ges affecting vendors fit in, and how we
can work together in this time of trans-
formation to make WIC even better.

WIC is entering a new era in its his-
tory. Fundamental, necessary changes
in how the Program does business are
underway or on the horizon. Where
WIC has problems, | want the Vendor
Relations Advisory Committee to be
part of the solution. Where WIC must
change because the times are changing,
I want the Committee to give us
guidance and feedback on how to im-
prove the Program. Finally, | hope the
Committee will be a two-way channel
for good communications between food
dealers and government.

Key information | want to share is
that the law which created WIC will ex-

10/The Food Dealer — Spring, 1989

pire this year. Congress is expected to
rewrite the law and is in the process of
renewing it. Congress clearly likes the
Program and has time and again reaf-
firmed its belief in the benefits of WIC
to the health and lives of the young and
the poor. In Michigan, the Governor
and Legislature have even added state
dollars to this federal program. Why,
then, are federal and state changes in the
works?

Service to more people is the driving
force behind the transformation of WIC.
Michigan's Program has grown from
292 participants in 1974 to 142,000
today. For Michigan vendors, this
translates into more than S65 million in
coupon redemption this fiscal year. But
about 50% of those eligible still remain
unserved. Although the story is the
same around the Nation, it is unlikely
that Congress will double federal fund-
ing. You well know there are not large,
fresh reserves of money to turn to in
order to serve this unmet need.

Not surprisingly then, the message
we’re heeding is ‘Serve more people
without spending more money’ The
auto companies faced a similar situation
earlier in the decade. To sell something
better without its costing more, they had
to make fundamental changes in their
methods of production.

The WIC Program in several states,
including Michigan, has begun its
process of transformation by producing
more output, benefits for more clients,
from the same dollar resource. The in-
novation making this possible has been
to promote a price-competition by
negotiating per-can rebates from infant
formula companies. During the transi-
tion to rebates, the Congress waived
certain rules to allow states to add
clients they could serve with the rebate
savings. Michigan's extraordinarily
successful 1988 campaign to do just that
exceeded its goal and added 25,000 par-

Raj. M. Wiener

“Service to more
people is the
driving force

behind the
transformation of

WIC. Michigan's
Program has

grown from 292

participants in

1974 to 142,000

today.

ticipants to the caseload. Advocates for
WIC now seek a permanent change
during the 1989 WIC reauthorization
process.

During that process Congress is an-
ticipated to tighten up on vendor fraud
and abuse as one way to serve more
people by producing more benefits from
each dollar spent. Congress remains
supportive of distributing WIC foods
through the retail system, but is also ex-
pecting more. And it is not alone.

Adverse publicity and an audit by the
USDA Office of Inspector General have
put the spotlight on vendors' com-
pliance with federal and state rules.

Continued



WIC - Continued

After making purchases at 107 non-
chain stores in metropolitan areas in 6
states, USDA found 76.6% of vendors
overcharging and an average rate of
overcharge of 28.5%. This is leading to
more vendor scrutiny. Our Legislature
enacted Public Act 387 at the end of
1988. It prescribes criminal penalties to
persons who knowingly use, transfer,
acquire, alter, purchase, possess or
transport food stamps or supplemental
food program coupons other than as
authorized by the administering state
agency. On the horizon are tougher
USD requirements on states to annually
investigate at least 10% of participating
vendors and develop computerized ven
dor-monitoring.

Let me make it absolutely clear that
in Michigan we will not tolerate fraud
and abuse. We will crack down to
prevent fraud and abuse and to assure
that the maximum amount of our WIC
dollars goes to feed mothers and Kkids.
The Department's Vendor Relations and
Compliance Section uses computerized
monitoring of data to flag high-risk
cases where fraud or abuse may be oc-
curring and investigates vendors. It also
handles vendor applications, contracts
and training.

Vendors and consumers serve on the
new WIC Vendor Relations Advisory
Committee | mentioned earlier. We
want it to help us deter vendor fraud and
abuse while increasing Program access
and participation. One of the first
things we are asking for is advice on the
potential impacts on WIC vendors of
various options we are reviewing, such
as: 1) vendor inventory audits. 2) price
setting. 3) demonstrations of alternative
food delivery systems. A step already
taken is installing a toll-free hotline (1-
800- CALL-WIC) for vendors, par-
ticipants and the public to report
suspected Program abuse.

To oversee the transformation of
WIC as it grows larger and stronger. |
have centralized Program administra-
tion in a new WIC Division under the
direction of Alwin K. Peterson. | en-
courage vendors throughout the state to
work closely with him and the new
WIC Vendor Relations Advisory Com-
mittee. With the assistance and
cooperation of your association we can
expand services and move closer to our
goal of serving 100% of Michigan
women, infants and children in need.
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News From

DAGMR

Detroit Association of Grocery Manufacturers Representatives
By Barb Kennedy, Board ofDirectors

Lots of exciting events are on the
DAGMR social calendar for this spring.
April 29 is the date for the Annual
DAGMR Inaugural Ball. The Inaugural
Ball is a fine opportunity to celebrate
with the newly elected Board of Direc-
tors and Officers of DAGMR, and also
enjoy a great evening out with friends in
the food industry. This year's Inaugural
Ball is scheduled for Saturday, April
29th, at the Embassy Suites Hotel in
Southfield. In addition to dinner there
will also be entertainment and an or-
chestra for dancing. Cost is $90 per
couple. Give Ginny a call at the
DAGMR office for more details if
you'd like to attend. The number is
559- 7337.

This year's Spring Golf Outing is
going to be at Links at Pine Woods' in
Walled Lake. This is a full day includ

ELECTRIC
HEAT IS

ing 18 holes of golf, cart, lunch, open
bar and dinner. The date is June 6th.
Again. Ginny at the DAGMR office
will have full details.

The DAGMR Board of Directors
would like to thank everyone for your
donations to the 1988 Operation Food
Basket campaign. The total donated in
1988 was a whopping $118,000! Lt
Colonel Clarence Harvey of the Salva-
tion Army sends his personal thanks for
ajob well done.

The DAGMR Board of Directors ac-
cepted with regret the resignation of
Mark Meade from the Board. Mark was
the Detroit manager of Hormel and has
accepted the managership of Hormel’s
Los Angeles office. Los Angeles also
happens to be Mark’s home town.
Thank you, Mark, for all your help in
making the DAGMR Golf Outings such
successes.

SO PRECISE,

IT'LL EVEN

CONTROL

YOUR TEMPER,

Electric cooking units give exact tem-

perature control. Time after time

Without variation Without aggravation
Human error is practically eliminated
because electric cooking is so auto-
matic Your end result is consistently
high-quality products without wasting

the system's energy Or yours From

broilers to fryers, it's wise to electncize



Trade Dinner

/3rd Annual
Trade Dinner

"Best Ever” - “ Entertainment Was Great!” - "What Food!” - "How in the world are you ever going
to top this?” - Just some of the exuberant comments over heard at AFD’s Annual Gala.
It was great thanks to the efforts of many. Beginning with the company sponosrs:

- Adolph Coors « Pepsi Cola Bottling Company ¢ Kar Nut Products - Ludington News «
* Melody Farms Dairy « Bailey's « J & B * Amaretto di Saronna.* North Pointe Insurance Co.

Our Trade Dinner Committee of Art Robbie, Frank Munaco. Lamia Arocri, Sally Smoger,
Joan Misner. and Frank Chiarilli did a masterful job!

...Whether it was Niel Diamond... ...Or Elvis Presley!!!.

...0Or the greatfood and refreshments... ...EVERY ONE had a wonderful time!!
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Department of Agriculture

Food Store
Evolution

by Paul Kindinger, Director
Department ofAgrigulture

Not only are there 8,000 to 10,000
new products introduced into the food
marketplace each year with only about
ten percent surviving the first year, but
there have been many significant chan-
ges with traditional foods taking place
in the retail food marketing in recent
years.

First, there is co-mingling of retail
non-food business with food business.
Gas stations are selling food as are a
variety of previously non-food busi-
nesses. More significant is the introduc-
tion of limited or expanded food service
business with the retail grocery business
and at the same time, food service es-
tablishments are entering into the retail
grocery business.

Changes observed in Michigan in the
last three years include ice- making
machines often accompanied with pack-
aging of ice for later sale. Another food
store adaptation is the generalized
marketing of bottled water and/or the
installation of a water processing retail
vending machine within the food estab-
lishment. Most ice- making and water
processing machines are manufactured
to industry operating and sanitation
standards but some are not. All require
a cleaning regiment. Labelling is re-
quired if the product is sold packaged.
Both of these types of machines if not
maintained accumulate mold growth.

In Europe and many seaboard food
establishments there has been the intro-
duction of refrigerated vacuum-packed
meat, seafood, and other entrees. These
apparently were originated by European
chefs in order to have less immediate
preparation time and a more high
quality entree. However, the process of
heating without cooking, then placing
into a vacuum-package is a very deli-
cate one which can not only throw off
the quality expected, but cause the
product to be injurious to the consumer.

We have not seen a great deal of this
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type of product in Michigan, but will at-
tempt to outline some of the precautions
that must be made as these products do
enter into the marketplace. In general,
these are high cost items having as an
example a four ounce filet mignon
entree selling for about $4.

As there is more food packaging and
preparation in stores there is need for
the store to label the product. The label
generally requires a list of ingredients, a
net weight statement, and, of course, a
common or usual name for the product.
If a store entering into this does not
have the experience of label prepara-
tion. we offer what assistance we can

ELECTRIC

COOKING

from our Lansing office and would be
pleased to respond to your telephone
call or draft label. Most draft labels can
be made by the store personnel, if
preferred over using a commercial firm.
Anyone calling the Lansing office at
517-373-1060 should ask for Mr. Sam
Sarullo. We presently review proposed
labels for about 3,000 products yearly
and attempt to stay current with federal
and state requirements so that the label
can be accepted in other states and
flexibility in label design can be at its
maximum.

As with most changing businesses,
the person who can adapt will be the
greatest survivor.

IS LESS OF A MESS.

SO YOU DON'T
GET TAKEN

TO THE CLEANERS.

Flames create soot and smoke that
smudge and smear walls, ceilings, work

areas and utensils All of which must be
scrubbed and scoured All of which
cost money All of which you can wash
your hands of because electricity cooks
clean So, from steamers to ovens, it's

wise to electricize

Detroit

Edison

A good part of your life.



Steve Zeller, Spartan Retail Operations Counselor (left) meets weekly with Carl Murphy, General Manager of Busch’s Valu Land.

RETAIL CONSULTATION

Assisting with merchandising efforts.

“By utilizing the services of a Spartan retail operations
counselor, we have a vital information link between
Busch’ Valu Land and Spartan headquarters. Through
regular weekly contact, our counselor not only assists
with the development of our weekly ad, but he offers a
valuable exchange of ideas, assesses situations
throughout our stores and helps us generate more sales
through advertising and promotional efforts. He keeps
us informed of products, prices, new services and
programs and offers marketing strategies that have been
successful for other retailers. Saving ustime, money and
worry are just some of the ways Spartan retail operation
counselors help retailers compete more effectively. They
share their “hands on”experience and knowledge of the
grocery industry with our people and guide them through
important merchandising decisions. We enjoy Spartan’s
“team effort” approach to getting the job done. By
working together over the past 14 years, their services
have helped us succeed in many aspects of our operation. ”

Spartan Stores, Inc. is a retailer-owned cooperative
wholesaler serving 500 independent members
throughout Michigan, Indiana and Ohio.

Join successful Spartan retail customers like

John Busch who have invested their future

with Spartan Stores.

For more information, call 616-878-2461

or write New Business Development, Spartan Stores, Inc.,
P.O. Box 8700, Grand Rapids, Ml 49518.

T ogether

W e serve



MLCC NEWS

Deposit law changes take

effect June 1

Wine and spirit coolers, currently ex-
empt from Michigan's deposit law,
must be sold in containers requiring 10-
cent deposits beginnng June 1. A mixed
spirit drink is defined as “a drink con-
taining 10% of less alcohol by volume
(20 proof), or other spirit based
beverage, regardless of the percent of
alcohol by volume, that is manufac
tured for sale in a metal container.”

The Michigan Liquor Control Com-
mission has set the following dates a
guidelines for implementation of the
new requirements”

« March 1, 1989 — Nosale of

product in non-deposit containers

from manufacturers to whole-
salers.
e May I, 1989 — No sale of

product in non-deposit containers
from wholesaler to retailer.

e June 1l 1989 — No sale of
product in non-deposit containers
from retailer to consumer.

"The above schedule is voluntary,
but it would appear at least this amount
of time is necessary to assure as nearly
as possible that non-deposit containers
are removed from the distribution sys-
tem prior to June 1,” explained Dan
Sparks, MLCC Director of Executive
Services.

Deposit containers may be sold prior
to June 1

The Liquor Control Commission will
be distributing the affected spirit drink
codes in unlabeled containers to licen-
sees until the wunlabeled stock s
depleted, or until April 30. After that,
all the affected codes will be labeled for
deposit. As the LCC’s unlabeled stocks
are depleted, licensees could begin
receiving labeled products within the
next few weeks. When this labeled
stock is sold to consumers, the deposit
should be collected.

Licensees will be charged for
deposits at the time of purchase from
their respective state stores and the
deposit amounts will be detailed on the
invoice. Licensee will receive refunds
by returning the deposit containers to
their state stores in full cases with caps
removed. Those wishing to have their
empties returned via a private trucking
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firm can do so at their expense and
should check with their store manager
and cartage company for details.

Licensees will be required to affix a
deposit label to each mixed spirit drink
container in stock that is not labeled.
The labels can be purchased from the
state stores starting May 1, 1989.

As with any returnable container,
deposits on mixed spirit drinks must be
redeemed in cash. Both the licensee
and the Commission may refuse to ac-
cept any container that does not contain
the proper label information or is
returned in an unsanitary condition.

Industry analysts are unsure of what,
if any, effect deposits will have on al-
ready slumping wine cooler sales. Wine
cooler shipments dropped 25 to 30 per-
cent last year compared to the year

COOKING

before, according to the Lempert
Report. At the industry's peak, 100
companies were making wine coolers.
Today, the leaders — Seagram and
Bartles & Jaymes — dominate as much
as 65 percent of the market. The top
five wine cooler companies now ac-
count for 95% of the market.

No more 5-cent deposits

After June 1, 1989, all beer and soft
drink containers, even refillable ones,
will have to carry 10-cent deposits.
Currently, some generic, refillable con-
tainers carry 5-cent deposits.

Retailers will be required to charge
the minimum 10-cent deposit beginning
June 1. Manufacturers and wholesalers
have been advised by the MLCC to
phase out 5-cent containers prior to June
1.

The change-over to 10-cent deposits
may begin prior to June 1, but the sale
of 5-cent containers after that date will

be a violation of Michigan’s deposit
law.

ELECTRICALLY
IS LESS COSTLY.

SO UNLESS
YOU HAVE

MONEY TO BURN...

Consider Electricity It's efficient by

design More of the heat energy goes
directly to the product There'salso less
maintenance Cleanup is easier And
replacement costs are lower When
you know all the facts— from fryers to

broilers - it'swise to electricize

Detroi,
dison

A good part of your life.



TO: “Retallers”
FROM: The “Suppliers”

An Invitation To Attend
AFD’s Annual

Parade of Products

Trade Show Exposition

at

Fairlane Manor, Dearborn

Tuesday, April 18th
12:00 Noon to 8:30 P.M.

* Visit the Exhibits -
» Sample the Products ¢
* Win $1,000 - or a trip to New Orleans -
» Attend special Q & A Sessions -

» Learn about new services -

- See the full product lines ¢
* Watch the new ’’Point of Sale Demonstraions”
* Win gifts & prizes offered by All the Exhibitors e

» Hear what new ideas the LCC has developed -

The Suppliers of our Industry cordially invite their customers
the RETAIIERS - to see our

Industry on Parade!!




Valu Land Super Markets
Win ‘Excellence In

Merchandising’ Award

Reston. VA —The National Grocers
Association (N.G.A.) is pleased to an-
nounce that Valu Land Super Markets,
Sterling Heights, MI, has won the
category award for Best Produce
Department Merchandising Event in the
1989 N.G.A. ‘Excellence in
Merchandising' competition.

To coincide with Valu Land's
‘Country Day’ theme, the produce
department built an original cider mill.
The cider mill was built out of lumber
and decorated with various articles such
as Indian com. husks, pumpkins, and
gourds. The store staff tried to create an
event that would excite customers as
well as involve employees. Bulk cider
and apples were advertised during the
four-week promotion. As a result, the
produce department increased sales
15%; total store sales increased 10%.

The winning entries were selected
based on their use of signage, design,
color; creativity and originality; con-

Industry News

tinuity of presentation; overall effective-
ness of presentation; cross- merchandis-
ing and tie-ins; employee involvement;
and overall results of merchandising.
The winners will be featured as part of
an in-depth study on merchandising
techniques to be held at the Early Bird
Session of the 1989 N.G.A. Convention
and Exhibition on January 30, at 8 AM.
at the Las Vegas Convention Center. In
addition, ‘Excellence in Merchandising'
competition winners, runners-up. and
other honorees will be featured in the
Wi inter 1989 issue of National Grocer,
the N.G.A. quarterly magazine. The
contest and program are sponsored each
year by N.G.A. and Lever Brothers.

The National Grocers Association is
the national trade association with over
2,400 members operating over 40.000
stores in the small business sector of the
food distribution industry. Retail and
wholesale grocers hold full membership
in N.G.A.; sixty state/local associations
and 105 manufacturer/suppliers hold as-
sociate membership in N.G.A.
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Food Industry
Veteran Dies

Food Industry
Veteran Walter
Lorber. died

February 24. 1989.
Wally began his
grocery career
with Vlasic Foods
in 1938. He joined
abner Wolf. Inc.,
in 1954 and was
honored as the
recipient of the
first annual Wholesaler Award as the
Salesman of the Year in 1966 by The
Associated Food Dealers of Greater
Detroit. He retired in 1976, but came
out of retirement to join Paul Inman As-
sociates until 1987.

He is surviced by his son Jack, his
daughter lllaine Packman, and a brother
and sister, Joseph Lorber and Ervina
Faigel. Suggestions for tributes are the
Kresge Eye Institute or the American
Diabetes Association.

DETROIT, INC.

EXTENDS A SINCERE
THANK YOU TO ALL
THE RETAILERS IN THE

METROPOLITAN

DETROIT AREA FOR

YOUR SUPPORT

RED
ROSE

(313) 937-3500



Manufacturer's Corner

Stephen’s NU-AD Inc.

A Dream From Long Ago

and Far Away

The story of Stephen's
NU-AD Printing and
Publishing is the story of
Louis J. Stephen. The com-
pany that today is a viable
force in Metro Detroit's
handbills and direct-mail ad-
vertising scene began in the
mind of a young man a long
time ago on a continent far

away.

Born in Baghdad, Iraq,
Louis Stephen began his
career in the printing in-

dustry at the ripe age of 11,
when during World War 1l
British publishers in Bagh-
dad took a liking to him and

hired him to clean a
Linotype (typesetting)
machine. The inquisitive-

ness of this youth quickly
turned into a desire to learn,
and soon he was operating
the Linotype as well as
cleaning it: and a life- long
love affair with printing and
the graphic arts had begun.

He began working in
1941 for the ‘lrag Times',
an  English-Arabic  daily
newspaper, until graduating
from high school in Bagh-
dad in 1949.

Louis Stephen came to
the United States in 1950
and attended Wayne State
University, advancing his
knowledge in the graphic arts and print-
ing. He worked for several Detroit
printing firms until joining Eddy Combs
in 1965 as partner in a typesetting busi-
ness on the west side of Detroit. Shortly
after that. The Louis Stephen Co.
opened its doors in 'Printers’ Alley’ on
the east side of the city.

The early years in business were
spent selling the job, setting the job,
delivering the job and billing the job, in
addition to melting metal, sweeping
floors and anything else that needed at-
tention in a 20~ X 60" space.
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Today, Stephen's NU-AD, Inc. oc-
cupies an entire block in East Detroit
(17630 E. 10 Mile Road, Phone 777-
6823). The complex houses a graphic
arts and typesetting department, a
camera and platemaking department,
and three state-of-the-art newspaper size
Web printing presses. The corporation
primarily serves the Metro Detroit food
and beverage industry, printing weekly
circulars for the independent merchants
and wholesalers of southeast Michigan
(supermarkets, drug stores, tire and fur-
niture dealers, promotions for profes-
sions, etc.).

NU-AD boasts a staff of

30-plus skilled employees
who serve their clientele with
creative  graphic  designs,

typesetting, copy writing,
printing and public relations
for virtually every printing
need. Louis J. Stephen ser-
ves as President and Chief
Executive Officer, oversee-
ing all phases of operations.
He now works hand-in-
hand with his son Joseph,
daughter Mary Lane and son-
in-law ~ William Lane in
making Stephen’s NU-AD a
viable marketing force.
Mr. Stephen maintains
close contacts with his Irag-
Chaldean community, work-
ing with the Chaldean
Catholic Diocese and several
other community organiza-
tions, including the Chal-
dean-lragi  Association of
Michigan and (as an
honorary member) the Chal-
dean- American Ladies of
Charity.
A well-known face in the
Metro Detroit food industry,
Mr. Stephen has been a sup-
porter and member of the
Associated Food Dealers for
many years. He received
AFD’s commendation award
in 1981 for coordinating the
Michigan Chronicles' special supple-
ment regarding merchants in the City of
Detroit. As a member of AFD’s Board
of Directors, he chaired the 1987 Trade
Dinner and is currently a member of the
Public Relations Committee; and still
finds time to be in close contact with
hundreds of its members.

It has been a long time since a young
Iragi man dreamed of owning his own
business in America — and today,
Stephen’s NU-AD stands as testimony
to the dream

Give him a call.
for you, too!

He will find time



Year after year, The Associated Food Dealers

of Michigan works diligently to guard the honor
of an honorable profession.

Sincere best wishes to the new Officers
and Directors.

Louis J. Stephen

CREATIVE ADVERTISING AND PRINTING

Working side-by-side with AFD members and the independent
merchants of Metro Detroit to provide quality typesetting,
layout, design and printing services, for over 25 years!

17630 EAST TEN MILE ROAD « EAST DETROIT, MI 48021

PHONE (313) 7 7 7 = 6 8 2 3 FAX (313) 777-1434

Member— Associated Food Dealers



Hits and Misses

The Annual

Lempert Report

Lempert’s Hits ana Misses

HITS

1 OIld Fashioned Quaker Oats.
What can you say about a product with
packaging so distinctive that you can
find it blindfolded in any food store?
The folks at Quaker Oats weren't the
ones to invent the cholesterol/oat bran
connection, but they were smart enough
to capitalize on it and extend that tie to
their oatmeal products. Unlike some of
the other oat products, with all sorts of
junk added, this one just has 100 per-
cent natural rolled oats, as touted in its
successful commercials.

2. Arm & Hammer Dental Care
Toothpaste. Amazing — a product
which does exactly what it says it will;
not only does it freshen your breath and
whiten your teeth better than most
toothpastes on the market, it does so
without all the added chemicals. That’s
the hit!  Now if only the marketing
could do the product justice. Lousy
packaging and commercials do nothing
to get the customer past the idea that
they’re putting baking soda in their
mouths, which reminds them of un-
baked cakes.

3. MicroReady Indicator. This lit-
tle gadget, incorporated into Armour
microwave dinners, solves one of the
microwave's biggest problems: the
lack of cooking time uniformity. A
capsule attached to the dinner tray turns
blue when the meal reaches the proper
temperature.  Competitors should be
green with envy that they didn’t think
of it first.

4. Flavored Seltzers. Americans
love bubbles but they don’t want to
look like one, which can happen if you
drink too many sugar laden sodas. We
will go out on a limb and predict these
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seltzers (without added sweeteners) will
replace Coke and Pepsi as the top
beverages by 1992.

5. My Own Meals. This five-item

line of microwaveable dinners for
children has the right idea: offering a
preservative-free product specifically

geared to the youngest microwave users.
The graphics on the outside of the pack-
age are just nifty for kids. If only the
inner packages didn't make it look like
food you'd take on a camping trip.

6. Spago’s Original California
Pizza. Sausage & Herbs. Four
Cheeses. Spicy Chicken. Frozen pizza
was never like this before and we
couldn't be happier. While three-
fourths of all frozen pizzas are made
with cheese substitutes, Wolfgang Puck
has updated this classic with all-natural
ingredients, interesting seasonings, and
great taste. In this convenience era. we
think the toll-free home delivery line is
a smart plus.

7. Smartfood Popcorn. Smart
company. Great packaging, which in-
forms and amuses. Great product, a
tasty all-natural cheese popcorn made

with aged cheddar cheese. No more of
those telltale orange stains on your
fingers that last for days.

8. Prepared Foods-To-Go. We re
not talking about your basic macaroni
and cheese at the deli counter here.
What we're talking about is the wave of
the future — interesting, ready-made
meals, such as stuffed flounder or cur-
ried chicken, which can be picked up at
the supermarket on the way home from
work and microwaved in a few minutes.
Restaurants, beware.

9. Single-Serving Frozen
Vegetables. Companies such as Stokel
y. Diamond A and Green Giant have
figured out that there are a lot of smaller
households with busy members looking
for convenience. These single,
microwaveable portions minimize
waste and allow for lots of mixing and

matching.

10. Olive Oil. This product is suc-
cessfully trading in on Americans' in-
terest in lowering their cholesterol
levels and is now the fastest-growing
segment within the cooking oil

category. With the high quality of some
products out there and the versatility of
uses, olive oils are just starting to hit
their stride.

MISSES

1 MicroMagic Milkshakes. We
have only one question about this
product: Why? Although we under-
stand that manufacturers are trying to
encourage microwave use, coming up
with products solely for that purpose
seems ludicrous to us. While putting a
frozen milkshake in the microwave and
having it come out cold has some
novelty, who really cares?

2. Slice. This juice-added soft
drink, as you may recall, made our 1985
‘Hits' list. It appealed specifically to



times a day.

That’s how often General Foods products find
their way from your store onto America’s tables!
For any meal occasion, breakfast, lunch, dinner, or

anytime in-between, our brands meet the changing
needs of today’s consumers.

Our customer service programs support your efforts to
profitably reach the consumers 20 million times a day. GENERAL

FOODS

General Foods...leading in customer support services.

GENERAL FOODS USA « GENERAL FOODS COFFEE AND INTERNATIONAL « OSCAR MAYER FOODS CORPORATION



Baby Boomers looking for ‘healthier
alternatives to regular soft drinks and
paved the way for no less than 10 im-
itators. Then Pepsi blew it by introduc-
ing a cherry cola variety; consumers
took a good look at Slice and discovered
that the main ingredient of juice being
used did not match the flavor on the
front. Uh-oh. Grape or apple juice may
be cheaper than other juices, but Slice
has paid handsomely for the mistake.

3. Seven-Up Gold. There's nothing
wrong with the spiced soft drink itself
tastewise. but the concept seems to have
backfired. We assume Seven-Up didn't
want this addition to their line to be
compared to a cola or it would be called
a cola. Then why the look of a cola?
This journey into beverage limbo isn't
getting them anywhere.

4. Fruit Yummy Mummy with

Hits and Misses

Monster Mallows. Frankly, the idea
horrifies us. Why. in this time of nutri
tion-consciousness and  overweight
youngsters, did General Mills choose to
introduce yet another presweetened
cereal, with a ghoulish concept to boot?
Artificial fruit flavor, frosted cereal,
vanilla flavored marshmallows — yet
the company has the nerve to say it’s
part of a nutritious breakfast because it
has eight essential vitamins and iron.

5. Refrigerated Pasta. Yuppie
fever gone wild. The fresh pasta is far
more expensive than the plain old boxed
variety, the difference in cooking time
is insignificant, the ingredients no more
healthy and the taste difference inconse-
quential. What a price to pay for ar-
guably more convenience!

6. Michelob Dry Beer. Dry beer
may have taken Japan by storm, but at

MAKE LIQUOR
ORDERING
EASIER!

With The Beverage Journal Deluxe
Inventory Control System

Reduce the time you spend figuring out orders and keep better track of
your orders and inventory at the same time with The Beverage Journal Deluxe
Price List/Inventory Control System. Easy-to-use- system allows you to view
the entire MLCC price list quickly and easily. Then track your order for a full

14 weeks!

With The Beverage Journal Deluxe Price List/Inventory Control System

you get:

e All MLCC codes and prices, updated quarterly directly from MLCC

computer databases.

» Space to track inventory and orders for 14 weeks. Record stock on hand

and what you order each week.

« A handy three-ring binder, so your price list is

always handy and easy to use.

Customize your system the way you like it
* Mix Special Order and Board listed products
together in one handy list — or keep them separate in

two sections.

« Arrange products in alphabetical or code num-

ber order.

ONE YEAR
SUBSCRIPTION JUST

$75

INCLUDES BINDER AND 4
QUARTERLY PRICE LISTS

* Delete categories or sizes you don’t order.

THE BEVERAGE JOURNAL

(313) 287-9140

least the Japanese dry beer has higher
alcohol content to show for it. This
seems like a last-ditch effort to save the
brand. Incidentally, dry beer isn't the
hot new trend it’s cracked up to be.
Anybody ever hear of Rheingold?

7. Oreo Cookies 'n Cream Fudge-
Covered Snackwiches. Okay, we cry
‘uncle’! Let's stop this madness of line
extensions ad nauseum. True, Oreos
are popular cookies, but that thick white
cream in the middle is a lot less appeal-
ing when you think of it as lard-based.
The latest perpetrator is a frozen novel-
ty which comes six to a box.

8. Kellogg's Cracklin® Oat Bran.
He who gives with one hand takes with

the other. Looking to exploit
America’s newfound love affair with
oat bran, which helps reduce

cholesterol levels, Kellogg’s is eager to
tell its story. What it didn't tell us is
that the product when first introduced
also contained coconut oil, which has
twice as much saturated fat as lard and
is one of the worst cholesterol of-
fenders. They did change their formula
when consumers complained - but why
wait to be caught? Shame, shame.

9. Flavored Microwave Popcorn.
First, this traditional snack was elevated
to a healthy food, endorsed by The
American Cancer  Society, The
American Dental Association and The
American Dietetic Association. Then it
became a trendy food, as ever-so- con-
venient microwave popcorn helped
sales soar. So what did manufacturers
do? Add back in all the unhealthy stuff,
like salt, sweeteners, artificial flavors
and chemicals so they could sell
varieties like sour cream and onion or
caramel com. Then they made it incon-
venient by providing different season-
ing packages that had to be mixed in to
the popcorn bag (and isn’t exactly
mess-free). We give up.

10. Frozen microwave entrees.
We don’t mean to condemn a whole
freezer case section, but some of the
biggest manufacturers have given the
entire category a bad name and caused
a serious skid in sales. Initially, they
had microwave users eating out of the
palm of their hand. But that ardor has
been quenched by poor taste,
uninspired additions and inflated prices.
Besides, what do you do with the plates
after you’ve saved the first 1,000?
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LONDON'S FARM DAIRY

‘FROMME TOYOU
IN 18 HOURS
ORLU

At London’s Farm Dairy, we process

our milk according to the highest

standards in the industry. Then deliver it

to your shelf within 18 hours-so you get it fresh!

Making sure you get the best of dairy products is a 50-year old
London's tradition-one we don't intend to put out to pasture.

2136 Pine Grove PO Box 610887 Port Huron, Ml 48061-0887
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ew Program

Food Safety is Our Top Priority

By William S. Kies, Senior Vice President
Food Marketing Institute

Our nation's food supply is undoub-
tedly the safest that it has ever been.
The protections built into food growing,
processing and preservation are stronger
and more comprehensive than at any
time in our history.

However, food safety is something
that can never be taken for granted, nor
should it be. Recent books and articles
spreading alarm on such issues as pes-
ticide residues, salmonella in poultry,
and listeria, therefore, should not be dis-
missed as simply an irritation, but
regarded as a continuing challenge to
make our food even safer tomorrow
than it is today.

The Food Marketing Institute has es-
tablished a Food Safety Task Force,
calling on the expertise of its members
to move toward this goal. This group
has developed a plan to promote public
policies that will insure the future safety
of our food supply, and to help con-
sumers understand the built-in

When your
customers

safeguards in our food distribution sys-
tem.

The program is in furtherance of a
long range goal, set forth by the FMI
Board almost two years ago, that FMI:

'‘Coordinate and accelerate activities
in the areas of product tampering, food
safety and other health risks, to help
maintain and strengthen consumer
trust.'

The task force presented its recom-
mendations to the FMI Board of Direc-
tors, and the plan was unanimously
adopted on October 28. 1988. Here are

the objectives of this far-ranging
program:

("
and implement activities that will

strengthen consumer know ledge of and
confidence in the safety of our nation's
food supply. This will include provid
ing information on the safe preparation,
handling and storage of perishable food.
Data will be given on chemical hor

depend on you,

you can

depend on us.

America's Leading Marketer
of Quality Assured
Foodservice Products.

SYSCO § FROST-PACK

3700 SYSCO COURT. SE .GRAND RAPIDS. MICHIGAN 49508

mones and other substances which may
be used in growing and processing
foods.

(2) Consumer Protection -- FMI will
foster comprehensive food safety train-
ing programs, and work with govern-
ment agencies; science and health or-
ganizations; and processors, in develop-
ing and disseminating safe food han-
dling. and pertinent labeling informa-
tion.

FMI will work with an industry-wide
food safety network, made up of all seg-
ments of the food industry, to encourage
the development and introduction of
technologies that enhance the safety of
prepared and fresh food.

(3) Industry Cooperation - FMI will
work with others in the food industry;

Consumer Confidence -- Developang government, health and science

professionals to develop consumer
nutrition and  health  information
programs for use in supermarkets. The
industry will continue to support a
voluntary perishable food dating sys-
tem, using only one date, a ‘sell by
date, with appropriate ‘best if used by’
information related to that date. The in-
dustry will continue to work coopera-
tively with government and manufac-
turers on notification of product recalls,
tampering recalls and related matters af-
fecting food safety.

(4) Public Policy - FMI will urge
that government authority and respon-
sibility for food safety be assigned to a
single government agency, with suffi-
cient resources to do the job properly,
and to insure public confidence. FMI
believes that government regulations
must be consistent.

Food products that cannot be deemed
safe by the government agency should
be removed from the market before they
reach the retail level. The federal
government should be responsible for
determining the presence or safety or
various chemicals, additives and pre-
servatives used in growing and process-
ing foods.

The program, highlighted above, will
result in the food industry working
cooperatively not only to make certain
that food safety continues to be our
number one priority, but also that the
consumer is constantly reassured about
the safety and wholesomeness of the
food we sell.
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Detroit Edison

Food Service

Over Easy and Well Done

Electricity consistently serves it up just the way you like it
sizzling with profits and efficient through and through.

The secret is keeping food and food preparation costs down.
Electricity cooks with less waste, requires fewer calls for service
and maintenance and gives you more control.

Labor costs are minimized too. Not only is your kitchen safer
and cooler, it requires less cleanup time.

W hat's more, studies reveal that there’s less food shrinkage
with electric cooking, so you get more servings per pound.

Extra Helpings
We’ve cooked up some terrific programs to help make the
most of the electricity used in your kitchen:
» Consultations on equipment, kitchen design and cooking
trends
* Seminars featuring the newest developments, comparative
advantages and proper use of commercial cooking equip-
ment
* Literature detailing the latest product and food service in-
formation
All of these programs are prepared to help you enjoy a more
profitable, more efficient business. And they're "on the house. "

Our Treat
If you re considering remodeling or changing a part of your
operation to electricity, consider our incentive program.
For each piece of qualifying equipment you install, we'll treat
you to an equipment incentive that could save you hundreds of
dollars.

ReCIpe for Success
If our benefits, services and incentives sound good to you, try
this quick and easy recipe:
* | enclosed reply card | pen or pencil
Place the reply card on a clean, flat surface. Fill out with pen
or pencil and carefully stuff into the nearest mailbox. That's all
there is to it. No muss, no fuss and results are sure to please.

I'd like a few more lessons in Edison Ease. Please call me
with more information about:

| JRates [1 Interior Lighting
[1 Electric Manufacturing [ 1 Heating and Cooling
Equipment [ JEconomic Development

[1 Food Serice
[1 Security Lighting

[ 1 Business Energy
Management Program

Name Title

Company
Business Address
City State. ZIP

Business Phone ( )
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KOLD-DRAFT
OF DETROIT, INC.

Factory Distributor for the Food-Service Industry

NEWMICRO POPPER™ by LITTON

hk:h
PROFIT
ITEM

Model MP-1

One Button Push - Computer Shut-Off
Perfect Popcorn Every Time!

KOLD-DRAFT
Cube & Flake Ice Makers,
Ice Dispensers

LITTON

Microwaves, Jet-Waves
Micro-Popper

REMCOR

Ice & Beverage Dispensers

REYNOLDS/ALCO
Chunk et Ice,
Ice/Beverage Dispensers

AMERICAN-WYOTT
Compactors, Lowerators,
Hot-Dog Cookers.

Food Warmers.
Condiment Dispensers,
Electric Fryers

MULTIPLE X
Remote & Counter-Top
Beverage Dispensing Systems

EVERPURE
W ater-Filters/Cartndges  for
Ice. Beverage, Steam Tables

Lots of Ice/Lots of Protection

W
YEARS A
Parts & Labor R
R
A
YEARS
Evaporator N
Compressor T
Bin
Y
KOLD-DRAFT
ICE-CUBERS

KOLD-DRAFT OF DETROIT, INC.
8140 Greenfield, Detroit, Ml 48228
(313) 584-6440 - (800) 821-4983
Equipment, Parts, Service
WarrantyParts ReplacementParts

Call us for the name of your nearest dealer



Food Marketing

Institute Report

On January 1, 1989. the European
Economic Community (ECC) banned
imported U.S. meat citing the use of
growth hormones. As a result of this
dispute. U.S. consumers may have ques-
tions about the safety of our domestic
meat supply.

Should your customers have ques-
tions the following points compiled by
Food Marketing Institute may be help-
ful:

The U.S. believes this is an economic
trade issue: the ECC claims this is a
food safety issue.

The use of growth hormones has
been deemed safe by the U.S. Depart-
ment of Agriculture (USDA). Food and
Drug Administration (FDA), the World
Health Organization (WHO), the Food
and Agriculture Organization (FAO) of
the United Nations and the Codex
Alimentarius Commission (CAO).

Retailers and consumers can get
more information by calling USDA’s
toll-free Meat and Poultry Hotline, 1-
800-535-4555.  Hotline hours are 10
a.m. to 4 p.m.

Its Exceptional...

New Products

Bar Owner’s Hot Line

The newest innovation in mixology
training is taking Motown by storm!
The International Bartending Institute, a
division of Michigan based Hubbard
Enterprises. Inc. is celebrating it's grand
opening.

I.B.l. is part of a 35 school network
which spans the U.S. Founded in 1977,
I.B.I. has grown rapidly in the last
eleven years

The International Bartending Institute
of Detroit offers a training program that
is based on well-established and current
bartending prodedures, techniques and
trends. A one or two week course is
available as well as job placement assis-
tance.

Director. Al Hubbard, is currently
flooded with requests from country
clubs, hotels and restaurants for profes-
sionally traned and certified mixologists.

The current box office hit
"Cocktail” starring Tom Cruise has
helped glamourize bartending and
spurred more interest in the art of mixol-
ogy.

For more information cal the
Hotline at (313) 575-9090.

1.B.1

Only the finest ingredients, prepared with special care, go into

Awrey’s Best products.

Like Waldorf Coffee Cake. Authentic Danish pastry...
ripe, juicy apples .. .plump raisins . . .plenty of nuts
Top it with a delicate icing, and you’ve got a classic

And it’s only one of many ... Awrey’s Best.

Look for it in your bakery aisle,

in the distinctive green and

gold box.

Unmistakable on the
outside, irresistible on
the inside.

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

AWREY

BAKERIES, INC.

ATTENTION

ARE YOU
LOSING
MONEY

DUE TO:
* Employee theft ¢
* High food costs -
* High labor costs -
. Out of control
operating expenses ¢

Our experience shows thousands
of dollars annually are lost due to
these areas of concern

For assistance call today:
(313) 575-9033
Mtional Food and

Beverage Consultants



Goff Food Stores Address
Environmental Concerns
With New Biodegradable

Bags

Haslett, Michigan. Goff Food Stores.
Inc. proudly announces plans to start
using new hiodegradable bags in all four
of their stores. This decision was a
result of Goff’s conscious efforts to ad-
dress our country’s growing concern for
ecology. Goff will be the first super-
market operation in Michigan to replace
conventional plastic bags with the new
biodegradable version.

Biodegradable bags resemble their
counterparts in size and shape but unlike
plastic bags, biodegradable bags will
decompose naturally and safely in just 3-
6 years. Made from a bio-starch additive
combined with regular resins, they allow
for total decomposition without sunlight.
These non-toxic materials make the bags
environmentally safe for landfills and
municipal incineration.

President of Goff Food Stores. Walt
Goff comments: 'At Goff, we feel it is

New Products

our responsibility to react to this en-
vironmental issue. By taking the initia-
tive to use biodegradable bags, we hope
that other supermarkets will follow suit
and together, we can work to ensure a
brighter future for all.’

Goff Food Stores .. is a four store
grocery chain with locations in St. Johns,
Carriage Hills, Haslett and Holt.

New Gavina French Roast

Now Available Ground.

One of America s most popular roasts
among whole bean coffe drinkers is now
available ground, and elegantly pack-
aged. This rich, ready-to-brew coffee is
made especially for those who love their
coffee the way it's served in Paris
sidewalk cafes. It is a deep, continental-
styled coffee, darker than Espresso but
lighter than Italian Roast.

"Our family began on the continent
over 100 years ago, so we know old
world quality.” To order call 1-800-
GAVINAS. Roasted and packed by F.
Gavina & Sons, Vernon CA 90058

"JUST GIVE ME THE FAX, MA’AM" - Joe Friday

Monday thru Friday, it takes some detective work to sort out the best FAX
Equipment for the office. You owe it to yourself to see the HITACHI products.
HITACHI was one of the earliest manufacturers of FAX machines and because of
this experience, they provide the finest in both features and quality. We invite you to
investigate the HITACHI FACSIMILE TRANSMISSION line. Please call us to
see HITACHI FAX carry documents across town or around the world, as easily as
making a phone call. Daltons Inc. has been helping to improve business
communications in the Detroit area
for over twenty-three years
and we would like to serve you.

Come get the FAX!

48076

Call us at 569-6390
or FAX us at 569-6513



FMI
“AVENUES OF
OPPORTUNITY’

T here's no other place in the world where you can team more
on how to earn more than at the FMI Convention. It is the place t
explore all that's new for the supermarket, and this year it's better
than ever

Three unique "Avenues of Opportunity” will be featured for the
first time in 1989 concentrating on health and beauty aids,
pharmacy and new payment technologies for use at point-of-sale
(EFT/POS) Each 'avenue" will be lined with exhibitors showcasin
the latest products, services and equipment in the category. In
addition, visit hundreds of other exhibits that stretch wall-to-wall
across four floors of McCormick Place, attend eye-opening
operational workshops and take home a wealth of new ideas!

FMI is a working show that happens to be a lot of fun! It's the
industry's largest and most comprehensive event highlighted with
star-studded entertainment, a spectacular spouse program and, of
course, fabulous food. Don't miss this opportunity to see all that’s
new and exciting for the supermarket. Request your registration
packet by mailing this coupon to FMI today, or by calling AVl
Convention Services Department at 202/452-8444.

CAN PUT YOU ON EASY

STREET!

FMI 1989 Supermarket Industry

Convention « May 7-10
McCormick Place « Chicago, IL

Sounds like a great opportunity
Please rush me a registration packet for the 1989 FMI Supermarket
Industry Convention

Return To:

Mary Olsen

FMI Convention Services Department
1750 K Street, NW, Suite 700

Washington, DC 20006 FOOD MARKETING INSTITUTE



tasty fresh nuts

QUALITY
AND
SERVICE

FOR OVER 50 YEARS

Visit us at the AFD Trade Show
Fairlane Manor
Booth 604
Kar Nut Products Co. Ferndale, Ml
(313) 541-7870

Proud Sponsors of the 73rd Annual AFD Trade Dinner

HOWTO
IMPROVE
YOUR
DAIRY DEPARTMENT
PROFITS

CONTACT THE PEOPLE WITH THE
BEST CONSUMER ACCEPTED DAIRY PRODUCTS

QUALITY DAIRY PRODUCTS FOR YOUR GOOD HEALTH
31111 INDUSTRIAL ROAD
LIVONIA MI 48150

(313) 525-4000

T A K EA L O O K

Now that you ve seen the ben
efits of having Creative Risk
Management Corporation
administer your self-insured
workers’ compensation pro-
gram, take a look at our ser-
vices for:

« Employee Benefits

* Property & Casualty

e General Liability

Call Customer Services,
313/792-6355

A Lincoln National company

Member ol the national

ADMINISTRATORS



SUPPORT THESE AFD SUPPLIER MEMBERS

BAKERIES

Archway Cookies

Awrey Bakeries, Inc.

C & C Distributors
Continental Baking Co
Franchise Bakery

General Biscuit Brands
Hostess Cakes
Koepplinger Bakeries, Inc
S & M Biscuit Distributing
Stella D Oro Biscuits
Taystee Bakeries
Veri-Best Baking Company
Wonder Bread

BANKS,
Madison National Bank
Michigan National Bank

BEVERAGES.

Adolph Coots Company
Anheuser-Busch, Inc

Bettino Quality Beverages, Inc
Coca-Cola Bottlers of Detroit
EJ Wieferman Company
Everfresh Juice Company
Faygo Beverages, Inc

G Heileman Brewing Company
General Wine & Liquor
Goebel Brewing Company
Harvey Ewald

Hiram Walker Inc

House of Seagram

Hubert Distributors, Inc

J Lewis Cooper Company

L & L Liquor Sales Company
Mel Larsen Distributors, Inc
Miller Brewing Company
Pacific Ocean Pop Company

Paddington Corp
Pepsi-Cola Bottling Group
Powers Distributing. Inc

RM Gilligan, Inc,
Serv-U-MaticCorporation
Seven-Up Bottling Company
Squirt-Pak

Stroh Brewery Company
Towne Club Beverages
Vernors. Inc

Vic Wertz Distributing
Viviano Wine Importers, Inc
Warner Vineyards

Wayne Distributing Company

532-2427
522 1100
283-8693
868-5600
674-4671
584-1110
868-5600
967-2020
893-4747
893 4747
476-0201
398-6830
963-2330

5482900
489-9100

540-0654
354-1860
946-6300
897 5000
521-8847
755-9500
925-1600
941-0810
353 5040
567-6667
527-1654
626-0575
262-1375
858-2340
835-6400
362-1801
873-1014
(414)259-9444
591-2560

366-6450
362 9110
682-2010
557-9440
528-0694
937-3500

(616)396-0591
567-4000
756-4880
8338500
293-8282
883-1600

(616)657-3165
427-4400

BROKERS/REPRESENTATIVES:

Acorn Oaks Brokerage
Ameri-Con, Inc

Arlana Food Brokers

Bob Arnold & Associates
Charles Mascari & Associates
Chuck Batchetler Company
City Foods Brokerage Company
Conrady-Greeson Company
Estabrooks Marketing

J B Novak & Associates
James K Tamakian Company
Marks & Goergens, Inc
Mashour Food Brokers
McMahon & McDonald, Inc
Mel Larson Distributors
Northland Marketing

Paul Inman Associates
Pfeister Company

Sahakian, Salm & Gordon
Stark & Company

United Salvage Company
VanDusen, Hall, Stevens. Inc

CANDY & TOBACCO:
Central Sales

Eastern Market Candy/Tobacco
Fontana Bros. Inc

Wolverine Cigar Company

CATERING/HALLS:
Gourmet House. Inc

Mark of Excellence Catering
Pennas of Sterling

Phil's Catering

Southtield Manor

Tina's Catering

30/The Food Dealer —

967-3701
478-8840
567-6011
646-0578
399-0950
559-2422
894 3000
362-0800

(517)548-3750
752-6453
424-8500
354-1600
565-2030
477-7182
873-1014
353-0222
626 8300
591 1900
968 4800
851-5700
772-8970
5673865

843-6600
567-4604
868-8600
554-2033

771-0300
353-6161
978-3880
751-0751
352-9020
949-2280

1989

CONSULTANTS
Bellanca, Beattie. DelLisle
Kindred Corporation
National Exposition Services

DAIRY PRODUCTS.
Borden Company, The

C F Burger Creamery

Melody Farms Dairy Company
Stroh's Ice Cream

Tom Davis & Sons Dairy

DELICATESSEN
Dudek Dell Foods
Plus Marketing

Row Bur Distributors

DENTISTS
Richard E Klein DDS PC

EGGS & POULTRY
Epco Foods, Inc
Capitol Poultry

Linwood Egg Company
Mendelson Egg Company
MclInerney-Miller Brothers
Oualmann Quality Egg Company

FISH & SEAFOOD
Hamilton Fish Company, Inc
Michigan Food Sales
Salasnek Fisheries, Inc
Standard Fish Dist

Tallman Fisheries

Wilcox & Sons Fisheries

FLORISTS:
Flower Menageri
Livernois-DavisonFlorist

FRESH PRODUCE

Faro Vitale & Sons, Inc

Harry Becker Produce

M B C Foods

Michigan Repacking & Produce
Tony Serra & Sons Produce
Vitale Terminal Sales

ICE PRODUCTS:
Midwest Ice Corporation
New City Ice Co

INSECT CONTROL:
Rose Exterminators

882 1100
625-7212
865-1000

583 9191
837-6000
525-4000
567-0589
583-0540

891-5226
895-7587
852-2616

547-2910

875-4040

567 8200
(517)427 5858
524-9550

541 4060
833-4800
468-0351

832-6100
8827779
567-2000
871-1115

(906)341-5887

(906)437-5407

771-0011
933-0081

393-2200
841-2500
963-0746
841-0303
758-0791
393-2200

868-8800
485-0430

588-1005

INSURANCE/PENSION PLANS

Blue Cross & Blue Shield
Creative Risk Mangement Corp
DOC Optical Centers
Financial Guardian, Inc
Frank P McBride, Jr, Inc
Gadaleto, Ramshy & Asso
Jackson Park Agence

KA Tappan & Associates
Rollins Burdick Hunter
Mitzel Agency, Inc
Monroe-George Agency
North Pomte Insurance
Prime Underwriters, Inc
Ward S Campbell, Inc

486-2229
792-6355
354-7100
649-6500
445-2300

(517)351-7375
381-7000
354-0023
962-6442
773-8600
646-0311
358-1171
837-8737

(616)531-9160

INVENTORY/BOOKKEEPING7TAXES:

Abacus Inventory Specialists
Goh's Inventory Service
Menczer 8. Urcheck P C
Quality Inventory Specialists
RGIS Inventory Specialists
George R Shamie. JR,P C

MANUFACTURERS:
Absopure Water Company
Carnation Company

Del Monte Sales Company
Don'’s Chuck Wagon Products
General Foods Corporarion
General Mills, Inc

Groeb Farms

Hamillon Meat Pie Co
Hills Bros Cottee

Home Style Foods, Inc

J N Bech. Ltd

Kratt Foods

Lancia Bravo Foods

Milton Chill Company
Nabisco, Inc

852-9156
353-5033
356-1320
771-9526
978-1810
474-2000

459-8000
851-8480
968-1111
771-9410
427-5500
642-2894

(517)467-7609
582-2028
851-5774
874-3250

(616)264 5080
261-2800
(416)766-7631
585-0300
478-1400

Philip Morris USA

Prince Macaroni ol Michigan
Proctor & Gamble

Red Pelican Food Products
Satie Bros Farm Pickle Co
Shedd s Food Products
Slehouwer Frozen Foods
Tony Packo Food Co

Tonys Praa Service

855-6454
772-0900
336-2800
921-2500
949-2900
868 5810

(616)453-2471

(419)691-1953
(517)224-9311

MEAT PRODUCERS/PACKERS

Bob Evans Farms

Butcher Boy Meals

FIm| Sausage Works
Guzzardo Wholesale Meats
Hartig Meats

Herrud & Company

Hygrade Food Products
Kowalski Sausage Company
LKL Packing, Inc

Maxwell Foods, Inc

Naser International Wholesale
National Chile Company
Oscar Mayer & Company
Osten Meats

Potok Packing Company
RE Smith. Inc

Ray Weeks & Sons Company
Sheldon s Packing House
Smith Meat Packing, Inc
Switt-Eckrich

Thorn Apple Valley, Inc
Winter Sausage M Ig, Inc
Wolverine Packing Company

MEDIA

Arab & Chaldean TV-62 Show
Daily Tribune

Detroit Free Press

Detroit News

Macomb Daily

Michigan Chronicle

Michigan Grocery News

The Beverage Journal
WDIV-TV4
WJIBK-TV2
WWJ-AM/WJOI-FM

422-8000
771-9880
239-3179
833-3555
832-2080

(616)774-0711
464-2400
873-8200
833-1590
923-9000
464-7053
365-5611
464-9400
963-9660
893-4228
894-4369
727-3535

(517)834-2218
985-5900
937-2266
552-0700
777-9080
568-1900

352-1343
541-3000
222-6400
222-2000
296-0800
963-5522
357-4020

287-9140
222-0643
557-9000
222-2636

NON-FOOD DISTRIBUTORS,

Gibraller National Corporation
Items Galore

Ludington News Company, Inc
Sandler-Stone Company
Warrior Martial Arts Supplies

OFHCE SUPPLIES:
City Office Supplies

491-5610
774-4800
925-7600
333-4300
865-0111

885-5402

POTATO CHIPS/NUTS/SNACKS:

Better Made Potato Chips
Cain's Potato Chips

Detroit Popcorn Company
Express Distributors
Frito-Lay. Inc.

Jay s Foods. Inc

Kar-Nut Pioducts Company
Metro Snacks

Nichlas Distributors

Variety Nut & Date Company

925-4774
756-0150
531-9200
853-7733
287-4550
326-1860
541-7870
525-4000
571-2447
268-4900

PROMOTION/ADVERTISING:

Action Advertising Distributors
American Mailers

Gateway Outdoor Advertising
Haan Display Sign Service
Orient Printing & Advertising
PJM Printing

Stanley's Advertising Service
Stephens Nu-Ad. Inc,

REAL ESTATE:

Butts & Company/Earl Keim
Coldwell Banker

Kryszak Enterprises

O'Rilley Really & Investments
Sarafa Realty

SERVICES:

AJ Shaheen Electric Company
Checkpoint Systems

D/A Central, Inc

FD Stella Products

Guardian Armored Security
Intro Marketing

964-4600
842-4000
544-0200

(616)243-3223
547-7474
535-6400
961-7177
777-6823

644-7712
559-1300
362-1668
689-8844

8515704

792-4656
592-8300
399-0600
341-6400
868-1500
646-8655

J R Marketing & Promotions 2962246
M & H Supply Co 15150
Marketplace Services 7450
Retail Demonstrators 846-700
Sales Control Systems 356000
Vend-A-Malic 585-7700
SPICES & EXTRACTS
Rafal Spice Company 259-63B
STORE SUPPLIES/EQUIPMENT:
Ameri-Pro Systems Corp (419)693-3276
Belmont Paper & Bag Company 4916550
Black Jack Iron Works 8337677
Brehm Broaster Sales (517427538
Bunzl-Delroit 334 500
Central Alarm Signal. Inc 864-80D
DCI Food Equipment 3165
Garden Company 567-585
Hobart Corporation 697-706
Kasco Atlantic Service Co (800)631-7650
MM I Distributing 582 40
Market Mechanical Services 5466640
Michigan Bakery Supply Co 571-330
Midwest Butcher & Deli Supply 325H0
Motor City Electronics 5604080
Party Maker 281171
Professional Floor Maintenance 80531
RefrigerationEngineering (616)453-2447
Superb Vacuum Cleaners 491-300
WAREHOUSES:
Boag Cold Storage Warehouse 964-300
WHOLESALERS/FOOD DIS-
TRIBUTORS:
Abner A Wolf. Inc 33300
Bernea Food Services. Inc (616)6%4 948
DSM Food Products, Inc o1 BB
Detroit Food Service Company 82270
Foodland Distributors 5327
Food Marketing Corporation (219/483-2143
Jerusulem Falafil Mfg 535
Kap's Wholesale Food Services 961-6560
Kramer Food Company 585810
Lipari Foods 469017
M & B Distributing Company 8BLD
Metro Grocery. Inc, 871 Al
National Wholesale Foods 8417730
Norquick Distributors 523100
Northwest Food Co of Mich 368-2500
Pellerito Foods 831 34
Philip Olender & Company 921-3310
Rainbow Ethnic & Specialty Foods 646-061
Raskin Foods 759-318
Scot Lad Foods. Inc. (419)228-3141
Sherwood Food Dist 366310
State Wholesale Grocers :
ASSOCIATES: 2193515
ﬁman_o America, !ng, 27414
merican Synergistics, Inc.
Bureau of State Lottery (517)887660
Cliff Scepansky Associates
Danor Corporation 32;32
Greal Lakes Mushroom Co-Op p
H & S Distributors eI
Herman Rubin Sales Company 354'64?3
Hubbard Apiaries (517)4:275'2702512
Ellndr(?d Corporquon 235 012
oyd's & Associates BT
Lauren Kachigian Distributors 776.0850
Miko & Associates 5011234
Motor City Ford Truck 885-231
VIP International
W A Taylor & Co. 588

Wileden & Associates



Prince
S

WITH PROFITS

CELEBRATE NATIONAL PASTA MONTH IN OCTOBER WITH THE MANY FINE PRINCE
PRODUCTS AND WATCH YOUR PROFITS GROW!

THE PRINCE COMPANY, INC.

26155 Groesbeck Hwy < Warren. Ml 48089 ¢ Phone 313 772-0900



It belongs inevery president? cabinet.

Premium whisky, unrivaled in quality and smoothness since 1858.

gift of Canadian Club anywhere in the U.S.A. Call 1-800-238-4373. W id where prohibited.
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