HAPPY NEW YEAR
L ooking B a ck at N o v em b er E le ctio n R esu lts G ives
Us In sigh t in to M ic h ig a n ’s L eg isla tiv e F u tu re.
by Karoub & Associates

George Bush. Democrats
were doing well across the
country and appeared well
on the way to maintaining
their convincing margin in
both Houses of Congress.
As election tallies contin ued to roll in, Michigan
House Republicans began
to pick up seats. The next
morning it was semi-official: Republicans had cap

I t ' s A FD ScholarshipT im e
Please be sure to read page 21. Your children, your
employees or your employees' children could qualify
for a college scholarship. This is one of the benefits
of AFD membership. Be sure to take advantage of it.

tured control of the House
by the slim margin of 5654. Researchers quickly in
formed that for the first
time since 1968 the House
would have a Republican
plurality. Moreover, it
meant that the Governor's
Office, the Senate and
House would all be under
Republican control.
. . .or so it seemed.
Two days later a transpo
sition error was discovered,
LEGISLATIVE UPDATE
calling into question elec
tion results in the 29th
R egulations d iscu ssed fo r b iotech House District. Preliminary
related foods
reports indicated incumbent
Last summer, the U.S. Food food safety and new technolo
Dennis Olshove (D-Warren)
and Drug Administration pub gies is whether the basic char
was defeated by 48 votes: a
lished its policy for regulating acteristics of a food are
recount gave Olshove the
the safety of new varieties of
changed. He says the FDA
victory by 12 votes.
foods, including those pro
recognizes the processes as
As of this writing, the
duced through biotechnology. safe if they fall within estab
House is deadlocked in a
FDA says food products —
lished criteria and that poten
55-55 tie.
not the method by which those tial safety becomes an issue
Additionally, Michigan
products are developed — will only if the new product con
voters decided the fate of
be reviewed under existing
tains a trait it traditionally
laws.
four ballot issues, approving
would not have, such as
FDA spokesperson Brad
allergens.
one and denying three. Ap AFD Turkey Drive participants pose fo r the camera before handing
Stone says the rule of thumb in
out gifts o f turkeys and soft drinks.
proved was a proposal
specifying term limitations
See Turkey Drive, page 16
for both Michigan’s con
IRS Final Regulations On Employment Taxes
gressional delegation and
The Internal Revenue Ser
year. All new employers will
W hat S h o p p e r s Did M ost
state legislative seats. Re
vice (IRS) has issued regula
be monthly depositors. Em
jected
were
two
property
to S a v e M o n ey in 1992
tions regarding the deposit of
ployers who report $50,000 or
tax proposals and an auto
federal employment taxes.
less will deposit monthly.
insurance premium roll
The final regulations are effec Employers who report more
back.
tive January 1, 1993. The
than $50,000 during the lookIn a closed caucus. Re
regulations treat an employer
back period will deposit semi
publicans retained Repre
in one of two ways — as ei
weekly. For paydays occur
ther a monthly depositor or a ring on Wednesday, Thursday sentative Paul Hillegonde
semi-weekly depositor - de
(R-Holland) as their leader
or Friday, the deposit will be
pending upon how much
due the following Wednesday. and elected Representative
money they have paid in em
For all other paydays, the de
Richard Bandstra (R-Grand
ployment taxes during a 12posit will be on the following
Rapids) to replace departing
month look-back period begin- Friday.
floor leader Representative
ning on July 1 of the previous
Don Van Singel (R-Grant).
See Legislative Update, Page 9
See Elections, Page to 10
See related story on Page 11
Many are referring to it
simply as “the week that
was.”
It began innocently
enough with a presidential
election on Tuesday, No
vember 5. Early that
evening it became apparent
that Arkansas Governor Bill
Clinton would handily de
feat incumbent President
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Here it is,
1993, and with
the new year
comes my
wishes for
health and pros
perity for all
AFD members.
As we move forward, I’ve
looked into the food industry crys
tal ball to see what the new year
has in store for us. Here are my
ten predictions for 1993:
1. Food prices decline. Adjusted
for inflation, food costs will actu
ally go down in 1993. This is in
part due to increased competition
at both the wholesale and retail
level as well as an over supply of
several food commodities.
2. Coupons. Double coupons, up
to 50¢, will continue in 1993.
However, we won’t see as much
double couponing at higher levels
as we saw in 1992. The cost of
double couponing last year was as
much as three percent of their
gross volume. Red is not a pretty
color when it’s on your bottom
line.

Alan Stotsky
Concord Drugs

Barbara Welss-Street
The Paddington Corporation

Chris Zebari

Statement of Ownership

sive original prod
ucts, over 90% of
which will fail in
* the first two
years.

7. Technology.
3. Convenience stores. From
Scanners will in1960 to 1990 the number of con ___________
crease in the super
venience stores in Michigan
market industry at a faster pace as
steadily increased. 1991 and 1992
the cost of implementing this high
saw a decrease in store count of
technology product will be sub
about 2.3%. You can expect fewer stantially decreased. Other giz
convenience stores in 1993 as
mos, like cashierless cash regis
well.
ters, calculators on shopping carts
and TVs at the check-out, will also
4. Fast foods. Just a few short
experience some growth in 1993.
years ago fast foods in the super
market and convenience store in
dustry were relatively novel. To
day, these fast foods are essential
to the retailer and will continue to
become more popular in 1993.
5. Part-time workers. The food
industry will employ more people
in 1993 than in 1992 due largely to
an anticipated turnaround in the
economy. The vast majority of
those workers will be part-timers,
usually between the ages of 25 and
54. The average age of employees
will continue to rise.
6. New products. New product
introductions in 1993 will be
down. Stores are simply running
out of room. Efficiency must rule.
New product shelf space will be
reduced and manufacturers will
stress greater productivity from
their current lines and line exten
sions rather than introduce expen

8. Information. Consumers hun
gry for information will get their
wish. Manufacturers and grocers
are working together to greatly in
crease the amount and improve the
kind of information consumers get
at both the point of sale and on the
label.
9. Food scares. 1993 will be no
different than the past few years.
Some consumers advocacy group
will find something wrong with
something we eat and the news
media will gobble it up. Most of
ten we will find out a few months
later that the information and data
were flawed.
10. Certain items will cost you
more in 1993. Tobacco and alco
holic beverages will cost more in
1993 mostly as a result of hidden
federal and state taxes.
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Legislature Profile
by Cristina Cleveland

Representative Barbara J. Dobb
(R) of Commerce Township
knows the meaning of success.
Along with owning and operat
ing Barbara J. Dobb C.P.A., P.C.
in West Bloomfield, she was
elected to the Michigan House of
Representatives in November of
1990. Her district includes Com
merce Township, Wolverine
LakeVillage, West Bloomfield
Township, Orchard Lake Village
City and Keego Harbor, all in
Oakland County.
Dobb realized her interest in
politics through the Lakes Area
Chamber of Commerce in which
she has been active for over ten
years serving as director, treasurer,
president elect and president. She
is also a member of the West
Bloomfield Chamber of Com
merce and has served on the
Walled Lake Schools Citizen Fi
nance Committee. In 1989, Dobb
received the Outstanding Citizen
of the Year award from the Lakes
Area Chamber of Commerce.
Dobb serves in the House as a
member of the Campaign Finance
Reform Task Force and was ap

pointed to
the follow
ing commit
tees: Taxa
tion; Senior
Citizens and
Retirement;
Liquor Con
trol; and
Civil
Rights,
Constitution and Women’s Issues.
One of Dobb’s main concerns is
the property tax. “The property
tax is the most unfair tax and has
no relationship to a person’s abil
ity to pay,” she stated. Dobb
wants to see the school system
funded on a tax system that is
much more equitable to a person’s
ability to pay. “A person’s income
tax goes down if they lose their
job, but the property taxes con
tinue to increase. People who lose
their jobs should not lose their
homes too,” she adds.
When Dobb begins her second
term in January, she will continue
to be active in the privatization of
liquor sales while serving on the
Liquor Control Committee. She
believes that the state has “no

business being in the liquor busi
ness” and is concerned about
privatizing the industry because it
has been regulated for so long.
She would like to implement a
program that will not jeopardize
small businesses and party stores.
Dobb also believes the state
must produce a better business cli
mate in Michigan by changing
“unfair” policies such as the Single
Business Tax, the Inheritance Tax
and unemployment insurance.
“My position on the taxation com
mittee is very important to me.”
Being a state representative and
operating her accounting firm,
Dobb estimates she works over
300 hours a month. She says the
accounting practice is her connec
tion with the real world. Dobb is
convinced that understanding both
politics and business in Michigan
is important and would like to see
more people in Lansing who do
understand both areas.
In the Lakes Area, Dobb is very
active in the educational commu
nity. In 1988, when Dobb was
president of the Chamber of Com
merce, she began a program called
“Partnerships for Education”
which she claims is “one of the
most successful programs we’ve
ever done.” The program, which
now includes 17 partnerships, al
lows local businesses to adopt

classrooms from area schools and
the students then have the opportu
nity to visit the business and learn
“on the job.”
Dobb earned her Bachelor of
Accountancy degree in 1978, and
a Masters in Taxation in 1984,
both from Walsh College. She is
now a member of the Walsh Col
lege Alumni Association and the
Walsh College Presidents Advi
sory Council. In 1991, Dobb re
ceived the Walsh College Distin
guished Alumni Award and also
received the Oakland Community
College Meritorious Alumni
Award in 1992.
Other associations that Dobb is
affiliated with include the Republi
can Women of West Oakland
Club, Republican Committee of
Oakland County 400 Club, Repub
lican National Committee, Bloom
field Republican Women’s Club,
Republican Women’s Forum,
Michigan Republican Party, Na
tional Women’s Political Caucus,
West Bloomfield Optimist Club,
American Institute of Certified
Public Accountants and the Michi
gan Association of Certified Pub
lic Accountants.
Although Dobb’s agenda is al
ways full, she’s looking forward to
the new year and her second term
in office.

CHECK-HANDLING TIPS
The following are check-handling tips for store employees:
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.
13.

Make sure the face of the check is completely filled in;
Only accept checks dated the day they are presented;
If the check is not signed in a clerk's presence, have the
customer re-sign it;
Demand photo identification, and driver's license and social
security numbers;
Make sure the signature on the check is the same as the name
that's printed on the check;
Make sure the written dollar amount matches the number
dollar amount;
Check for perforations on the edge of the check if the check is
not in a check book (scanned checks typically lack perfora
tion on any side);
Require an imprinted address and phone number on all checks
(no counter checks);
Make the clerk note his/her initials on the check;
If the check number is low, be extra careful (more checks
bounce on new accounts than on old ones);
Do, not accept two-party checks;
Refuse a check made out to another store; and
Warn employees not to be intimidated into cashing a check.
Honest customers will not be indignant and most likely
respect a business-like approach.

Doing It Better
Having trouble perfecting the art of delegation? It's one of the most im
portant managerial skills you can develop, so try following these four rales:

Delegate the whole task.
Don’t divide it up between more than one person. Give the job to one
individual and don’t try to take it back, change it. or re-delegate it without a
good reason.

Delegate authority.
Give your employee the authority needed to make decisions and com
plete the job. Hoarding power will only make the experience frustrating
and more time consuming for your subordinate.

Put it in writing.
Record objectives, instructions, expectations and desired results. This
makes the entire process clearer for everyone involved.

Review results.
When the job is done, hold an evaluation session with the employee. Fo
cus on results - not methods. If the job wasn't completed satisfactorily,
find out what happened and if you could have made your instructions and
expectations clearer.

Spartan Stores Stock Products
That Help The Homeless
This October, Spartan Stores,
based in Grand Rapids, began of
fering SHARE™ microwave pop
corn and plastic bags to its more
than 500 independently owned
stores in Michigan, Indiana and
Ohio announced John W.
Barfield, president of
SHARE Products, Inc.
headquartered in Ypsilanti.
These are products with
a difference. In carrying
the SHARE line, Spartan
will make it possible for
consumers to help chari
table organizations that provide
food, shelter and medical care to
homeless Americans. More than
50 percent of SHARE Products’

profits will be contributed to the
United Way of Michigan and the
Salvation Army for distribution to
these organizations. To under
score the purpose of his company,
Barfield has chosen a homeless
person he
calls Amy to
be the na
tional sym
bol of
SHARE
Products.
The mis
sion of
SHARE Products is simple: to sell
the finest household products at
competitive prices through estab
lished retail stores and supermar
kets as a way to help homeless and
hungry people. “Imagine a corpo
ration with over three million
homeless people as its sharehold
ers. . .who paid absolutely nothing
for their shares of stock yet receive
more than 50 percent of its earn
ings as an annual dividend.. .and
whose president receives no salary
or benefits,” Barfield said. “If you
can imagine this, you’ll have a
pretty good idea of what SHARE
Products is all about.”
Barfield has also recruited
Charles Cook of The Cook Com
pany to represent SHARE Prod
ucts in the Grand Rapids market
and serve the Meijer and Spartan
Store accounts. “We think con
sumers will appreciate that their
purchases will go to benefit home
less people in their local area,”
Cook said.
SHARE gourmet microwave
popcorn is available in both butter
flavor and light flavor; the sug
gested retail price (which may
vary from store to store) for each
is $1.99. Two kinds of plastic
bags will be stocked: tall kitchen
bags, which retail for $2.29 for a
box of 36; and 30-gallon trash
bags, which sell for $2.89 for a 24count box. SHARE Products will
be stocked along side national
brands in the popcorn and plastic
bag sections of Spartan and Meijer
stores. Other major retailers such
as K-Mart, Wal-Mart, Safeway,
F&M have expressed interest in
carrying the products, said Aaron
Barfield, SHARE vice president,
adding that the company plans to
distribute its products nationwide
within a year.
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Member Profile

Small Pharmacy Succeeds in Big Suburb

by Cristina Cleveland

B & B Pharmacy, located on
Plymouth Road in Livonia, was
bought in October of 1972 by two
brothers, Khamis Ziadeh and
George Khamis. It was originally
opened in 1955. Both brothers are
pharmacists.

Twenty years ago, when they
first took over the store, B & B
was the only pharmacy in the area.
Now, within a one-mile radius of
the store, there are eight. Even
with a good deal of competition,
Ziadeh believes B & B has an ad
vantage over the drugstore chains.
Ziadeh says that being an indepen
dently owned pharmacy allows for
a '‘one on one” relationship with
the customers. “We cater to our

customer's needs. We have de
pendable service; our prescription
prices are identical to the drugstore
chains; we cash personal checks
without charging a fee; and we
even deliver prescriptions in case
of an emergency,” Ziadeh adds.
Origi
nally from
Palestine,
Khamis and
Ziadeh
moved to
the United
States in
1947 and
have been
partners
since 1964,
when they
owned and operated another phar
macy in Dearborn Heights. Ac
cording to Ziadeh, they have a
very close working relationship.
“Instead of both of us hiring an
other pharmacist, we went into
business together to help each
other out. We have complete trust
in each other.”
Although 50 percent of B & B
Pharmacy’s clientele comes from
people who are coming or going to

work, Ziadeh believes that when
1-96 opened over 15 years ago, it
was detrimental to the business.
Prior to that, Plymouth and
Schoolcraft Roads were the major
thoroughfares from Livonia to
Novi.
Ziadeh likes having a close rela
tionship with his local customers,
who make up the other 50 percent
of B & B’s clientele. He says it is
enjoyable to meet and talk to
people. He allows some of his
good customers to buy on store
credit. “One of our customers
owes us quite a bit of money but

Khamis Ziaden, part owner o f B & B Pharmacy.

Q .

Ask AFD

O FFIC E SPACE
AVAILABLE
• Great Location
• Great Rates
• Great Office Space
• Great Landlord
• Great Conference Room Space
Rent s p a c e in the AFD building.
L o c a te d on 10 Mile Road, just west of
Southfield R oad in Southfield, the AFD
o ffic e building is ce n tra lly lo c a te d
with e a sy a c c e s s to 1-696, the
Southfield Freeway, Telegraph Road,
N orthw estern H ighw ay a n d the
L o d g e Freeway.

For more information

313-557-9600
Ask for Joe
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we know that she is in an unfortu
nate situation and we have to be
understanding,” Ziadeh states.
Ziadeh says that the pharmaceu
tical business is constantly chang
ing, but the pharmacists are always
well informed because of new in
formation they receive every
month.
Honesty, understanding and de
pendability are the reasons Ziadeh
believes his customers have com
plete confidence in B & B Phar
macy and is the key to their
success.

am confused
about new regulations regarding
credit cards. I un
derstand that I can no longer
record the number on checks that I
cash. Is this true?
There are new
procedures and
•
regulations to pro
tect card users
from exposure to fraud. If you are
not aware of these updates, call the
card authorization center for cur
rent information.

A

• Merchants can no longer
require personal information
such as a phone number or
address, as a condition of
credit card sale.
• M erchants cannot ask
customers to sign an
agreement authorizing
charges to their credit card
if a check is returned for
insufficient funds.
• Although customers may be
asked to present a credit card
as asign of credit worthiness
when writing a check, the
merchant may record only

the type of card, the issuer
and the expiration date, but
not the card number itself.
These regulations have been
made to protect credit card users
from fraud. For your information:
when using cards yourself, you
should always be careful.
Would you give a stranger the
keys to your home and all of your
possessions? Of course not! For
the same reasons, don’t open the
doors to your credit by inadvert
ently giving your card account
number to a criminal.

Be Cautious of telephone
sales.
As fraudulent telemarketing ex
pands, be wary about giving your
credit card account number to tele
phone salespeople unless you
know they represent legitimate
companies. Fraudulent telemar
keters often charge your account
number for amounts larger than
you authorized or for items you
never receive.

Protect you cards.
Don’t give your card to others
who may not be as careful with its
use as you are. Never leave your
purse or wallet unattended and al
ways keep your cards hidden from
plain sight.
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What's Happening At The Michigan Lottery?

Commissioner’s Comments
By Michigan Lottery Commissioner.
Jerry R. Crandall

The Michigan Lottery springs
into 1993 with great momentum
following our best sales year on
record and a very successful 20th
anniversary year. Through the
hard work and dedication of our
Lottery retailers and staff,
Lottery sales soared to nearly
$1.22 billion in 1992-the best ever
in our 20-year history. As we en
ter the Lottery’s third decade of
operation, our goal is clear: to cre
ate an even more dynamic, visible
and profitable lottery. The future
is bright for both the Michigan
Lottery and its retailers.

There is a re
newed spirit at
the Michigan
Lottery and we
intend to carry
that attitude into
and throughout
Crandall
1993 with excit
ing plans for both on-line and in
stant game retailers.
Michigan Lottery Launches
Special “Cash 5” Coupon
Promotion
In January, the Michigan Lot
tery will kickoff a special coupon
promotion designed to help retail
ers increase sales and induce trial
of Michigan’s newest on-line
game, “Cash 5.”

GET YOUR SHARE OF THE
PIZZA MARKET!
P izza outsells all other types of fast

A newspaper coupon featuring a
“Buy One, Get a Free Play’’ offer
will run in a majority of newspa
pers throughout Michigan. The
coupon will appear in a full-color
lull-page ad on Sunday, January
17, 1993, and will be valid through
February 12, 1993. The promotion
will receive support from the
Michigan Lottery in the form of
radio advertising and in-store
point-of-sale materials.
Two New Instant Games Join
the Lottery Lineup in January
Two new instant games,
“Double Dollars” and “Cash Rou
lette," will go on sale at Michigan
Lottery retailers statewide this
month. The overall odds of win
ning a prize in either game are 1in-6.
“Double Dollars" goes on sale
January 11 and offers players a

20 PIZZAS PER DAY
RETURNS AN INVESTMENT
IN JUST 6 MONTHS!

food. If your customers are ordering

Perky's is designed to be like a

a delivery pizza to eat with the

franchise with everything included.

beverages they purchase at your

But with Perky's there's no franchise

store, why not sell them the pizza

fee or continuing royalties...just profit!

too!
It's time to project a stronger bottom

Perky's offers a complete
freshbaked pizza program that
delivers the quality your guests are
hungering for.

line and better serve your guests.

chance at a $5,000 top prize. To
win at “Double Dollars,” a player
must match three like dollar
amounts to win the amount shown.
If the player matches two like dol
lar amounts plus a doubler ($$)
sign, they win double the dollar
amount shown.
“Cash Roulette" goes on sale
January 25 and offers players the
chance at a $ 1,000 top prize. If
“Your Number" matches one of
the six additional numbers on the
ticket, the player wins the “Prize"
amount shown.
The Lottery has just “scratched”
the surface on what we can do
with instant ticket sales. Players
are excited about having more
choices. Last fiscal year instant
game ticket sales increased 50 percent-that’s making a dramatic im
pact on the Lottery’s bottom line,
and for retailers too. We’ve found
that the more inventory retailers
have, the more tickets they will
sell.
Selling instant games is promo
tion intensive. It’s an on-premise,
impulsive purchase. If it’s avail
able and attractive to the con
sumer, they will buy it.
Keep the instant game momen
tum going by continuing to:
• Ask for the sale
• Properly display pointof-sale materials
• Host in-store promotions
I wish all the members of the
Associated Food Dealers of Michi
gan a bright and profitable new
year.

You've heard of us, so call Perkys
today!

for your information

According to the Plastic Bag
Association, about half of the
country' s 31,000 supermarkets
now offer on-site bins for recy
cling plastic bags. Three plas
tic bag manufacturers, Sonoco
Products Company, Mobil
Chemical and Vanguard Plas
tics, have established bag recy
cling programs with grocery
stores. Of these companies,
Sonoco has estimated that be
tween eight to 12 percent of
the plastic grocery bags used
by 9,000 participating stores
are returned. Their research
shows that the return rate de
pends upon how much the
stores promote bag recycling.
In 1992, Sonoco expects to re
cycle as much as five million
pounds of plastic bags.
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Legislative Update
From Page 1

Minimum Wage Increase
Legislation and Automatic
Indexing on Horizon
Legislation to index or increase
the $4.25 minimum wage was in
troduced before Congress ad
journed and we can expect activity
in this area next year. Rep.
George Miller (D-CA) on Septem
ber 30 introduced a bill H.R. 6067,
to amend the Fair Labor Stan
dards Act of 1988 to provide that
the minimum wage rate will be
indexed to the cost of living in the
same way Social Security benefits
are indexed. Last month Rep.
Martin Olav Sabo (D-MN) intro
duced legislation called the “Mini
mum Wage Amendments of 1992”
(H.R. 5883) to raise the $4.25 fed
eral hourly minimum wage to
$6.50. A recent study by the Em
ployment Policies Institute looked
at the most recent increase of the
minimum wage from $3.35 to
$4.25. The study found that the
higher minimum wage rate ended
up reducing, not raising, the an
nual financial resources of a single
parent who works full time and
has one child — by about $1,800
— when lost or reduced “transfer
payments,' such as food stamps,
Medicaid and AFC payments are
taken into account.

Department of Labor To
Review Teenage Employ
ment Regulations
In response to inquiries directly to
the Department of Labor, Congress,
and the White House by the retail
food industries, the Department of
Labor will review the controversial
regulations covering operation of pa
per baling equipment and meal slicers
by teenage employees in retail gro
cery stores.
"The Department of Labor is com
mitted to ensuring safe and healthy
employment for minors while, at the
same time, not discouraging children
from working or decreasing job op
portunities for them.” said David Demaresl. assistant to the president for
public liaison.
'T o address concerns raised about
the department's regulations HO10
and HO12 with regard to paper balers
and meat slicers. Labor has begun
review of those regulations in the De
partmental Enforcement Task Force
chaired by the Assistant Secretary for
Policy. Nancy Risque Rohrbach.
“The White House will continue
to keep abreast of developments in
this area.

New Prescription Drug Fees
Could Spill Over On Food
Industry In ’93
Congress has approved legisla
tion, H.R. 6181, which will allow
the food and Drug Administration
(FDA) to impose a variety of new
fees on prescription drug manufac
turers. Formally entitled, “The
Prescription Drug User Fee Act of
1992,” the legislation is designed
to speed up the drug review and
approval process by providing
FDA with greater resources and
funding. H.R. 6181 is expected to
raise over $300 million during the
next five years and to allow FDA
to hire up to 600 new product
reviewers.

Prioritizing Safety
Seventy percent of grocery shoppers are confident that packaged food
is safe, and they say the federal government, not state governments,
should be responsible, according to a new national survey released by the
Grocery Manufacturers of America.

Cocoa plants may benefit from
biotechnology
In Brazil and Malaysia, the
Mars Company has developed a
tissue culture to produce pest-resistant cocoa plants. In addition,
Hershey and other corporations are
using new technology to better un
derstand mold resistance in the co
coa plants, and Pennsylvania State
University is looking at develop

ing varieties of cocoa beans that
produce their own sweetener.
More than one-half of the
world’s cocoa production is con
centrated in West African and
Latin American nations. These
new methods now are encouraging
other countries to enter the
market.

M ortgage M oney
AVAILABLE
•FINANCIAL PROBLEMS •

We Have Solutions
HERB SCHERVISH
PRESIDENT

RESIDENTIAL LOANS
REFINANCING/CONSOLIDATION
HOME PURCHASES
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W E B U Y L A N D C O N T R ACT S
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(313) 274-8555 * Fax (313) 274-1125

PEOPLE
Faygo Promotes Three Employees in Management
Faygo Beverages, Inc. has pro
moted Alan Domzalski to district
manager for Western Michigan.
Domzalski, who joined Faygo
in 1988, previously had been dis
tributor sales manager.
In his new position, Domzalski
will be responsible for supervising
Faygo’s accounts with Meijer,
Spartan, Midland and Capistar.
He will continue to manage the
company’s Michigan distributors.
Domzalski is a graduate of the
University of Detroit. He resides
in Grosse Pointe Woods.
Faygo’s new district manager
for the Detroit market is now Pat
Napoleon. Napoleon, who
joined Faygo in 1988, had been
Western Michigan sales manager.

In his new position, Napoleon
will be responsible for Faygo’s
accounts with Farmer Jack/A&P,
Kroger, Foodland and Danny’s.
Napoleon is a graduate of Ferris
State University. He resides in
Canton Township.
Lane Morgan, formerly a sales
representative, has been promoted
to the new position of field dis
tributor manager.
Morgan, who joined Faygo in
1992, had been a sales representa
tive in the company's Western
Michigan markets.
As field distributor manager,
Morgan will be responsible for
increasing current package distri
bution, securing new distribution
and recommending distributor
programs and training.

Solid improvements developed for potatoes
An improved potato that con
tains less water and higher levels
of starch has been developed by
Monsanto Company scientists.
They accomplished this by moving
a starch-producing gene from a
bacterium and inserting it into a
Russet Burbank potato plant.
Compared to the typical solids
content of 18 percent, the im

Joanne Emmons (R-Mt. Pleasant)
indicated her intent was not to be
From Page 1
punitive to retailer, only those who
willingly buy alcoholic beverages
On November 18, Democrats
for minors. We will work closely
elected Representative Curtis Herwith Senator Emmons during the
tel (D-Detroit) to serve as their
next legislative session to incorpo
leader. Hertel replaces outgoing
rate her needs into legislation deal
Speaker Lewis Dodak (D-Moning with minors in possession.
trose) who was defeated. Repre
Despite an ongoing and deter
sentative Pat Gagiiardi (D-Drummined course of action by the Enmond Island) fended off a number
of challengers to retain his position gler administration throughout the
past two years, the AFD legislative
of floor leader.
program strenuously opposed the
Still to be determined is which
governor’s plan to privatize
party, if any, will control the
Michigan’s liquor distribution sys
House when lawmakers return to
tem. The AFD effort involved dis
Lansing on January 13.
cussions
and attempts to work with
From AFD’s standpoint both
the Department of Commerce, Li
Hertel and Hillegonde have strong
quor Control Commission and the
records of support on behalf of in
Legislature. In that regard, the
dependent business.
The uncertainty of a deadlocked House, earlier this year, passed
legislation (HB 5685) designed to
House translated into a lame duck
keep
the present distribution sys
session void of legislative activity.
tem intact. Understandably, the
A casualty of the inactive session,
Republican-controlled Senate
from AFD’s perspective, was the
would not take action to under
long-fought-for bill package that
mine the Governor’s privatization
called for the suspension of driv
plan and the bill was allowed to
ing privileges for minors who pur
die in committee.
chase or attempt to purchase alco
Several times during the past
holic beverages. The bills are cur
two years, AFD executive director,
rently being drafted for re-intro
Joe Sarafa, testified in front of nu
duction.
merous committees pointing out
On the positive side, legislation
the
detrimental impact privatiza
which could have produced a cha
tion would have on the indepen
otic approach to enforcement of
dent retailer. While many on both
obscenity laws was defeated. Just
sides of the political aisle agree
prior to the bill’s passage in the
with AFD, the administration re
Senate a critical amendment spon
fuses to be dissuaded on the issue.
sored by Senate Majority Leader
In a related matter, AFD also
Richard Posthumus (R-Lowell) in
strongly supported a proposal giv
volving the definition of “commu
ing retailers the opportunity to sell
nity standards’’ was approved.
liquor to taverns and restaurants.
Without it, administration of the
Again,
it was AFD who took a
law would certainly have been ar
sorely needed initiative within the
bitrary and capricious at best.
retail community to advance the
Karoub Associates, working
proposal. This particular issue
closely with Executive Director
will be a priority item for the
Joe Sarafa and other retail groups,
1993-94 AFD legislative agenda.
communicated support of the
A great deal of uncertainty ex
amendment to critical senators.
ists in Lansing. Not only is the
The Governor has since signed the
matter of leadership undecided,
bill.
but questions abound regarding
In other critical action, legisla
committee chairmanships, com
tion that could have resulted in a
mittee assignments, rules of opera
felony conviction for store owners
tion staffing and a number of other
who furnish alcoholic beverages to critical logistical issues central to
minors was not acted upon by the
the smooth operation of the
Senate. Bill sponsor Senator
House.

ELECTIONS

proved potato has a solids content
of 21 percent. This three percent
difference enables companies that
produce fries and chips to replace
oils with solids one-for-one,
thereby reducing the calorie con
tent in potato products.
This technology also may help
improve solids content in a variety
of fruits and vegetables.

Organic versus Conventional
Does organic produce taste bet
ter than conventionally grown pro
duce? This question was ad
dressed by scientists in the Depart
ment of Food Science at Rutgers.
Two varieties of tomatoes were
grown on central New Jersey
farms using organic or conven
tional farming. Ninety consumers
were asked to evaluate the color,
flavor and texture.
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The consumers found that or
ganically grown tomatoes were
less sour, bitter and acidic, and
more firm than conventionally
grown tomatoes. However, or
ganically grown tomatoes were not
significantly different from con
ventionally grown tomatoes with
respect to sweetness, juiciness,
pasty and fleshy quality param
eters.

C on su m ers S tock Up on G ood B u ys
Price remains a high priority for
shoppers when they select a super
market, and this is reflected in the
way they are buying groceries.
Consumers have found ways to
save money on food, and these strate
gies are likely to remain popular even
as economic conditions improve. In
particular, shoppers stock up on bar
gains, look for grocery specials in the
newspaper, use price-off coupons and
compare prices at different supermar
kets.
Although shoppers are always in
terested in price levels, this interest
intensified in the 1990s, according to
the annual FM1 Trends study. In
1990, “good low prices” moved up
into the top three on the scale of con
sumer priorities-and in 1991 and
1992, it remained there.
Supermarkets have responded to
'
consumers' interest in good buys.
This is evidenced by the Trends find
ing that in 1992, shoppers gave their
supermarkets higher ratings on pro
viding them ways to save money.
More than eight in 10 shoppers (83
percent) feel their supermarkets do a
good or excellent job of providing
items on sale or money-saving spe
cials, compared with 78 percent in
1991. Nearly three-quarters of shop
pers (73 percent) are quite satisfied
that their stores provide good, low
prices, up from 65 percent in 1991.
The continuing interest in price is
in keeping with the finding that in
1992,93 percent of shoppers say they
have refused to buy products that cost
too much-up from 85 percent the year
before.

supermarket’s private label products
with the national brands.
Nearly one in five shoppers (22
percent) purchased more store brands
in the past year, according to FMI re
search, and about half regularly buy
these products. About one in four
shoppers believes store brands are
better than national brands, especially
in the canned food category.
Nearly one out of five products
sold in a major supermarket today is a
store brand-18.2 percent, compared
with 17.6 percent in 1990.* In 1991,
sales of private-label products ap
proached $25.9 billion, up from $25.4
billion the year before.
Consumers increasingly feel that
store brands have a bearing on their
selection of a food store. Compared
with 19 other supermarket features,

store brands gained the most in importance-from 55 percent of consum
ers in 1991 to 65 percent in 1992.
Store brands provide a good value
to consumers. Private label products
reflect the quality of the consumer’s
favorite supermarket, and their prices
generally are attractive.
Consum ers Eat In More Often

Given the growing interest in price,
FMI investigated the extent to which
shoppers utilize eight methods of
economizing-and whether these
methods were long standing or re
cently adopted.
In 1992, “eating out less often” is
the number one behavior people say
they’ve started just recently (44 per
cent). Shoppers with children at
home say they eat out less often than

those without children, and people
aged 18-24 are more likely than their
older counterparts to save money by
eating in.
Household size also factors in.
Those in households of three or more
people are more likely to save money
by eating out less often.
M o n e y S a v in g B e h a v io r
F requency of
Behavior

Currently
Do

Use more price-off coupons
Use more leftovers
Buy fewer luxury/gourm et
items
Eat out less often
Buy fewer convenience food*
More meal planning
Buy in larger quantity
Buy only w hal’s on list

Jan,
1991
%
58
56

1992
%
61
60

55
50
46
42
39
34

58
52
SI
45
40
24

Been
Doing
Awhile

Just
Begun

%
80
81

%
20
18

66
55
64
68
73
82

33
44
35
31
26
18

See Consumers, Page 22

Associated F ood Dealers o f M ichigan 77th Annual T rade Dinner

Enjoy this elegant evening which includes a gourmet dinner, fun 50's musical
entertainment and fabulous prize give-aways. Share in the festivities of our 77th annual
black-tie dinner dance, with over 800 friends from the food and beverage industry.

More Use Coupons,
Check for Specials

Checking the newspaper for gro
cery specials became a routine in
more households by 1992. with 45
percent of shoppers scanning the
pages almost every time they shop-up
from 33 percent in 1991. The popu
larity of price-off coupons also in
creased; 43 percent use coupons
pretty much every time they shop,
compared with 36 percent in 1991.
Nearly one in three shoppers stocks
up on a bargain item.
Consumers also compare prices at
different supermarkets; in fact, 25
percent do this on nearly every shop
ping trip. Nine percent go to a super
market other than their principal one
for advertised specials. On in 10
claims to shop at a warehouse club
store at least fairly often, according to
the 1992 FMI Trends study.
Store Brands More Popular

Consumers arc turning store brands
more often as they shop for good val
ues and compare their favorite
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frosting on
the cake
In this competitive industry, you may feel as if you're in the business oven all
by yourself. But when you work with Monitor Sugar Company, we're there
to help you beat the heat.
Every time you stock Big Chief brand products, you can count on our
support, including...
■ Marketing Assistance and Cooperative Advertising to help your
promotional efforts go further. Our advertising and merchandising aids and
allowances are designed to assist you with individual programs or full-scale
campaigns. Monitor Sugar Company provides support that can be the icing
for your business.
• Service Specialists who are specifically trained to understand sugar and
the grocery industry Our specialists are there — in your store — making it
easier for you to do business. We
work closely with you to help
spread success with hot Big Chief
sugar sales.
Monitor Sugar Company always
adds an extra ingredient to our
mix of high-quality Big Chief
sugars and outstanding service
marketing support as frosting on
the cake

CHIEF
SUGAR

Now Your Business Is Cooking.
Monitor Sugar Company
2 6 0 0 S Eu clid A v e n u e • Bay City, M ic h ig a n 4 8 7 0 6

- 5 1 7 6 8 6 - 0 161

• Fax 51 7 6 8 6 - 7 4 10
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PRODUCTS
Frankenmuth Wins
Gold Again
Frankenmuth Bock
was awarded the gold
medal at the Great
American Beer Festival
that just concluded in Denver, Colo
rado. More than 700 beers from all
across the U.S.A. participated in this
annual event. This is the second time
in a row that Frankenmuth Bock re
ceived this coveted award. The beer
received another gold medal in 1991
and the silver medal in 1989. Fran
kenmuth Bock is a seasonal product
of the Frankenmuth Brewery. 1992
Bock Beer became available to con
sumers November 1.
Frankenmuth Brewery’s Brewmaster, Fred Scheer, who was in Denver
to receive the award said “I am very

pleased with this honor. It proves,
without a doubt, that Frankenmuth
Bock is the finest in the U.S.A.” The
selection of beers for awards was
made by a professional
panel of brewing experts
from around the world.
“In our attempt to pro
vide the consumer with
top quality beers, this
gold medal shows that we are suc
ceeding in this effort” said Randy
Heine, the brewery's owner.
This is the fifth medal that the
Frankenmuth Brewery has won dur
ing the past four years at this presti
gious event. Most recently, Franken
muth was honored with a couple of
awards from Germany. Frankenmuth
Beers are now available in twelve
states, including Michigan, Illinois,
Ohio, Indiana and Wisconsin. Most
recently, distribution was extended to
Colorado, some western states and
some east coast states.

Pierre Introduces Their
New Honey Mustard
Chicken Sandwich
Pierre Frozen Foods offers a new
microwaveable Honey Mustard
Chicken Sandwich. Designed for
convenience stores,
vending, mobile catering or any take
out foodservice, the
Pierre Honey Mustard Chicken Sand
wich features a mi
crowaveable bun that the company
says won't get soggy or hard.
The sandwich features a full 14day refrigerated shelf life and attrac
tive four-color packaging that clearly
shows off the product.
For more information, please con
tact: Pierre Frozen Foods, 9990 Prin
ceton Road, Cincinnati, OH 45246.
Telephone (513) 874-8741, (800)
543-1604.

TEN REASONS TO
EXHIBIT AT THE
1993 TRADE SHOW

•
•
•
•
•
•
•
•
•
•

Sell, Sell, Sell
Talk with over 2 ,0 0 0 retailers
Sample your products to new clients
Make new business contacts
Exhibit NEW ! products
Develop new relationships
Demonstrate products and services
Present your products to the media
Listen to your current customer base
Increase your bottom line

April 12, 1993 • 6 p.m. =9 p.m.
April 13, 1993 • noon - 8 p.m.
Hyatt Regency Dearborn
FOR M ORE INFORM ATION
or to obtain a contract and exhibitor's manual, call:
(313) 557-9600 o r 1-800-66-66-A FD
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Foodland Delis to Debut
New Aunt Jemima Biscuits
Detroiters were among the first in
the nation to taste new fresh baked,
Ready-To-Eat Aunt Jemima® Pre
mium Biscuits as affiliated Foodland
supermarkets in the metro area test
marketed the new products beginning
in November.
Available in both Premium Butter
milk and Cinnamon Raisin, the Aunt
Jemima Biscuits contain real butter
milk. The actual formulation was de
veloped after extensive research into
customer preferences and baking
techniques.
With baking completed at the
Foodland Delis, the biscuits need only
be reheated in an oven or microwave
in consumers’ homes. The biscuits
are sold in packages o f six, with a
suggested retail price of $ 1.29. Rec
ommended serving suggestions in
clude as breakfast sandwiches or in a
basket at the dinner table with honey.
According to Ron Russell, director
of Deli/Bakery Department for Foodland Distributors, “These biscuits are
as tasty as anything you could make
from scratch, yet have none of the in
convenience associated with scratch
preparation.”
Foodland Distributors, headquar
tered in Livonia, was founded in 1984
and services 164 supermarkets in
Michigan. The biscuits are also being
test marketed at supermarket delis in
other Midwestern states as well as tra
ditional biscuit markets in the
Southeast.

a

Correction: Food and
Beverage Report, December

a

1992, p. 20, "Heinz U.S.A.

Introduces...," the 78-ounce
ketchup product is new-and n o t.
replacing the 64-ounce ketchup
a product.

ATTENTION
Food B rok ers &
R ep resen tatives
I f you have new products or
changes in current products,
please let us know. O ur read
ers are interested in learning
what you have to offer and we
reserve space fo r new products
in each issue. Send informa
tion, along with photos or ad
slicks to:
Michele MacWilliams; AFD
Food & Beverage Report;
18470 West 10 Mile Road;
Southfield, M I 48075.

a

Check Before
Hiring

CRIME ALERT
FBI Releases 1991 Crime Data
Convenience Stores Post
Lowest Robbery Increase
The Federal Bureau of Investi
gation (FBI) released its 1991 Uni
form Crime Reports (UCR) last
month. For the report year, 1991,
the total number of robberies was
636,185 — an increase of 7% from
1990. The convenience store in
dustry performed much better with
only a 2.2% increase from 1990.
The total number of robberies for
the industry in 1991 was 36,474.
These improvements, however,
have cost more per robbery. Each
incident averaged a loss of $387
per incident, up from 1990 where
the industry averaged $341 per
robbery. Clearly, the industry
should continue to focus on ways
of reducing the amount of cash ac
cessible in the store.
The industry represents 5.7% of
all robberies committed in the
United States, a .4% decrease
from 1990. However, the robber
ies are not spread evenly through
out the industry. Stores in south
ern states make up 10.2% of the
total robberies committed in the
South, whereas, in the Northeast,
convenience stores only make up
2.2% of the total.
Interestingly, in smaller cities
robberies in convenience stores are
more frequent than in large cities.
In cities with a population of
10.000 or less, convenience stores
made up 13% of all robberies
while in cities with populations of
250.000 persons or more, conve
nience stores made up only 3.4%
of total robberies.

NACS’ Crime Census
Versus the F B I’s Num 
bers
When comparing the industry
over a three year period to other
areas, such as streets/highways,
gas or service stations and banks,
convenience stores have experi
enced the smallest increase over
all, according to the UCR. In fact,
for the years 1989-1990, NACS’
members reported that nearly 80%
of members' stores had no robber
ies. In addition, only 7% had more
than two robberies in a year.
It is important to note the differ
ence between the FBI’s numbers
and the findings of NACS’ crime

census study. The UCR reports
36,474 robberies for 1991, while
NACS projects significantly less
robberies, counting 22,935 for
1990 (compared to the UCT’s
38,435 that year).

Why The Discrepancy?
NACS believes that the UCR’s
definition of a convenience store is
broader than that used by NACS.
In addition, with the hundreds of
police precincts that report their
numbers to the FBI, NACS sus
pects that other retail establish

ments are being misclassified as
convenience stores.
Last year, NACS board of direc
tors recommended that the asso
ciation begin a dialogue with the
FBI to attempt to reconcile indus
try robbery counts with their na
tional numbers. Currently, NACS
is in the process of gathering crime
statistics from members in order to
complete its 1991 crime census.
Once the numbers are compiled,
NACS will approach the FBI with
three years of data to compare.

About 45% of all job applicants
lie at least once on their resumes
or applications. A three-year
study by U.S. Datalink, a pre-em
ployment background-screening
service, finds that applicants’ most
common lies, by 38% of all job
hunters, involve their employment
histories. More than 30% also lie
about their education. About 7%
do not admit to past criminal con
victions. The cost to employers
that do not run background checks
on employees before hiring them
can be high as companies are in
creasingly being held liable in
“negligent hiring” lawsuits for em
ployees who have committed
crimes on the job.

NORTH P OINTE INSURANCE
For
LIQUOR LIABILITY INSURANCE.
• The Projected §1 Writer of
Liquor Liability in the State of

Michigan for the 5th year in a
row.
• Admitted and Approved Carrier.
• Never Assessable — No
Deductibles, Policy Fees or
Surplus Lines Tax.
• Available through the
Independent Agent network with
over 700 Agencies to serve you.

The Formula of AFD plus
North Pointe Insurance Equals
Savings, Service, and Coverage

Or call AFD: 313-557-9600 or 1-800-66-66-AFD
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Grocers Donate Over
1,200 Turkeys to Needy Families
During AFD Turkey Drive
The Associated Food Dealers of Michigan (AFD) in cooperation with
the Chaldean Federation of America and the Chaldean-American Youth
Club, provided over 1,200 Thanksgiving turkeys and 200 cases of soft
drinks to needy families in Detroit and Pontiac on Monday and Tuesday,
November 23 and 24. This was the 12th year that the group has given
away turkeys for the holidays.
AFD gave the turkeys to a variety of churches and civic organizations,
who then provided them to needy families. In most cases, the families
were waiting at the location for the AFD truck to pull up. The grocers
then handed the turkeys and six-packs of pop directly to the recipients.
The grocers who contributed to the turkey drive are primarily Detroit
and Pontiac inner-city retailers, most of whom are of Chaldean descent.
Along with the grocers, this year “Mr. Turkey” rode along to help dole
out the birds and entertain the children.
Last year the AFD provided 800 turkeys to the needy. Due to eco
nomic conditions this year, they increased the total to over 1,200. “We
committed ourselves to give away 1,000 turkeys. However, we were
able to raise enough money to increase our turkey purchases,” said Joe
Sarafa, AFD executive director.
Mark Karmo, Turkey Drive chairman, was pleased with the support he
received from the community and grateful to his committee members for
their help in raising the needed funds and also for their assistance in dis
tributing the turkeys.
“The AFD couldn’t have done it without the help from our committee
members and the generous support of all those people who donated
money,” added Karmo.
He wishes to thank the following committee members: Amir AlNaimi, Metropolitan Grocery; Chris Zebari, Pepsi-Cola; Sharkey Had
dad, Chaldean Federation of America; Ed Najor, Liquor Express; Eddie
Zeer, In & Out Food Store; Jerry Rabban, Food Value; Ronnie Jamil,
Mug & Jug; Art Yaldo, American Ice; the Chaldean -American Youth
Club members, including Tom Kato; and Jeff Hague, Bil Mar Foods
(who dressed up as Mr. Turkey).
The Turkey Drive committee delivered turkeys to the following loca
tions:
Monday, November 23 delivery:
3:30 p.m. Pontiac Lighthouse
Tuesday, November 24 deliveries:
10:00 a.m. Ravendale Community. Inc.
11:05 a.m. Christ Cornerstone Baptist Church
12:00 noon Little Rock Baptist Church
1:00 p.m. Nolan Middle School
2:00 p.m. Emmanuel Community Center
The following organizations also received turkeys throughout the
week: Sacred Heart Chaldean Church; Mt. Zion Church; Evergreen
Children’s Center; Inner City Sub-Center; Mother Wattles; Community
Health Field Services, a division of the Detroit Health Department; Ca
puchin Community Center Soup Kitchen; the Freedom Center, Chaldean
Oak Park Church and others.
16..... FOOD & BEVERAGE REPORT, JANUARY 1993

Dear AFD
Thank You! With your cooperation and support we were able to provide
Thanksgiving baskets to seventy (70) needy families. During this holi
day season, as throughout the year, it is a blessing to be able to help the
less fortunate in our community. Again all of us from the Community
Health and Field Services division of the Detroit Health Department ex
press our sincere gratitude to you in supporting this project.
Sincerely
Wilma Brakefield-Caldwell & Anna R. Genus
Detroit Department of Health
Dear AFD

More Turkey
Drive Shots

Thank You! This year First Annual Share Breakfast for Seniors was a
hue success with over 100 in attendance. And I truly mean thank you
because without your generosity this event would not have been pos
sible. We wanned the hearts of 50 seniors with turkeys and hams along
with bags filled with candies and gift certificates for everyone.
Sincerely
Andrea Carpenter
Just For You
Dear AFD:
On behalf of the Lighthouse Board of Directors I want to thank you so
much for organizing the donation of 100 turkeys and soft drinks to the
Lighthouse Thanksgiving Project. Your very generous contributions
helped Lighthouse to prepare Thanksgiving baskets for 1,700 families in
the Pontiac area and 400 families at Lighthouse North.
We appreciate the organization of your donation, and appreciate the gen
erosity of all the people who you contacted. They will all receive a
thank you. for their participation in the Lighthouse Thanksgiving Project.
Thank you again for your continuing support to Lighthouse. Best
wishes for a joyous holiday season.
Sincerely
K. Noreen Keating
Chief Executive Officer

Pepsi-Cola Donates to
Charities
During the holidays our
thoughts turn to the less fortunate,
as many of us donate food, cloth
ing, toys or money to charities.
Pepsi-Cola went a step further
and donated soft drinks to charities
across the metropolitan area.
In addition to providing soda
pop for the AFD Turkey Drive,
Pepsi-Cola donated nearly 3,000
cases of soft drinks to the Gleaners
Food Bank, Orchards Children’s
Services on the Miracle on Grand
Boulevard, which was sponsored
by the New Center Foundation.
“We’re happy to be able to
provide assistance to those in need
during the holidays," said Chris
Zibari, Pepsi-Cola district man
ager. “Pepsi is located in Detroit
and we're committed to help our
community.”
How’s your back, Chris? Cases
of pop are not light. Unloading
3,000 was quite a task!
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AFD On The Scene

Here’s an Inside Look at AFD
Activities

Members o f AFD Beverage Committee, led by Chairman Kalf Ayar of Harvest Foods
meet with representatives o f Faygo and Coca Cola to discuss industry issues.

Members o f Golf Committee led by Chairman Bryan Bushey o f Kowalski
Sausage Co., plan AFD’s ‘93 golf outing.

AFD Chairman Frank Arcori (second from left) and Vice Chairman Nabby Yono
(right) along with Izzy Malin (center) discuss legislative issues with AFD lobbyists.

Members o f AFD meet with Department o f Labor, including Director Lowell
Perry (center) on food industry employment opportunities.

AFD staff discuss improvements in Food and Beverage Report.

Insurance committee reviews AFD ’s health program.
AFD members meet with representatives o f RJ Reynolds (top) and Phillip
Morris to discuss issues o f concern to the industry.

AFD Donates $1,000 to Michigan Harvest Gathering
“We have to remember that hunger
exists every day, not just on holi
days,” said Bill Schuette, director of
the Michigan Department of Agricul
ture.
Schuette came to Gleaners Com
munity Food Bank on November 16
to honor Detroit area businesses who
joined the state’s second annual
“Michigan Harvest Gathering”
(MHG), a five-week food and fund
drive organized and led by Schuette
to benefit the Food Bank Council of

Michigan. For the drive, AFD do
nated $1,000.
“The outpouring of citizen support
for the Michigan Harvest Gathering,
from school children to chief execu
tives, is very heartening," said
Schuette when he visited Gleaners.
“It speaks to the depth of compassion
in the hearts of Michigan residents.
Thanks to hundreds of supporters,
thousands of our fellow citizens will
have a happier, healthier holiday
season.”

D ear AFD:

I want to thank you fo r the generous gift of
$1,000.00 to the M ichigan Harvest
Gathering. In opening your heart to share
with the hungry and homeless, you gave
more than bread You also lifted the spirit
and awoke hope in the hearts o f those who
felt isolated and helpless in their need
Thanks to the compassion o f a caring
community our county-wide network of
emergency food pantries, shelter and soup
kitchens remains strong. The thousands of
volunteers are inplace supplying emergency
food and shelters to desperately needy
families and individuals.

— FOR SALE —
BUSINESS
OPPORTUNITY
Family owned and operated
party business
Retail • Rentals • Catering
10,000
Square feet
of party business
Lots of fenced in parking well lighted
located on one of
the cities busiest streets
368-8357 ask for Nick or Pat

In today's economy, need strikes quickly
and surprisingly. It occurs in Bloomfield
Township, Farmington, Birmingham,
Rochester, Novi and Troy.
Beginning in 1992, you will receive a 50%
tax credit from the State o f Michigan for
your contribution to the Food Bank in
addition to the regular fed era l tax
advantage.

WJBK TV2 anchor Rich Fisher talks with
agriculture director Bill Schuette.

(ABOVE) Tom Wolford (L) and Larry
Lemieur represent Pfister at Michigan
Harvest Gathering.

(LEFT) Left to right: Glen Peacock and
Wallace Geyer o f the Great Lakes Sugar
Beet Association with Michigan Sugar's
Barry Brown at Michigan Harvest
Gathering.

An individual donor may receive up to a
$100 credit and a couple filing jointly may
claim up to $200. Thus the real cost o f a
$100 contribution becomes approximately
$ 20 .

Thank you again fo r making ours a caring
county community.
Sincerely
James Macy
Executive Director
Food Bank o f Oakland County

— FOR SALE —
PARTY
STORE
Harper/Gratiot Area
(Eastside Detroit)
Liquor. Lottery.
Lots of Potential
Land Contract terms available
Call
Community Commercial Reality
569-4240

Executive
Director Joe
Sarafa Visits
AFD Members.
(LEFT) Manuel Najor o f Dexter Target
Market stands in produce isle.

Steve Gammo of Redford Mini Mart.

Fight back against today's high cost of dental care and
insurance. For as low as $7.00 per month the Advantage Plus
plan will provide you with better dental coverage, including orthodontics, while drastically reducing cost.

Chuck Karromi of Food Farm Market, with Fred Dally, discuss prolems in 10th
oreceinct.
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WIC News

Application Period for Southern Michigan Vendor
Contracts Begins
The current contracts with WIC
authorized vendors in the southern
part of the state will expire on June
30, 1993.
The counties included in the
contract cycle for the southern part
of the state are: Allegan, Barry
Berrien, Branch, Calhoun, Cass,
Clinton, Eaton, Gratiot, Hillsdale,
Ingham, Ionia, Jackson, Kalama
zoo, Kent, Lenawee, Livingston,
Macomb, Monroe, Montcalm,
Muskegon, Oakland, Ottawa, St.
Joseph, Van Buren, Washtenaw,
Wayne.
The next application period for
WIC vendors in the southern part

of the state is from January 1,
1993 through March 31, 1993.
During this period all currently
contracted vendors in the southern
part of the state interested in WIC
authorization must submit a new
“WIC Vendor Application” for a
new contract. An application
along with instructions will be
mailed to each contracted vendor
during January, 1993.
Vendors who had been placed
on the "waiting list” will be noti
fied of the application period and
those who wish to seek WIC au
thorization must submit a written
request for a new application.

Other vendors in the southern
part of the state who wish to be
considered for WIC authorization
may also apply during this period
by sending a written request for an
application.
LATE APPLICATIONS WILL
NOT BE CONSIDERED.
Neither MDPH nor WIC ven
dors have an obligation to renew
the WIC contract. Expiration of
the contract is not subject to ap
peal.
Approved vendors will receive
two year contracts valid from July
1, 1993 through June 30, 1995.

WIC Vendor
Price Reports
The next quarterly WIC Vendor
Price Report is due on or before
January 5, 1993.
Reports must be received on or
before this date.
The quarterly report schedule is
as follows:
January 5, 1993
April 5 , 1993
July 5, 1993
October 5, 1993
Failure to submit reports by the
due date will result in assignment
of 10 violation points. Accumula
tion of 35 violation points during
the contract period or during the
contract extension period may re
sult in termination from the WIC
program.
If you need additional blank
WIC Price Report cards, contact
the WIC Vendor Relations Unit at
(517)335-8937.
Note: A revised vendor price
report (VPR) format is being de
veloped. The details will be pro
vided in the March, ‘93 WIC Ven
dor Newsletter.

Cheese
Cheese purchased with WIC
coupons must be made in the
U.S.A. and not imported. Cheese
must be in a four (4) ounce pack
age or larger. The weight, type of
cheese and cost must be clearly
marked on the package. Deli, bulk
and sliced cheeses are authorized
provided they are one of the types
listed below.
Types of authorized cheeses are:
American Process, Brick, Ched
dar, Cojack, Colby, Lo Fat (only
KRAFT Light Naturals Reduced
Fat is authorized), Low Sodium
(Cheddar and Colby), Monterey
Jack, Mozzarella (part skim, whole
or string), Muenster, Provolone
and Swiss.
Cheese foods, products, whips
or spreads and smoked, shredded
or grated cheeses are not autho
rized. Blue cheese is not autho
rized. Individually wrapped stick
cheese (all brands) is no longer
authorized.
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AFD Scholarship
Application Time
The Associated Food Dealers of
Michigan is proud to offer college
scholarships to outstanding students.
Applications are accepted from Janu
ary 1 to March 3l and all applicants
are notified by May 1, 1993. Twentyfour students will receive $300 non
renewable awards for the 1993/94
academic year.
Scholarship Award Specifications

The scholarship award is a one
time, non-renewable grant of $500.
The awards are not based on financial
need. The funds must be applied to
college expenses at an accredited
college or university in the United
States
We award scholarships in two
categories: merit and minority.
Those eligible to apply for a merit
scholarship must be high school
seniors or college freshmen, sopho
mores or juniors. Consider the
following:
A. Sons and daughters of full-time
and part-time employees of AFD
members are eligible. The parent/
employee must have been em
ployed for at least one year by a
member firm as of January 1 of
the year in which the scholarships
are awarded.
B. Part-time student employees who
have been employed by AFD
members for at least six months as
of January 1 of the year in which
the scholarships are awarded are
eligible.

C. It is required that applicants or
parents of applicants are still
employed by member firms when
the winners are selected in April.
D. Past winners are eligible for a two
year maximum.
E. One winner per member company
only.
Minority Scholarship eligibility is
open to high school seniors, college
freshmen, sophomores, or juniors.
Take into consideration that:
A. Preferential consideration is given
to those applicants with an AFD
membership affiliation, though
membership is not required.
B. The objective of this program is to
assist minority students in pursu
ing a college education. Eligibil
ity for this financial grant is based
on ethnic background and aca
demic merit.
C. Applicants must belong to one of
the following ethnic groups to
qualify for minority status:
African-American, Hispanic,
Asian, American Indian, Arab/
Chaldean American.
D. Applicants are eligible to win and
receive a scholarship grant a
maximum of two times.
E. One winner per member company
only.
All AFD members will receive
scholarship posters soon. Please look
for these and post them so that your
employees are aware. To receive an
application directly from AFD, fill
out the form to the right. Good
Luck!

Calendar
January 22-24

The National Food Distributors Association (NFDA)
presents its “World Showcase of Specialty Foods” at
its 1993 Mid-Winter Table-Top Show at the Walt
Disney World Contemporary Resort, Orlando, Florida

February 7-10

1993 National Grocers Association (N.G.A.)
Convention and Buying/Merchandising Expo.,
San Francisco

Feb. 28-March 3 Distribution Conference, designed for vice presidents
and directors of distribution, warehousing, traffic and
transportation, Orlando, FLA
March 21-23

FMI/GMA Environmental Affairs Conference,
Stouffer Mayflower Hotel, Washington, DC

April 4-9

FMI Professional Management Course, Hillsdale, MI
(202) 452-8444

May 9-12

1993 U.S. Food Export Show, sponsored by the
National Association of State Departments of
Agriculture FMI Supermarket Industry Convention and
Educational Exposition, McCormick Place,
Chicago, IL

October 24-29

FMI Professional Management Course, Hillsdale, MI
(202) 452-8444

Consumers

WHOLESALE
Food Distributors Post
Sluggish Financial
Performance
Wholesalers Average 1.3% Profit:
Foodservice Distributors 0.8%
The food distribution industry, like
most other sectors of the economy,
posted weak financial numbers in
1991, according to the newly released
1992 Distribution Productivity and
Financial Report, prepared by the National-American Wholesale Grocers’
Association (NAWGA) and the Inter
national Foodservice Distributors As
sociation (IFDA).
According to the annual NAWGA/
IFDA Financial Report, wholesalers
who participated in the survey aver
aged a 1.3% new profit before tax in
1991. That figure is the same as it
was in 1990, and is consistent with
the profit performance in the industry

over the past five years.
For foodservice distributors, their
net profit before tax in 1991 averaged
0.8% — a noticeable improvement
over 1990’s margin of 0.1%, but less
that the 1.2% margin posted back in
1987.
Sales growth in the distribution in
dustry in 1991 was better for whole
sale grocers than foodservice distribu
tors. Wholesalers averaged a 4.8%
increase in sales, up from 3.3% in
1990. Meanwhile, foodservice dis
tributors saw a 5.0% increase in sales,
which is less than half the 1990 figure
of 11.3%.
Broken down by size of the com
pany, wholesale firms with less than
$100 million in net sales averaged
3.3% sales growth in 1991; firms be
tween $100-$400 million averaged
6.6% growth; and firms over $400
million in sales averaged only 1.3%
sales growth.

Foodservice distributors under $35
million in net sales averaged 5.3%
growth in 1991; firms between $35$75 million averaged 3.9% growth;
and firms over $75 million averaged
5.0% in sales growth.
Another measure of profitability,
the Before Tax Return on Net Worth,
showed a similar decline for the food
distribution industry. For wholesal
ers, BTRONW in 1991 averaged
16.6%, down from 20.6% in 1990.
For the foodservice sector, BTRONW
was 13.8%, down from 17.8% in
1990.
The 1992 NAWGA/IFDA Distri
bution Productivity and Financial Re
port was prepared with assistance
from Distributor Productivity Re
ports, Inc., of Columbus, OH. The
annual report provides over 50 pro
ductivity and financial measures and
norms with which member companies
can compare their performance.

From Page 11

‘Heavy Econom izers’
Spend Less Per Person

Consumer concerns about the
economy are evidenced by the fact
that more than one in five shoppers
may be classified as a “heavy econo
mizer” (21 percent)-someone who
practices five or more of eight econo
mizing measures. This is up from 18
percent in 1991.
H o w O fte n S h o p p e r s E c o n o m iz e
1992

Pretty
Only
Much
Occa
Every Fairly sionNot
Time Often ally Neve Sure
Look in Ihe newspaper lor
grocery specials
Use price-off coupons
Shop only at one store
Stock up on bargains
Compare prices al different
supermarkets
Buy store brands or lower
priced brands instead of
national b rands"
Buy products on special
Go to supermarkets other
than your principal one for
advertised specials
Shop at a discount or warehouse food store for groceries
Shop at warehouse clubs

45
43
42
30

18
20
25
31

19
25
16
30

18
12
17
10

25

20

31

25

0

18
18

31
32

40
40

10
10

1

9

16

46

28

6
2

13
8

40
36

40
53

0

1
1

*Less l han 0 5 percent
’ In 1991, asked as "buy store brands or lower priced products
instead of national brands”

Beginnings in 1991, the FMI
Trends study profiled shoppers who
could be considered heavy economiz
ers. Consistent with findings for
other money-saving measures, heavy
economizers are most likely to be:

• Women (22 percent).
• Married, from one-income
households (26 percent).
• In households with children
(27 percent).
• From larger households (30
percent of shoppers from
households of five or more).
• Under age 25 (33 percent).
Households with heavy economiz
ers spend an average of $81 per week
on groceries, compared to $78 for all
shoppers. Slightly higher overall
expenditures probably reflect their
larger overall household size. The
per-person expenditures in these
households, however, is $27-less than
the $30 reported for all shoppers.
*Source: Private Label Manufac

turers Association

For Your Information
Salmonella is capable of rapid
and prolific growth on the inte
rior tissues of cantaloupe, water
melon and honeydew when
stored at 73 degrees F. With in
creased retail displays of precut
melons, this study reaffirms the
importance of proper sanitation
and temperature control when
preparing and storing all sliced
melons, not just cantaloupe.

SUPPORT THESE AFD SUPPLIER MEMBERS
BAKERIES:
Ackroyd’s Scotch Bakery & Sausage.......532-1181
Archway Cookies............................. (616) 962-6205
Awrey Bakeries, Inc....................................522-1100
Koepplinger Bakeries, Inc.............. ........... 967-2020
S & M Buscuit Distributing....................... 893-4747
Sunshine/Salemo........................................ 352-4343
Taystee Bakeries......................................... 476-0201

BANKS:
Greenfield Mortgage Co......................
274-8555
Madison National Bank............................. 548-2900
Michigan National Bank............................489-9100

Taste Buds.......................................(517) 546-8522
Thomas Manor Catering............................ 771-3330
Tina's Catering.............................................949-2280
Vassel's Banquet Hall & Catering...........354-0121

DAIRY PRODUCTS:
American Dairy Assoc....................(517) 349-8923
Bemea Food Service...................... (800) 688-9478
Borden Ice Cream ........... ...............
871-1900
Dairy Products of Michigan....................... 552-9666
McDonald Dairy Co........................ (517) 652-9347
Melody Farms Dairy Company................525-4000
Milk-O-Mat.............................. ...................864-0550
Stroh's Ice Cream....................................... 568-5106
Tom Davis & Sons Dairy.............. ............ 399-6300

BEVERAGES:
Absopure Water Company......................... 358-1460
American Brokers Association..................544-1550
Anheuser-Busch. Inc................................... 354-1860
Bellino Quality Beverages, Inc..................946-6300
Brooks Beverage Mgt.. Inc.............(616) 393-5800
Cadillac Coffee.................
369-9020
Canandaigua Wine Co........................
379-3644
Central Distributors.....................................946-6250
Coca-Cola Bottlers of Mich.......................478-2212
Coors Brewing Company...........................451-1499
Don Lee Distributing. Inc...........................584-7100
E & J GaJlo W inery........................
643-06! I
Eastown Distributors...................................867-6900
F & M Coffee............................................ 851-5774
Faygo Beverages. In c ................................ 925-1600
Frankenmuth Brewery.....................(517)652-6183
General Liquor.......................................... 868-5100
General Wine.............................................867-0521
Hiram Walker & Sons, Inc....................... 626-0575
House of Seagram..................................... 262-1375
Hubert Distributors. Inc............................ 858-2340
J. Lewis Cooper Co................................... 835-6400
Miller Brewing Company..............(414) 259-9444
Mr. Pure Juices................................(312) 379-3000
Nestle Beverages....................................... 380-3640
Oak Distributing Company........................674-3171
Pabst Brewing Co...................................... 887-2087
Paddington Corp........................................ 345-5250
Pepsi Cola Bottling Group........................641-7888
Powers Dist.....................
682-2010
R.M. Gilligan. Inc......................................553-9440
Royal Crown C o la ......................... (616) 392-2468
Scrv-U-Matic Corporation........................528-0694
Seven-Up of Detroit.................................. 937-3500
Spirits of Michigan....................................521 -8847
Stroh Brewery Company........................... 446-2000
Tetley Tea Co....................................(216)331-4062
Viviano Wine Importers. Inc..................... 883-1600

BROKERS/REPRESENTATIVES:
Acme Food Brokerage............................... 968-0300
Amen Con. Inc........................................ 478-8840
Denha General Brokers.............................. 776-1610
ELC Associates...........................................624-5133
Hanson Faso Assoc................................. 354-5339
J.B Novak & Associates .......................... 752-6453
James K. Tamakian Company.................. 424-8500
John Hue tie man C o ................................... 296-3000
MuU &. Goergans..... ............ .................. 354. 1600
McMahon & McDonald. Inc.................... .477-7182
Northland Marketing..................................353-0222
Paul Inman Associates...............................626-8300
Pfeisler Company........................................591. 1900
Stark & Company................................. .....851-5700
VIP Food Brokers International................ 885-2335

CANDY & TOBACCO:
M A M M in ...............................................363-9231
Shemi'i C in d m ..............................(517) 756- 3691
Wolverine Ctgir Company........................554-2033

CAJEMNG/HA11S;
Country House Catering..................(517) 627-2244
Emerald Food Service................................ 546-2700
Gourme* House, Inc....................... ..........771-0300
Karen's Kafc at North Valley.................... 855 8777
Nutntxm Service*.............................(517)782*7244
fcnna't of Sterling .................................... 978-3880
Southfield Manor____ _______
352-9020
S t George Cultural C enter.„.„.„.........._.33S-8869

EGGS & POULTRY:
Lin wood Egg Company..........................524-9550

FISH & SEAFOOD:
Tallman Fisheries................ ............ (906) 341-5887
Waterfront Seafood Company.........(616) 962-7622

FRESH PRODUCE:

Oscar Meyer & Company...........................488-3000
Pelkie Meat Processing....................(906) 353-7479
Smith Meat Packing. Inc........................ 458-9530
Swjft-Ecknch............................................... 458-9530
Thom Apple Valley.............................
552-0700
Winter Sausage Mfg., Inc............................777-9080
Wolverine Packing Company.................... 568-1900

MEDIA:
Arab & Chaldean TV-62 S how ......,..........352-1343
C & G Publishing, Inc................................. 756-8800
Chaldean Detroit Times.....................
552-1989
Daily Tribune............................................... 541-3000
Detroit Free Press....................................... 222-6400
Detroit News................................................222-2000
Detroit Newspaper Agency........................222-2512
Gannett National Newspapers................... 357-7910
Macomb D aily............................................. 296-0800
Michigan Chronicle....................................963-5522
The Beverage Journal.................................454.4540
WDIV-TV4.................................................. 222-0643
WJBK-TV2.................................................. 557-9000
WLTI-Lne-FM.............................................354-9300
WWJ-AM/WJOI-FM.................
222-2636

N0N-F00D DISTRIBUTORS:

Aunt Mid Produce Co................................843-0840
Albion Vending................................ (517) 629-3204
Detroit Produce Terminal..........................................,.841-8700
Erica's Import Haus..........................(616) 942-1450
Vitale Terminal Sales.................................843-4120
Gtbralter National Corporation..................491-3500
Ludington News Company, Inc.................925-7600

ICE PRODUCTS:
Great Lakes l e t ........................................ 774-9200
Midwest lee...............................................868-8800
Union Ic e .................................................... 537-0600

INSECT CONTROL
Pest Elimination Products.......................... 296-2427
Rose Extermination (Bio-Serv).................588-1005

POTATO CHIPS/NUTS/SNACKS:
Frito-Lay, Inc...... ......................
287-9477
Goin’ Nuts............................................
437-9831
Kar-Nut Products Company....................... 541-7870
Nikhlas Distributors (Cabana)...................571-2447
Pioneer Snacks,............................................525-4000
Variety Foods, Inc.........................
268-4900
Vitner Snacks..................................
368-2447

INSURANCE:
America O n e................................... (517) 349-1988
Blue Cross/Blue S h ie ld ................. (800) 486-2365
Capital Insurance Group...........................354-6110
Creative Risk Management Corp........... 792-6355
Gadaleto. Ramsby & Assoc............(517) 351-7375
Golden Dental.............................................573-8118
Jardine Insurance Agency....... ................. 641-0900
K A Tappan & Assoc Ltd........ ............... 473-0011
Macatawa Em................................... (616) 335-9551
Marketplace Insurance.............................. 553-2280
Mtko& A sso c.......................................... 776-0851
M iuel Agency........................................... 773-8600
Monroc-George Agency
...................... 489-9480
Murray. Benson. Recchia..........................831-6562
North Pointe Insurance.............................. 358-1171
Rocky Husaynu & Associates.... ........... .557-6259
Traverse Bay Insurance ................(616)347-6695

MANUFACTURERS:
Amato Foods............................................... 584-3800
Bill Mar Foodv.................................. 800-654-3650
Groeb Farms......................................(JI7 ) 467-7609
Home Style Foods. Inc............................... 874-3250
Jaeggt Hillsdale Country Cheese ....(517) 368-5990
Kalil Enterprises. Inc.................................. 527-7240
KraftFoods................................................. 261-2800
Michigan (Pioneer) Sugar............... (517) 799-7300
Monitor (Big Chief) Sugar............ (517) 686-0161
Nabisco. Inc.................................................478-1400
Nestle Food Company............................... 380-3670
Philip Morris U.S.A....................................489-9494
Prince Macaroni of Michigan....................772-0900
Red Pelican Food Products..................... 921-2500
Roll Rite Corp...................................(517)345-3434
Singer Extract Laboratory.........................345-5880
Tony's Ptzxa Service.................................. 634-0606

MEAT PRODUCES/PACKERS:
Hartig M eats............................................... 832-2080
Hillshire Finn & Kahn's............................778-3276
Hygrade Food Products.............................464-2400
Kowilvkj Sausage Company.................... 873 8200
LKL Packing. In c ...................................... 8)3-1590
Metro Picking............................................. 894-4369

PR0M0TI0N/ADVERTISING:
Advo-Syslem.............................................. 425-8190
Insignia Systems..... ......................... (612) 553-3200
Intro-Marketing........................................... 540-5000
J R. Marketing-Promotions.................... 296-2246
News Printing............................................. 349-6130
PJM Graphics.............................................. 535-6400
Point of Sale Demo Service...................... 887-2510
Safeguard Business Systems ..................... 548-0260
Stanleys Advlg & Disk ............................ 961-7177
Stephen's NU-AD, Inc. ,............................ 777-6823
T.J Graphics ..............................................547-7474

SERVICES:
Akram Namou CPA............... ..........
.,.557-9030
American M ailers................... .................. 842-4000
Bellanca, Beattie, D eLisle........... ........... 964-4200
Central Alarm Signal. In c..
864-8900
Christy Glass C o ....................................... 544-8200
Closed Circuit Communications................478-3336
Detroit Edison Company ......................... 237-9225
Edward A Shuttle, P.C.............................. 288-2080
Follmer, Rudzewicz & Co., C PA ..............355-1040
Goh's Inventory Service.,........... ...............353-5033
Great Lakes Data Systems...................... 356-4100
Karoub Associates............................(517) 482-5000
Menczer & Urcheck P.C., CPA............... 356-1620
MemM Lynch............. ................................ 656-4320
Metro Media Associates....................... ,...,625-0070
Michigan B ell............................
...,,.,221-7310
National Exposition Service ..................,..865-1000
Nona & Company P C C P A ....................351-1760
Oakland Realty...........................................557-3332
Pappas Cutlery Grinding ........................ 965-3872
Paul Meyer Real Estate One ................... 341-4522
PDK Labs Inc................ ..................(516) 273-2630
Rossman Manm &. Assoc.............. (517) 487-9320
Sanda Realty ............................................. 851-5704
Southfield Funeral H om e.........................569-8080
Supermarket Development
Inventory Services................................ 573-8280
Tclccheck Michigan. In c .......................... 354-5000
Travelers Express Co....................... (800>328-5678
Vend-A-M auc........................................... 585-7700
Whiley's Concessions ............................ 278-5207

SPICES & EXTRACTS:
Rafal Spice C om pany............ .................... 259-637'

STORE SUPPUES/EQUIPM ENT:
Belmont Paper & Bag Com pany............. 49I-655C
Boll in Label System s....................... (800) 882-5104
Brehm Broaster Sales..................,...(517) 427-5858
DCI Food Equipment.................................. 369-1666
Hobart Corporation.,.................................. 697-7060
MMI Distributing........................................ 582-4400
Market Mechanical Services..................... 680-0580
Michigan Bale Tie Company.....................925-1196
Midwest Butcher & Deli Supply.............. 689-2255
Refrigeration Engineering, Inc........ (616) 453-2441
Statewide Food Equipment Dist................ 393-8144
TRM Copy Centers..........................(503) 231-0230

W H0LESALERS/F00D
DISTRIBUTORS:
Bremer Sugar............................. ,,,,...(616) 772-9100
Cabana Foods....................................... ...... 834-0800
Capistar. Inc........................................(517) 699-3605
Capital Distributors..................................... 369-2137
Central Foods.............................................. 933-2600
Detroit Warehouse Co................................ 491-1500
EBY-Brown C o ................................ (800) 532-9276
Epco Foods. Inc......................................... 857-4040
Family Packing Distributors....................644-5353
Foodland Distributors.................................523-2100
Garden Foods............................................... 584-2800
Gourmet International, Inc............... (800) 875-5557
Great Lakes Home Food Service.. .(517) 835-6785
H & O Distributors.................................. .. 493-0011
I & K Distributing.......................................491-5930
J & J Wholesale Dist.................................. 795-4770
J.F. W alker.........................................(517) 787-9880
Jerusutem F o o d s.......................................595-8505
Kehe Food Distributors....................(800) 888^681
Kramer Food C om pany............................585-8141
Lipari Foods....................................
469-0131
Louren Kachigian Distributing................ 843-2898
Maxwell Foods.Inc..................................... 923-9000
Mclncmey-Miller Bros..............................833-8660
Metropolitan Grocery ............................. 871 -4000
Midwest Wholesale Foods....................... 744-2200
Miesel/Sysco Food Service..................... 397-7990
Mucky Duck Mustard Co..........................683-5750
Norquick Distributing C o ........................522-1000
Northwest Food Co. of Michigan ...v.........368-2500
Rich Plan o f Michigan.............................. 293-0900
Sackett Ranch...................................(5(7) 762-5049
Scot Lad Foods, Inc......................... (419)228-3141
Sherwood Food Distributors.... .................366-3100
State Wholesale Grocers ........................ ... 567-7654
Stephenson & Stephenson.... ...........(906) 293-3851
Spartan Stores. I n c .................................... 455. ] 400
Super Food Services.........................(5 17) 777-1891
Superior Fast Foods. I n c ...........................296-7118
Tony’s Pizza Service........................(800) 247-1533
Value Wholesale .................................... 862-6900
Weeks Food Corp ..................................... 727-3535
Ypsilanli Food Co-op................................. 483-1520

ASSOCIATES:
American Synergistics
.......................... 427-4444
Basket Case
..................................... 831-4438
Bureau of State Lottery................... (5 17) 335-5600
Business Dining Serv ..................
489-1900
Club C ars...................................................... 459-8390
Herman Rubin Sales C o ..............................354-6433
Livemois-Davison Florist............................352-0081
Minnich’s Boats & Motors........................... 748-3400
Power House Gym ........................................ 865-0111
Wileden & Assoc.......................................... 588-2358
The area code is 313 for above listings unless
' otherwise indicated.
i
If you arc not listed or need to change your listing,
(
contact Mary Cooper at AFD at 557-9600.
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Happy New Year!!

1918 to 1992

74 YEARS OF SERVICE TO THE
RETAILERS OF MICHIGAN AND OHIO
As we enter our 75th year of business, we would
like to thank our partners in the Food Industry
for your support over the last 74 years.
From all of the employees of the Pfeister
Company, we extend to all members and
staff of the Associated Food Dealers our
best wishes for a Healthy and Prosperous 1993!!

D E T R O IT

SAGINAW

G R A N D RAPIDS

36300 S C H O O L C R A F T

3159 C H R IS T Y W AY

3663 B R O A D M O O R S E

LIVONIA, Ml 48150

SAGINAW , Ml 48603

G R A N D RAPIDS Ml 49512

(313) 591-1900

(517) 793-8100

(616) 949-7210

C IN C IN N A T I

COLUMBUS

T O LE D O

3660 H A U C K RD

6264 S U N B U R Y RD

6433 M O N R O E S T R E E T

CINCINNATI, O H 45251

C O L U M B U S , O H 43081

T O L E D O , O H 43560

(573) 563-4444

(614) 899-1331

(419) 882-1616

