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Food Labeling reforms 
take effect soon

In an action destined to 
dramatically alter food 
packaging, advertising, 
product research and com­
position, and ultimately 
consumer eating habits, the 
Food and Drug Administra­
tion (FDA) and U.S. De­
partment of Agriculture 
(USDA) have developed the 
most sweeping set of food 
labeling reforms in history. 
Effective May 8 ,  1994, nu­
trition information will be 
required for almost all pack­
aged foods sold to Consum­
ers.

In most cases, nutrition 
information will appear on 
the label of the food pack­
age; in some cases (e.g., 
bulk foods) nutrition infor­
mation can appear on a 
separate sign or other 
source of information avail­
able at the point of pur­
chase. Packages with a to­

Legislative Update

Dietary Supplements
The Food and Drug 

Administration has an­
nounced final regulations 
for health claims on 
dietary supplements, which 
go into effect six months 
after publication in the 
Federal Register. By July 
1995, nutrients in supple­
ments will be listed in a 
contents panel on the label, 
just as they are on foods. 
Retailers will be able to 
sell supplements as long as 
they do not contain unap­
proved health claims on 
the label.

ADA reminder
The American with 

Disabilities Act will begin to 
include companies with as 
few as 15 employees as of 
July 26, 1994.

Smaller companies should 
start to review their employ­
ment procedures to ensure 
full compliance. Review 
interview questions and job 
applications and remove 
prohibited inquires. Also, 
policies regarding termina­
tion, medical exams, em­
ployee benefits and leaves of 
absence should be examined.

Y.A .G .A .

tal area of 12  square inches 
or less may include an ad­
dress or phone number ad­
vising consumers where to 
obtain nutrition informa­
tion in lieu of providing the 
information at the point of 
purchase.

Scope and 
Exemptions

The following categories 
of food products are 
exempt from mandatory 
nutrition labeling as long 
as nutrient content or 
health claims are not made 
for the products:

foods that contain 
insignificant amounts of 
all nutrients, such as 
plain tea, coffee and 
most spices;

See Food Labeling 
Page 28

Annual Trade 
Show Issue

More Update, page 36

Top 20 independent stores in SDD sales for 1993*
Viceroy Market, Detroit 1,273,921.85
Flicks Package Liquor Inc., Lambertville 1,050,536.55
Bottle & Basket Shoppe Inc., Bloomfield Hills 843,749.55
Showermans Party Store, Livonia 829,637.95
B & B Market, Detroit 802,247.65
Ella’s Grocery, Erie 641,736.60
Maryland Beverage Shoppe, Detroit 638,779.25
Nansi Corp. Livonia 628,000.45
Tradewinds Liquor & Wine Shoppe, Detroit 613,700.25
Merchant of Vino, Troy 589,751.55
Red Wagon Shoppe, Rochester Hills 584,893.30
Woods Fine Wine & Spirits, Grosse Pointe Woods 571,688.50
Glass Bottle Shoppe Inc., Detroit 570,528.40
The House of Liquor, Detroit 553,053.50
Grodi Beer Store, Erie 541,780.05
Busatti's Variety Pack, Southgate 536,308.45
Cloverleaf Market, Southfield 535,101.40
Big Ten Party Store, Ann Arbor 534. 235.40
Bacchus Wines and Spirits, Kalamazoo 530, 267.85
Alger Party Store, Grosse Pointe 527.064.35

Don’t miss the 10th 
Annual AFD Trade Show. 
Called Cruise Into Profits, 
over 100 industry leaders 
will be exhibiting their 
products and services.

• See & sample new 
products.

• Enjoy trade show spe­
cials.

• Win cash shopping 
sprees, a cruise and other 
great prizes.

• Save money on utility 
bills. Detroit Edison will

show you how.

• Cheer on Michigan’s 
best baggers in our first 
annual contest.

This year the show will 
be held at Burton Manor, 
27777 Schoolcraft Road, 
between Inkster and 
Middlebelt. Admission is 
free, but you must be at 
least 21 years old.

Check out the floor plan 
and list of exhibitors on 
pages 6 and 7. For more 
information, call Danielle at 
(810) 557-9600.
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B i g  C h i e f .  
B ig  D e a l .

What's the 

"big deal"? That's what your 

customers are asking every 

time they com e into your 

store. So M onito r Sugar 

Company offers marketing 

assistance and cooperative 

advertising to  help you answer 

your customers.

When you stock 

Big Chief brand products, 

you'll get marketing support 

to  help your promotional 

efforts go further. That's 

because M onitor Sugar is...

Big On Promotion —  

M onitor Sugar's advertising 

and merchandising aids and 

allowances are designed to  

help you keep your customers 

informed and up-to-date.

Big On Customers —  

Big Chief brand sugars are 

competitively priced so that 

you can offer your customers 

real value every time they shop.

Since your business is 

a big deal to  us, you can 

depend on M onitor Sugar fo r 

assistance and support. So 

when you're thinking big, 

think Big Chief sugars.

BICUP
CHIEF 
SUGAR
M on ito r Sugar com pany

2600 S. Euclid Avenue 
Bay Cftv, Michigan 48706 
517-686-0161

M G Jf
CHIEF
SUGAR
P ure  F in e  Granulated

B i g  C h i e f  S u g a r s .  T h i n k B i g !
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Counterfeit $100 bills flood our system
By Joe Sarafa, Executive Director

A ring of counterfeit master­
minds are 
cranking out 
$100 bills so 
perfect that they 
could cause our 
government to 
discontinue 
issuing the bill.
The $100 bill 
has reigned as the highest U.S. 
denomination since the $500 bill 
was withdrawn from circulation in 
1969.

But old Benjamin Franklin may 
fade from use if these counterfeit­
ers are not caught.

The counterfeit ring is copying 
the bill so well that for several 
months the Federal Reserve 
quietly honored the fake bills 
submitted by banks for exchange 
or collection.

That ended May 3, 1993, when 
the banks finally had enough 
experience to identify the counter­
feit notes. .

There now is a move in Con­
gress to push legislation that could 
lead to complete withdrawal of the 
Franklin $100 bill. The reason is 
that it is believed counterfeiters

Statement of Ownership

The Food & Beverage Report 
(USPS 082-970; ISSN 0894-3567) is 
published monthly by the Associated 
Food Dealers at 18470 W. 10 Mile, 
Southfield, Ml 48075. Material con* 
tained within The Food & Beverage 
Reporlmay not be reproduced without 
written permission from the AFD.
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have already produced up to $1 
billion in superbills, perfect down 
to the magnetic properties in the 
ink. Only $300 million worth of 
the real $100 bill was printed last 
year.

To rectify this problem, our 
government will most likely either 
dramatically alter the look of our 
$100 bill or completely do away 
with it. While Congress is wres­
tling with the counterfeiters, 
retailers should be aware of the 
situation.

The AFD now has counterfeit 
money detector pens available for 
purchase. These pens write in 
gold on our real currency, but the 
ink turns black on fake bills. A 
quick swipe of a pen on any 
suspicious bill -  be it $20, $50 or 
$100 -  could save you plenty.

Remember if you attempt to 
deposit a counterfeit bill, under 
law your bank must confiscate it. 
For more information on our 
counterfeit detector pens, call our 
office at (810) 557-9600.

Welcome new board 
members

On behalf of the AFD board,

staff and membership, I would like 
to welcome Cal Stein and Gary 
Davis to our Board of Directors. 
Cal, executive vice president of 
The Pfeister Company, will repre­
sent the AFD’s Region Four. Gary 
is the president of Tom Davis & 
Sons Dairy Company and he joins 
us as a Supplier Board Member. 
We are fortunate to have these two 
well-respected men join our board 
and look forward to their contribu­
tions.

Set sail for our 
annual trade show
The AFD’s annual trade show, 

themed Cruise into Profits, is fast 
approaching. This year we have 
added our first annual Best Bagger 
Contest, which promises to be 
exciting and fun. Come to the 
show early and cheer on your 
favorite bagger! Details on our 
trade show, complete with a floor 
plan and the Best Bagger Contest 
are inside this issue. Read on and 
then sail in to Burton Manor in 
Livonia on April 13 and 14. I 
guarantee you won’t be disap­
pointed and I look forward to 
personally seeing all of you there.
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Wholesale Profile

Continental Baking Company rises to top of industry
By Cristina Cleveland

While Continental Baking 
Company’s popular Wonder bread 
and Hostess Twinkies snack cakes 
are practically ingrained in the 
American consciousness, the 
company’s history of responding 
to consumer needs with innovative 
products and services may not be 
as well known.

Founded in 1924 in Chicago by 
William B. Ward, Continental 
Baking Company formed as a 
result of a long line of talented 
family bakers. Ward’s grandfa­
ther, father and uncle owned and 
operated another baking company 
previous to Continental Baking 
Company’s establishment.

Soon after its founding, Ward 
purchased other similar companies 
and, by 1927, Continental com­
prised 104 bakeries throughout the 
United States and Canada. That 
same year, Continental went 
public and established itself as a 
sales leader and nationwide bread 
merchant, centralizing its business

and sales 
operations in 
New York 
City in 1928.

Eventu­
ally, Conti­
nental moved 
its corporate 
offices to 
Rye, N.Y. 
and was later 
acquired by 
ITT Corp.
Subse­
quently, Ralston Purina Company 
purchased Continental in 1984. 
Headquarters were moved to St. 
Louis the following year and 
Continental Baking Company 
remains as a subsidiary of Ralston 
Purina Company today.

Continental Baking Company 
produces and distributes products 
marketed under the Hostess and 
Wonder brand names. 
Continental’s Detroit sales office 
is located at 37051 Amrheim in 
Livonia, with its Hostess baking

Mechanic Larry Brawn; Dan Angst, 
general manager o f  sales; and mechanic 

Mike Swansinger

QUALITY EQUIPM ENT *  COMPETITIVE PRICES
OVER 2 5  YEARS EXPERIENCE

'STATE OF THE ART DELIVERY EXPERTS'
ALL MAKES & MODELS

BUY • SELL • LEASE COMPLETE 24 HOUR 1
NEW & USED QUALITY SERVICE 1

*  MONEY SAFES ❖ IN-FLOOR * OPENED ❖ SAFE DEPOSIT
* JEWELERS  ̂BANK EQUIP. ❖ REPAIRED BOXES
❖ DATA SAFES £ VAULTDOORS * INSTALLED ❖ COMBINATION
*  TRUCK SAFES *  INSULATED ❖ CUSTOM CHANGES
❖ GUN & PISTOL SAFES 4 FILES MODIFICATIONS ❖ INSURANCE 

ESTIMATES
CANADIANS WELCOME

BONDED & INSURED
HOURS:

MON - FRI 8:00AM - 5:00PM 
SAT 9:00AM - 3:00

739-1880
6031 18  M IL E  R O A D  

1/2 BLOCK EAST OF MOUND, NORTH SIDE *  STERLING HEIGHTS

facility at 
llOOOakman 
Blvd. in 
Detroit.

Dan Angst, 
general 
manager of 
sales at the 
Livonia 
office, 
stresses that 
the products 
made in the 
bakery move 

quickly to their final destinations. 
The products are ordered, baked, 
then delivered to the 17 distribu­
tion points throughout this trade 
area by means of a sophisticated 
transportation system. The trade 
area includes the state of Michi­
gan, Toledo and Fremont, Ohio, 
and a small part of Indiana. Conti­
nental Baking Company is a 
market leader in Detroit and is the 
country's largest producer of fresh 
delivered baked goods.

“Continental Baking Company 
stands for quality and service,” 
Angst says. “It is constantly 
changing and developing new 
products to accommodate the 
consumer.” As aforementioned, 
Continental Baking Company is a 
leader in introducing innovative 
products to the marketplace.

In 1925, Continental bought 
Taggart Baking Company of 
Indianapolis, maker of colorfully 
wrapped Wonder bread, which 
quickly became the Continental 
brand name nationally. Wonder 
bread was soon followed by 
Hostess cake products, including 
Hostess Cup Cakes, which were 
distributed nationally. Although 
no one knows who “invented” the 
original Hostess Cup Cake, in 
1919 D.R. “Doc” Rice developed 
them into the cupcakes we know 
today, adding the famous icing 
squiggle and creme filling in 1950.

In the 1930s, Continental 
distributed sliced bread nationally 
to a public that was at 
first suspicious, then 
enthusiastic. Twinkies 
snack cakes were also 
produced and marketed 
nationally and Hostess 
donuts were introduced to 
the market.

Continental Baking 
Company became in­
volved in the govern­

ment-supported, baking-industiy 
move to enrich white bread with 
vitamins and minerals to improve 
nutrition in the 1930s and 1940s. 
Known as the “quiet miracle,” 
bread enrichment nearly elimi­
nated beriberi and pellagra, and 
brought essential nutrients to 
people who previously could not 
afford nutritious foods.

The years following brought 
several creations by the baking 
company. Ellis Baum introduced 
Sno Balls, a marshmallow- and 
coconut-covered, creme-filled 
chocolate cake, which were rolled 
out nationally. Continental was 
also the first national wholesale 
baking company to adopt open- 
dating on bread products and to 
introduce nutrition information on 
bread. Wonder Light reduced- 
calorie breads, made with fiber 
from natural sources exclusively, 
were marketed by the company in 
1986.

1990 saw the introduction of 
Bread du Jour breads and rolls, the 
first nationally distributed partially 
baked breads, and Mini Muffins, 
bite-sized muffins in a variety of 
flavors. Hostess Light Twinkies 
and Cup Cakes also came on the 
market.

Recently, Continental Baking 
Company introduced two new 
ideas for health-conscious con­
sumers. Hostess Lights Low Fat 
Brownies and three new varieties 
of Wonder Calcium Enriched 
Breads took to the market’s 
shelves throughout the United 
States this year.

This year—70 years after its 
founding—Continental Baking 
Company remains the largest 
wholesale baker of fresh delivered 
bakery products in the United 
States, operating over 30 bakeries 
across the United States and 
employing approximately 22,100 
people. Continental products are 
distributed to about 80 percent of 
the country’s population.

Continental Baking Company’s bakery 
outlet in Livonia
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Small business owners
M a x i m i z i n g  y o u r  p r o f i t

by Daniel L . Kanter and Martin 
Fierman, LUTCF  
Kanter Associates

Mention the words “fringe 
benefits” to almost any small 
business owner and it’s a good bet 
to bring on a case of indigestion 
followed by a string of expletives. 
The reaction is understandable. 
After all, the cost of benefits has 
risen faster than virtually any other 
business expense. Regulation and 
administration become seemingly 
more difficult by the day.

So, if you’re a small business 
owner, why bother?

Because of you—the business 
owner.

Small business owners may 
have unique problems and con­
cerns, but they also have unique 
benefits—fringe benefits that can 
uniquely benefit the self-em
ployed. Business owners must 
choose benefits that will be good 
for their companies and good for 
them. Sometimes they’re mutually 
exclusive, sometimes they’re not. 
Yes, the cost of total benefits has 
risen, but most of that increase is 
due to the cost of medical insur­
ance. But the cost of disability 
income and life insurance has 
remained relatively stable. And 
retirement savings are more 
important today than ever before.

There is a benefit to fringe 
benefits for the small business 
owner, and it can be best realized 
when your concerns are crystal­
lized.

What benefits will help your 
business?—Medical insurance 
may be costly, but weigh the price 
against the benefits. Would you 
go without? Can your employees 
afford not to have it? How much 
good will is it worth? How much 
will it help in your recruiting? 
What’s the tab in deductibles?

Retirement planning is more 
complex. Thrift savings plans, 
such as 401 (k)s arc popular—and 
administratively complex. Quali­
fied retirement plans, the tradi­
tional type most employees in 
large companies enjoy, have 
stringent regulations, leaving little 
room for flexibility. Unqualified 
retirement plans—which can be as 
simple as a life insurance policy— 
offer more flexibility, but lack the 
tax advantages of a qualified plan. 
Increasingly popular benefits such

as disability and long-term care 
insurance are making their way 
into many companies’ fringe 
benefits.

A ct on the plan?—First, 
contact a qualified financial 
advisor. Have a cost analysis 
done, both on separate components 
of a plan and together. Perhaps 
the cost o f fringe benefits, or of

administering sponsored benefits 
that are paid for by employees, 
outweighs the loss in productivity 
or the cost of recruitment to 
replace dissatisfied employees. 
You, the business owner, also 
must plan for your personal needs. 
What do you need to safeguard 
your business now? How much do 
you need to retire? With what 
level of risk are you comfortable?

After answering these questions, 
find the most qualified providers 
around. Is the insurance provider

financially sound? Does it have 
experience with the types of 
insurance you need? Will it offer 
flexible insurance programs that 
change when the business 
changes? Is the administration of 
a benefits plan simple to accom­
plish and easy to understand?

Once all the right questions are 
asked, it’s easier to find the correct 
answers. Fringe benefit planning 
may never become easy, but it 
doesn’t have to cause indigestion.

Pleasing the Gustomer:..

The Ultimate Reward.
Together with our subsidiaries, we serve over 14,985 customer locations. 
Capistar, Inc. L&L/Jiroch Distributing Company J.F. Walker Company, Inc.
' ’ 1 ~ “ “ — ■—~—  ------- ------  —■—— — ■

United Wholesale Grocery Company Shield Insurance Services. Inc.

"Cruise Into Profits" at our booth #307 o r call Spartan Stores N ew  Business Development 616-530-4517.

m m
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10th Annual Trade Show

Z  126 BOOTHS
2  A L L  8 'X 10'
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7-U P o r D e tro it - B ooths 3 0 7 ,3 0 8
M istic Sparkling Juices 
Evian Spring  W ater 
Clearly Canadian
7-up

A b so p u re  W a te r  C o m p an y  - B o o th  811
A bsopure Distilled W ater 
A bsopure A rtesian Spring  W ater 
C apio Natural M ineral W ater 
M ontreaux-N atural Spring W ater

A ll-S ta r  F oods - Booth  210
G arden o f Eatin B lue Chips 
H arry ’s Prem ium  Snacks 
F at Free G ourm et 
N ew m ans O w n Lem onade 

A m ato  Foods - B ooth  412 
Frozen Pizza D ough Balls 

A m erico p y  C o m p an y  In c  - B oo th  908 
V ending C opy System s 
Fax M achines

Photo G reeting Cards 
A m erican  E x p ress /F irs t D a ta  C o rp . - 
B ooth  809

Am erican Express M oney Orders 
A m erican Express M oneyGram  
M CI Phone Cash Card 

A m eritech  - B ooth  614 
Pay Phones 

A n heuser-B usch  ■ Booth  702 
Budweiser 
Bud Light
Ice D raft from  Budweiser 
O ’Douls

A w rey B akeries , In c. - B ooth  514
A w rey’s Fresh Crunch D unkers 
A w rey’s French Buttcrcream  Dessert 
Cake
A w rey’s Long John C offee C ake 
A w rey’s  Date N ut Bars 

B e tte r  M ad e  P o ta to  C h ip s  -  B ooth  113 
$2.39, R egular 14 oz Package 
$2.39 BBQ, 14 o z  Packages 
$2.39, W ave, 14 oz Packages 
.89, C heese Com  Packages 

Blue C ro ss  Blue Shield  of M ich igan  - 
Booth 708

Quality Care Benefit Options 
Blue Care Network Statewide (HM O) 
Statewide Preferred Provider 
Organizations
Rate Guarantees F or Tw elve M onths 

B ollin L abel - Booth 907
Superm arket Promotion Labels 
Scale Labels 
M onarch M arking Guns 
Point o f Purchase Card s 

B orden  Ice  C ream  - B ooths 709 ,710  
New “ Cracker Jack”  6Pk Ice  Cream  
Bars
New “Low  Fat” H alf Gallon Ice  Cream  
Line
Elsie H alf Gallon Ice Cream  
Frosty Dream 

B orden  Q uality  S nacks - Booth  802 
Jays Potato Chips 
Okedoke Popcorn 
Krunchers Potato Chips 
Seyferts Cheese T  wistees 

B reh m  B ro as te r  - B ooths 819 ,9 1 0 ,9 0 9  
Broaster 
Food W anner 
Bro-tisserie
Seasonings, Coatings and C arry O ut 
Container 

C a n an d a ig u a  - B ooth 511 
M arcus James 
Cooks Varieties 
Dunnewood 
Paul M asson

C e n tra l A la rm  S ignal, In c . - B ooths 204, 
205

Security Systems 
Hold up Prevention Systems 
C losed  C ircuit T elevision Systems 
F ire  A larm  System s/A ccess Control 
Systems 

C e n tra l F oods - B ooth  707 
C h eck p o in t System s, In c . - Booth  413 

E lectronic A rticle Surveillance (EAS) 
Systems

- CCTV
C oca-C ola  - B ooths 703 ,704

M inute M aid Juices T o G o /16 o z  size 
N estea A ssorted F la v o rs /16 oz  size 
Pow erA de/ 2 0  oz, 32  oz  &  64 oz 
C oca-Cola Assorted Products 

C o m p u te r Ju n c tio n  - Booth 807
Com puter System  to  fit your needs 
Com puter cash registrars, bar code 
readers
Custom  PO S program s to  fit your needs 
Sales, Service, Repairs, Networks 

C onso lidated  W ines &  S p irts  - B ooths 705, 
706

Am igo Coffee Liquor 
Jenkins S ilver Rum 
Jenkins Canadian W hiskey 
Jenkins S ilver &  G old Tequila 

C o n tin en ta l B ak ing  - B ooth  803 
N ew  Calcium  V arieties 
N ew  W heat Tortillas 
Blueberry M uffin L oaf 
L ight Brownies 

C o o rs  B rew ing  C o m pany  - B ooth 604 
Z im a Clear M alt 
Coors Light 
Keystone 
Killian Red 

C o reS o u rce  Inc. - Booth  211
Adm inistrators o f  the AFD W orkers 
Com pensation Plan 

D C I Food  E q u ip m en t In c . -  B ooths 208, 
2 0 9 ,3 0 9 ,3 1 0

Exact 815 W rapper/Scale j.n 
SA SI Scanning System 
Chester Fried V cntless Hood Fryers 
Perky’s F resh Baked Pizza, etc.

Dolly M ad iso n  B ak ery  - B ooth  605 
Bag Sugar Donuts 
Raspberry Zinger Fun Pack 
Cinnamon Crum b M ulti Pack 
Asst. Jumbo Box 

E by-B row n - Booth 409 
Cigarettes 
Candy 
Grocery
Health and B eauty Care 

E  &  J  G allo  W ine - Booth 401 
Bartlcs &  James Island Drinks

£1
& T

?0K

Kanter Associates/American Benefits Group

IK
Helping people plan for the future since 1925.

- Business Continuation 

Wealth Accumulation 

Disability Income

- Fringe Benefits

- Life Insurance

- Estate Conservation

T O  REGISTER FOR PRIZES 
VISIT OUR BOOTH 

AT THE AFD TRADE SHOW!
Martin J. Fierman, LUTCF 

Daniel L. Kanter

(810) 357-2424

100 Galleria Officentre, Suite 4 0 1 , Southfield, MI 4 8 0 3 4
Securities Offered Through Equity Services, Inc.
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Show Hours 
Wednesday, April 13,1994  

6:00 p.m. - 9:00 p.m. 
Thursday, April 14,1994  

1:00 p.m. - 9:00 p.m. 
BURTON MANOR  
Livonia, Michigan

Ernest & Julio G allo California 
Chardonnay.
Ballatorc Gran Spum ante 
Eden Roc Brut Rose 

Evcrfresh B everages, Inc. - B oo th  411 
Everfreshjuices/blends/drinks 
Clearfmit
Final Exam  T ea -  w ith tw ice the caffeine 
Flavored Lem onades 

F an n e r Peet - B ooth  818 
Bonanza Ham 
Ranch &  Re-Peeter B aeon 
So-Long H ot Dogs 
Smoked & Polish K ielbasa 

Faygo Beverages - B oo th  502
Full Line o f  Faygo Teas &  Lem onades 
Assorted Flavors o f  Faygo 12 pack  -12 oz 
Assorted Flavors o f  Faygo 3 liter 
Crystal Geyser A lpine Spring W ater 

F rankenm uth  B rew ery  - B oo th  314 
Frankenmuth Pilsener 
Frankenmuth Dark 
Old Detroit A m ber A le 
Old Detroit Red Lager 

Frito-Lay -  B ooth  906
KC M asterpiece Barbecue 
Frito -  Scoops 
Rold Gold Fat Free Pretzels 
Rold Gold Sourdough Pretzels 

Food In d u stry  F in an cia l « B ooth  90S 
Insurance 
Investments 
Accounting 
Legal Issues 

G arden  Foods - B ooths 611 ,612  
Mr, Pure
Canfield Beverages 
Blue Falls

General W ine & L iq u o r  C o . - B ooths 509, 
510

Jack Daniel’s Country Cocktails 
Jose Cuervo M argaritas 
Southern Com fort Cocktails 
Sofia Varietals W ine 

Golden D ental - Booth 503 
Golden V alley D airy  - B ooth  504
- -' Haagan-Dazs Ice Cream and Yogurt 

Pints
Edy’s Ice Cream  - Light - Yogurt Half 
Gal.
Edy’s Sugar Free - Fat Free Ice Cream 
Half Gal.
Edy’s Lactose Reduced - Fat Free and 
Sugar Free Quarts 

I! & O  the Ju ice  People  -  B ooths 6 0 1 ,602 , 
603

Fairlee Juice 
Qucnchy Kids Drink 
Meridian C lear. Flavored W ater 
Dinos F ree/ Pop 

Health A lliance P lan  - Booth 903 
Hclath care information 
Benefit summary with rates 
Oranges
Complementary Snack Packet 

H obart C orp . - Booths 2 06,207 
Val-Pac Machines 
Sliccrs 
Refrigerators 
Scales and W rappers 

The House o f S eagram  * Booth 408 
Godiva Liquor 
Absolut Kurant 
Crown Royal
Captain M organ Original Spiced Rum 

Items G alore  - Booth 613 
VOS Hair Care Products 
Good Sense - National Brand 
Equivalent 
Motrin I B.
PUytcx

IntrmState D is tribu to rs - Booth 900 
Snapplc 
Boku

J. L tw k  C ooper - B ooths 3 01 ,3 0 2 ,3 0 3  
Chi Chi’i  Qucnchcrs 
Bacardi Brcc/crs 
E & J Gallo Winery 
Glen Ellen W inery 

K anU r Associates -  Booth 213 
Insurance
Employee Benefits

Estate Planning 
Business Planning 

K a r  N u t - B o o th  212
N ew  L ine o f  7J% 1.00 K ar’s Peanuts 
Full Line o f  Pioneer, Jack Link and 
Slim  Jim ’s M eat Products 
Super Show Specials on  Pistachios & 
Cashews
Full Line o f 2/$ 1.00 Candy 

K ehe Foods - B ooth  701 
Tones Spices 
Eden Pasta 
M ucky D uck M ustard 
A m erican Connoisseur 

K ow alsk i S ausage  - Booth  414 
Kowalski Prem ium  Bacon 
D inner Ham  
Natural Casing Franks 
Skinless Stadium  K ielbasa 

K ra m e r  F oods - B ooths 404 ,405  
Perrier W ater 
Ice M ountain W ater 
Lindt Candy 
Poland W ater 

L u d in g to n  News C o m pany  - B oo th  501 
M agazines 
Books
Sports Cards 
Seasonal Products 

M a rie  B riza rd  W ine &  S p irits  - B ooth  305 
Flndlaters Scotch 
M arie Brizard Chocolat Royale 

M cK esson Service M erch an d is in g  - B ooth 
805

Health &  Beauty Care Items 
General M erchandise 
Trial Size Items 
Specialty Foods r 

M elody Foods - B ooths 1 0 1 ,1 0 2 ,1 0 3 ,2 0 1 , 
202 ,203

Evcrfresh Products 
Jam aican - Gold Coffee Items 
C hef Bem e’aP ies 
M elody Farms Ice Cream Novelties 

M ichigan  B an k ard  - Booth 410
New Tranz 380 Vcrifonc Terminal 
New Hypcrcom T  7E Terminal 

M ichigan  S u g a r C om pany  - B ooth 615 
Pioneer Sugar - 5 pound granulated 
Pioneer Sugar - 2 pound granulated 
Pioneer Sugar - 20 oz granulated in 
convenient canister 
Peninsular Sugar - 4 pound granulated 

M iller B rew ing - Booth 108 
Lite Ice 
Icehouse
Lcincnkugcl Red Lager 
Reserve Am ber Ale 

M .M .I. D istribu ting , I n c .- Booths 110, 111 
Alto - Shaam Hot Deli Systems 
Aunt Annies O ven Fresh Chicken/The 
Healthy Alternative 
Crispy Lite Chicken Fryers 
MM1 Brcadings and Seasonings 

M u ltiG ard  S ecurity  System s - Booth 107 
Commercial Security Systems 
Stratus Theft Security Device 
CCTV Camera 
Card Access 

N ikhlas D is tribu to rs - Booth 311 
Cabana Potato Chips 
Slim  Jim M eat Snacks 
Andy Capps 
Royal Cakes 

N orth  P o in te  In su ran ce  Co. - Booth 804 
Liquor Liability Insurance 
Property Insurance 
General Liability Insurance 
Expert Insurance Knowledge

O  J .  D is trib u to rs  - Booth 505,506 
O ven F resh  - Booth 810

Oven Fresh Buttered Sput Top White &  
Wheat
Lum berjack Bread 
Mackinaw M illing Oatmeal Bread 
Douville Variety Pack Fried Cakes 

Pabst B rew ing * Booth 513 
Pabst Blue Ribbon 
Pabst Ice

- Oldc English 800 
Ice Man M alt Liquor 

The P addington  C orporation  - Booth 306

Goldschlager 
J & B Select 
Sheridans L iquor 

P epsi-co la - B ooths 3 1 5 ,4 1 5
All Sport, 16 oz, 32 oz, 64 o z  - new 
flavors
1 L iter B ig Slam
Lipton Original 16 oz, 32 oz - new size, 
new  flavors
Ocean Spray 16 o z  - new size, new  
flavors

P fe is te rC o m p an y  - B o o th 515
D ole 100 % Juices 40  oz 
G lad-Lock Freezer o r S torage Bags 
H einz Ketchup 28 oz 
Ragu Spaghetti Sauce Qts.

Po in te  D airy  S erv ices Inc. - B oo ths 8 12 ,8 1 3  
Borden M ilk &  Ice Cream  
Evcrfresh Juice 
Tropicana Juices 
Poore B rothers Potato Chips 

R .M . G illigan  - B ooths 104,105  
Canadian Club 
Sm irnoff Vodka 
Christian Brothers Brandy 
Cuervo Especial 

S. A b ra h a m  & Sons - B ooths 8 1 4 ,8 1 5 ,8 1 6  
Cigarettes &  Tobacco 
Confections 
Groeccrics
General M crhcandisc 

Scot L ad  - Booth  312
Assorted Scot Lad Private Label 
Products 

S chafer B ak ery  - Booth 817
Aunt M illie Variety Brands & Buns 
Country Hearth Bread 
Aunt M illie Fat Free Breads 
Perfection Deli Products 

S h e a re r ’s Foods, Inc. - Booth 902 
Grandma Shearer’s Potato Chips 
Grandma Shearer’s Pretzels 
Grandma Shearer’s Popcorn 
Pace Salsa Dip 

S herw ood Foods - Booth 106 
Thorn Apple Valley Pork 
Townsend Boneless Chicken Breasts 
Boneless N.Y Strips 
Course Grind Ground Beef 

S tephens’ Nu-A d - Booth 610
Handbill Circulars (full sizes and tabloid) 
Catalog Booklet Printing 
Brochures 
Business Stationary 

S ta rk  & C om pany - Booth 112
Dow Brands Food Care/Home Care 
Coca Cola Foods (Hi-C, M inute M aid)
M & M/Mars Brokered Consumer 
Products
Nabisco Foods Group 

Statew ide F inancial Serv ices - Booth  313
Residential Fiancing “M ortgages” 
Commercial Financing - Shopping 
Center
Hotels - M otels - Convenience Stores 
SupcrM arkets - Gas Stations - Apartm ent 
Buildings 

S tro h ’s Ice C ream  - Booth 808
Stroh’s 75 Anniversary 1919 Brands 
Stroh’s Assorted Premium Flavors 
Savino Italian Sorbet 
M ooney’s Premium Ice Cream 
(Northern M ichigan’s Finest)

S p a rtan  S tores, Inc. - Booths 507 ,50 8 ,6 0 7 , 
608

Capistar “ Budget Pantry” - Limited 
Assortment Store type format 
L &  L/Jiroch - N ation’s 18th largest 
convenience store distributor

J.F . W alker - N ation’s 8th largest 
convenience store d istributor 
United W holesale  - 1 2  cash and carry 
locations in M ichigan and  O hio 

S u n sh in e /S a le rn o , In c . - B o o th  512 
Salerno F at Free O ysters 
Salerno Fat Free Saltines 
Salerno Caram el Patties 
Salerno D inosaur G raham s 

T h e  S tro h  B rew ery  C o . - B oo th  403 
Schlitz Ice Beer 
Schlitz M alt L iquor Ice 
Old M ilw auke 
Stroh’s  D raft Light 

T ay stee  B re a d  - B oo th  406
Taystee Split Top W hite 24 oz 
Taystee G olden Split Top W heat 20 oz 
T aystee H am burger &  H ot D og Eights 
M ickey Raisin C innam on Rolls 

T om b sto n e  P izza - B oo th  109 
Tom bstone P izza All Varieties 
M ade w ith 100% Real Cheese 
Tom bstone L ight 1/2 Less Fat 
Tom bstone Special O rder - Has Romano 
Cheese Crust 

T om  D avis &  Sons D airy  - B ooths 114,214 
Fresh D airy Products 
M ilk &  Ice Cream  
Full L ine Juice Supplies 
Cheese/Buttcr/Eggs 

T o n y ’s/R ed B aro n  P izza - Booth 904 
T o n y 's  Italian Pastry 
Red Baron Fam ily 12" Pizza 
Red Baron Breakfast Singles and Deep 
Dish
T ony’s Prim o P iz /a  

T ra v e le r ’s  E x p ress  -  B ooth 407 
T re p co  L td . - Booth  606

2/$l - 4/S 1 - .99 - Cookies 
U.S A. Brand Cigarettes 
Full L ine Supplies For All Your Store 
Needs 

U nion Ice - Booth  901 
Ice
Dry Ice 
Rock Salt 
F ire W ood 

U nited  D istillers  G len m o re  - B ooth 304 
Chi C hi’s M argarita Quencher 
Chi C h i’s Key Lime Q uencher 
Chi C h i’s Raspberry Q uenccr 
Chi C hi’s  Tropical Colada 

V .I.P . In te rn a tio n a l Sales & M a rk e tin g - 
Booth  402

B razo’s Red Eye T exas S tyle Bloody 
M ary M ix Original 
B razo’s R ed Eye Texas S tyle Bloody 
M ary M ix M ild 
Brazo’s C antina M argarita Mix 
Brazo’s Red Eye Texas S tyle Bloody 
M ary M ix 1.75 liters 

V arie ty  Foods - Booth 609
Pic-A-Nut - Pistachio, Cashews,
Peanuts, Bags
M unch-A -Roos - Fotalo Chips, Pretzels, 
Caram el Corn
Checsc-A-Roos - Cheese Curls,
Crunchy Twist, Pop Com , Tortilla 
Pic-A-Nut - M ixed Nuts, Cahscw Cans, 
Dry R oasted Jars 

W est E n d  P ro d u c ts  - B ooth  806
W est End All Natural Soda Brew W ild 
Cherry
W est End All Natural Soda Brew Red 
Raspberry
W est End All Natural Soda Brew 
Lcmon-Lime Kiwi 
W est End All Natural Soda Brew 
Country Peach
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Our Environment

April is K^^America Beautiful Month
More than one million Ameri­

cans nationwide will work to 
improve their community’s waste- 
handling practices during the 
annual observance of Keep 
America Beautiful Month in April. 
The event, which began in 1971, 
focuses attention on positive 
methods and attitudes of managing 
waste. It encourages individuals, 
businesses and communities to 
take responsibility for the garbage 
they produce, and provides an

opportunity for all Americans to 
become involved in environmental 
improvement programs.

“Keep America Beautiful 
Month is a time of year to focus 
the entire community’s attention 
on preventing litter and practicing 
proper waste handling,” said 
Roger W. Powers, president of 
Keep America Beautiful, Inc. 
(KAB). “It’s an opportunity for 
individuals to work with local 
government, business and the civic

scctor in addressing an issue that 
impacts everyone.”

All of KAB’s 500 local affiliates 
observe Keep America Beautiful 
Month with innovative programs 
and events.

Seventy-eight KAB affiliates will 
participate in the ninth annual 
GLAD Bag-A-Thon program. The 
program will concentrate on litter 
prevention, such as cleaning illegal 
dumpsites and vacant lots for the 
creation of parks. Results of this

year’s program are expected to top 
the 13.7 million pounds of litter 
collected last year.

In Ohio, Keep Toledo/Lucas 
County Beautiful, Inc. will host 
Earth Quilt ‘94. Area school 
children in grades K to 3 will put 
messages about the environment 
on a 12” x 12” square quilt piece. 
The quilt will be sewn together by 
volunteers and be displayed in the 
lobby of the local government 
center.

Alabama PALS (People Against 
a Littered State), the statewide 
KAB affiliate, will participate in 
the fifth annual “Don’t Drop it on 
Alabama” spring cleanup. KAB 
chapters throughout the state will 
be involved in programs including 
Adopt-A-Mile and Adopt-A- 
Stream. Several university cam­
puses throughout the state will 
participate in “Mountain of Cans 
‘94,” an aluminum recycling 
competition. Other activities 
include a poster contest, coastal 
cleanup and lake cleanup.

I Love a Clean San Diego, Inc. 
(CA) will educate citizens about 
illegal dumping in storm drains 
through a storm drain stenciling 
program. Southern California 
storm drains and gutters are not 
connected to sewage treatment 
plants. Any substance that flows 
into the storm drain system is 
discharged untreated in local 
beaches and bays. Approximately 
2,000 volunteers will stencil 4,000 
drains at 35 sites throughout the 
county with the slogan, “No 
Dumping...I Live Downstream,” 
with a depiction of a dolphin or a 
duck.

Keep America Beautiful Month 
began as Keep America Beautiful 
Day in 1971 and grew to a week- 
long event in 1982. In 1988, the 
event was first observed as Keep 
America Beautiful Month.

Keep America Beautiful, Inc. is 
a national, nonprofit, public 
education organization dedicated 
to improving the natural beauty 
and environment of America and 
improving waste-handling prac­
tices at the community level. 
Through its 500 local affiliates in 
41 states and Canada, it is building 
partnerships with volunteer organi­
zations, government agencies, and 
the private sector to improve the 
quality of life through education.

S i n c e  1 9 0 6

A t M ic h ig a n  S u g a r C o m p a n y , 
w e  k n o w  th a t w h a t  y o u  s to c k  
on  y o u r sh e lve s  re fle c ts  y o u r en tire  
bus iness  ph ilo sop hy . That's  w h y  qua l­
ity  is so  im p o rtan t to yo u  ... and to us.

For 88 years, w e  have  been p ro v id ­
in g  q u a lity  in  e v e ry  w a y  w e  k n o w  
h o w  ... th rough  o u r se rv ices, depend­
a b ility , a d ve rtis ing  sup po rt -  and m ost 
im p o rta n tly  o u r top -o f the-Iine sugar 
p roduc ts .

EI0NEER
fiUGfiR

© 10*14 Mic higan Suj^.ir (;<imp,my
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Our Environment

Business Alliance helps reduce waste
Collecting and processing 

materials are two parts of recy­
cling. Buying 
recycled prod­
ucts and materi­
als is the other 
part. Buying 
recycled closes 
the recycling 
loop.

What is the Buy 
Recycled Cam­
paign?

The Buy 
Recycled Busi­
ness Alliance is 
a group of 
companies that 
are committed to 
increasing the purchases of 
recycled-content products. In 
conjunction with the National 
Recycling Coalition, a nonprofit 
organization representing diverse 
recycling interests, the Alliance 
has launched the Buy Recycled 
Campaign. Through the Cam­
paign, the Alliance encourages 
businesses of all sizes to make 
purchasing recycled-content 
products and materials part of 
their day-to-day operations. The 
Alliance provides information 
and guidance that helps your 
company save time and money 
setting up its own in-house Buy 
Recycled program. To help 
businesses get started, the Alli­
ance runs Buy Recycled seminars 
throughout the country and 
distributes how-to materials.

Benefits or joining the Alliance?
Joining the Alliance will help 

you learn how to buy recycled 
products, and today that makes 
good business sense. Why? 
Because Buy Recycled is clearly 
the trend of the future—consum­
ers arc expressing their prefer­
ence for recycled-content prod­
ucts. Private sector Buy Re­
cycled efforts arc growing rap
idly, involving customers and 
vendors alike in the process.

Also, as a member of the 
Alliance, you will be part of a 
rapidly growing network of 
companies—multi-nationals to 
local businesses—that arc taking 
a leadership position in buying or 
manufacturing products with 
recycled content. Belonging to

this network gives you the avail­
ability of peer counseling of any 

aspect of 
Buy
Recycled, 
and the 
Alliance’s 
seminars 
and self­
teaching 
materials 
will give 
you the 
right tools 
to evalu­
ate prod­
ucts with 
recycled 
content

and become a savvy purchaser.
If you buy recycled-content 

products, your company will be 
making a good business decision 
at a time when consumer demand 
and environmental accountability 
are on the rise. Alliance members 
have a unique perspective that 
allows them to anticipate long­
term changes in the business 
environment resulting from the 
Buy Recycled Campaign.

How to join the Alliance
There is no cost to join the Buy 

Recycled Business Alliance; our 
information package is free. All 
that’s required is a commitment 
that will benefit your company 
and the environment. After you 
respond to a survey and sign our 
charter, you will receive the 30- 
page Buy Recycled Guide Book 
at no charge.

Leading the Campaign
Giving direction, leadership 

and funding to the Campaign is a 
steering committee of leading 
companies that are committed to 
developing a market for recycled 
content products through educa­
tion and leadership by example. 
Alliance members are at the heart 
of this movement which can 
impact thousands of purchasing 
decisions each day.

I f  you are interested in more 
information on the benefits o f  
A lliance membership, please 
check the appropriate box on the 
order form .

Request for Information 
The Buy Recycled Campaign

Please send me a free Buy Recycled Campaign start-up kit so 
that I will know how to get a program under way at my com­
pany.

Please let me know about Buy Recycled workshops in my area.

I would like more information on the benefits of membership in 
the Buy Recycled Business Alliance’s Steering committee.

Send me information about the National Recycling Coalition.

Name Title

Company.

Street____

City_ _State_ _Zip_

Telephone.

M ail to: T h e  B u y  R e c y c le d  C am p a ig n
N a tio n a l R e c y c lin g  C o a litio n  
1101 3 0 th  S tre e t N W , S u ite  305 
W a sh in g to n , D C  2 0 0 0 7  
( 2 0 2 )6 2 5 -6 4 0 6  F A X : (2 0 2 )6 2 5 -6 4 0 9

ALL SUPPLIERS 
ARE NOT 

CREATED EQUAL

Compare us against your current supplier. We at 
Eby-Brown would appreciate the opportunity to prove 
ourselves to you. We want to become your chosen 
supplier of value-added products and services.

Call Robert Coughlin Vice President, Sales 
1 (800) 532-9276

EBY-BROWN
SE R V IC IN G  ILLINOIS, INDIANA,

IOWA, K E N T U C K Y , OHIO, M ICH IG AN , M ISSO UR I AN D  W ISCO N SIN

FOOD & f ) i :v i ;k a g r  r i - p o r t ,  a p r i i .  1994 9



Our Environment

Discarded grocery packaging declines
The amount of grocery packag­

ing discarded between 1980 and 
1990 declined 18 percent on a per 
capita basis, according to a new 
Franklin Associates report for the 
Grocery Manufacturers of 
America and two other food 
associations. The report projects 
that grocery-packaging discards to 
the nation’s landfills and incinera­

tors will drop an additional 14 
percent per capita by the year 
2000.

The first comprehensive look at 
our industry shows that grocery 
packaging is declining as a per­
centage of municipal solid waste. 
Efforts to recycle and compost are 
way ahead of schedule—up almost 
500 percent between 1970 and

1990.
The progress has been made on 

a voluntary basis, without pre­
scriptive packaging mandates at 
the state or federal level.

Between 1980 and 1990, 
grocery-packaging discards 
decreased 9.4 percent by weight, 
despite a 10 percent jump in 
population.

S H O O T  
O U T

T M

T H E  U N C O LA  ®

COLLECT CAPS &  WIN

I N  C O L L E G E  S C H O L A R S H I P  P R I Z E S !  N n e c Ue s s a r y S E

GRAND PRIZE INSTANT WIN PRIZE

$ 2 5 , 0 0 0  C O L L E G E  
S C H O L A R S H I P

JUR

S E E  D ISPLAY  FOR DETAILS 
'W in  one of 8 0  $ 2 5 ,0 0 0  College Scholarship Annuities.

O 7UP, SEVEN -IP. MET 7UP. CHOW 7UP and DIET OtEROT 7UP a»e trademarks 
identifying products ol Or Pepper/Seven-Up Coipcfaton, Dallas, TX1993-

FROM DETROIT 7UP
YOUR TOTAL BEVERAGE COMPANY.

DISTRIBUTORS FOR:
Canada dry Ginger Ale & M ixers 

R .C . Cola Clearly Canadian
Sunkist Evian Spring Water

Hires Root Beer La Croix Sparkling Water
Hawaiian Punch Mistic Natural Sparkling Juices

Today, total grocery packaging 
accounts for only 11 percent of 
the municipal solid waste dis­
carded in the nation’s landfills and 
incinerators.

Other highlights of the report 
include:

V Generation of grocery packag­
ing from 1980 to 1990 grew 6 
percent. While domestic 
population grew 10 percent.

V Factors that led to the decrease 
in grocery packaging as a 
percent of total municipal solid 
waste include: source reduc­
tion, substitution of lighter- 
weight materials and the elimi­
nation of redundant packaging;

Grocery food packaging ac­
counted for only 7 percent of 
total municipal solid waste 
discarded in 1990;

Grocery packaging recovered 
for recycling and composting 
nearly doubled from 1980 to 
1990;

V 16.5 percent of all grocery 
packaging by weight was 
recovered in 1990;

39.5 percent is expected to be 
recovered in the year 2000.

The report studied grocery 
packaging generation, recovery 
and discards from 1970 to 1990. 
Franklin Associates, LTD does 
solid-waste management consult­
ing with the U.S. Environmental 
Protection Agency, other public 
agencies and private organiza­
tions.

Iowa Grocers

Spartan Brand prod­
ucts celebrate 40 

successful years in ‘94
Back in 1954, Spartan Stores, 

Inc. (known then as the Grand Rap­
ids Wholesale Grocery Company) 
introduced its own Spartan Brand 
line of coffee in an effort to provide 
its independent retail grocer mem­
bers with a qaulity product at a 
price lower than ther leading na­
tional brand products.

Today, as the Spartan Brand cel­
ebrates its 40th year of existence, 
the product line has expanded to 
over 1,200 different Spartan Brand 
supermarket products in grocery, 
frozen, dairy, personal care and 
general merchandise categories dis­
tributed exclusively through retail 
members of Spartant Stores, Inc.
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Our Environment

Sheepish about recycling
Reprinted from the National 

Soft Drink Association comes 
.his news story. It seems that 
lambs don’t care much about 
being part of the Pepsi Genera­
tion, and if Coke is the real thing, 
it doesn’t matter to them. But, if 
you mix it all together, they will 
drink. And, obviously, with the 
non-diet versions, they’ll put on 
valuable weight. And it is recy­
cling.

“Root beer, different colas, 
strawberry pop; you’d be surprised 
how similar they taste. Actually it 
tasted pretty good,” said Arnold 
McClain, livestock supervisor at 
Iowa State University’s research 
farm near Chariton, Iowa.

McClain discovered that a 
bottling company was discarding 
gallons and gallons of colas daily 
because of packaging errors. He 
decided to see if the animals liked

the stuff and, if so, whether it 
would help them grow. They like 
it. Mostly. And it did help them 
grow, although not as fast as he 
hoped. But it made use of some­
thing that otherwise would have 
been a waste disposal problem. 
And the free soda reduced the

lamb’s appetite for more expen­
sive com.

One test group of lambs was 
offered just water; one just soft 
drinks; the third had a choice. All 
were given as much corn as they 
wished. The ones on straight pop 
gained less than the ones on water, 
but they ate considerably less. 
They ate probably 25 percent less 
but gained 18 percent less. Thus, 
the soda amounted to a 7 percent 
savings in com.

Employee 
Defamation Suits

You suspect that a 
manager has been stealing 
from your company and 
you fire him. Then, as a 
warning to other members 
of your management team, 
you circulate a memo 
stating the employee has 
been terminated for theft of 
company property.

While circulating the 
memo may have helped 
you to achieve your goal of 
discouraging similar 
behavior among your other 
managers, you have also 
just opened the door to a 
potentially costly lawsuit.

Recently, a terminated 
employee of a company 
won a $15.5 million judg­
ment for just such an 
offense. In the case, the 
employee sued his former 
employer for defamation of 
character, claiming that he 
had never been tried and 
convicted of theft, and that 
no proof existed to sub­
stantiate the company's 
claim of theft. In the suit, 
he successfully argued that 
his former employer was 
responsible for destroying 
his reputation and causing 
him to be turned down for 
the jobs he subsequently 
sought after his termina­
tion.

B etter Business Bureau

Visit our booth at the lOth ANNUAL 
A F D  T R A D E  S H O W

April 13th and 14th at the Burton Manor!

m ' r ' * '

v ir/

For more information about those great beverages, 
call Keith Keefer, Kramer Food Company, 

1-800-227-1493 or (BIO) 585-8141

K r a m e r  F o o d  C o m p a n y
1735 E Fourteen Mile Rd • P O Box 7033 • Troy, Ml 48007-7033

FINf k FOODS 01 
MICHIGAN, INC.
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Guest Comments

Howdy Partner!
By Tom Jackson
President/CEO
Ohio Grocers Association

All of us have probably seen 
and heard all we want to of ECR, 
which is the ever popular acronym 
for Efficient Consumer Response. 
In my 35 years in this business, I 
can’t remember a phenomenon 
that has received more industry 
press and spotlight awareness than 
ECR.

However, this is no time to get 
fed up with seeing this popular 
concept included in every industry 
publication, meeting or event. 
Rather, it is a time to, in my 
opinion, recognize this is not just a 
“quick hit” trend or industry fad 
that will fade away as quickly as it 
came about. No, I believe ECR is 
going to evolve; but, it might not 
happen as quickly as some seg­
ments of the industry would like. 
It’s my belief there is just too 
much impetus and financial re­
wards riding on the eventual

outcome of the ECR concept. I 
am convinced the only constant in 
the food industry is change. And 
ECR will promulgate some of the 
most significant changes this 
industry has seen in many years.

In the last couple of years, there 
has been much discussion around 
the concept of “partnering.” Once 
again, this was a concept that 
primarily involved manufacturers 
and their direct distribution cus-

J
omputer
unction

Point of Sale 
Specialists

313-799-9099 
28640 Northwestern Hwy - Southfield, MI 48034

Keyboard

Printer

Monitor 
Cable Cover

MlnlTIII Components:

16" x 16" steel with rollers and 12 volt solenoid operated by the printer. 
Drawer lock and 2 keys. Color - compatible white The drawer has 5 slots 
for bills and 8 coin holders.
16‘ long with numeric key pad and enter key (or fast data entry.
Function keys
Star DP-8340 parallel for fast and easy installation. Red and black print 
print. 4.5' roll, 40 column paper available in single or double pty. 
Approximately 2 lines per second.
9 ' paper white display on tilt & swivel base.
To cover wires & cables.

Options:

E
Mag Stripe Reader Laser Scanner Barcode Wand C u sto m e r  D isp lay

tomers (full-line wholesalers and 
chains). One of the premises is 
that partnering is based upon 
integrity and trust. And in order 
for it to work effectively, the 
sharing of information, objective 
and actual results are paramount to 
making this concept successful.

Concepts like partnering, 
category management, EDLP, and 
value promotions were all forerun­
ners to ECR. But, partnering, at 
this point in my understanding, 
seems to draw the closest parallel 
to how I see ECR evolving— 
especially for the independent 
retailer. The independent retailer 
and his wholesaler are facing their 
greatest challenge in the effective 
implementation of ECR. Partner­
ing must take on a new and ex­
panded meaning to effectively 
meet the ECR challenge.

Partnering begins with manu­
facturers and wholesalers and then 
transcends to wholesalers and 
retailers; but, it doesn’t stop there. 
For Efficient Consumer Response 
(ECR) to be truly effective, the 
partnering must continue with the 
retailer and the consumer.

One of the true obstacles in this 
process is that I observe so much 
distrust in this industry. In order 
for ECR to work, we as an indus­
try are going to have to bridge the 
integrity gaps. In addition to the 
question “who can you trust?,” 
whether you are a retailer, a 
wholesaler or a manufacturer, the 
question you must ask of yourself 
is “can your customers trust you?”

For ECR to truly work, not only 
must there be trust but there also 
must be a continual flow of accu­
rate information. Again, this 
information flow is based upon 
good partnering. Effective part­
nerships are built on each party 
bringing something to the relation­
ship. It can’t be one sided, it can’t 
be out of balance. And while a 
partnership can connotate compro­
mise it has to be in a manner that 
all entities of the partnership still 
maintain their dignity and their 
identity in the process.

One of the things retailers 
continually try to do is develop 
confidence with their customers.
But confidence is manifested in 
how everyone in the food chain is 
treated—from manufacturer to the

consumer. Our actions will either 
build confidence or deter it.

Is ECR the panacea for the ills 
of our industry? Certainly not. Is 
it going to be a struggle? It cer­
tainly will be. In my opinion, it 
will be an evolutionary process 
rather than revolutionary. How­
ever, it is destined to be a part of 
the food industry—both now and 
certainly in the future. And, as a 
trade association, OGA will 
continue to work through this 
process and communicate to the 
Ohio food industry its importance 
and significance for everyone 
involved.

While we will be dealing with 
ECR in many different ways in the 
future, let’s suffice to say that this 
article has centered around part­
nering and the importance that 
partnering will take on. In order 
for the independent retailer to be 
successful in a most competitive 
marketplace, it is my opinion that 
the retailer and his wholesaler and 
suppliers will have to build a trust 
that will foster a new and ex­
panded meaning of partnering.

I think it’s important that all of 
us realize no matter what we do in 
this industry we need each other 
and it’s important that we work 
together and “partner” as much as 
possible in the many things we do 
as an industry—whether it be a 
legislative issue, a merchandising 
concept, an association event, etc., 
we need each other.

I want to close with a story I 
recently heard that I believe has a 
message for our industry. There 
was a Special Olympics event 
somewhere on the West Coast and 
it was time for the 100-yard dash 
to begin. All of these “very 
special” athletes lined up to begin 
the race. Shortly after the gun 
sounded and the race had begun, 
one of the contestants who suf­
fered from Down’s syndrome fell 
onto the track. The person com­
peting beside her stopped and went 
over to the crying contestant and 
put her arm around her and said,
‘It will be alright.” And, one by 

one each of the contestants 
stopped and went back to the 
person who had fallen and they all 
joined hands and walked to the 
finish line together.

We need each other—especially 
in our industry. This is a business 
where the greeting, “Howdy, 
Partner’' might take on a new 
significance and meaning for all of 
us.
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Take advantage of 
Michigan's liquid assets.

What a great state to be in...carrying 
the one-of-a-kind Faygo flavors your 
customers keep coming back for. With 
liquid assets like these, you can smile all 
the way to the bank: Moon Mist, Cherry 
Festival, Rock & Rye, Raspberry Creme,

Cherry Berry, Orange, Peach and the 
original Red Pop. Plus an entire 
sparkling water line with a touch 
of Orange, Raspberry, Grapefruit, 
Lemon Lime or Regular.
(coming soon, Cherry.)
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Public Relations

Gaining publicity on radio and television
By Michele MacWilliams 
Editor

Gaining publicity for 
your company on radio 
and television isn’t as 
difficult as you may 
believe. The electronic 
media gobble up news at a 
rapid rate. This need for 
news—much of it human 
interest—opens up a great 
opportunity to place stories 
electronically. But radio 
and television by their very nature, 
demand devoting time to develop­
ing the idea, planning the story and 
assisting with arrangements.

Following are some opportuni­
ties on radio and TV that the 
retailer would be wise to pursue.

Local non-news program s and 
features within news programs

Involvement in these programs 
primarily is a matter of contract 
and depends upon the size of the 
station, how it is organized and the 
types of programs it offers. Sub­
jects of interest to electronic media 
could include the appearance of a

major public 
figure, a banquet 
or meeting that 
concerns the 
community, a 
talent show, 
concert, charity 
or civic event.

Your business 
could be in­
cluded as a 
segment within 
an existing 

program (live or taped) in which 
the program host or announcer 
visits the company, or a spokes­
person from the company visits the 
station studio for an interview.

The variables of working on 
special programs are as broad as 
the types of programs the station 
regularly carries. Obviously, the 
station is looking for the broadcast 
to offer interest, entertainment, 
visual graphics (if TV), public 
service or a combination of all.

Many radio and some television 
stations carry telephone talk 
shows. On these the public is

SMALL COINS ADD UP 
TO BIG DOLLARS!

Once we install one of our high quality 
Americopy units in your store, watch 
the benefits add up:

• You win! -  An average of 19.6 
customers will come into your 
store daily to make copies!

• You win! -  You'll gross as much as 
$1,000 per month!

• You win! -  We'll show you how 
you can own this equipment -  
FREE!

TO CLAIM YOUR SHARE 
OF THIS PROFITABLE NEW 
MARKET, CALL TODAY!

AMERICOPY
Call Toll-Free: 8 0 0 -8 8 8 -1 6 8 3

In The D etro it Area: 3 1 3 -3 5 6 -0 9 0 0

invited to telephone the station and 
discuss a subject with a host 
announcer and guest expert.

Basic to developing any cover­
age on non-news events on radio 
and television, you must first: 1 ) 
Know what programs are on the 
air locally; 2) Study these pro­
grams—their criteria, their format: 
3) Review your own activities and 
seek angles that might be unique, 
interesting and informative; 4) 
Inform the local station of an idea 
you feel may be attractive to them.

The generally accepted way of 
notifying a station is to send a 
news release or letter outlining 
your ideas to the assignment editor 
or producer. Be precise and to the 
point and leave a phone number 
and address where you may be 
reached. Then a few days later, 
after they have time to address 
your proposal, give them a call to 
see if you can be of any more 
assistance. If your idea is interest­
ing and there is sufficient time 
available to devote to it, your 
chances of getting on air are good.

Public service announcements
Most radio and television 

stations devote a certain amount of 
their time to public service, non­
commercial programming. Sta­
tions always are on the lookout for 
material that meets a public- 
service requirement while still 
maintaining a high degree of 
listener interest. Stations usually 
accomplish this with 10-, 20- or 
30-second announcements. In the 
case of television they can incor­
porate film clips or a series of 
slides.

The Federal Communications 
Commission interpretation of 
Public Service Announcement 
(PSA) is ‘‘any announcement for 
which no charge is made and 
which promotes programs, activi­
ties or services of federal, state or 
local governments, or the pro­
grams, activities or services of 
nonprofit organizations and other 
announcements regarded as serv­
ing the community interests, 
excluding time signals, weather 
announcements and promotional 
announcements.”

It is left to the station’s discre­
tion to determine whether a par­
ticular announcement meets the 
PSA test, and stations usually are 
most careful when evaluating such 
announcements prior to use.

The ability of small businesses,

which are frequent advertisers as 
well as profit-making establish­
ments, to qualify as issuer of 
PSAs is somewhat limited. 
Nonetheless, many companies 
have made extensive use of 
PSAs. Examples of uses are 1) 
An announcement of a civic 
meeting or meeting of nonprofit 
organizations at your company; 
2) Participation of the business 
in a fund-raising effort for 
charity.

Both of the above qualify as 
PSAs by virtue of serving the 
public interest in a non commer­
cial way. The mention of the 
business is incidental to the 
broader message being con­
veyed.

Type your radio PSAs in the 
form of a script. Each page 
should carry across the top the 
name of the organization submit­
ting the copy, the period during 
which it can be used, the subject 
and the length of time it takes to 
read.

In addition, the copy itself 
should be double-spaced on 
white bond paper and typed in 
caps. Preferably the announce­
ment should appear on one sheet 
of paper. Spell out phonetically 
any difficult names or words in 
parentheses.

For a straight script, a 10- 
second spot announcement 
usually contains 15 to 20 words; 
a 20-second spot has 35 to 40 
words and a 30-second spot 55 
to 60 words. It is best to read the 
spot aloud several times to check 
the timing.

Word scripts prepared for 
television—with no visual 
accompaniment—can follow the 
same format as for radio. If 
slides or other visuals are to be 
incorporated into the announce­
ment; most TV stations prefer 
that the announcement take the 
form of two columns; one 
headed “audio,” carries the 
word-text of the message; the 
other, headed “video,’’ carries 
cues on use of the picture por­
tion. Many TV stations have 
developed their own forms for 
use in submitting an audio/visual 
PSA, and it is recommended that 
you determine their technical 
needs first.
Michele MacWilliams is editor o f  
this publication and president o f  
Metro Media Associates, Inc., u 
public relations and advertising 
agency located in Clarkston. She 
can be reached at (810) 625-0070
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AFD Trade Show Specials
Home Security Systems

SAVE $100.00 ON INSTALLATION, AND RECEIVE $100.00 of FREE MONITORING WHEN 
YOU SIGN-UP FOR SERVICE AT THE 10th ANNUAL AFD TRADE SHOW.

Everyday Low Price: $ 299.00
Show Sign-up Discount: (100.00)
' FREE Monitoring Credit: (100.00)

YOU PAY ONLY: $99.00

FOUR CAMERA "QUAD" 
VIDEO SYSTEMS

-  o n l y  -

$  6 , 0 0 6  0 0
I N S T A L L E D ! "

Come see us on April 13th & 14th - Booths 204 & 205

centra
H m asigna

Professional
Security
Servicesarm,ine

13400 W EST SEVEN  M ILE  R O A D  = DETROIT, M I 48235

(313) 864-8900
K W T C *  LE%  B L T U X N t S Z L  ADCTTIONAL CHARGES K *  LAMCEK BUILDINGS A N D /O R  OPTIONS TO SYSTEM. NOT TO BE COMBINED W T O  A N Y  OT1ER  O m * S .  RESTRICTIONS M A Y  APPLY

C 1994 CENTRAL ALARM SIGNAL. INC
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Come cheer on your best bagger in our 
first annual contest

Efficient store baggers from across Michigan will compete for fame 
and prizes during the AFD's first annual Best Bagger Contest. Come 
watch the fun and cheer your favorite contestants on to victory.

Three winners will be selected. First prize consists of a trophy, a 
$750 scholarship and a shopping spree, plus eligibility to win a free trip 
to attend the National Grocers Association's Best Bagger Contest in 
1995. Second and third prizes consist of trophies and shopping sprees.

The contest takes place at Burton Manor before the Trade Show 
opens on April 14, 1994 at 11 a.m. and ends by 2 p.m. The exact ad­
dress of Burton Manor is 27777 Schoolcraft Rd„ between Inkster and 
Middlebelt on the south side. (Burton Manor is the former Roma’s of 
Livonia.)

There will be approximately 20 contestants. There will be two bag­
gers in each heat and therefore 10 heats. The bagger will take his/her 
place on the stage at one of the counters. The groceries will already be 
arranged at the check-out counters. The contestants will open one bag 
and wait for the whistle. When the whistle blows the contestants will 
bag the groceries. When the contestants finish bagging all groceries, 
they will put both hands in the air which will indicate to the timer to 
stop the clock. The bags will then be judged and the next heat will be­
gin.

Call Danielle at (810) 557-9600 if you have any questions. Danielle 
will be contacting each bagger to discuss the logistics of the contest. In 
addition, all contestants will meet two hours before the contest begins 
for a run through and to answer any last minute questions.

BETTER MADE 
POTATO CHIPS

C R O SS a n d  PETERS CO .
D E T R O IT  4 8 2 1 3  • (3 1 3 ) 9 2 5 - 4 7 7 4

Criteria fo r  choosing “Best Bagger” contestants
Speed 10 Points

Contestants should bag orders quicker than the average bagger 
Points Time Points

10 
9

Time 
35 seconds or less
35.1-39 seconds
39.1-43 seconds
43.1-47 seconds
47.1-51 seconds

51.1-55 seconds 5
55.1-59 seconds 4
59.1-63 seconds 3
63.1-67 seconds 2
more than 67 seconds 1

Proper bag building technique 10 points
Contestants should be able to arrange groceries correctly within a 

paper sack. Packing should involve these steps:
(1) placing heavy cans on the bottom of the bag;
(2) framing boxed items around the bag’s walls to create a cushion 

for other items;
(3) inserting bottles and other glass-encased groceries in the center

of the sack;
(4) placing crushables, such as produce and eggs, on the top;
(5) slipping small items, like packs of gum, in the spaces in the bag.

Number of bags used per order 5 points
One of the education objectives of the “Best Bagger” is to dis­

courage double-bagging and to encourage employees to take full 
advantage of the paper sack’s capacity (without overloading it). 
Contestants should know how to use the minimum number of sacks 
required to bag the order properly.

Two sacks -5  points 
Three sacks - 2 points 
Four sacks -1 point 
more than four sacks - 0 points

Distribution of weight between bags 5 points
Contestants should know how to distribute groceries between 

sacks so that all sacks in an order are approximately equal in 
weight. Deduct 1 point for every half pound difference between 
bags.

Example: If total order weighs 30.20 pounds on a digital scale, 
bags weighing 15.30 and 14.90 pounds will get full points, but bags 
weighing 15.50 and 14.70 would lose one point (each .50 deviation, 
deduct one point).

Style - Attitude - Appearance 5 points
All contestants should present a neat appearance. Contestants 

will be judged in part on their composure and self assurance.

Best Possible Score 35 points

Tfn ------- nrr
Best Bagger MC, Jonathan Haglund will amuse and astound the crowds

16......FOOD & BEVERAGE REPORT, APRIL 1994



Products

Lite Ice now available
Beer drinkers in Michigan can 

now try the country’s first low- 
calorie ice beer, Lite Ice from

Miller Brewing Company.
“It only makes sense for Miller, 

the creator and leader of the light- 
beer category, to introduce the first 
premium low-calorie ice beer,” 
said Scott Bamum, Miller low- 
calorie category director.

“This new beer has all the bold 
attributes of an authentic Cana- 
dian-style ice beer. It’s 100 
percent ice-brewed to give beer 
drinkers more of what they want in 
a beer, and because it’s light, less 
of what they don’t. It’s a great 
combination,” he said.

Until now, there has not been a 
low-calorie entry in the ice-beer 
category. With the addition of 
Lite Ice, Miller firmly establishes 
the industry lead in providing 
authentic ice beers to meet con­
sumer demand.

Lite Ice joins the Miller ice-beer 
line, which includes ICEHOUSE, 
America’s first domestic premium 
ice beer from Miller’s Plank Road 
Brewery, and Molson Ice, a 
Canadian import.

Just before aging, Lite Ice 
beer’s temperature is lowered to 
below freezing. Ice crystals form 
to seal in its bold, yet smooth 
flavor. The beer has 125 calorics 
and an alcohol content of 5.5 
percent by volume.

Miller is a wholly owned sub­
sidiary of Philip Morris Compa­
nies Inc. Principal beer brands 
include Miller Lite, Miller Genu­
ine Draft, Miller Genuine Draft 
Light, Miller High Life, Miller 
Reserve, Lowenbrau, Meister Brau 
and Milwaukee's Best. Miller also 
produces Sharp’s, a non-alcohol 
brew.

Serving stations in any 
space

Virtually any space, anywhere, 
can be converted to a cafeteria, 
buffet line or free-standing salad 
bar with portable 
Randell Ranserve 
serving stations.
All units snap 
together, in any 
configuration, with 
a spring-loaded 
bayonet locking system. It’s just 
as easy to disconnect the units and 
move them quickly out of the way. 
Casters are standard; legs are also

available.
Complete, portable serving 

stations can be tailored from these 
Ranserve components: hot-food 
table section, refrigerated cold-pan 
section, cashier stand, tray/silver­

ware stand, utility 
stand (work station), 
frost-top section, 
beverage section and 
plate chiller. Sneeze 
guards and tray 

slides can be selected to suit.
All units come in your choice of 

standard laminate or stainless body 
panels to complement any decor or 
setting. Most panels are change­

able to meet future color needs.
Randell, a Dover Industries 

Company, manufactures a full 
range of commercial food service 
equipment, including refrigeration 
and freezer units, hot-food tables, 
pizza-prep tables, full-view dis­
play cases, cooking equipment 
stands and more. Randell also 
supplies custom-made backbar 
assemblies, island assemblies and 
chef-table assemblies.

For more information, please 
contact: Randell, 0520 S. Coldwa
ter Road, Weidman, MI 48893. 
Telephone: 1-800-621-8560 or 
FAX: 1-800-634-5369.

T H E  M O N E Y
M A C H I N E S .

EARN OUTSTANDING PROFITS ON 
ELECTRO FREEZE SOFT SERVE,YOGURT, 

SLUSH, SHAKES, AND FROZEN COCKTAILS.

■  Choose from a complete line of high production 
single flavor, twist flavor, floor model, or space- 
saving countertop units.
■  Electro Freeze machines lake only a small 
amount of floor space and yet generate some of 
the highest margins in the fooiLservice industry: 
up to 80%!
■  We offer the finest quality freezers on the 
market with proven reliability, durability,

energy-efficiency, and ease of cleaning and 
maintenance.
■  We'll provide you with a customized cost and 
profit analysis lo help you get started. What’s more, 
we'll be happy to assist with merchandising and 
afler-sale service.

■  Electro Freeze is one of the leading manufac­
turers in soft serve, yogurt and slush with over a 
half-century of experience.

FOR MORE INFORMATION, CONTACT YOUR LOCAL ELECTRO FREEZE DISTRIBUTOR.

JPOOD
EQUIPMENT
INCORPORATED

KEMVVORTI1
f o o d  e q u i p m e n t  c o .

5350 t  DAVISON'. DETROIT. Ml 48212 • (8001 8W-9DCI 1200GODFREY SW . GRAND RAPIDS. Ml 49503 -1616) 24 -.8*6;
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AFD on the Scene

Jason Bakal thanks brothers Eddie and 
Jacob for helping him bu ild  O asis  Party 
Store.

AFD members build new stores in Detroit!

Louay Nona (pictured) and partner Isam Yaldo opened the beautiful new Parkway 
Foods on Jefferson Avenue.

Ja la l Karm o of Woodmere Liquor is 
proud o f h is  new ly bu ilt store on Fort
Street.

Made In Michigan 
A 60 Year Tradition

Jim  Add ison  of T ro lley  Market accepts 
his coupon check  from  A FD 's  Harley 
Davis.

Brothers R ickand Randy Curmaldi work 
together at F rank 's  Party  S to re  in 
Sterling Heights.

Mr. and Mrs. N ick  Shaya take good care 
of the ir custom ers at Town Center 
Market

W ilson Sokara has done a great job 
running W ilson 's  Market in Royal Oak 
for over 10 years.

For 60  years, Oven Fresh has been proud to call Michigan 
home. Every Oven Fresh product is developed and delivered 
straight to your shelves from our Michigan bakery so your 
customers can enjoy the maximum freshness and taste.

Now that's a tradition worth carrying on!
And the Oven Fresh family keeps growing! Make sure you try 

all of our fine Oven Fresh products.
For product information, please call 
Duane Ver Hage at (616) 245-9127

28 th  Street S E. •  G ra n d  Rapids, M l 4 9 5 4 8
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CRIM E  A L E R T
Store pays $170,000 

to suspected shoplifter
A store that prosecuted a customer for 

shoplifting even though no stolen merchan­
dise was actually found on him by security 
personnel is liable for $45,000 in compen­
satory damages and $125,000 in punitive 
damages for malicious prosecution, says 
the New Jersey Appellate Division.

According to the security officers, the 
customer put two packs of vitamins in his 
coat pockets, then proceeded to the check­
out line where he paid only for the mer­
chandise in his shopping basket. When he 
noticed the security officers, he walked 
quickly back through the line and dumped 
the concealed vitamins onto a nearby shelf. 
The security officers then detained him 
until the police arrived. No merchandise 
was ever found on the customer, but the 
supermarket pressed charges for shoplift­
ing.

(According to the customer, he never 
picked up the vitamins and walked back 
through the line because he forgot to buy a 
bottle of bleach.)

The customer was acquitted of shop­
lifting, and then sued the supermarket for 
malicious prosecution.

No Grounds
The supermarket argued that since it 

had probable cause for arresting the 
customer on shoplifting charges, it also 
had probable cause for initiating criminal 
proceedings. But the court disagreed.

“It is clearly possible that following an 
arrest based on sufficient probable cause, 
circumstances might ensue or facts might 
become known to the merchant which 
would so undermine the reasonableness 
of an initial belief in the patron’s guilt as 
to make the subsequent signing of the 
complaint unjustified.”

Here, since the security officers found 
no concealed merchandise on the cus­
tomer, the store had no reasonable 
grounds to prosecute him at that point.

Lawyers Alert

Do-it-yourself 
theft control

At one major metropolitan grocery chain, private 
security costs had risen to over $1 million per year. 
Yet shrink continued to increase. Was the answer 
more security? On the contrary, the solution turned 
out to be dispensing with outside assistance and 
getting store employees to help.

The presence of outside security had made store 
workers complacent about security. And although the 
private guards tried to control theft, they lacked the 
manpower to do the job. So management decided to 
train employees in security, reminding them what 
shrink meant in terms of raises, overtime and bo­
nuses. “By training our employees, we have dropped 
most of the shrink in our stores,” says the chain 
president. “Employee apprehension (of shoplifters) is 
way up.”

One method involved announcing a code word and 
number to indicate that a potential shoplifter had been 
spotted in a particular aisle. Employees then move to 
that area and begin stocking shelves or sweeping the 
floor. They are ready to take action if the person 
attempts a theft.

Progressive Grocer

We’re Taking Workers Compensation 
Costs In A Different Direction

The CoreSource Approach
If you’re buying your workers compensation 

management from the lowest bidder, then your costs 
are probably moving increasingly upward. In to­
day’s environment, quick fixes just don’t work. At 
CoreSource, we focus on innovative up-front strate­
gies to reduce total costs and increase prod­
uctivity without sacrificing the quality of care for your 
employees. Our clients, through investments in innova­
tive, comprehensive programs, are breaking industry 
trends and report that workers compensation costs as a 
percent of payroll are actually decreasing compared to a 
national increase of 12 percent annually.'

Our workers compensation programs not only pay 
claims, but focus on prevention and cost controls in all 
facets of the program. The results: fewer claims per 
employee, reduced lost time and lower overall 
program costs.

Local Perspective, National 
Resources

CoreSource combines the 
resources of a national operation 
with the responsiveness of a local 
company. From our 25 regional 
offices, w e manage $2 billion in 
client programs covering 1.5 

million lives.

Proven Results

C o re S o u rc e  C lie n ts
Average W orkers 

Compensation Costs As a  
Percent o f  Payroll

2.44% 2.24%
1.55%

1990 1991 1992 
Note: Data talcen from a 
sample o f 76 CoreSource 

Workers Compensation clients.

On average, CoreSource program costs, as a percent 
of payroll, have dropped more than 36 percent over a 
three-year period.

The United States’ workers compensation system 
is in crisis but we continue to find solutions. We’re 

CoreSource. Let us build a solution for you.
For More Information, Call Toll Free: 800 482 0615-

•Social Security Administration

C o r e S o u r c e
Healthcare &Workers Compensation Solutions
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Pepsi Brings You... 
63 More Ways 

To Profit!

Your Total Beverage Company 
One Company. One Call.

Get Ready...Get Reset...and Go for Profit! 
Contact your Pepsi Representative or 

Call 1-800-818-8108

m m 0 ^
L i p l n n
wuwuu L ip t u n

MUSK K 1 () TLA

Pcpvi n  a registered trademark of PepsiCo. Inc.
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Products

Introducing two new 
health-smart products

The maker o f Hostess® snack 
cakes and Wonder® bread recently 
added two new health-conscious 
items to its line o f products.

The first, Hostess Lights Low 
Fat Brownies, have only 2.5 grams 
of fat, one-third the fat of regular 
brownies, and 140 calories. While 
the brownies are lean on fat, they 
are also big on taste. Each 
brownie has a fudge-like texture 
and is topped with a creamy 
chocolate frosting.

“Everyone seems to have their 
own idea of the perfect brownie,” 
says Kerry Lyman, spokesperson 
for the new products. “Even so, 
our taste tests showed that nearly 
eight out of 10  consumers said 
they would buy the brownies.”

The brownies are part of a 
complete line of Hostess Lights

treats. Other varieties include 
Low Fat Twinkies® Cakes, Low 
Fat Cup Cakes, and Low Fat 
Crumb Cakes.

Hostess Lights Low Fat Brown­
ies are available in packages of 
two, at a suggested retail price of 
85 cents, and packages of eight, at 
a suggested retail price of $2.99.

Responding to what leading 
nutrition experts have coined the 
“Calcium Crisis,” Continental 
Baking Company also recently 
introduced three new varieties of 
its Wonder bread brand, enriched 
with 290 mg of calcium per serv­
ing- -------

“Each serving of Wonder 
Calcium Enriched white and 
Wonder Light Calcium Enriched 
white and wheat bread offers about 
one-third the calcium recom­
mended dietary allowance,”
Lyman says. “Parents and kids 
alike can now supplement their 
diets with a calcium-rich, low-fat

food with the great taste of Won­
der bread—the nation’s favorite 
bread for more than 75 years.” 

Wonder Calcium enriched is 
available in white bread; Wonder 
Light Calcium Enriched bread 
comes in both white and wheat 
varieties. Wonder Calcium En­
riched breads are available nation­
wide at a suggested retail price of 
$1.79.

New formula relieves 
infant diarrhea

The Ross Products Division of 
Abbott Laboratories has intro­
duced ISOMIL® DF (Diarrhea 
Formulation), the first infant 
formula shown to shorten the 
duration of loose stools during 
mild to severe diarrhea.

Despite ongoing improve­
ments in water treatment, sanita­
tion, education and medical care 
in the U.S., diarrhea remains one 
of the most common childhood 
illnesses. During the first three 
years of life, a child will prob­
ably have one to three severe 
episodes of diarrhea.

Moderate to severe diarrhea

can be dangerous, particularly for 
infants and toddlers, as it can 
lead to dehydration. In the U.S., 
approximately 200,000 children 
younger than five years of age 
are hospitalized each year due to 
dehydration associated with 
diarrhea. Dehydration occurs 
when the body loses fluids and, 
therefore, vital nutrients, such as 
sodium and potassium. Sixty- 
five percent of these hospitaliza­
tions occur in the first year of 
life.

ISOMIL DF is indicated for 
the short-term feeding of infants 
and toddlers with acute diarrhea. 
The formula should be given 
under the direction of a physician 
and may be recommended for up 
to seven to 10  days.

ISOMIL DF contains added 
dietary fiber. The source of this 
dietary fiber is soy fiber.
ISOMIL DF is milk-free and 
lactose-free.

ISOMIL DF was developed by 
the Ross Products Division of 
Abbott Laboratories. Ross is the 
manufacturer of Similac®, the 
leading brand of infant formula 
in the United States.

Tor all your# 
p  Baling Wire Needs 
at Competitive Prices., 

Call or write us at: j

MICHIGAN 
BALE TIE
Company

9680 Grinnell Ave. ~ 
Detroit Ml 48213 
(313)925-1196 
FAX: 313-925-1476

Large Inventory -  Immediate Delivery ,
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People

Michigan Sugar Com­
pany announces staffing
changes

Sherrie Geitman was recently 
promoted to senior 
buyer within the 
purchasing depart­
ment in Saginaw.
In this position she 
is responsible for 
procurement of 
goods and services 
for the company’s five sugar 
processing factories and corporate 
office.

Gregory Meier 
was hired as an 
employee relations 
representative.
His responsibili­
ties include 
grievance process­
ing, labor contract 
administration, the company’s 
affirmative action program, labor 
compliance and training. He will 
also provide support to all five 
factory managers in any employee/ 
labor relations problems.

Peter Zahner 
was hired as an 
assistant plant 
engineer for the 
company’s Caro,
MI factory. In this 
position, he will 
be involved in the 
operation and maintenance of all 
mechanical aspects of the sugar 
factory. Installation of new plant 
equipment will be among his 
responsibilities.

Faygo promotions
Alan Domzalski has been 

promoted to regional sales man­
ager, outstate Michigan, and will 
oversee sales and merchandising 
of Faygo beverages to its Michi­
gan distributor network and to all 
non-Detroit retail accounts.

Tony Kibbey has been pro­
moted to regional sales manager, 
Detroit, and will manage Faygo 
sales and merchandising of the 
Detroit chain and independent 
supermarkets.

Stark & Company an­
nounces promotions

Stark & Company recently 
promoted John Docherty to direc­
tor of retail in the Non-Foods 
Department. In addition Brian 
Muha) was promoted to vice 
president in the Dairy/Frozen 
Department,

Ricardo A. Solomon 
appointed chairman

Wayne County Commissioner 
Ricardo A. Solomon was recently 
appointed as the new chairman of 
the Committee on Roads, Airports 
and Public Services.

Previously chairman of the 
Committee on Economic Develop­
ment, Solomon now heads the 
committee overseeing the Detroit- 
Wayne County Metropolitan and 
Willow Run Airport, the operation 
of all county roads and bridges, 75 
percent of all contracts providing 
goods and services for the county.

Marty Pabisinski joins 
Globe Food Equipment 
Company as national 
service manager

Globe
Food
Equipment 
Company 
recently 
announced 
that Marty 
Pabisinski 
joined the 
company as 
their na­

tional service manager. With 
more than 10 years o f experience 
in the food equipment industry, 
Pabisinski most recently served as 
field service manager for Detecto.

The Globe Food Equipment 
Company produces a complete 
line of precision stainless steel 
slicers. The company also offers a 
line of Chefmate™ economy 
slicers.

For more information contact 
Globe Equipment Company, 3033 
Kettering Blvd., Dayton, Ohio 
45439. Telephone: (513)299- 
5493 Fax (513)299-4147.

(per 8 -ounce  serving) PO W ERAD E GATO RAD E

CARBO H YD RATES  (grams) 19 14

SOD IU M  (m illig ram s) 70 110

If you're an athlete who thirsts for more, you need the ultimate 
thirst quencher Just compare PowerAde to Gatorade* PowerAde is the 
Official Spoas Drink of the Olympic Games. It's got 33% more carbohydrates 
for energy than Gatorade less sodium. And the great taste that makes it easy 
to slam down all 32 ounces PowerAde. You've seen what it can 
do on paper Imagine what it can do for your thirst

p d fie rmore _
toya.

Before you pick one, 
check the stats.
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News Notes

New association 
forms for food 
processors

A new association, 
designed to cater to 
the needs of food 
processors in Michi­
gan, has opened its 
doors for business. 
Called the Michigan 
Association of Food 
Processors (MAFP) 
the organization’s 
mission is to be a

voice of change that will bring 
about improved products, an im­
proved environment and an im­
proved governmental atmosphere 

for all food process­
ing businesses in 
Michigan.

Robert L. Hetzler, 
chairman of MAFP 
and president and 
CEO of Monitor 
Sugar Company, 
says that many of the 
industry problems 
confronting process-

ing today are complex and cannot 
be solved by one individual or 
company alone. He believes a 
strong, united front is needed to 
help solve the problems of the in­
dustry.

“Michigan is an ideal state for 
food processing,” says Hetzler. 
He believes, however, that there 
are many problems that must be 
addressed legislatively in order to 
woo more processors into Michi­
gan. His first step is to educate 
Michigan’s population, including 
the legislature, to the size and im

portance of the food processing 
business to Michigan’s economy. 
According to Hetzler, our state’s 
agriculture and food processors 
are the second largest industry, 
employing 46,000 people; and 
shipping $8 billion worth of food 
and related products per year.

In addition Hetzler believes his 
association will become an im­
portant link between the various 
processors in the state. Sharing 
information and taking part in 
conventions, seminars and trade 
shows are a part of his agenda.

The Michigan Association of 
Food Processors is now six 
months old and has about 38 
members on its roster. Dues are 
based on number of employees 
and can range from $25 to $2,000 
per year. For more information, 
call Cris Kindsvatter at (517) 
485-5536.

Top national awards 
to local ice cream

Ashby’s Sterling Ice Cream of 
Oak Park, Michigan has recently 
been awarded four top awards in 
three categories at the National 
Ice Cream Association’s Annual 
Convention.

Ashby’s Sterling received blue 
ribbon awards for having the 
highest score for both Premium 
Vanilla Bean and Strawberry. A 
third place rating was given to 
their Premium Vanilla. In addi­
tion, “Best New Flavor” was 
awarded to Ashby’s Amaretto 
Cherry.

Ashby’s Sterling Ice Cream 
has been a family owned and 
operated company for almost 50 
years. The company was 
founded in 1946 by a husband 
and wife team, and almost 50 
years later has expanded into four 
midwest states, out of its home­
town office of Oak Park, Michi­
gan. The company is still owned 
and operated by the family.

New reps for 
ConAgra

Stark & Company recently 
announced that they have been 
appointed to handle the sales of 
products by ConAgra/Country 
Pride, ConAgra/IQF, ConAgra/ 
Processed and ConAgra/Swift- 
Butterball, as well as The Perrier 
Group, Thompson Medical and 
J.B. Williams.

Call 1-800-441-1409.
And while you stock the shelves, 

we’ll work the phones.

©1994 Amerilech Corporation YOUR LINK TO A BETTER LIFE.

You’ve got enough to think 
about. So let us handle your 
public telephone. Choose 
Ameritech and you’ll get more 
than a public telephone.

You see, all of our public phones 
come with a  team of experts who 
will provide reliable service, 
regularly scheduled testing, 
maintenance and prompt repair. 
All at no cost to you. We’ll take 
care of set replacement and 
guarantee lost coin refunds.

From attracting business to 
increasing customer traffic, we 
want to help you choose the right 
location for your phone. And, 
when you’re ready to expand, 
we’ll be there every step of 
the way.

For generations we’ve been 
building our business by helping 
people like you build yours. Just 
call the Associated Food Dealers 
at 313-557-9600 or Ameritech at 
1-800-441-1409.
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AFD on the Scene

We offer our friends and 
member retailers of the 

Associated Food Dealers 
of Michigan

Fraser Fruit in Fraser is another 
proud member ot AFD.

Ed Fisher of Fisher's Market in 
Birmingham not only serves great 
meat, but also serves on AFD's 
Scholarship Committee.

Kris Gardner, receptionist, is the 
voice you usually hear when you 
call AFD.

FOODS, INC.

DISTRIBUTORS, INC. J

QUALITY, VARIETY 
and SERVICE 

that is. . .
WADE IN MICHIGAN!

Please call us at 
571-CHIP (2447)
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Tom Davis & Sons Dairy invite customers to try out their potential new 
flavors of Ashby's Sterling Ice Cream.

Louise and Claudia Carroll, mother and daughter, work behind the 
counter at Alger Deli in Grosse Pointe.



Products

Stroh’s introduces pre­
mium product for true 
ice cream lovers

Commemorating 75 years as a 
Detroit ice cream producer,
Stroh’s Ice Cream Company had 
introduced an extra premium ice 
cream, in a half-gallon size.

Stroh’s says its new “ 1919 
Brand” is heavier and more flavor­
ful than most premium ice creams. 
Before freezing, it is slow-cooked 
for 45 minutes, the old fashioned 
way, in stainless steel kettles.
Most other ice creams are cooked

for five minutes or less.
Commenting on the introduc­

tion of this product, Ed Forest, 
Stroh’s sales vice president said, 

“Research 
indicates that 
the American 
consumer has 
become very 
interested in 
a richer, 
better tasting 

ice cream, which until now, has 
been available only in super 
premium pints or hand-packed, in 
parlors.

“However, with our “1919

Brand,” we can offer the true ice 
cream lover an extra premium 
product, in an economical size.” 

Truly a unique product, the 
“ 1919 Brand” is available in eight, 
newly formulated, Kosher-ap­
proved flavors. They are: Coco­
nut Almond Fudge, (vanilla ice 
cream with coconut and almonds, 
swirled with chocolate fudge); 
Raspberry Chocolate Torte, (va­
nilla ice cream with chocolate 
flakes, swirled with raspberry 
sauce); White Russian, (vanilla ice 
cream, swirled with chocolate 
mocha fudge); Philadelphia Va­
nilla, (vanilla ice cream with real

For information about 

coverage offered through the 

Associated Food Dealers, 

call Judy Mansur at 

1-800-6666-AFD.

The.
card
that
counts.

Blue Cross 
Blue Shield
of Michigan

vanilla bean); White Chocolate 
Almond, (milk chocolate ice 
cream, with almonds and white 
chocolate chunks); Cherries’n 
Berries, (raspberry ice cream with 
cherries, swirled with blueberry 
sauce); Praline Pecan, (vanilla ice 
cream with praline pecans, swirled 
with caramel fudge), and Peanut 
Butter Chip, (milk chocolate 
peanut butter ice cream, with 
peanut butter flakes).

Stroh’s Ice Cream Company is a 
privately held, Detroit-headquar­
tered firm, with a 75-year history 
of producing and distributing 
premium ice cream products 
throughout Michigan.

Frankenmuth Brewery 
releases new item

Frankenmuth Brewery intro 
duced a new item under its old 
Detroit 
label. It is 
Old Detroit 
Red Lager.
This red, 
golden lager 
beer was 
developed 
by Franken
muth
Brewery’s 
brewmaster,
Fred Scheer, over the past nine 
months. A typical micro-brewed 
beer made of midwestem malt and 
northwestern American hops, it 
has full, rich flavor that appeals to 
sophisticated beer lovers. It will 
be available mid March in 12 oz. 
and 22 oz. bottles as well as keg 
beer in selected markets.

Old Detroit was first introduced 
in 1989 with an amber ale. It has 
won numerous awards including 
national ones in Chicago and New 
York. “With the variety of beers 
the consumer demands today, Red 
Lager was a natural to be devel­
oped by our micro brewery” said 
Ferdinand Schumacher, Franken
muth Brewery’s chief operating 
officer.

Frankenmuth Brewery was 
founded in 1987 in a facility that 
housed a brewery since 1862. Its 
brands have won numerous awards 
at such events as the Great Ameri­
can Beer Festival in Denver, 
Colorado; at the Fine Beverage & 
Food Federation in New York; and 
the Chicago Beer Society. In 
addition to its own brands, the 
brewery contract brews Perry’s 
Majestic, the United States first 
organic beer.
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I I BET YOU CAN'T EAT JUST ONE!
I I

For information or answers to your questions:
IN NORTHERN MICHIGAN, CALL 1-800-776-9021 

IN THE FLINT AREA, CALL 1-800-776-9121 
IN THE GREATER DETROIT AREA, CALL 1-800-877-2145 or 1-800-776-6021
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Food Labeling
From page 1

food products that are ready-to- 
eat and principally prepared on 
premises, such as many prod­
ucts sold in bakeries, at deli 
counters, and in retail candy 
stores;

foods sold by small busi­
nesses (annual gross sales to 
consumers of $500,000 or 
less, or annual gross food 
sales to consumers of 
$50,000 or less);

restaurant foods;

foods served for immediate 
consumption, such as on air­
planes and at school cafeterias, 
hospitals, ice cream shops and 
mall cookie counters;

foods sold for use in restaurants 
and similar institutions;

“cash and carry" store products 
sold by foodservice distributors, 
as long as the products are not 
manufactured or repackaged by 
the distributor and the products 
are not principally sold directly 
to the consumers;

infant formulas, medical foods, 
dietary supplements, and indi­
vidual units in multiunit pack­
ages;

bulk foods sold for further 
processing or repackaging.

OFFER YOUR CONSUMERS GREAT SAVINGS ON.

C O G N A C

f  \C O R D O N \  

V B L E U y
C 'V 'S  • O P N )

MEDAILLON J '

S.D.D. SHELF PRICE

WAS NOW SAVE

s 1 0 0 "  W  $ 2 1 0 1

0FF-PREM ISE COST
WAS NOW SAVE

$ 8 2 6 1  $ 0 5 4 2  $ 1 7 1 9

S.D.D. SHELF PRICE

WAS NOW SAVE

$ 4 ^  $ ^ 9 9  $ 2 9 6

OFF-PREMISE COST
WAS NOW SAVE

$ 3 0 2  $ 3 0 8 0  $ 2 4 2

Q  CODE 3718-7 CODE 3719-7 m a

- ..... - ............  - -.........W W b  I f —

C o g n a c . L ’a r t  D e  M a r t e l l .
Sin< v 1715

T h o se  w h o  a p p rec ia te  q u a li ty  en jo y  it  responsib ly.
mu iui oxjm ■ m  aicokx n vtxuw (to moor) • icua of simui ■ ten tow. nr

r*> J

$tie3iouse of Seagram
For Sales and  In form ation , Call (810) 553-9933

Fresh Produce and Seafood—
Separate requirements apply to 
fresh produce and seafood. FDA’s 
voluntary program identifies the 
20 most frequently eaten fresh 
fruits, vegetables, and varieties of 
raw fish and shellfish. Since No­
vember, 1991, retailers have been 
encouraged to provide point of 
purchase nutrition information, 
such as making the information 
available on counter signs or in 
notebooks, for these 60 products.

FDA is required to determine 
every two years, on a nationwide 
basis, whether retailers are in 
substantial compliance with the 
voluntary program. If substantial 
compliance is lacking, FDA must 
require mandatory nutrition label­
ing for these products.

FDA’s Alphabet Soup
FDA adopted two new terms for 

nutrition information. The first 
term, "reference daily intake” or 
“RDI,” replaces the term “U.S. 
RDA.” FDA conducted rulemak­
ing and revised the RDI values 
early this year.

“Daily reference values” or 
“DRVs” is another new term. 
DRVs provide desirable dietary 
goals for total fat, saturated fat, 
cholesterol, potassium, sodium, 
total carbohydrate, protein and 
dietary fiber.

RDIs and DRVs constitute the 
“daily values” or “DVs” upon 
which percentage information on 
the nutrition label is based.

Nutrients Listed
Unless the food is eligible for 

use of the simplified format, the 
following 14 nutrients (defined 
where appropriate) generally are 
required to be listed on the label in 
the units stated:

total calories (declare in 5- 
calorie increments up to 50 
calories; 10-calorie increments 
above 50 calories);

calories from fat (declare in 
calories; use same increments as 
for total calories);

V total fat (defined as total lipid 
fatty acids and expressed as 
triglycerides; declare in 0.5g 
increments up to 3g and in lg 
increments above 3g; declare 
percent daily value);
saturated fat (defined as sum of 
all fatty acids containing no

See Food Labeling 
Page 29
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double bonds; declare in same 
increments as total fat; declare 
percent daily value);

V cholesterol (declare in 5mg 
increments and percent daily- 
value);

V sodium (declare in 5mg incre­
ments up to 140mg and in 10mg 
increments above 140mg; 
declare percent daily value);

total carbohydrate (calculate by 
subtracting sum of crude pro­
tein, total fat, moisture, and ash 
from total weight of food; 
declare to nearest gram and 
percent daily value);

dietary fiber (declare to nearest 
gram and percent daily value);

sugars (defined as sum of all 
free mono- and disaccharides; 
declare to nearest gram);

protein (declare to nearest 
gram);

Vitamin A (declare percent 
daily value);

Vitamin C (declare percent 
daily value);

calcium (declare percent daily 
value);

iron (declare percent daily 
value).

The declaration of other nutri­
ents, such as soluble fiber, potas­
sium, and other essential vitamins 
and minerals, is optional. How­
ever, if the food is enrichcd with 
any of these nutrients, or if a claim 
is made about them, those nutri­
ents must be included in the 
nutrition information.

The New Formats 
The new nutrition information 

format will feature the title “Nutri 
tion Facts" to distinguish it from 
the existing nutrition information 
format, entitled “Nutrition Infor­
mation Per Serving.” The key 
feature of the new nutrition infor­
mation format is the ‘‘percent daily 
value" based on a 2,000 calorie 
daily diet.

Some foods will be eligible to 
use a simplified nutrition informa­
tion format. If a serving of a food 
provides "insignificant" amounts 
of 7 or more of 13 mandatory nu­
trients listed above (calorics from 
fat arc excluded for this determina­
tion), the simplified format may be 
used. FDA's regulations define 
“insignificant” as the amount of a

Food Labeling
from page 28

nutrient that may be declared as 
zero or, in some cases, as “less 
than 1g.” Under the simplified 
format, information on the follow­
ing five nutrients is required to be 
presented on the label:

total calories (calories)

total fat (grams and percent 
daily value)

sodium (milligrams and percent 
daily value)

total carbohydrate (grams and 
percent daily value)

protein (grams)

Other nutrients present in more

than “insignificant” amounts, 
added nutrients, and nutrients that 
are featured on the label must also 
be declared.

In addition, the full “Nutrition 
Facts” format calls for label 
information on recommended 
intakes of the following six nutri­
ents;

total fat (grams)

cholesterol (milligrams)

total carbohydrate (grams) 

saturated fat (grams)

sodium (milligrams)

fiber (grams)

Serving Sizes
The “Nutrition Facts” are 

provided on a per labeled serving 
size basis, just as with existing 
nutrition information.

Under existing regulations, food 
manufacturers are free to select 
their own serving sizes as long as 
they are reasonable. Under the 
new regulations, FDA has adopted 
requirements to ensure that serving 
sizes will be uniform to the great­
est extent practicable.

Based on government food

See Food Labeling 
Page 30

Talk to us today about serving you

stores w ill be paitkipating. Look for alI\Tony's Pizza Products in your local supermarkets,

Since 1984 we've introduced over 26 new products . . .  all backed by 
the most powerful merchandising machine in frozen foods today1

TO N Y 'S  PIZZA SERVICE
The D riving Force In Frozen P ro fit!

FOR SALES & SERVICE CALL 1-800-247-1533

GIANT k it e

IN STOVE
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Midwest
Foremost
Voluntary
Food
Wholesaler
1-800-537-7738
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Food Labeling
from page 29

consumption data, FDA has 
established “reference amounts” 
for 139 different categories of food 
products. These reference 
amounts list the amount of food 
customarily consumed per eating 
occasion for each food. For 
example, the reference amount for 
salad is 100g, while the reference 
amount for juice is 240ml.

FDA also established a set of 
principles for using the reference 
amounts to determine the labeled 
serving size for a particular food.

The reference amount is not 
declared on the label. However, as 
discussed below, eligibility for 
nutrient content and health claims 
may depend on a food’s nutritional 
profile per labeled serving size, 
per reference amount, or both.

For foods that come in discrete 
units, sold in multi-unit packages, 
such as bread, the labeled serving 
size is the number of units (slices, 
in the case of bread) that most 
closely approximates the reference 
amount; however, if the unit is 
between 50% and 200% of the 
reference amount, it will be con­
sidered one serving in most cases.

For a food that is typically divided 
for consumption (e.g., large apple 
pie), the labeled serving size is the 
fractional part of the food that 
most closely approximates the 
reference amount (e.g., 1/8 pie). 
For non-discrete bulk products 
(e.g., flour), the labeled serving 
size is the amount in common 
household measure that most 
closely approximates the reference 
amount (e.g., 1/2 cup).

Conclusion
FDA’s nutrition label format, 

crafted as a compromise between

FO R E
Are You Up To Par?

Grip It And Rip It At The Golden Fox 
July 25, 1994

The Associated Food Dealers Annual 
Scholarship Golf Outing •  Monday July 25, 1994 
Golden Fox •  Shotgun 10 a.m. •  Dinner 4:30 p.m. 

Golf & Dinner Package $500 per foursome 
•  $125 per person 

Dinner Reception Only $60 per person

Support AFD’s Scholarship Program In Style..

•  Championship Course
•  36 Holes
•  Shotgun Start
•  Continental Breakfast
•  Barbecue Lunch
•  Snacks and Beverages All Day
•  Gourmet Dinner
•  Premium Open Bar
•  G ood ie  Bags
•  Prizes

Al l  proceeds from the golf outing support AFD's Scholarship Program. Please 
call Danielle at (810) 557-9600 today to reserve your eagle bound foursomel

conflicting agency philosophies, is 
lengthy, somewhat confusing, and 
difficult to understand. With 
proper educational programs and 
time, the new format will help 
consumers better understand not 
only what they are eating, but also 
how that food fits within an over­
all diet.

The Food Institute,

The New Label

Nutrition Facts
Serving Size >/2 cup (114g)
Servings Per Container 4

A m oun t P e r Se rv ing

Calories 260 Calories from Fat 120

%  Daily Va lue*.

Total Fat 13g 20%
Saturated Fat 5g 25%

Cholesterol 30mg 10%;
Sodium 660mg 28% j

Total Carbohydrate 31 g 11%
Dietary Fiber Og 0%
Sugars 5g

Protein 5g

Vitamin A 4% Vitamin C 2%

Calcium 15% Iron 4%

Percent Daily Values are  b ased  on a  2,000 
calorie diet. Your daily values may be higher 
or lower depending on your calorie needs:

CaJories: 2,000 2,500
Total Fat Less than 65g 80g

Sat Fat Less than 20g 25g
Cholesterol Less than 300mg 300mg
Sodium Less than 2.400mg 2,400mg
Total Carbohydrate 300g 375g

Dieta^ Fiber 25g 30g

Calories per gram:
Fat 9 • Carbohydrate 4 • Protein 4

The Simplified Version

Nutrition Facts
Serving Size 1 can (240 ml)

Amount Per Serving
C alories 145

% Daily Value*

Total Fat Og 0%
Sodium 20m g 1%
Total Carbohydrate 36 g  1 2 %

Sugars 36 g
Protein Og 0%

Percent Daily Values are based on a 2,000 
calorie diet

This information is presented fo r  
two different hypothetical diets:
2,000 calories and 2,500 calories per  
day. This aspect o f  the nutrtion infor­
mation is intended to he educational, 
to provide consumers with informa­
tion about generally accepted desir­
able dietary goals. To accommodate 
the limited label space, special provi­
sions govern presentation o f  informa­
tion on packages with a total area o f  
40 square inches or less.
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Business team scores with sports star success
By Virginia Bennett

Mr. Bulky Treats &
Gifts has been a trendsetter 
in the phenomenal growth 
of bulk or quantity mer­
chandising. These stores 
are popular because clients 
can purchase just the 
amount they want and bag 
it themselves. The prod­
ucts are also perceived to 
be good values and envi­
ronmentally friendly since 
packaging is kept to a 
minimum.

Recognized as the largest bulk 
food candy retailer in North 
America, Mr. Bulky Treats &
Gifts is a Troy, Michigan-based 
retailer which has grown over the 
last decade to include more than 
200 stores in 30 states.

The sweet success of the enter­
prise is due to a team of business 
executives which includes entre­
preneur Sidney Rubin and his 
friend Eddie Murray, NFL All-Pro 
kicker and star of the 1994 Super 
Bowl-winning Dallas Cowboys.

The stores, located in shopping 
malls across the country, sell gift 
novelties as well as quality bulk 
candy, chocolates, nuts and snacks 
by the pound. There are between 
600 and 700 different types of 
treats available, in every size, 
shape, flavor and color. Addition­
ally, Mr. Bulky’s carries a full line 
of gifts and gift packaging for all 
occasions. Mr. Bulky's products 
come from all over the country, 
although director of merchandising 
Jim Thompson’s philosophy is to 
encourage local sourcing when­
ever possible.

Rubin is no stranger to success. 
In 1964 he founded Circus World, 
one of the largest, privately 
owned chain of toy stores. By the 
time he sold the chain in 1982, 
there were 165 outlets. In 1984, 
he purchased a minority share in 
Mr. Bulky Treats & Gifts. In 
1988, Rubin purchased the com 
Pany and took full control of day- 
to-day operations.

Rubin's success can be attrib- 
Wed to the fact that he surrounds 
himself with other enterprising 
business executives. In 1992, 
while retaining a major interest, 
Rubin sold shares in his company 
to a handful of investors, one of 
whom is "Steady" Eddie Murray. 
who played an instrumental role in

Sidney Rubin surveys some sweet treats 
available at Mr. Bulky Treats & Gifts

franchise development strategies 
when he and Rubin first teamed up 
in 1988.

Murray “got his foot in the 
door” at Mr. Bulky’s in 1984, 
when he became director of 
franchise development. His 
winning personality off the field 
proved to be an asset when he 
became a partner in 1992.
Through his efforts, he helped Mr. 
Bulky’s score recognition as one 
of the fastest growing, privately 
owned companies in the country 
by INC. Magazine in 1989, 1990, 
1991 and 1992 and also “#1 
Franchiser" in its industry by 
Entrepreneur Magazine in 1992.

Murray is long recognized as 
one of the finest kickers in the 
NFL history. A four-time All- 
Pro, he was selected Most Valu­
able Player in the 1980 Pro Bowl 
as a rookie. He holds the Detroit 
Lions club record for career 
points. This year, in his first 
season with Dallas, he scored a 
career high of 122 points. Murray 
was 28 out of 32 in field goal 
attempts this season (87.5 per­
cent), and his three field goals 
against the New York Giants led 
Dallas to the Eastern Division title.

Murray gives his all both on and 
off the turf. An active participant 
in charity and community activi­
ties, Murray was honored as the 
Lion’s NFL/Lite Man of the Year 
in 1984 and 1985, and was the 
March of Dimes (Southeastern 
Michigan) Athlete-Citizen of the 
Year in 1985. He continues to 
contribute to a variety of charities 
including the annual charity 
chosen by Mr. Bulky’s corporate 
committee which selects a differ­
ent charitable organization to 
focus on every year. Murray and 
Rubin share this philosophy on 
giving. Rubin says, “People have 
to give back a portion—if they 
never give back then there is

nothing left. We enjoy giving 
back.”

According to Gerard Ales, 
director of franchising for Mr. 
Bulky’s, there are a number of 
franchising opportunities avail­
able in Michigan. They have 
been very successful at obtain­
ing financing through SBA.

For more information or to 
join the Mr. Bulky's team, 
contact the corporate office of 
Mr. Bulky Treats & Gifts, 755 
W. Big Beaver Rd., STE 1600, 
Troy, MI 48084 or call (810) 
244-9000.
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Save Time and Money 
With AFD's Coupon 

Redemption Program
Retailer: it's as easy as this. Send any number of coupons 

you receive from your customers and get a check in 50 days. 
For information, call (810) 557-9600 or

$ 1-800-66-66-AFD and receive a
a no obligation starter kit. Jj>

E98?

For Over 80 years
Has Been

A b s o l u t e l y
Michigan!

O fo M £ U ] \£
Natural Spring, Dnnking and Steam Distilled 

1 G ALLO N  1 5 G ALLO N
1 G ALLO N  C LE A R  2 5 G ALLO N  
1 G ALLO N  +80Z 16 o r  6 pack

1 »C A P
Sparkling Mineral Water 

20 oz BO TTLES  
1 LITER BO TT LES

m o n t p e A u x
9jp tu a f S p nng  ‘Hhter 

16 o z BO TTLES  
1 5 LITER BO TTLES

S ince
1908,

Absopu re Wafer 
Com pany has been 

producing (op quality 
w ater products for 

drinking, cooking and a 
w ide variety o f household and in­

dustrial uses. Consistent, year 
after-year quality has firmly estab­

lished Absopure a s  an industry 
leader in product, service, and 

value.

From  Ks modest beginnings as  a  d ivision of 
Genera l Ice Delivery Company, delivering ice  to 
hom es in the Detroit area, Absopure has grown 
Into a major producer and distributor o f bottled 
water products, serving most of the M idw est

Today, Absopure offers a  full line o f bottled 
water products and has five production and 
operations centers throughout the Midwest.

Fo r over three quarters o f a  century 
Absopure has been serving its home market 

of Michigan. For more than 80 years 
Absopure has been Absolutely M ichigan.

Absopure Water Company
8835 General Drive Plymouth M l 48170

For Inform ation On D istribution C hannels P lease Call 1-800-334-1064
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Letters
At the AFD Annual Trade Dinner in January, Tony Munaco was 

honored with a lifetime achievement award fo r  his years o f  dedicated 
service to the food and beverage industry and the AFD. A member for 
more than 35 years, he served on the A FD ’s Board o f  Directors fo r more 
than 20 years. He was Chairman fo r  consecutive terms in 1981 and 
1982. Among his accomplishments during his tenure on the Board was 
the creation o f the Associated Food Dealers Self-Insured Workers’ 
Compensation Fund. Since its inception, he has served as chairman on 
its Board o f Trustees, and will continue to do so in the future. The Fund 
itself has returned over $1,250,000 to participating members over the 
last 10 years. Throughout his years in the food  and beverage industry, 
Tony and his brother, Sam, operated several markets in the Detroit area 
and still have an interest in the Mack Bewick Market.

SPECIAL!
Buy a Pay Phone, 

and receive a

FREE
LED SIGN 

valued at $299.00

Dear AFD,

I want to thank you for one of the nicest nights of my life.

Looking out into the large audience and feeling the warmth 
filled me with great emotion.

The honor you paid me and my family, I ’ll treasure the rest of 
my life.

I thank you and I’ll miss you all.

AFD is in good hands with its Board of Directors.

Again, how do I say thank you?

Tony Munaco Jr.

C alen d ar
April 10-14 NABR Convention/Expo

MGM Grand Hotel, Las Vegas, NV

April 11-12 Environmental Affairs Conference 
The Adolphus Hotel, Dallas, TX

April 13-14 AFD Trade Show, Burton Manor, Livonia
April 17-19 7th Annual Supermarket Pharmacy Conference (FMI) 

Mark Hopkins Inter-Continental Hotel,
San Francisco, CA

May 1-4 FMI’s Supermarket Industry Convention
McCormick Place, Chicago

May 14-18 National Restaurant Association Restaurant,
Hotel-Motel Show, McCormick Place, Chicago

June 25-28 Annual Produce Conference 
Santa Barbara, CA

July 23-25 NFDA 67th Annual Convention & Trade Show
Denver, CO

Left to right: Frank Arcori, AFD past chairman; Tony Munaco; 
and board member Sam Dallo at the 1994 AFD Trade Dinner

/ ---------------------------------------------------------------------------------------\
BUSINESS OWNERS -

INCREASE 
YOUR 
PAYPHONE 
PROFITS!!!

• State-of-the-art Phone 
Technology

• Looks and Operates 
Like Bell Phones

Fully Programmable

dental plan in Michigan 
is still available to you 

for as low as $8.00 a month.
For the highest dental benefits 
and lowest out-of-pocket costs.

Golden Dental Plans 
29377 Hoover Road 

Warren, Michigan 48093

1 -8 0 0 -4 5 1  - 5 9 1 8

■ Remote Diagnostics

Now Earn Profits from 
Long Distance, too!!!

BUY YOUR PAY PHONES FROM

MIDWEST AUT0TEL 
SERVICES, INC.

Ed Betel/Owner 

1 (313) 960-3737 

3160 Haggerty Rd., Suite M 

West Bloomfield, MI 48323 j
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Select the flexible 
health care plan.

/ /  5 f c3C IC L  iC d fC
Managed Health Care Plans

'1W2 SeleoOre
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What's New at the Michigan Lottery?

New type of instant game—Bingo—expected to be popular with players
by Michigan Lottery Commissioner 
Jerry R. Crandall

This month the Michigan Lottery 
will give its 
retailers an ex­
citing new 
product to sell, 
which means 
increased sales 
and commis­
sions! Michi­
gan Lottery 
instant game 
players will

soon be able to play one of the 
world’s most popular games— Bingo! 
Beginning April 4, a new kind of in­
stant game called “Bingo” will go on 
sale at nearly 9,000 Michigan Lottery 
retailers statewide. "Bingo” goes on 
sale on the heels of the successful 
“Wild Time” instant game.

Michigan’s new Bingo game is 
completely different from any instant 
game w e’ve ever offered to players. 
The game offers four chances to win 
on each ticket— up to $10,000 in great 
cash prizes. Best of all, it takes more

time to play Bingo, so the excitement 
builds with the anticipation o f win­
ning. It’s a more exciting and dra­
matic game to play.

This game has been very success­
ful in other states including Florida, 
Louisiana, Iowa, Kentucky and Penn­
sylvania, and we expect it to do well 
here in Michigan also. Bingo is very 
popular in Michigan. There are over 
2,000 licensed bingo operators in the 
state. The new Bingo scratch-off 
ticket is so much fun that we think the 
game will be popular with both tradi

ASSOCIATED FOOD DEALERS 
OF MICHIGAN

AND
NORTH POINTE INSURANCE 

For
LIQUOR LIABILITY INSURANCE.

• The #1 Writer of Liquor Liability in 
the state of Michigan for the 6th 
year in a row.

• Rated B+ (Very Good) by A.M. Best.

• 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

28819 Franklin Rd. 
P.O. Box 2223 

Southfield, MI 48037-2223 
(810) 358-1171 

1-800-229-NPIC
Insurance Co.

Or call AFD: 810-557-9600 or 1-800-66-66-AFD

tional bingo players and those new 
to the game. In fact, this may intro­
duce a whole new group of players 
to traditional bingol

To play the new Bingo instant 
game, players first scratch off the 
latex covering over the “Caller’s 
Card” which reveals 24 bingo num­
bers. Next they match the corre­
sponding numbers on the four bingo 
cards on the ticket. Players can win 
prizes if  they match all numbers in a 
complete horizontal, vertical, or di 
agonal line; or all numbers in all 
four comers; or all numbers to make 
two complete diagonal lines. In­
structions on how to play the Bingo 
instant game are detailed on the 
back side of each ticket.

The biggest difference between 
this new instant game and the regu­
lar instant game lies in the style of 
play o f the game. “Bingo” offers 
players a whole new playing experi­
ence. It’s a $2 ticket which means 
great news for retailers—double the 
commission on the sale o f every 
ticket.

During the month of May retail­
ers can win free Bingo instant tick­
ets from the Lottery’s “Mystery 
Shopper”— it’s as easy as B-I-N-G- 
O! Our mystery shoppers will visit 
selected retailers during May. If 
your store is selected, and you have: 
six instant games (including Bingo), 
use at least four Bingo point-of-sale 
materials, use instant game ticket 
dispensers and display vinyl ticket 
display sleeves— you will receive 10 
free Bingo instant tickets right then 
and there. Be ready to w in!

W e’re excited about the new 
Bingo instant game. W e hope you 
will share your enthusiasm with 
your customers. It will turn out to 
be a profitable effort on your part. 
With the addition o f Bingo, Michi­
gan Lottery truly offers a whole 
family of games— something for ev­
eryone. Virtually every day of the 
week Lottery players can choose 
from a variety of games— all with 
different ways to win great prizes 
ranging from thousands to millions 
of dollars.

More good news— the Lottery 
will kick off a retailer incentive 
campaign in April. From April 5 
through July 25, Lottery retailers 
will compete for cash prizes in the 
“Earn More in ‘94— Instantly” sales 
incentive program. Over 900 prizes 
(totaling $300,000) will be awarded 
to retailers who have the greatest 
increase over last year’s sales. Re­
tailers will compete with retailers in 
their own sales group in their own 
district. Your Lottery sales repre­
sentative has all the details. Good 
luck to everyone!
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Produce particulars
How can I speed up the ripening 

my kiwifruit?
Kiwifruit, like some other fruits, 

we off ethylene gas, which helps 
promote ripening. To speed up the 
process, store unripe kiwifruit near 

her ethylene sources such as 
apples, bananas, citrus, pears and 
aivocados. If, on the other hand, 
you do not want to speed up 

pening, keep kiwifruit away from 
her ethylene-producing items.

My last purchase o f fresh blue 
berries contained green berries. 
Will they ripen if I let them sit 
but at room temperature?

No. Blueberries do not ripen 
after they have been picked. Be 
ture to inspect blueberries care­
fully upon arrival and discard any 
green berries. For best quality, 
blueberries should be stored in the 
refrigerator immediately. If left at 
room temperature, they may 
deteriorate or shrivel.

How should I store sweet cher­
ries to maintain top quality?

Sweet cherries should be place 
in the refrigerator immediately. 
They can absorb odors, so keep 
them away from strong smelling 
items. Keep cherries dry during 
storage and do not rinse until just 
before using. Also, minimize 
handling as cherries can bruise 
easily.

How can I tell whether canta­
loupes are ripe?

A ripe cantaloupe should have a 
distinct cantaloupe aroma. The 
blossom end should also give 
slightly to gentle pressure.

I’ve heard that excess handling 
of fruits and vegetables can 
cause them to shrivel or w ilt  
Why does that happen?

Fruits and vegetables are made 
up of mostly water. In fact, water 
accounts for 80 percent to 90 
percent of the composition of most 
items. Obviously, rough handling, 
which causes damage, will pro­
mote significant water loss. Most 
fruits and vegetables are covered 
with a natural wax. Excess han­
dling, even if done gently, can 
remove the natural coating of wax 
and again will promote moisture 
loss. For best quality, keep all 
handling of fresh produce to a 
minimum.

What causes fresh-cut carrots to 
appear chalky?

A chalky appearance in fresh- 
cut carrots indicates dehydration. 
The problem may be remedied 
simply by plunging the carrots in 
ice-cold water. Be sure to drain 
the vegetables thoroughly before 
using.

F ruit & V ege tab le N ew s

Helpful suggestions for coupon handling
I. C om plete the Central List Program application

A. This is to a llev ia te the burden o f  having to com p lete a separate 
questionnaire for each manufacturer.

B. C om plete a separate application for each store subm itting cou ­
pons for redem ption ( if  using separate accounts) and m ail along  
w ith appropriate fec(s). (I f manufacturers arc not able to obtain  
inform ation through the Central List Program, this m ay cause a 
delay in your coupon paym ents.)

II. Train Y our C ashiers
A. T o  accept cou p ons that are n ot outdated.
B . T o  accept cou p ons for product and size  purchases only.
C. T o  indicate retail price on coupons that offer free products.
D. N ot to accept coupons [hat (he custom er mus( mail direcl to the 

manufacturer.

III. Subm it C oupons Every T w o  W eeks to 30  D ays.
A. A llow s for quality control throughout the coupon process.
I). Chargeback inform ation is provided quickly
C A so id s  the possib ility  o f  subm itting expired coupons.

IV. Inform A H )  o f  C hanges at Your Storc(s).
A. V olum e increases (double nr triple couponing)
U. New  product lines added.
C. M anagem enl/O w ncrship  changes
I). N am e and/or address change
K. Stores added.

COVERAGE 
WHERE 

YOU 
NEED 

IT.

Michigan’s largest and 
Most Experienced 
I1M0 Offers:
No Paperwork!
No Deductibles! 
Worldwide 
Emergency 

A  Coverage!

AFD Members can sign up for 
IlcaJch Alliance Plan, call AFD at 557-9600 for details.

C H S
H«*fth ADUnc* Plan

Your health deserves the best.

INCREASE YOUR SALES BY 
ACCEPTING CHARGES SALES...

A F D ’s
B A N K  C A R D  
D ATA  C A P T U R E  
P R O G R A M

2.27% ■  2 .15%  ■  L 94%  | m

___  »»-*•** o-Tn»»
VISA / MASTERCARD PROCESSING RA TE!

$ 5.00 m onthly m em bership

A ssociated Food D ealers o f M ichigan in con junction  w ith  M ichigan  B ankard  Services 
(M BS) has developed an  electronic d a ta  ca p tu re  (ED C) p ro g ram  specifically designed 
fo r businesses like yours. E lec tronic data  c a p tu re  (ED C) is th e  m ost popu lar'p ro cessin g  
system . C red it ca rd  tran sactio n s  are  au th o rized  an d  c a p tu re d  using a sm all point-of sale 
te rm inal, w hich Is easily connected to your s ta n d a rd  telephone line.

You get speedy settlem en t and  access to  y o u r funds w ith in  24 h o u r along w lih benefits 
which include:

•  24 h o u r, seven days, toll-free C ustom er Service;
•  a de ta iled  m onth ly  statem en t;
•  an  optional electronic p rin te r th a t p rin ts  receip ts an d  dally  m anagem en t options;
•  custom er convenience;
•  la rg e r  sales.

Rated ffl by V ita and MasterCard for the 
lowest percentage of chargebacks in the U.S.!

B G  S B  ( i®

- / m -
ASSOCIATED FOCO DEALERS 

OF

Michigan
National
Bank

I Yesl I want to take advantage of this outstanding opportunity

Axaorlatrd Food Dtalfr* 
IS470 W. 10 MtU Road 
SouthArid, MI 4*075

Jody  M antu r *1:
(313) S57.9600 or I S00-66-66-AK D

COf'TTACT N AM E_

STORE NAME ___

ADO RESS ______

; C IT Y ____________

TELEPH ONE ___________

NUMBER O f LOCATIONS
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Legislative Update

Clinton budget 
cuts jobs program

The Clinton Administration has 
left the Targeted Jobs Tax Credit 
(TJTC) out of its 1995 budget 
proposal, eliminating a program 
that President Clinton praised just 
one year ago as an “innovative 
way to employ, train, and provide 
training for a workforce second to 
none.” While President Clinton 
offered several public statements 
in support of TJTC, Labor Secre

tary Robert Reich has advocated 
the elimination of the program.

TJTC was created in 1978 to 
give employers incentives to hire 
low-income youth, people with 
disabilities and other “high-risk” 
workers. TJTC allows employers 
to claim a 40 percent tax credit on 
the first $6,000 of a qualified 
worker’s first year wages. In 
addition, TJTC provides a special 
credit, known as the summer youth 
hire, to encourage the creation of

summer jobs for disadvantaged 
youth. The summer hire credit is 
active between May 1 and Septem­
ber 15 and subsidizes the 
employer’s wage costs up to 40 
percent of the first $3,000.

The Clinton Administration’s 
proposal to eliminate the TJTC is 
expected to meet strong opposition 
from members of Congress who 
represent urban, low income areas 
that benefit from the program.

Electronic 
Monitoring Bill clears 
House Subcommittee
A key House Labor Subcom­

mittee recently approved legisla­
tion that would restrict the uses of 
electronic monitoring in the 
workplace. This bill is of particu­
lar interest to retail store opera­
tors as it cold affect the use of 
security cameras and other secu­
rity devices.

However, the bill has been 
modified so that much, if not all, 
of the monitoring that is done in 
convenience stores, especially the 
monitoring aimed at security, can 
be continued. Of particular 
interest is the fact that the bill 
distinguishes between continuous 
and random monitoring.

The bill defined continuous 
monitoring so that it allows most 
types of monitoring by retail 
stores, whether it is 24 hours-a- 
day or simply several hours 
during the day or evening. How­
ever, if the monitoring lacks a 
definite or known pattern, it is 
considered random. Random 
monitoring generally is restricted 
by the bill, unless it is used for 
security purposes. However, a 
video camera can be turned off 
during certain shifts, as long as it 
is turned on several hours of the 
day, and would still qualify under 
the definition of continuous 
monitoring.

In addition, there was some 
concern that monitoring that is 
conducted from a remote location 
and then reviewed would be 
prohibited. But, the legislation 
was modified to ensure that the 
review of these situations would 
be permissible. Finally, the 
legislation would require that 
employees and prospective 
employees must be notified that 
and employer engages in continu­
ous monitoring.

NACS

WIC Approved 
Peanut Butter

Any brand or type peanut 
butter without jelly or 
marshamllow is approved 
for purchase with WIC 
coupons that authorize 
peanut butter. Arrowhead 
Mills and Health Valley, 
however, are not authorized.

NACS

UJhen reta ilers  w anted  a handling fee for  bottles and cans, who w as there  

to defend  the re ta ilers ’ rights in court against the Soft Drink Rssociation?

AFD works hard for its members to help them make money and save money. Support us so we can 
support you! When our members needed help, AFD was there...

When the WIC department tried to throw nearly two hundred retailers 
out of the program, who was there to fight — and win the case?

When Inkster retailers were unfairly charged with selling to a minor in a
sting operation, who was there to defend them — and win the case?

What trade association offers you the most health care options from providers 
such as Blue Cross Blue Shield, Health Alliance Plan and SelectCare?

When the legislature wants to pass bills that will cut your business profits, 
who is there to represent you in Lansing?

If you want to double your pay phone commissions who you should call?

RFD

AFD

RFD

AFD

HFD 

AFD 

AFD

When you want a low rate on Visa/Mastercard Transactions who should you call? AFD

If you want to save 25% on American Express Money Orders 
what association must you belong to?

When you need questions answered about the Liquor Control Commission, 
the Michigan Lottery or the Department of Agriculture who can answer them?

With crime becoming a major issue, who offers the only reward program Q P  n
designed to protect your family, your employees and your business? 11 r U

If you want to save money and make money what should you do? Join AFD Today!

Join AFD today. Membership dues are $150 for retailers and $300 for suppliers. Fill out the 
membership application below send it to AFD with your check and let AFD work for you so 
you can start saving money and making money!

..................................Membership Rpplication.......................................
Join The Largest Food f> Beverage Industry Trade Rssociation In Michigan

P le a s e  Print:

Owner’s N am e. .Name of  Business-

f id d ress .

P h o n e  N u m b e r .

Fan N u m b e r.

_City_ . S t a t e . - Z ip- . C o u n t y .

Rssociated Food Dealers o f  Michigan  
18478 West IB Mile Rd. 
Southfield, M l 48075 

(810) 557-9600 or (800) 66-66-RFD
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IGA opposes Clinton health care plan
IGA executive says Clinton health care plan threatens 
small business; will increase consumer’s grocery bill
The Independent Grocers 

Alliance (IGA), the nation’s 
largest voluntary supermarket 
network with more than 2,500 
independently owned supermar­
kets in 49 states, has stepped out 
against President Clinton’s health 
care plan because they believe it 
discriminates against small busi­
ness owners and would ultimately 
increase the prices consumers pay 
for groceries.

“President Clinton’s proposal 
may well be the single most 
destructive piece of anti-small 
business legislation that I’ve ever 
seen,” IGA chairman and CEO 
Thomas S. Haggai said at a recent 
press conference. “Based on 
IGA’s Hometown Proud philoso­
phy, we agree with the administra­
tion that all citizens should have 
access to health care, but the plan 
unfairly places a disproportionate 
amount of the funding responsibil­
ity with small business owners,” 
he said.

Under the Clinton Health 
Security Act, unionized and large 
companies with more than 5,000 
employees are allowed to continue 
to provide health insurance under 
their current plans. However 
small business owners, like IGA 
retailers, would be forced to enter 
regional government-controlled 
programs— regardless o f how 
succcssful, effective or efficient 
their plans have been. The 
administration’s proposal also 
stipulates that employers would be 
required to pay 80 percent of 
coverage for employees and their 
dependents. Since more than 95 
percent of the business community 
is composed of small employers, 
the President's plan would cost 
small business owners nearly $29 
billion in new expenditures, 
according to IGA.

In the food industry, indepen­
dent and family owned supermar 
kets make up more than half of all 
grocery retail outlets in the coun 
try. Since net profit for supermar 
kets is already less than one cent 
per dollar of sales, the Clinton 
health plan would compel these 
independent retailers to pass on to 
consumers the new costs in the 
form of higher prices, according to 
Haggai.

“W e are  sh o c k e d  at the

proposal’s inequity,” he said. 
“The President’s plan seems to be 
out o f character for him because 
when he was attorney general for 
the state o f  Arkansas, we spoke at 
the same convention where he 
sharply criticized legislation that 
was detrimental to small busi­
nesses. He has always presented 
himself as a friend to the small

business owner, but now his own 
proposal threatens entrepreneurs 
by requiring them to enter govern­
ment alliances steeped in excess 
costs,” Haggai added.

IGA is encouraged by the 
efforts o f the U.S. Chamber of 
Commerce, the Business Round 
table and the National Association 
of Manufacturers, as well as

alternatives being discussed by 
Congress, according to Haggai. 
“But still it seems that big business 
is being better heard while the 
entrepreneur, who has become a 
critical stimulant for growth in our 
recovering economy, remains 
vulnerable and overlooked,” he 
said.

IGA, based in Chicago since its 
inception 68 years ago, is the 
nation’s oldest supermarket banner 
group.

Associated Food Dealers of Michigan

1994 Trade Show Special 
Up To

10% OFF
From Detroit Edison 

On Electric Cooking Equipment 
Featured In These Booths:

Vendor_____________  Booth #

Brehm Broaster 8 1 9 ,9 1 0 ,9 0 9
DCI Food Equipment 208, 209, 309, 310
MMI 110,111
Amato Foods 412

A good part of your life.
• 1« b r  H ig iH r  for the *}**( i.il show d is* om it, you rnusi sipn in .il p .irt ic ip .iling  

di'«iW*f !><*oths .m il In* ii lu lison  Iuisin(*s5 cuslonu'r.
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SUPPORT THESE AFD SUPPLIER MEMBERS
BAKERIES
Ackroyd's Scotch Bakery & Sausage (313) 532-1181
Archway Cookies.............................. (616)962-6205
Awrcy Bakcncs, Inc...................... ,....(313)522-1100
Continental Baking......................... .. (313) 591-4132
Koepplinger Bakeries, Inc....... .................... 967-2020
Ovcnftvsh........................................... (313)255-4437

& M Biscuit D istributing..............(313) 893-4747
Schafer Bakery.................................................294-9166
Sunshine/Salerno.............................................352-4343
Taystce Bakeries.......... .................................. 476-0201

BANKS:
Comerica Bank.................................................370-5204
First Federal of M ichigan.................(313) 965-1400
First of America—S.E.M............................... 399-5501
Greenfield Mortgage Co................... (313) 274-8555
Madison National B an k .................................548-2900
Michigan National B ank................................489-9100
N.B.D., N.A......................................... (313)225-1581
Standard Federal Bank...................................637-2543

BEVERAGES:
Absopure Water Co........................... 1-800-334-1064
Action Distributing........................................591-3232
American Brokers Association.....................544-1550
Anheuser-Busch Co........................................ 354-1860
Bacardi Imports, Inc....................................... 489-1300
Bellino Quality Beverages, Inc..............(313) 946-6300
Brooks Beverage M gt, Inc.....................(616) 393-5800
Cadillac Coffee....................................... (313) 369-9020
Canadian Arctic Beverage..................... (416) 676-0201
Canandaigua Wine Co............................ (313) 379-3644
Central Distributors................................(313) 946-6250
Coca-Cola Bottlers of Mich.............................478-2212
Consolidated Wine & S p irits ......................... 772-9479
Coors Brewing Co..................................(313)451-1499
Don Lee Distributing, Inc.................. (313) 584-7100

J Gallo W inery........................................643-0611
Eastown Distributors......................... (313) 867-6900
Everfresh Beverages....................................... 755-9500
F & M Coffee................................................... 851-5774
Faygo Beverages, Inc............................. (313) 925-1600
Frankenmuth Brewery...........................(517) 652-6183
General L iquor...................................... (313) 868-5100
General W ine..........................................{313) 867-0521
Great Lakes B everage......................... (313)865-3900
Hiram Walker & Sons, Inc..............................626-0575
House of Seagram........................................... 262-1375
Hubert Distributors, Inc...................................858-2340
J. Lewis Cooper Co.............................(313) 835-6400
Miller Brewing Company..................(414) 259-9444
Mohawk Distilled Products................ 1-800-247-2982
Mr. Pure Juices......................................(312) 379-3000
Nestle Beverages..............................................380-3640
Oak Distributing Company.............................674-3171
Pabst Brewing Co............................................ 887-2087
Paddington Corp................................. (313) 345-5250
Pepsi-Cola Bolding Group.............................641-7888
Pctitprcn, Inc.....................................................468-1402
Powers, D ist.................................................... 682-2010
R.M. Gilligan, Inc............................................553-9440
Royal Crown C ola................................(616) 392-2468
Serv-U-Mauc Corporation............................ 528-0694
Seven-Up of D etroit.......................... (313)937-3500
Spirits of Michigan.............................. (313) 521 -8847
Stroh Brewery Company.....................(313) 446-2000
Sunlike Juice Ltd...................................(416) 297-1140
Tetley Tea Co........................................(216) 331-4062
Thompson Beverage Co....................... (313) 439-2404
Vintage Wine Co.............................................294-9390
Viviano Wine Importers, Inc.............(313) 883-1600
Wolpin Company................................ (313)933-7150

BROKERS/REPRESENTATIVES:
Acme Food Brokerage.................................. 968-0300
Amcri-Con, Inc...............................................478-8840
Bob Arnold & Associates.............................646-0578
Denha General Brokers.................................776-1610
DMAR, Inc......................................................399-0950
ELC Associates..............................................624-5133
Hanson Faso Assoc........................................ 354-5339
J.B. Novak & Associates...............................752-6453
James K. Tamakian Company.....................424-8500
Maries & Goergens........................................ 354-1600
McMahon & McDonald, Inc........................ 477-7182
Northland Marketing.................................... 353-0222
Paul Inman Associates................................. 626-8300
Pfeisler Company............................... (313)591-1900
Stark & Company.........................................851-5700
UBC Hucltcman............................................296-3000
VIP Food Brokers International...... (313) 885-2335

CANDY & TOBACCO:
M & M M are................................................ 363-9231
Shcmfs C andies................................ (517)756-3691
Wolverine Cigar Company..... ......... (313) 554-2033

CATERING/HALLS:
Country House Catering...................(517) 627-2244
Emerald Food Service................................. 546-2700
Gourmet House, Inc......................................771 -0300
Karen’s Kafe at North Valley........................855-8777
Nutrition Services..............................(517) 782-7244
Pcnna's of Sterling.......................................... 978-3880
Southfield M anor............................................352-9020
Sl George Cultural Center............................ 335-8869
St. Mary's Cultural Center................ (313) 421-9220
Taste B uds.......................................... (517)546-8522
Tina's Catering................................................949-2280
Vassel's Banquet Hall & Catering.................354-0121

DAIRY PRODUCTS:
American Dairy Association............ (517) 349-8923
Bemca Food S erv icc........................1-800-688-9478
Borden Ice Cream.............................. (313) 871-1900
Dairy Products of Michigan..........................552-9666
McDonald Dairy Co...........................(517) 652-9347
Melody Farms Dairy Company........(313) 525-4000
Milk-O-Mai........................................(313)864-0550
Pointe Dairy ..............589-7700
Stroh's Ice C ream ............. ................ (313)568-5106
Tom Davis &  Sons D airy..............................399-6300

EGGS & POULTRY:
Linwood Egg Company................................524-9550

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

FRESH PRODUCE:
Aunt Mid Producc Co........................(313) 843-0840
Detroit Produce Terminal.................(313) 841 -8700
Sunnyside Produce........................... (313) 259-8947
Vitale Terminal Sales....................... (313) 8434120

ICE PRODUCTS:
America's Ice, Inc.............................. (313) 491 -9540
Great Lakes I c e '............................................. 774-9200
Midwest Ice .......................................(313) 868-8800
Union Ice ............................................(313)537-0600

INSECT CONTROL
Pest Elimination Products............................. 296-2427
Rose Extermination (Bio-Serv).......(313) 588-1005

INSURANCE:
America O n e ......................................(517)349-1988
Blue Cross/Blue Shield................... 1-800486-2365
Capital Insurance G roup............................... 354-6110
Cranbrook Group, Inc.....................................3624640
Crcauve Risk ManagemcnlCorp................... 792-6355
Gadaleto, Ramsby & Assoc.............. (517) 351-7375
Golden Dental................................................ 573-8118
Health Alliancc P lan ..................................... 552-6000
Jardine Insurance Agency...........................641 -0900
Kanter Associates........................................... 357-2424
K.A. Tappan & Assoc., Ltd........................... 473-0011
Macatawa Ent.....................................(616) 335-9551
Marketplace Insurance..................................553-2280
Frank McBnde Jr., Inc...................................445-2300
Miko & Assoc.................................................776-0851
Mitzel Agency................................................773-8600
Monroe-George A gency.............................. 489-9480
Murray, Benson, Recchia................(313)831-6562
North Pointe Insurance.................................. 358-1171
Rocky Husaynu & Associates...................... 557-6259
Security First Insurance................... 1-800-530-9225
SelectCare.................................... ...............637-5391
Simmerer & Company..................................7764036
Joel Weingarden............................... (313) 453-3636

MANUFACTURERS:
Amato Foods...... ............................. (313)295-3337
Bil Mar Foods................................... 1-800-654-3650
Brown & Williamson.................................... 350-3391
Eden Foods........................................(517) 456-7424
Groeb Farms..................................... (517) 467-7609
Home Style Foods, Inc..................... (313) 874-3250
Jaeggi Hillsdale Country Cheese..... (517) 368-5990
Kalil Enterprises, Inc........................ (313) 527-7240
Kraft General Foods........................ (313) 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..............(313) 921-2500

Roll Rite Corp...................................... (517) 345-3434
Singer Extract Laboratory....................(313)45-5880
Tony’s Pizza Service.....................................634-0606
R.J. Reynolds.................................................398-6390

MEAT PRODUCERS/PACKERS:
General Provision, Inc......................... (313) 393-1900
E.W. Grobbel Sons, Inc.......................(313) 567-8000
Hartig M eats.................. ..................... (313) 832-2080
Hillshire Farms & Kahn’s ............................. 778*3276
Hygrade Food Products...................... (313) 464-2400
Kowalski Sausage Company............. (313) 873-8200
LKL Packing, Inc.................................(313) 833-1590
Metro Packing.....................................(313) 8944369
Oscar Mayer & Company............................ 488-3000
Pelkic Meat Processing...................... (906) 353-7479
Smith Meat Packing, Inc.....................(313) 458-9530
Swift-Eckrich......................................(313)458-9530
Thom Apple V alley......................................552-0700
Winter Sausage Mfg., Inc..............................777-9080
Wolverine Packing Company............ (313) 568-1900

MEDIA:
Arab & Chaldean TV-62 Show....................352-1343
C&G Publishing, Inc..................................... 756-8800
DailyTribunc.................................................541-3000
Detroit Free P ress............................... (313) 222-6400
Detroit News........................................ (313)222-2000
Detroit Newspaper Agency............... (313) 222-2512
Gannett National Newspapers......................357-7910
Macomb Daily................................................296-0800
Michigan Chronicle............................ (313) 963-5522
The Beverage Journal......................... (313) 4544540
WDIV-TV4 ......................................... (313) 222-0643
WJBK-TV2............................ ....................... 557-2000
WWJ-AM/WJOI-FM.........................(313)222-2636
WWWW-AM/FM...............................(313) 2594323

NON-FOOD DISTRIBUTORS:
Albion Vending...................................(517) 629-3204
Gibralter National Corporation........(313) 491 -3500
Items Galore, Inc............................................7744800
Ludington News Company, Inc........(313) 925-7600

POTATO CHIPS/NUTS/SNACKS:
Better Made Potato Chips....,..............(313) 9254774
Frito-Lay, Inc............................. .......l-8(K)-24FRITO
Goin' N uts......................................................437-9831
Harbour Foods, Ltd........................................ 333-3014
Kar Nut Products Company....................... 541 -7870
Nikhlas Distributors (Cabana)........... (313) 571-2447
Variety Foods, Inc..........................................2684900
Vitner Snacks......................................(313) 365-5555

PROMOTION/ADVERTISING:
AdvoSystem ....................................... (313)425-8190
Insignia Systems.... .............................(612) 930-8200
Intro-Marketing............................................. 540-5000
J.K. Kidd& Co...............................................647-6601
J.R. Marketing-Promotions.......................... 296-2246
News Printing................................................ 349-6130
PJM Graphics......................................(313) 535-6400
Point of Sale Demo Service.........................887-2510
Safeguard Business Systems........................................ ................  548-0260
Stanley’s Advertising & Dist...............(313) 961-7177
Stephen's Nu-Ad, Inc...................................:. 777-6823
T J . Graphics................................................................. ................  547-7474

SERVICES:
Akram Namou, C.P.A....................................557-9030
American Express.................................. 312-587-0701
American Mailers ...............................(313) 8424000
Ameritech Pay Phone Services..........1-800-441-1409
Bellanca, Beattie, DeLisle..................(313) 9644200
Central Alarm Signal...........................(313) 864-8900
Checkpoint Systems.........................1-800-257-5540
Christy Glass Co............................................ 544-8200
CIGNA Individual Financial Services...... 8274400
Closed Circuit Communications..................478-3336
Detroit Edison Company............... :...(313) 237-9225
Edward A. Shuttie, P.C..................... - ........288-2080
Follmer, Rudzewicz &  Co., CPA.................355-1040
Food Industry Financial Network.... 1-800-554-3675
Garnio & Co., CPA.......................................737-9933
Goh's Inventory Service................................353-5033
Great Lakes DataSystems........................... 3564100
Indcpcndance One

Investment Group............................1-800-622-6864
Karoub Associates...............................(517) 482-5000
Michael McKeman CPA.................... (313) 459-1323
Menczer & Urcheck P.C., C P A ................... 356-1620
Metro Media Associates............................... 625-0070
Michigan Bell.............................................. 221 -7310
Midwest Autotel............................................ 960-3737
Nona & Company P.C., CPA....................... 351-1760

Pappas Cutlery G rinding................. (313)965-3872
Paul Meyer Real Estate O ne............ (313) 341-4522
PDK Labs, Inc.................................... (516)273-2630
REA M arketing...................................(517)386-9666
Red Carpet Keim........................................... 645-5800
Sarafa Realty..................................................851-5704
SDIS Inventory.................................. (313) 526-4200
Southfield Funeral H om e............................. 569-8080
Tclecheck Michigan, Inc...............................354-5000
Travelers Express Co.......................... 1-800-328-5678
Vcnd-A-Matic................................................585-7700
W hite/s Concessions......................... (313)278-5207

STORE SUPPUES/EQUIPMENT:
Ameri-Copy.........................................1-800-888-1683
Belmont Paper & Bag Supply........... (313)491-6550
Boltin Label S ystem s........................1-800-882-51W
Brchm Broastcr Sales........................(517) 427-5858
Brinkman S a fe .............................................. 739-1880
DCI Food Equipment........................(313) 369-1666
Hobart Corporation............................(313) 697-7060
MMI Distributing.............................. (313) 582-4400
Market Mechanical Services........................680-0580
Michigan Bale Tie Com pany............ (313)925-1196
Midwest Butcher &  Deli Supply..................689-2255
Refrigeration Engineering, to e .......... (616)453-2441
Statewide Food Equipment D ist...... (313) 393-8144
TRM Copy C enters...........................(503) 231-0230

WHOLESALERS/FOOD DISTRIBUTORS:
All-Star Foods................................................669-0240
Bremer Sugar....................................... (616)772-9100
Cabana Foods....................................(313) 834-0800
Capistar, Inc.......................................... (517)699-3605
Capital Disttbulors..............................(313)369-2137
Central Foods....................................(313) 933-2600
Detroit Warehouse Co....................... (313) 491-1500
EBY-Brown, Co.................................. 1-800-532-9276
Epco Foods, Inc.............................................. 8574040
Family Packing Distributors........................ 644-5353
Foodland Distributors....................... (313) 523-2100
Garden Foods....................................(313) 584-2800
Gourmet International, Inc................. 1-800-875*5557
Great Lakes Home Food Service......(517) 835-6785
H & O Distributore............................(313) 493-0011
I & K Distributing.............................. (313) 491-5930
J.F. W alker...........................................(517)787-9880
Jerusalem Foods.................................. (313)538-1511
Kehe Food Distributors......................1-800-8884681
Kramer Food Company.................................585-8141
Lipari Foods...................................................469-0131
Maxwell Foods, Inc............................(313) 923-9000
Mclnemey-Miller Bros...................... (313) 833-8660
Midwest Wholesale Foods........................... 744 -2200
Miesel/Sysco Food Servicc................(313)397-7990
Mucky Duck Mustard Co.............................. 683-5750
Norquick Distributing Co.................. (313) 522-1000
Northwest Food Co. of Michigan.... (313) 368-2500
Rich Plan of Michigan..................................293-0900
Robert D. Arnold & Assoc.............................635-8411
S.Abraham & Sons...................................... 754-0220

‘ Sackett Ranch...................................... (517) 762-5049
Scot Lad Foods, Inc..............................(419) 228-3141
Sherwood Foods Distributore............. (313) 366-3100
Stale Fair Wholesale............................(313) 8934629
Slate Wholesale G rocers.....................(313)567-7654
Stephensoo & Stephenson...................(906) 293-3851
Spartan Stores, Inc..........................................455-1400
Super Food Services............................ (517) 777-1891
Superior Fast Foods, Inc................................ 296-7118

. Tony’s Pizza Service........................ 1-800-247-1533
Trepco Imports...............................- ...........546-3661
Value Wholesale.................................. (313) 862-6900
Weeks Food Corp........................................... 727-3535
Ypsilanti Food C o-op..........................(313)483-1520

ASSOCIATES:
American Synergistics..................— (313) 427-4444
Basket Case .............................. ..,....(313)8314438
Business Dining Services.... ......................... 489-1900
d u b  Cars............... ........................... (313)459-8390
Herman Rubin Sales Co................................. 354-6433
Livemois-Davison Florist..............................352-0081
Minnich’s Boats & Motors............................ 748*3400
Power House Gym................................(313) 865-0111
Wilcdcn &  Assoc............................................ 588-2358
The area code is 810 for above listings unless 
otherwise indicated.
I f  you are not listed or need to change your listing, 
contactMary Cooper at AFD at 557-9600.
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When you make 
the rules, you can 
change the rules.
Prom the inventor of light beer comes Lite Ice.
100% ice-brewed for a taste that’s more of what your 
customers want, and definitely light for less of what 
they don’t. What you get is a great selection of Lite Ice 
packages for bigger sales and profits. So stock early 
and stock often. Because when you team-up httElBsl

TIIE  M i l  I f R A D V A N T A G E  PR O FIT  F R O M  IT 

1 -m -M H C -K U .R
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V f e i s t e ^COMPANY

IS PROUD TO PRESENT OUR 14th ANNUAL 
"COUPON EXPLOSION" PROGRAM

31
COUPON;

BRANDS/PRODUCTS

GROCERY:

1 BUSH’S BAKED BEANS
> DOLE 100% JUICES - GLASS/FROZEN/CHILLED 
' GLAD-LOCK STORAGE/FREEZER BAGS 
/ HEINZ KETCHUP 
/ HEINZ PICKLES 
/ HEINZ 57 SAUCE 
/ IRISH SPRING BAR SOAPS 
/ IRISH SPRING LIQUID SOAPS 
/ JUICY JUICE JUICES 
/ KITTY U TTER MAXX/MAXX SCOOP 
/ RENUZIT ADJUSTABLES 
I RENUZIT ELECTRIC WARMERS/REFILLS 
/  RENUZIT ROOMMATES 
/  RAGU’ SPAGHETTI SAUCES 
/  SOFT SOAP LIQUID SOAPS/REFILLS 
/  TABASCO PEPPER SAUCES 
J TACO BELL PRODUCTS - "NEW"
J WELCH’S SPREADS

PERISHABLE:

COFFEEMATE RFG. FAT FREE FLAV. COFFEE CREAMERS 
HOT POCKETS/LEAN POCKETS
MINUTE MAID JUICES/BEVERAGES - FROZEN/CHILLED 
MRS. SMITH’S READY TO SERVE PIES 
MRS. T ’S PIEROGIES
WELCH’S FROZEN CRANBERRY JUICE/BLENDS 
WIN SCHULER’S BAR SCHEEZES/BAR SCHIPS

COUPON AMOUNTS

$ .20 ON I - 
$ .55 ON I  - 
$ .55 ON 1 - 
$ .20 ON 1 - 
$ .55 ON 2 - 
$ .55 ON 1 - 
$ .60 ON 2 - 
$ .60 ON 2 ■ 
$ .40 ON 2 - 
$ .55 ON 2 - 
$1.00 ON 3 - 
$1.00 ON 2 - 
$ .50 ON 1 - 
$ .25 ON 1 - 
$ .60 ON 2 - 
$ .35 ON 1 - 
$ .55 ON 1 - 
$ .20 ON I -

(ANY)
(ANY)
(25 CT OR LESS) 
(28 OZ)
(ANY)
(ANY)
(ANY)
(ANY)
(ANY)
(ANY)
(ANY)
(ANY)

(ANY)
(ANY)
(ANY)
(ANY)
(ANY)
(22 OZ OR LESS)

SAVE
$15.20.

$ .30 ON 1 - (ANY F/F FLAVORED) 
$ .25 ON 1 - (ANY)
$ .20 ON 1 - (ANY)
$ .50 ON 1 ■ (ANY)
$1.00 ON 3 - (ANY)
$ .30 ON 1 - (ANY)
$ .35 ON 1 - (ANY)

$ .55 ON 1 - (ANY) 
$ .55 ON 1 - (ANY) 
$ .75 ON 1 - (ANY)

MEAT:

J  TURKEY STORE BONELESS TURKEY PRODUCTS 
./ TYSON KITS/STIR FRY 
J  WIN SCHULER’S FROZEN SNACKS

HBC/GM:

J  IRISH SPRING DEODORANTS/ANT1-PERSP1 RANTS $ .75 ON I - (ANY)
J  NO NONSENSE PANTYHOSE/KNEEHIGHS $ .25 ON 1 - (ANY)
J  TAMPAX TAMPONS $ .25 ON 1 - (20 CT OR MORE)

OVER 2 M IL L IO N  IN  F RE E  STAN D IN G  IN SE R T S  
IN  A L L  M A JO R  M IC H IG A N  N E W SPA PE R S & SH O P P IN G  G U ID E S  

L O O K  FOR PARTICIPA TIN G  IT E M S  & P R O M O T IO N S IN  YOUR W H O LE SA LE R S  
M E R C H A N D ISE R .......SE E  YOUR PFEISTER REPRE SEN TATIV E  FOR D E TA ILS

DETROIT
THE PFEISTER COMPANY

SAGINAW GRAND RAPIDS
36300 SCHOOLCRAFT 

LIVONIA MI 48150 
(313) 591-1900

3159 CHRISTY WAY 
SAGINAW M I 48603 

(517) 793-8100

4771 50th STREET S.E. 
KENTWOOD M l 49588 

(616) 554-5300
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