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T he Associated Food Dealers cordially invite you to attend our Annual
Trade Dinner onJanuary 21, 1994 at Penna's of Sterling Heights. Formal
attire is preferred. Tickets are $150 per couple and $650 per table of ten.
To reserve your tickets please call Danielle at (313) 557-9600.

This enchanted evening begins at 6 p.m. with sumptuous hors d'oeuvres coupled
with the melodious sounds of an alluring harpist A mouth watering, pallet
pleasing qourmet meal will be served at 730 p.m. This culinary delight includes
cream o fbrocolli soup and an iceberg lettuce salad topped with Penna’s house
dressing, followed by Fettuccine Alfredo with homemade pasta to tease your taste
buds. The main course speaks for itself - Filet Mignon plus Chicken Brochette
with a Piccante Sauce. Dessert is a special surprise - AFD style!

Along with a gourmet feast, you will be entertained from 9 p.m. - 1230 a.m. by,
a 50’ and 60’s band, Steve King & the Dittilies, along with five caricaturists and
a photographer who will be on hand to capturt your likeness as a souvenir of this
fairy tale evening.

The Cinderella Ball is sponsored by:

Gold Sponsors: Silver Sponsors:
7-UP of Detroit Bacardi Imports

Anheustr-Busc/i Courvoisier
Coca-Cola Faygo Beverages
Pepsi-Cola Frito-Lay

General Wine

Midwest Wholesale

Monsieur Henri Wines, Ltd.

- Importers of Stolichnaya Vodka
Paul Inman Associates

The Pfeister Co.

Spartan Stores

Stark & Company
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A look back...
the 1993 Legislative year

by Karoub Associates

Last January after Republi-
cans and Democrats in the
House determined that neither
side had a Judas in their cau-
cus, they decided to talk.
Deadlocked at 55 members
apiece, Democratic Speaker
Curtis Hertel (D-Detroit) and
Republican Speaker Paul
Hillegonds (R-Holland) de-
vised an operating agreement
for the House.

The result has been one of
the more productive legisla-
tive sessions in recent history.

With shared leadership and
joint committee chairs, the

The Bottle Bill -
AFD fights on!

By James C. Zeman
Bellanca, Beattie &
DeLisle, P.C.

In 1979, the current Bottle
Bill was passed into law. As
aresult of the failure of that
law to address what was to be
done with unclaimed depos-
its, manufacturers and dis-
tributors have been able to
line their pockets with mil-
lions of dollars every year;
while, at the same time, re-
tailers have been required to
handle the bottles and the de-
posits without any fee being
paid them. Almost from the
inception of the Bottle Bill
and particularly over the last
10 years, AFD has fought for
an amendment to the law so
that retailers could get their
fair share of any excess mon-
ies and/or a percentage “han-
dling fee” as reimbursement
for their expense.

In 1989, the Michigan leg-
islature, with AFD leading

See Bottle Bill
Page 16

Michigan Legislature has
seen dramatic movement on
such issues as medical mal-
practice, auto insurance re-
form and property tax relief.
Much of the credit for the
new atmosphere of productiv-
ity has to be assigned to Rep-
resentatives Paul Hillegonds
and Curtis Hertel.

Education reform
After months and years of
debate on the interlocking

See The 1993 legislative
year. Page 36
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Big Chief.
Big Value.

Value — that's the big idea for
consumers in the '90s. It's also a
business concept that you deserve
and your business needs. Monitor
Sugar Company's staff of dedi-
cated service specialists offers you
outstanding value with every bag

of Big Chief brand sugar.

Every time you stock Big

Chief brand products, you'll work
with service specialists who listen
to your concerns and meet

your needs. That's because
Monitor Sugar is...

Big on Service — Monitor's
service specialists are company-
trained professionals who care
about your business. They under-
stand the industry and are able to
help you develop effective and
creative sales strategies.

Big On Success —

Monitor Sugar service specialists
have always been — and will
continue to be — right there in
your store when you need them.
Our goal is to help you achieve
increased sugar sales that will add

to your success.

When value really counts, you can
count on Monitor Sugar's
service specialists.

So when you're thinking big,
think Big Chief sugars.

BIG
CHIEF

SUGAR

Monitor Sugar company
2600 S. Euclid Avenue

5 Sagoter e Big ChiefSugars. Think B ig !
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EXECUTIVE DIRECTOR’S REPORT

January is a time to plan ahead

by Joe Sarafa, Executive Director

It’s the beginning of a new year
and a good time
to reflect on
what has been
accomplished,
and from that
make plans for
the future.

The past year
was certainly one of change in
Lansing and there is no doubt in
my mind that we will experience
even more in 1994, School re-
form, new regulations on labeling
and privatization of the liquor
distribution system are just a few
ofthe areas where we will be
seeing significant change.

The beginning of the new year
is also the time for many of you to
renew your membership. The
AFD works to make certain your
concerns are heard in Lansing.

W ithout our representation, there
would be no unified organization
to express the concerns of the food
and beverage industry.

In addition, your AFD member-
ship allows you to save money
each year on services you need.
Our health care programs offer a
variety of choices at very competi-
tive prices. Our programs for

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. Subscription
price for one year is $3 for members,
$6 for non-members. Material con-
tained within The Food & Beverage
Reportmay notbe reproduced without
written permission from the AFD.

POSTMASTER: Send address
changes to Food & Beverage Report,
18470W. 10 Mile, Southfield, Ml 48075.

ADVERTISERS: For information on
advertising rates and data, call AFD,
Ray Amyot, 18470 W. 10 Mile, South-
field, MI 48075, (313) 557-9600 or
(517)386-9666.

AFD works closely with the following
associations:

National Assoc ation
Converence Store

FOCD MARETING INSTITUTE

nAWGa

American Express Money Orders,
Master Card, Visa, pay telephones
and worker’s compensation can
save you thousands.

Your AFD membership not
only makes you money, but it is
also a very solid investment in
your industry. When you are
finished reading our magazine,
please take the time to renew your
membership now.

Selling to minors

Many cities in Michigan have
ordinances that prohibit selling
products of any kind to children
under 16 years of age during
school hours. Whether your city
has an ordinance or not, we advise
you against allowing these chil-

dren to make purchases. The
ordinances are designed to help
take away the temptation of skip-
ping school. When kids come in
your store during school hours,
please do them a favor by sending
them away. Young children
should be in school, not in your
store.

Video cameras in yourstore
A number of our members have
expressed concern about “commu-
nity food police” with camcorders
and/or television crews that have
been bringing video cameras into
stores. These people are intent on

See Executive Director
Page 4.

A practical, hands-on seafood training program

Calendar
Jan. 21 Annual Trade Dinner, The Cinderella Ball
Penna’s of Sterling Heights
Jan. 23-25 Seafood Splash Course for Supermarkets
Boston and Gloucester, Massachusetts.
Feb. 4-6 NFDA Mid-Winter Table Top Show
Marriott Marina, Fort Lauderdale, FL
Feb. 13-16 NGA Annual Convention
Atlanta, Georgia
April 13-14 AFD Trade Show
Burton Manor, Livonia
July 23-25

Denver, CO

NFDA 67th Annual Convention & Trade Show

The Grocery Zone By David Coverly

FOOD & BEVERAGE REPORT, JANUARY 1994....3



Aging population to affect food spending

Slow population growth won’t
propel the food industry, but
demographic change will, accord-
ing to the Food Institute. A major
factor will be the aging of the
population, says the Fair Lawn,
NJ-based nonprofit information
and research association. A
maturing populace will drive food
spending, since middle-age house-
holds spend more for food at home
and away from home. Addition-
ally, an older population’s require-
ments will likely help to alter the
product mix.

“Households in the 35 to 54 age
group spend 24% to 31% more for
food at home than their counter-
parts in the 25 to 34 group,” said
Food Institute vice president Frank
Panyko, in a recent presentation to
the Delta Communications New
Product Conference, held in
Naples, FL. “Moreover, their
away-from-home food expendi-
tures are 17% to 19% higher than
the younger household group,
according to surveys by the Bu-
reau of Labor Statistics. W hat’s so
important to food marketers is the
fact that there will be more of

%
)\

these middle-age households in the
future than there are today.”

“In the first half of this decade,
the 35-44 group will grow by over
4.7 million persons. The growth
will continue into the 1995-2000
period, as over two million more
Americans will be added to this
important age segment,” Panyko
stated, citing Census Bureau
projections. “The 45-64 popula-
tion segment will increase by
almost six million between 1990
and 1995, and will grow by an-
other almost nine million in the
following five years.”

As for other age groups, the 25-
34 age group is currently in de-
cline. The decade started out with
43.1 million people aged 25 to 34.
By 1995, there will be 2.3 million
fewer in this group. The decline in

the 1995-2000 period will be even
steeper, with the numbers falling
from 40.8 million in 1995, to only
37.4 million at the start of the next
century. This descent is projected
to continue through 2005, before
beginning to rise again.

The number of elderly Ameri-
cans gained by almost six million
in each of the past two decades.
There are over 30 million senior
citizens today, and there will be
almost 40 million by the year
2010. With the aging of the Baby
Boom generation, however, there
will be an extraordinary change in
the second decade of the next
century, as the rolls of the elderly
expand in dramatic fashion rising
from about 40 million in 2010, to
almost 54 million by 2020.

“The ‘greying of the Baby
Boom’ is upon us,” Panyko
observed, adding: “Predictions
based on viewing tomorrow as an
extension of today won’t hold up
in this period of extraordinary
change. The targets continue to
shift, and so must the approach to
consumer marketing.”

Executive Director
From page 3.

trying to find and record out-
dated meat and spoiled food.
You are under no obligation to
allow cameras in your store. If
a video crew enters your store
and you do not wish to allow
them to tape, kindly send them
away. (See story on page 24 for
suggestions on dealing with the
media.) Then call the AFD.
We currently have an inspector
that will come out to your place
of business, provide you with a
free, confidential inspection,
and tips on how to comply with
the Department of Agriculture’s
regulations.

Happy New Year!

On behalf of the AFD’s board
of directors and our staff, |
would like to wish you all a
very happy, safe and prosperous
new year. @
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Congratulations
on your
78th Annual Trade Dinner!

AMERICAN HOME FOOD PRODUCTS, INC.

paul inman associates, inc.

e,
?é: >

...from your friends at oaul Inman and our many fine Jorincipals

...Your State Wide Broker

HEADQUARTERS
30095 Northwestern Highway
Farmington Hills, Mi 48334
(313) 626-8300

2V PN PN PR L0 20 20 28 8 2 P P 20 20 2 R D S 2 8 B 2 P S 2 D SR S P S S S S S 2 D

BRANCH OFFICES
Grand Rapids, Saginaw, Toledo,
Fort Wayne, Indianapolis
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For Sales and Information, Call (810) 553-9933
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Best Wishes from

BACARDI IMPORTS, INC.

34705 West 12 Mile Road
Farmington Hills, Michigan 48331
For Sales Information, call Bacardi Imports,
New Area Code (810) 489-1300
BRAD KEYS
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CoreSource names
Duff chief operating

officer

CoreSource, Inc., the AFD’s
third-party administrator for the
self-insured worker’s compensa-
tion fund, announced the promo-
tion of James W. Duff to chief op-
erating officer.

Duff had been serving as CEO
of the Michigan offices and ex-
ecutive vice president of the
Worker’s Compensation Division.
CoreSource has local offices in
Detroit and Grand Rapids that
manage all types of self-insurance
programs, including employee
benefits, worker’s compensation
and property/casualty for more
than 200 clients.

A pioneer in the field of
worker’s compensation and em-
ployee benefits, Duff was among
the first tojointly manage em-
ployee benefits and worker’s com-
pensation programs for the same
client, a practice now referred to
as “24-hour coverage.” He is also
responsible for innovations in oc-
cupational health and safety-
claims resolution, litigation man-
agement, association worker’s
compensation and property/casu-
alty programs.

CoreSource also recently an-
nounced the promotion of Orlo
“Spike” Dietrich. Dietrich is now
executive vice president in charge
of all consulting and development
activity. In his new position, he
will oversee sales and marketing
for employee benefits, worker’s
compensation and property/casu-
alty programs.

In 1985, Dietrich founded Bur-
gett & Dietrich, a managed-care
company that became part of
CoreSource in 1992. He is the
originator of the PCN Primary
Care Network™, a network model
that brings employers, providers
and health-care consumers in rural
and non-metropolitan areas to-
gether to manage their own health
care.

CoreSource specializes in the
design, implementation and man-
agement of comprehensive, com-
munity-based health care and
worker’s compensation programs
for employers and providers in
communities nationwide. The
company provides access to af-
fordable, quality health care in ru-
ral areas and currently manages
almost $2 billion in client pro-
grams covering more than 1.5 mil-

lion lives. Headquartered in
Northbrook, IL, CoreSource has
more than 20 local offices across
the country and employs 1,500
people.

Roche named president
of Michigan Sugar

Company

The
Michigan
Sugar
Company
board of
directors,
at their
Dec. 2
meeting,
elected
David H.

Roche to

the position of president and chief
operating officer effective Jan. 1,
1994. He was also elected vice
president of Savannah Foods &
Industries, Inc., Michigan Sugar’s
parent company. Roche succeeds
Ernest Flegenheimer who retired
at the end of 1993.

Roche joined MSC in 1976 as a
controller. He became vice presi-
dent of administration in 1980,
executive vice president in 1990
and chief operating officer in
1991.

Roche earned his Masters in
Business Administration from
Michigan State University in 1971
and Bachelor of Arts from Sagi-
naw Valley College in 1970. He
has been a certified public accoun-
tant since 1974. Roche is a trustee
of the United States Beet Sugar
Association, Washington, D.C.

Active in the community, Roche
is the current chairman of Saginaw
Future, Inc. and vice chairman of
the United Way of Saginaw
County. He also serves as trea-
surer of the Saginaw Symphony
and as a trustee with Saginaw
General Hospital.

He and his wife Rae Ann reside
in Saginaw Township with their
three children; Melissa, Sarah and
David.

In 1994, Michigan Sugar Com-
pany embarks on its 88th year of
business. The company operates
four sugar-processing facilities in
the state: Caro, Carrollton,
Croswell and Sebewaing. The
company’s subsidiary, Great
Lakes Sugar Company, operates
two Ohio facilities: Fremont and
Findlay. The sugar is marketed
under the Pioneer Sugar, Peninsu-
lar and Great Lakes brand labels.
Michigan Sugar Company is based
in Saginaw, M1 and is a subsidiary
of Savannah Foods and Industries,
Inc., Savannah, GA.



People

Pioneer Sugar wins supplier of the year award

Heublein Inc. of Allen Park
recently named Michigan Sugar
Company’s Caro facility “The
1993 Non-alcoholic Ingredient
Supplier of the Year.”

According to Michigan Sugar,
the company annually contracts
more than 137,000 acres of sugar
beets in Michigan and Ohio. This
acreage produces more than 2.2
million tons of sugar beets, gener-
ating more than 600 million pounds
of sugar.

Michigan Sugar Company

Impression 5 Sci-
ence Museum hon-
ored Monitor Sugar
CEOQO as Manufac-
turer of the Year

Impression 5 Science Mu-
seum honored Robert Hetzler
for his extensive contributions to
the community and business
world by presenting him with
the 1993 Manufacturer of the
Year award. Robert Hetzler is
president and CEO of Monitor
Sugar Company, Bay City and
president and CEO of Gala Food
Processing, Inc., Battle Creek.

Mr. Hetzler received the
award at the twelfth annual
Impression 5 Science Museum
Tribute to Science and Technol-
ogy held in Lansing on Novem-
ber 4, 1993. This award honors
an outstanding scientist, science
educator and manufacturer in
Michigan who have made
distinct contributions to science
and technology.

According to Impression 5,
Monitor Sugar Company is one
of the fastest growing and most
modern factories of its kind
anywhere. It accepts sugar beets
from fourteen different Michi-
gan counties, which are pro-
cessed into refined sugar. The
company has a peak employ-
ment level exceeding 700 people
and contracts with 850 area
growers.

Impression 5 Science Mu-
seum is considered one of the 10
best science museums in the
nation, and is located near the
state capitol in Lansing.

operates four sugar-processing
facilities in Michigan. They are
located in Carrollton, Croswell,
Sebewaing and Caro. Caro is the
only plant designed to produce
liquid sucrose.

Heublein uses liquid sucrose to
produce cordials, liqueurs and pre-
mixed cocktails. These products are
made in Michigan and distributed
nationwide. Michigan Sugar Com-
pany is a wholly owned subsidiary
of Savannah Foods & Industries of
Savannah, GA.

Workers at Michigan Sugar's Carofacility were responsiblefor earning
the 1993 Heublein Supplier ofthe Year Award. Above are (L-r.) Nelson
Carpenter, Gerald Sochocki, Elden Hutchinson, Randy Damm, James
Stephens, Jerome Cottrell, Dennis Long, Rick Hobson, Art Schneider,
Duane Johnson, John Wright, Jack Putnam, Ralph Fisher and Dave
Bauman.

INCREASE YOUR SALES BY
ACCEPTING CHARGES SALES...

Associated Food Dealers of Michigan in conjunction with Michigan Bankard Services
(MBS) has developed an electronic data capture (EDC) program specifically designed

for businesses like yours.

Electronic data capture (EDC) is the most popular-processing

system. Credit card transactions are authorized and captured using a small point-of sale
terminal, which is easily connected to your standard telephone line.

You get speedy settlement
which include:

24 hour, seven days,

* % X ok

larger sales.

and access to your funds within 24 hour along with benefits

toll-free Customer Service;

a detailed monthly statement;

an optional electronic printer that prints receipts and daily management options;
customer convenience;

Rated #1 by Visa and MasterCard for the

lowest

percentage of chargebacks in the U.S.!

Yesl | want to take advantage of this outstanding opportunity.

1

ASSOCIATED FOOD DEALERS
OF MICHIGAN

Ml to: Associated Food Dealers or call
18470 W. 10 Mile Road Judy Mansur
Southfield, M1 48075 at:

(313) 557-9600 or 1-800-66-66-AFD

CONTACT NAME.

- - STORE NAME___
M IC_h 1Igan ADDRESS
National cITY STATE . zIP_
TELEPHONE

Bank

NUMBER OF LOCATIONS

Michigan Bankard Services
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Retail Profile

Orchard Food Center, the fruit of brothers’ labor

by Cristina Cleveland

Last spring, the Yono brothers
saw an opportunity they knew they
couldn’t pass up. An abandoned

Al Slonim, general manager, and Nabby Yono,
co-owner and operator of Orchard Food Center

building became available in Or-
chard Lake, so Nabby and Nizar
Yono seized the chance and opened
a new store this fall, the Orchard
Food Center.

Located at 3232 Orchard Lake
Road, Nabby Yono believes they
have a key location for operating
their store. Being close to West
Bloomfield, Orchard Lake and
Keego Harbor allows them to ac-
commodate a wide range of custom-

ers. Million dollar homes on Cass
and Orchard Lakes, as well as a trailer

park, are all located less than a mile
from the store. “We have the best of
both worlds in this area
because we can cater to
consumers at all in-
come levels,” he says.
“Having a product mix
that different types of
customers demand
makes it exciting.”

At 22,000 square
feet, Yono describes
the Orchard Food Cen-
ter as a full-service,
conventional store. He
feels the store’s atmo-
sphere is the main thing
that sets it apart from large chains.
“We offer a personal touch in what
we call the ‘old-fashioned way’,” he
says. Yono stresses it’s the little
things that make the biggest impact
such as recognizing customers by
their first name and offering service
that is second to none.

Orchard Food Center is a full-line
grocery store which houses special
international and Kosher sections.
This allows for the store to cater to

several different ethnic groups. Pre-
pared foods are also available at the
store’s deli where one will find home-
made dishes such as chicken, ribs,
casseroles, pastas and salads.

A strong empbhasis is placed on the
perishable department at Orchard
Food Center. The Yono brothers feel
it’s necessary to provide a large vari-
ety of fresh fruits, vegetables and
other specialty products to ensure that
each customer can find everything
they need. The store also supplies
unusual items that may not be avail-
able at other stores such as star fruit
and persimmons.

Formerly an A & P, Orchard Food
Center faced extensive remodeling
before its September opening. The
Yono brothers carefully
planned out a teal, or-
ange and burgundy
color scheme and incor-
porated it throughout
the store.

Orchard Food
Center’s meat depart-
ment is fully computer-
ized which allows an in-
house butcher to place
safe-handling instruc

tions on each product. All frozen and
cold food coolers in the store were
also replaced with a new, efficient re-
frigeration system.

Yono livesjust four miles from Or-
chard Food Center with his wife and
two children. He realized his interest
in the grocery business 25 years ago.
At 17 he worked at a store, became
attached to it, and knew he someday
would want a store of his own. A
short time later in 1972, he opened his
first store and currently owns and op-
erates Xtra Foods in Detroit.

With the opening of Orchard Food
Center, the Yono brothers and their
staff look forward to a successful year
of servicing new customers.

All stores will be participating. Look for all Tony's Pizza Products in your local supermarkets.

Since 1984 we've introduced over 26 new products ...
the most powerful merchandising machine in frozen foods today!

FOR SALES & SERVICE CALL 1
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all backed by

TONY'S PIZZA SERVICE

The Driving Force In Frozen Profits

247-1533



For more information about these great beverages,
call Keith Keefer, Kramer Food Company,
1-800-227-1493 or (313) 585-8141

Kramer Food Company FINER FOODS OF
1735 E. Fourteen Mile Rd. « P.O. Box 7033 « Troy, M| 48007-7033 MICHIGAN, INC.
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Sally Denha

Associate Vice President

CALL MICHIGAN'S LEADER
IN MORTGAGE LENDING

* Loan sizes to 1.5 million.
* Excellent Jumbo Rates.
* No-documenlalion loans available,
* No point, no closing cost loans available
* Convenient applications via lap top computer in your home or office
* Special programs available for “bruised credit* applicants!
* We close loans FAST!
call now and ask for Sally Denha
NEWPURCNXIIS » emNANCnN « PAST A PROVAL - LOWRATES

WORLD WIDE FINANCIAL SERVICES
THE MIRIGACE LENCER

AL647-119

555 South Woodward Ave.
5th Floor
Birmingham, Michigan 48009

HIRAM WALKER

Importers of

Courvoisier Cognac

Sends Best Wishes To

Associated Food Dealers
of Michigan

Represented by:

R.M. GILLIGAN, INC.

Products

NutraSweet adds
Equal®Measure ™

to sweetener lineup

The NutraSweet Company has in-
troduced Equal®Measure™ sweet-
ener, a bulk form of Equal® sweet-
ener packaged in
large pouches.

Equal Measure is

the same sugar sub-

stitute as Equal in

packets, but with

added price value

and measuring con-

venience for mak-

ing recipes and drinks by the pitcher.
Equal Measure is now available na-
tionally.

A six-ounce package of Equal
Measure contains three large pouches
of sweetener. Each pouch contains
the equivalent of 57 packets of Equal,
and the equivalent sweetness of one

Stroh’s Ice Cream Com-
pany named Michigan
exclusive distributor of
Stucchi’s frozen super pre-

mium dessert products

Stroh’s Ice Cream Company has
recently begun
master distribu-
tion of Stucchi’s
line of super pre-
mium ice cream
and all natural
frozen yogurt
across the state.
While Stucchi’s
frozen dessert
products had
previously been
available at grocer locations in Oak-
land, Washtenaw and Livingston
counties, the company’s new distribu-
tion program with Stroh’s will expand
their product placement from several
hundred to several thousand stores
statewide.

Packaged in 16-ounce pints featur-
ing Stucchi’s bold, eye-catching red,
green, black and white confetti logo,
customers can choose among six of
Stucchi’s favorite super premium ice
cream flavors: French Silk, Grass-
hopper Pie, Chocolate Chip Cookie
Dough, Vanilla Supreme, Mocha Al-
mond Fudge and Raspberry Cheese-
cake as well as seven selections of
Stucchi’s all natural frozen yogurt:
Mocha Chip, Raspberry Chocolate,
Toffee Crunch, Swiss Chocolate Al-
mond, French Vanilla, Chocolate
Chocolate Chip and Vanilla Choco-

|. tor.: Dave Fichera, Ed Forest,
Chris Fichera

pound of sugar. Each packet of
Equal contains the equivalent sweet-
ness of two teaspoons of sugar.

“We introduced the packets in
1981, and today 19 million packets
are used every day, primarily in
single servings of coffee, tea and ce-
real,” said Debbie Lalla, brand man-
ager. Equal Measure makes it easier
for people to use Equal sweetener

whenever they want to
replace large amounts of
sugar, such as in recipes
or to sweeten beverages
by the pitcher.”
Retailers should be
pleased with the sweet-
ening power of Equal
Measure, too. The bulk segment
represents more than 20% of sugar
substitute sales volume, and is the
fastest growing part of the category.
Equal Measure is projected to be
three times more profitable per unit
for retailers than other bulk sweeten-
ers, according to Lalla.

late Chip. The suggested price is
$2.69 per pint.

Stucchi’s (pronounced Stoo-
cheese) was founded by two brothers,
Chris Fichera, 33, and Dave Fichera,
30. In August, 1986, the Fichera
brothers opened a small ice cream
parlor in the heart of
Ann Arbor near the
University of Michi-
gan campus and be-
gan creating their
own rich ice cream
and frozen yogurt fla-
vors. Over the next
seven years, Chris
and Dave opened
three Stucchi’s Ann
Arbor retail outlets
(with a fourth store
under construction) and a 1,200
square foot Stucchi’s Frozen Dessert
Shop at Twelve Oaks Mall in Novi.

Stucchi’s Ann Arbor has been
named “The Best Ice Cream & Fro-
zen Yogurt” every year since 1987 in
the annual “Best of Ann Arbor”
Michigan Daily readership poll and
was named one of the top five ice
cream parlors in Michigan in the an-
nual “Best of Michigan” readers’ poll
in 1991 and 1992 in AAA’s Michigan
Living magazine.

Attention wholesalers and manufacturers:

Do you have a new product, new packagefor an oldproduct, a new variety
ofyour existing product or any other product-related news? We want to
feature your items in this section! The Food & Beverage Report will print
new product releases as space permits. The service isfree to AFD mem-
bers. There is a $50feefor non-member. For more information, call Ray
Amyot at (810) 557-9600.

28423 Orchard lake Road— Suite 201
Farmington Hills, M1 48334
(810) 553-9440
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News Notes

Spartan Stores acquires J.F.
Walker Company

Spartan Stores, Inc., announced the
acquisition of J.F. Walker Company,
Inc., of Jackson, Michigan, the
nation’s 8th largest convenience
store wholesaler. J.F. Walker Com-
pany has a 16-year history of success-
ful service to its customers, serving
7,100 locations with annual sales of
approximately $326 million. J.F.
Walker Company employs 620
people and its service territories in-
clude Michigan, Indiana, Ohio, Penn-
sylvania, Kentucky, Tennessee, West
Virginia and Illinois.

The company will be structured as
a wholly owned subsidiary under the
name of J.F. Walker Company and
will continue to be operated as it has
in the past, with James F. Walker as
the chiefexecutive officer and Joseph
R. White as the chief operating of-
ficer. In addition, James F. Walker
will become one of Spartan Stores,
Inc.’s largest stockholders. This ac-
quisition, when combined with
Spartan’s present convenience store
customer base, will posture the com-
pany as a major force in this segment
of the food industry. The acquisition
further provides a greatly expanded
market for the parent company.

Greater Pacific Food hold-
ings completes purchase of

Honey Hill Farms

After months of negotiation,
Honey Hill Farms, a leading manu-
facturer and marketer of premium fro-
zen yogurt in the western United
States, has been purchased by Greater
Pacific Foods. Greater Pacific Foods
completed the purchase of Honey Hill
Farms’ assets and is wasting no time
in reorganizing the company.

According to Tom Modisette,
chairman of Greater Pacific Foods,
the first series of changes will be a
total revamp of Honey Hill Farms’
manufacturing and distribution sys-
tem.

Bruce Leeson, an Australian-born
food industry veteran, has been ap-
pointed president and chief executive
officer of Honey Hill Farms. Leeson
says the new Honey Hill Farms orga-
nization will have more flexibility in
its manufacturing of frozen yogurt
products and the focus will be on dis-
tribution centers to provide better cus-
tomer service.

This week Greater Pacific Foods
signed a new co-packing arrangement
with TCS Ventura in City of Com-
merce in southern California and es-
tablished a distribution center in Los
Angeles.

For further details, contact Tom
Modisette or Bruce Leeson at Greater
Pacific Foods (510) 855-1050.

Parkway Foods moved to

expanded supermarket

Parkway Foods moved to an ex-
panded supermarket facility located
near its previous building, and opened
for business with a grand opening cel-
ebration on December 6. The new
Parkway Foods supermarket, located
at 13210 Jefferson Avenue in Detroit,
features 21,500 square feet of prod-
ucts, nearly twice the size of their old
store.

The expanded store provides cus-
tomers with traditional supermarket
products, as well as specialty foods, a
delicatessen, fresh flowers and plants,

specialty meat cuts, a seafood
counter, fresh produce, gourmet and
imported foods, and an ATM bank
machine.

Approximately 48 people are em-
ployed at the store.

According to Isam Yaldo of Park-
way Foods, the expansion at the new
site will allow them to better serve
their customers.

“By expanding our store in a new
location near our old store, we offer
our customers a bigger and better
place to find everything they need,
Yaldo said.

“We feel there is areal need fora
complete service supermarket to give

the people in Detroit the same kind
of service and quality products as in
the suburbs,” Yaldo said. “We made
a very conscious decision to expand
near our old store so we could con-
tinue to serve the people who have
done so much to support us. We’ve
given back to the community in the
past through food donations, the
United Way, and other activities; and
our expansion just reinforces our
commitment to our friends in the
area.”

Parkway Foods has been in busi-
ness since 1969. The store is a mem-
ber of Spartan Stores, Inc.

Parsoel Needed Parsonnal Neeced

to Install THEIR

to Install OUR

Ventless Hyer,

The Chester Fried Ventless Fryer won't
send you through the roof.

Your profits are the only thing that will go through the roof when you

purchase the Chester Fried Total System Program for your food service
operation. You Il have no installation costs, no costly roof modifications,
no multiple vendors. And the ventless fryer's revolutionary air filtration
system eliminates irritating smoke and grease laden vapors.

- Stainless Steel Construction - Removable Hood Parts - UL Listed and NSF Approved

Team up with Chester Fried and the only thing that will be going through the roof are profits.
Call DCI Food Equipment or Kenworth Food Equipment today for more information:

FEBB

5350 E. Davison - Detroit, Ml 48212

(313) 369-1666 or (800) 899-9324

KENWORTH

1200 Godfrey S.W. - Grand Rapids, Ml 49503
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News Notes

Daane’s Food Markets to build new supermarket and
retail development in Cascade Township

Daane’s Development, Inc. and
Daane’s Food Markets, Inc. have
announced plans to construct a
new supermarket and retail
development at the intersection
of 28th Street and Cascade Road
in Cascade Township.

The new Thornapple Centre
development will feature a 45,000
square-foot Daane’s Food Mar-
ket, along with over 30,000
square feet of additional retail
space.

Thornapple Centre will be a
unique town center format devel-

oped in conjunction with Cascade
Township. Buildings will be
constructed apart from each other
to create a “home-town” atmo-
sphere.

Over 300 new jobs are ex-
pected to be created by the Thor
napple Centre development.

Construction is expected to be
completed in the spring.

The new Daane’s Food Market
will offer shoppers a wide range
of departments including fresh
made-from-scratch deli and
bakery, fresh meat and produce,
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fresh floral, as well as frozen,
dairy and grocery departments.

The store will also offer many
special services such as grocery
carryout, electronic checking and
electronic cash discounts for
Daane’s Preferred Customer card
holders, custom on-the-spot cake
decorating, credit card acceptance,
and many other specialized ser-
vices.

The additional retail space in
the Thomapple Centre develop-
ment will offer a variety of retail
services such as a drug store and a

cosmetology salon. The majority
of the available space has already
been leased.

Construction will be handled
by Visser Construction Com-
pany.

When the new Thomapple
Centre supermarket is completed,
Daane’s will serve its customers
from five locations in the Grand
Rapids area.

Daane’s Food Markets, Inc., a
member of Spartan Stores, Inc.,
is a local, family-owned com-
pany founded in 1957.
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CRIME ALERT|
A N T E D fveisanmiorcton

UNKNOWN SUBJECT, Also Known As
William Allen. William Ashe, William Bane, Allan Behl,
Allen Behl, Robert Behl, William Behl, William A. Behl,
Calvin Bell, William Bowen, Robert Case, William Case,

Bill Crest, William Crest, William Rice, Willard Seth,
Allan Wade, Allan Webb, Allen Webb, Robert Webb,
William Wells. Allan Wood, Dale Wood, Robert Wood,
Allan West, Robert West, Clint Wise;
FINANCIAL INSTITUTIONAL FRAUD;
COUNTERFEITING OF STATE AND CORPORATE
SECURITIES

This individual is a master counterfeitcheck passer wanted
by the FBI. Ifyou see him orifhe attempts to cash a payroll
check with these numbers:

1957/1250

on the upper right hand comer ofthe check, call your local
police department immediately.

All negotiated counterfeit corporate payroll checks are in
amounts less than $500 and have the numbers 1957/1250
in the upper right hand comer. Subject utilizes food and

Description drug chain stores on local paydays as a means to cash the
Race/Sex: White Male counterfeit payroll checks. He offers a falsified driver's
Age: Mid-40s to 50 years old license from the state where the check is cashed, as well as
Height/Welght: 6 feet to 6 feet, 3 inches; 190 to 210 pounds an employee photograph identity card from the corporation
Hair: Sandy brown with some graying whose account the check is allegedly from as endorsing
Eyes: Hazel blue information. Both falsified identity cards will have a
Facial Hair: Possible mustache; seen once with a light beard matching Social Security AccountNumber nothis own. On
Other: Described as having dirty clothes &hands, possibly occasion, some form of a falsified Federal Identification

a trucker; long protruding nose, rounded at the end. Card has been used.

Federal Bureau of Investigation, U.S. Secret Service, & Numerous State and Local Law Enforcement
FMILoss Prevention Services Department, 202-429-8254

Urgent Media Advisory
“Prime Time Live” segment on Seafood

ABC “Prime Time Live” has been working on a story about seafood for several months. It is likely to focus on eco-
nomic fraud, harvesting from uncertified waters, handling through the distribution system, and merchandising at the
retail level.

We do know that “Prime Time Live” representatives have presented themselves as people interested in jobs in super-
market seafood departments. We also know that in some cases they have actually been hired. We assume that during the
brief time that they worked in supermarket seafood departments, they engaged in filming with hidden cameras.

We understand that this is a nationwide story on seafood distribution beginning at the point of entry at the port. Even
though we have been led to believe that the retail componentis nota major focus of the story, this is a good time to
reinforce with in-store personnel the importance of the proper handling of seafood products.

We do not know when the show will be aired. As we receive additional information, we will keep you informed.

If you have questions, contact the AFD at (810) 557-9600 or call the FMI’s Karen Brown at (202) 429-8235 or Edie
Meleski at (202) 429-8226 in the FM| Communications Department. Or, if you have questions about seafood quality
and handling, contact John Farquhar at (202) 429-8270.
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Take advantage of
Michigan's liquid assets.

What a great state to be in...carrying Cherry Berry, Orange, Peach and the
the one-of-a-kind Faygo flavors your original Red Pop. Plus an entire
customers keep coining back for. With sparkling water line with a touch
liquid assets like these, you can smile all  of Orange, Raspberry, Grapefruit,
the way to the bank: Moon Mist, Cherry  Lemon Lime or Regular.

Festival, Rock & Rye, Raspberry Creme,  (coming soon, Cherry.)
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Bottle Bill

From page 1

the fight, amended the Bottle Bill.
Basically, the amendments required
the manufacturers and distributors to
account for, and pay to the State of
Michigan, the total amount of un-
claimed deposits that they received
on any container which is subject to
the law. The amendment required
that the State Treasurer allocate and
pay 75 percent of these unclaimed
deposits to those statutorily created
funds existent to clean up the envi-
ronment. The other 25 percent was
to be returned to retailers in propor

tion to the number of units retailers
sold.

Naturally, the soft drink manufac-
turers and distributors were more
than a little unhappy with the amend-
ment, since it eliminated a mullimil-
lion dollar windfall for them. In re-
sponse to the law, they sent a trade
association. The Michigan Soft
Drink Association (MSDA), to court
to block the amendments to the
Bottle Law.

The MSDA filed suit in the Ing-
ham County Circuit Court against
the State of Michigan on July 22,
1990. claiming, among other things,

Ready to serve you

Midwest Wholesale Foods, Inc.

Midivest Wholesale is a member of the Melody Farmsfamily offood distribution.

«Convenient Mid-Michigan

Distribution Center
*Afull-line supplier
*Experienced Buying,
Merchandising and
Support Staff

Services
*Cost-Plus Program

*One Simple Basic Fee
*Electronic Ordering

*Expert Sales Consultation

*Special Promotional Bulletin

eFinancing Available
eData Services
*Reclamation Center

Product Line
*Dry Grocery

Extensive variety of national &
regional brands

*Frozen

One of the most extensive varieties

in the mid-west

*Dairy

Complete line including juice, cheese,
margarine, baking and pasta mixes

Candy & Spices
«Store Supplies

Complete variety

*Private Label

Retail sensitive, private/packer label program

Cigarettes & Tobacco
*Health & Beauty and
G eneral Merchandise

Speciality Food Program

MIDWEST WHOLESALE FOODS,

that the amendment amounted to con-
fiscation of the properly of the bot-
tlers (the unclaimed deposits) and vio-
lated the so-called takings clause of
the Fifth and Fourteenth Amendment
to the United States Constitution. Il
general, the constitution prevents gov-
ernments from taking the property of
private citizens without compensa-
tion.

The AFD intervened in the lawsuit
in order to assist the Attorney General
in defending the constitutionality of
the amendments. Additionally, the
AFD, represented by Bellanca, Beat-
lie and DeLisle, P.C., argued vigor-

In 1994!

INC.

3301 South Dort Highway

P.O. Box 1810

Flint, Michigan 48501-1810

Business (810) 744-2200
Toll Free (800) 552-6967
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ously in the circuit court that the
MSDA should not be allowed to
challenge the statute because it was
not a real party in interest. Instead,
the AFD suggested that the major
bottling companies should come up
front in the litigation. Plainly, the
bottlers did not want to be associated
with what might be portrayed as an
anti-environment, anti-customer le-
gal initiative.

The amendment required
that the State Treasurer
allocate andpay 75percent
ofthese unclaimed deposits
to those statutorily created
funds existent to clean up the
environment. The other
25percent was to be returned
to retailers in proportion
to the number of units
retailers sold.

In any event, Judge Thomas
Brown of the Ingham County Circuit
Court ultimately agreed with the bot-
tlers, and on May 9, 1991, entered an
order declaring operative sections of
the amendments to be unconstitu-
tional under the Fifth and Fourteenth
Amendments to the United States
Constitution. Subsequently, the
State of Michigan and the AFD
sought review of the lower court de-
cision in the Court of Appeals. After
the appeal was sought, the Michigan
United Conservation Clubs (MUCC)
entered the litigation as amicus cu-
riae to convince the Court of Ap-
peals to reverse the lower court deci-
sion.

The parties filed their briefs in the
Court of Appeals in 1991 and they
now await a date for oral argument.
Recently, the AFD filed a supple-
mental brief citing a new decision by
the Massachusetts Supreme Court
upholding the constitutionality of
provisions very similar to the ones
struck down by Judge Brown. The
Court of Appeals docket has moved
quite slowly. Nevertheless, we ex-
pect that the case will be docketed
for oral argument within the next six
months. After that, the Court of Ap-
peals should issue a decision within
another six months.

It is difficult to estimate with any
precision the value of annual un-
claimed deposits. One of the provi-
sions of the Bottle Law struck down
required the bottlers to file an annual
report containing a computation of
unclaimed deposits. Needless to say,
after Judge Brown’s decision, there
was no way to compel the bottlers to
comply with this provision. Never-

theless, suffice to say that there is an
enormous amount of money at stake
— millions.

The AFD will continue to pursue
its members” interest in this litiga-
tion. AFD FIGHTS ON!



What's Happening At The Michigan Lottery?

Back-to-back record sales years

by Michigan Lottery Commissioner
Jerry R. Crandall

Congratulations to all the nearly
9,000 Michigan Lottery retailers—on
helping the Lottery achieve back-to-
back record sales years! Lottery sales
soared to more than $1.24 billion in
1993—the best ever in the Lottery’s
21-year history. Lastyear’s impres-
sive sales record broke the Lottery’s
top sales record, set the previous year,
and it returned a record $83 million in
commissions to our retailers, which
set another new record.

Preliminary unaudited figures for
fiscal year 1992-93 which ended
September 30, show total Lottery
sales at $1,241,359,358—the highest
ever in the Lottery’s 21-year history.
The previous record was set in fiscal
year 1991-92 with Lottery sales of
$1,218,496,241.

It was also a record-winning year
for Lottery players! In fiscal year
1992-93, nearly 50 million prizes
were won by players, totaling more
than $681 million. Among these
prizes was a $36.5 million Lotto jack-
pot—the largest single prize winner in
the Lottery’s 21-year history.

In the Lotto game alone, there were

20 jackpot winners who shared more
than $210 million, while more than
1.3 million players won over $54 mil-
lion in second- and third-tier prizes.
Players won over $324 million in the
daily games, $153 million in the in-
stant games, $25 million in “Cash 5,”
and $13 million in the KENO! game.

Video Poker: Athreat to
many Lottery agents

There is currently legislation pend-
ing in the Michigan Senate (Senate
Bills 612,613,614) that would legal-
ize and permit the installation of
video poker machines in establish-
ments where liquor is served and at
racetracks.

The Lottery is strongly opposed to
this legislation.

Should video poker be allowed in
Michigan, it would result in the cre-
ation of over 9,000 mini casinos state-
wide with up to 50,000 video poker
gambling machines within easy ac-
cess throughout the entire state.

How would this impact the Lottery
and your business? Video poker
would have a negative impact on Lot-
tery sales. This means that the
Lottery’s nearly 9,000 retail agents

would be affected. Because of the
reduced Lottery sales, there would be
less commissions earned by you—our
agents. To some, especially the small
businesses, it could mean the differ-
ence between staying in business or
closing.

The Lottery also opposes this legis-
lation because video poker machines
are frightfully addictive. A leading
clinical director of one of the largest
treatment centers for compulsive
gamblers has called video gambling
machines “the ‘crack’ of gambling.”

Please be aware that video poker
machines could hurt your business.

January Instant games

This month the Michigan Lottery
will introduce two exciting new in-
stant games, “Gold Mine” and “Cash
Combo.”

Players will strike it rich with the
Lottery’s newest scratch-off ticket,
“Gold Mine.” The new game has the
look of the “Old West” with a black,
red and gold cover. “Gold Mine” of-
fers players the chance to win up to
$5,000 in great cash prizes. Tickets
go on sale starting January 10. Play-
ers can win at “Gold Mine” by

To _the Members of
Assoclated Food Dealers

of

Ichigan

Be A Winner

With thousands of people playing every
day, the Michigan Lottery can attracta lot
of people to your store—where they will
not only play our differentgames, but they
will also spend money on the other prod-

ucts you sell.

scratching off the latex covering to
reveal six play symbols including pots
of gold, gold bars, mines, picks, pans
and mining carts. If players match
three like play symbols, they win the
prize shown in the prize chart on the
tickets.

Players will also enjoy the new
“Cash Combo” instant game—the
right combination will unlock lots of
great cash prizes. Players can win up
to $500 in this new game, which goes
on sale January 24. It’s easy to win
on the “Cash Combo” instant ticket.
Players use any three of five numbers
on the ticket to make a “winning com-
bination.” If players have a winning
combination, they use the prize chart
on the ticket to determine the prize
won. The overall odds of winning a
prize in either game are 1-in-6.

Just a reminder

Let’s keep the sales momentum
going through 1994! That means
prominently displaying your Lottery
point-of-sale materials, conducting
fun in-store promotions for your cus-
tomers, continually training your staff
about Lottery games, and keeping a
positive and winning attitude in your
sales approach.

Here’s to a sales successful New
Year!

1 Plus, when you sell the games of the
Michigan Lottery, you receive a 6%
commission on every ticket you sell, and
a 2% commission on every winning
ticket you redeem up to $600.
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AFD On The Scene
Photos from the AFD Turkey Drive

ALL SFALIERS
ARENOT

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

SERVICING ILLINOIS, INDIANA,

IOWA, KENTUCKY, OHIO, MICHIGAN, MISSOURI AND WISCONSIN
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Many thanks to all who helped to make the 1993
AFD Turkey Drive a big success. With your contributions,
we were able to provide over 2,000 turkeys to needyfamilies.

SMALL COINS ADD UP
TO BIG DOLLARS!

Once we install one of our high quality
Americopy units in your store, watch

Chris Zebari, our official "turkey"

1993 Turkey Drive Donors

Spartan Stores Silver Dime Liquor Store

Pontiac Food Center, Inc.
Steve’s Market

Vegas Foods

E K Food Store

American Sign Shops

Van Bom Market

Economy Market

Leone’s Party Store

Ferris Wheel Party Shoppe
Inkster Community Market, Inc.
E. Kesto, Inc.

Michigan Motel & Emporium
Middlebelt Market

Value Save Food Center Fairway Foods (Inkster)

A & C Market Inkster Liquor Shoppe

Regal Foods Metro Liquor Plaza

Mr. Harley Davis Sunset Market

Cloverleaf Market Cold Spot Party Store
Suburban Liquor Shoppe Van Bom Food Center

Don’s Town & Country Fast Frank's Party Shoppe
Sutton Party Shoppe Wyoming & Six Food Market
Plum Hollow Market, Inc. Palace Party Shoppe

Art’s Party Store Pacific Drugs

Glasgow Wine & Liquor Shoppe America’s Ice

Ike’s Party Shoppe Fairway Foods (Detroit)
Majestic Market Concord Drugs

Hyde Market CIGNA Financial Advisors, Inc.
Boulevard Food Center Hayes Market

Cherry Belt Party Store Penn Food Market

Golden Valley Food Center M-K Supermarket Inc.

Vegas Supermarket DBA Country Farm Market
Harper Food Center Sunset Video Market

Pick & Save Food Market Follmer, Rudzewewicz & Co., P.C.
Blue Jay Market Thrifty Scott Supermarket
Food Value Market Security Financial Services
Mr. Gene Esshaki (Attorney at Law) Allan Cutler, CPA

IN-N-OUT FOOD Seymour Greenstein

Wine Barrel Plus Menczer & Urcheck, P.C.
Rockwell Market

Queen’s Market

Value Wholesale

Melody Farms

Southfield Funeral Home
Mark Sales & Marketing Co.
Bellanca, Beattie & Delisle
Metro Media Associates, Inc.
Value Center Market

REA Marketing Services
Orchard Food Center

Liquor Express

USA Food Center

Savon Foods

Committee Members

Chris Zebari .
Pepsi Cola Ed NalflJEf
Chairman, Charitable Activities |qu0.r Xpress
Mark Karmo EdZﬂ!f .
Royal Food Center ecurity Express
Frank Arcori Jerry Rabban
\éegas, Ortonville & Shoppers Buying Food Value

roup

Michele MacWilliams

Sharkey Haddad Metro Media Associates, Inc.

Chaldean Federation of America

: Sami Arafat
Harley Davis Fast Frank’s Party Store
AssomateltlFood Dealers Amir Al-Naimi
Bryan Yaldoo
Majestic Market Metro Grocery

Volunteers

Frank Arcori Ban Kado Alaa Naimi
John Arcori Sharkey Haddad Art Yaldo
Harley Davis Roy Rabban Saad Ayar
Chris Zebari Jerry Rabban Shawn Garmo
Bryan Yaldoo EdZair Sami Kouza
Sami Arafat Ed Najor Hani Mio
Gary David Mark Karmo

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: 800-888-1683
In The Detroit Area: 313-356-0900

Community Financial & Mortgage, Inc.

Are you buying a House or Refinancing?
Are you Expanding your Business or Building?
Do you need a Residential Mortgage or Equity Loan?

Then come to

Community Financial & Mortgage, Inc.

For the best service around
Call Joe Michael, Paul Kemp,
Pierre Nona, Nadeem Anton or Joe Thomas

(810) 352-6161

We are conveniently located at
26699 West 12 Mile Road, Suite 207
Southfield, Michigan 48034
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Letters

Our turkeys were appreciated!

Dear AFD,

On behalf of the Plymouth United
Church of Christ, please express
my appreciation to the members
of the Associated Food Dealers of
Michigan who contributed turkeys
for distribution this past Thanks-
giving. Please indicate to the
members of your association that
the 100 turkeys delivered to the
Plymouth United Church of Christ
were distributed to 50% to the
families of the Burroughs School,
located on St. Cyril at Georgia,
which is one of the more de-
pressed areas of Detroit; and 50%
to senior residents of the Medical
Center Courts apartments, which
is low-to-moderate income hous-
ing, sponsored by the Plymouth
United Church of Christ.

Again, thank you so much for
your concern and support of this
worthy cause.

Sincerely,

Rev. Nicholas Hood, HI

Senior Minister

Dear AFD

Thank you for the wonderful holi-
day turkey. May God bless you.
Happy Holidays to all of you.
Bonnie Bellucci & children

Dear AFD,

Thank you on behalfof my family
for supplying turkeys to the Em-
manuel Community Center in con-
junction with the Chaldean Fed-
eration of America.

Your passion at this time is greatly
appreciated. May you enjoy all
God’s best during the holiday sea-
sons.

Sincerely,

Michele Thompson

Dear AFD,

Thank your for the turkey. 1’1l be
our dinner instead of the chicken that
we would have had. You are a great
bunch of people.

Thank you again,

Fem Jones & Justin

Dear AFD,

The 100 turkeys blessed so many
families this Thanksgiving. May
God bless you.

His peace,

Elaine from Joy of Jesus

Dear AFD,

Just a quick thanks to you for your
kindness to the clients we worked
with during this Thanksgiving season.
Sixteen of the individuals we worked
with received turkeys and all were
extremely grateful for your generos-
ity. It made for a wonderful day.

It’s been a pleasure working with you
and getting to know you. 1 look for-
ward to seeing more of you in the fu-
ture.

Very truly yours,

Marcy Colton

Dear AFD,

We would like to thank you for the
100 turkeys you donated to our
church on Tuesday, November 23,
1993. Itwas greatly appreciated.
We look forward to seeing you
next year.

Sincerely,

Donna Adkins, Secretary, and
Rev. Obie Mathews, Pastor

Christ Cornerstone Missionary
Baptist Church

Ad spending:
Big money

Listed below are the
amounts spent on advertising
over a nine-month period:
Philip Morris, $855 million;
Proctor and Gamble, $788
million; Pepsi, $467 million;
Kellogg, $320 million;
McDonald’s, $313 million

Now by category,
industry wide:

Food, $1.1 billion; restau-
rants, $1 billion; entertain-
ment, $749 million; beer,
$491 million; beverages,
$388 million.

Those firms who don’t
support their business with
advertising are losing out. It
takes advertising to out-
distance your competition.
Plain and simple.

Wete Taking Workers Compensation
Costs InA DifferentDirection

The CoreSource Approach

If you're buying your workers compensation
management from the lowest bidder, then your costs

Local Perspective, National
Resources

CoreSource combines the

CoreSource Clients
Average Workers
Compensation Costs As a

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.

Percento fPayroll
2.44%

resources of a national operation

with the responsiveness of a local

company. From our 25 regional

offices, we manage $2 billion in

client programs covering 1.5
million lives.

Proven Results

2.24%
1.55%

1990 1991 1992

Note: Data taken from a
sample of76 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'e
CoreSource. Let us build a solution for you.
For More Information, Call Toll Free: 800 482 0615.

‘Social Security Administration

CORESOURCE

Healthcare & Workers Compensation Solutions
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Member Privilege:
Use the Video Library

Where can you go to get the lat-
est information on food handling
and sanitation practices, food
stamps, curbing internal theft,
shoplifting, receiving and storing
produce, building effective dis-
plays, talking to the media and just
about any other subject relevant to
the food retailer? It’s all available
in the AFD video library.

Important video titles include:
How to Meet the Press; Handling
Food Stamps; Space Management;
Loss Prevention Training; Rob-
bery: The Other Side of the Gun;
Poultry at its Best; Produce Re-
ceiving and Storage; and Prevent-
ing Customer Slips and Falls. In
total, AFD has over 20 different
tapes to choose from.

Of special interest are the Spoil-
ers and Spoilers 11, a set of impor-
tant tapes that deal with the safe
handling of perishable foods.
Viewing these videos should be a
prerequisite for all your employ-
ees. The attention that the media

has given to food sanitation and
proper preparation methods lately
underscores the importance of the
information these tapes provide.

You can come to the AFD offices
in Southfield and view the material
on our equipment or check out the
videos that interest you and take
them back to your home or business.

Use the library to train your em-
ployees. You can either schedule a
time to occupy our conference room
and show the tapes to everyone at
once, or play the selections you
need to smaller groups at your place
of business.

We encourage you to take advan-
tage of this membership privilege by
viewing these videos. The AFD’s
video library is intended to help you
operate more knowledgeably and
efficiently. We know you will find
them interesting and informative.

For more information on the AFD
video library, call our offices at
(313)557-9600. We’ll be happy to
send you a description of each tape.

Food Industry

Financial Network
Provides “Financial Food for Thought™

A network of financial and
professional firms called the
Food Industry Financial
Network has been established
in Detroit. The network is a
national, not-for-profit orga-
nization of professional firms
helping people in the food
industry solve financial
issues. Itcurrently operates
in 14 cities across the United
States.

The Detroit network
includes a law firm-Hardy,
Lewis, Pollard & Page; a
CPA firm-Follmer, Rudze-
wicz & Co.; a property and
casualty insurance agency-
Griffin, Smalley & Wilker-
son: and a financial planning
firm-the Detroit Financial
Group.

All members specialize in
the food industry, providing

“Financial Food for Thought.”
The network has been created
to serve the food industry by
bringing together a number of
financial disciplines with focus
on and expertise in the food
business including food ser-
vice and retail manufacturers,
brokers and distributors.

The goal of the food Indus-
try Financial Network is to
save the food business time
and money by having experi-
enced people in all the afore-
mentioned fields.

An 800 number has been
established to provide more
information, as well as a
brochure, and/or telephone
number of the nearest network
office.

Call 1-800-554-FORK to
get solutions and information.

Aim & Score Bis

The general food industry throushout the country,
ranging from manufacturers to supermarket chains to local
grocers, relies on ADVO for the timely targeted delivery
of billions of advertising pieces every year. Through the
utilization of its extensive media package ADVO is in all
residential mailboxes every week of the year.

You can choose your ADVO advertising media product:

« A full Mailbox Value page

« The Missing Child Card (D.A.L.)

* One of Seven Power Mail Products

¢ Client Supplied Pre-Print
All of which are attractively and competitively priced.
Special prices available for qualified retail advertisers.

ADVO has the proven ability to produce timely results
through the effective utilization of successful marriage
mail solutions and services.

Let ADVO generate the advertising impact that
your looking for. Call Michael Houran today at
(313) 425 - 8190 to experience the ADVO advantage.
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Ta S t e T h e New Ice Dr_aft from
Budweiser.
It's ice brewed. Chilled down below
F U T U R E freezing where ice crystals form.
OI: D Then, its cold filtered.
r a f t All to create I CG
E R a rich, smooth taste that’s
remarkably easy to drink. D a f t

Great Lakes Hubert Central Distributors

Petitpren Inc. L
Beverage Co. 313268_1402 Distributors Inc. of Beer

313-865-3900 313-858-2340 313-946-6250
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Public relations for the retailer
Relations with the press

By Michele MacWilliams
Editor

Media representatives can be
very easy to get along with, if
treated right. Like most people,
they appreciate friendliness and
consideration. By the same token,
they resent ambiguous answers
and brazen attempts to curry their
favor.

When dealing with members of
the media, answer their questions
accurately and straight forwardly.
Treat them with respect and you
will usually be treated with respect
in return.

Reporters and editors appreciate
itifyou are careful to observe
deadlines. They have to have
news by definite times. 1fyou
have a “hot” story, call it in at
once for the next edition. Twelve
hours can turn important news
stories into dull history.

Never play favorites, treat all

BUSINESS OWNERS -

BUY YOUR
PAYPHONE
FROM

References
Available

newspapers with equal consider-
ation.

There is no place in publicity
for the person who takes pride in
his or her literary artistry. When
you provide written information to
your local newspaper or send them
a news release, don’t be surprised
if the version they print barely
resembles your original piece or is

INCREASE
YOUR
PAYPHONE
PROFITS!H!

* State-of-the-art Phone
Technology

e Looks and Operates
Like Bell Phones

 Fully Programmable
* Remote Diagnostics

Now Earn Profits from
Long Distance, too!!!

MIDWEST AUTOTEL

SERVICES, INC.
Ed Betel, Owner

1 (313) 960-3737
3160 Haggerty Rd., Suite M
West Bloomfield, M1 48323
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not even used. Itrarely is a good
practice to go over a reporter’s or
editor’s head to complain about
space devoted to a particular story.
This holds true even if your com-
pany is an extensive advertiser in
the publication. While the adver-
tising manager or publisher may
say that he will look into it, and
may even do so, you can be sure
that the working newsperson at the
end of the line will resent your
intrusion.

Media representatives will
usually level with you on why a
particular story didn’t run or why
itappeared in the form itdid. Ask,
butdon’tcomplain aboutit. You
will usually get a straight answer
that will guide you in the future.

Good relations with the press
depend on mutual confidence.
Treat the press squarely and you
will usually get fair treatment in
return. If you don’treceive the
treatment you believe is fair, try to
iron out the matter by first analyz-
ing what is wrong at your end.

Here are some basic guidelines:

=

Don’t go over an editor’s head
and never try to upstage the
managing editor. He controls
every editorial section and
function. The surestand most
direct avenue to publicity
success on a large newspaper is
to have proper deference for the
managing editor and to do most
of your contact work with the
various department editors.

2. Place your stories with the right
people in the right departments.
Experience will point out who
are the individual editors or
reporters who will give you the
biggest breaks and are most
interested in particular types of
stories you have to offer.

3. Treat all alike. Favor no single
paper among a group of com-
petitors. Be careful that all
papers receive your information.
Only featured material should
be offered exclusively.

4. Weekly newspapers are usually
published on Thursday and
Friday. Each has its own
closing date. It is wise to check
these deadlines before sending
any releases.

5. Sunday newspapers—particu-
larly such special sections as
Food, Dining and Entertain-
ment—are worked on all week
long. The earlier the tale comes
in, the better the chance of
seeing it in print.

6. Don’t double-place a story, a
cardinal sin of publicity. This
practice involves placing two or
more stories about the same
eventin different departments
of the same newspaper.
Double-placement is repugnant
to most editors because of the
tight space problem. Usually a
paper can only carry five to ten
percent of the material offered
to it every day.

7. If an error appears in a pub-
lished story, check your own
copy to be sure it was not your
error. Then call the error to the
editor’s attention. Depending
upon the degree of the error and
the nature of the story, you may
wish to ask for a correction, or
the editor may volunteer to
carry one in the next issue.

8. Apply these same basic rules to
radio and television. If any-
thing, their deadlines and time
pressures are even more acute
than those of newspapers.

©

. Developing good personal
relations with the press is
helpful, but don’t bank upon
social situations to press for
special breaks. This is the
quickest way to lose friends
and publicity opportunities.

Michele MacWilliams is editor
ofthispublication and president
andfounder ofMetro Media
Associates, Inc., a public relations
and advertising agency located in
Clarkston, She can be reached at
(810) 625-0070.
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AFD FOOD AND BEVERAGE
SCHOLARSHIPS

Please send me an application form. I am
(please check 2 boxes):

A high school senior
A college student
An employee of an AFD member company

One of my parents is an employee of an AFD
member company

Neither I nor my parents are an employee of an
AFD member company

NAME:

HOME ADDRESS:
CITY:
STATE, ZIP:
AFD Member Company:

AFD Employee:

Please clip this form and mail it to: AFD Scholar-
ship Program, 18470 West 10 Mile Road, Southfield,
MI 48075.

Pleasing the Customer:...

Togetherwith our subsidiaries, we serve over 14,985 customer locations.
L&L/Jiroch Distributing Company « JF. Walker Company. Inc « Capistar. Inc
Shield Insurance Services. Inc « United Wholesale Grocery Company

Interested retailers are encouraged to call Spartan Stores New Business Development at 616-530-4517.
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AFD Scholarship Application Time

The Associated Food Dealers of
Michigan is proud to offer college
scholarships to outstanding stu-
dents. Applications are accepted
from January 1to March 31 and
all applicants are notified by May
1, 1994. Twenty students will re-
ceive $750 non-renewable awards
for the 1994/95 academic year.

Scholarship Award
Specifications

The scholarship award is a one-
time, non-renewable grant of
$750. The awards are not based
on financial need. The funds must
be applied to college expenses at
an accredited college or university
in the United States

We award scholarships in two
categories: merit and minority.

Those eligible to apply fora
merit scholarship must be high school
seniors or college freshmen, sopho-
mores or juniors. Consider the
following:

A. Sons and daughters of full-time
and part-time employees of
AFD members are eligible. The
parent/employee must have
been employed for at least one
year by a member firm as of
January 1of the year in which
the scholarships are awarded.

B. Part-time student employees
who have been employed by
AFD members for at least six
months as of January 1of the
year in which the scholarships
are awarded are eligible.

C. Itis required that applicants or
parents of applicants are still
employed by member firms
when the winners are selected
in April.

D. Pastwinners are eligible fora
two-year maximum.

E. One winner per member
company only.

Minority Scholarship
eligibility is open to high school
seniors, college freshmen, sopho-
mores, orjuniors. Take into
consideration that:

A. Preferential consideration is
given to those applicants with
an AFD membership affilia-
tion, though membership is
not required.

B. The objective of this program
is to assist minority students
in pursuing a college educa-
tion. Eligibility for this
financial grant is based on
ethnic background and aca-
demic merit.

C. Applicants must belong to one
of the following ethnic groups
to qualify for minority status:
African-American, Hispanic,
Asian, American Indian,
Arab/Chaldean American.

. Applicants are eligible to win
and receive a scholarship
grant a maximum of two
times.

O

E. One winner per member
company only.

All AFD members will receive
scholarship posters soon. Please
look for these and post them so
that your employees are aware.
To receive an application directly
from AFD, fill out the form to the
left. Good Luck!

What is friendliness?

What is friendliness? What customers interpret as friendliness is
summed up by this list of friendly employee behavior:

1) Make eye contact.

2) Smile. Greet the customer. When selling in services settings, meet
every customer with a smile and a friendly greeting such as “Hello”
or a sincere “How are you?” A warm smile can bring out the sun-
shine in a customer’s face and assure a repeat visit.

3) Use the customer’s name, if it’s known. Ifitisn’t known, take the
name from a credit card or check, or ask for it.

4) Answer questions or obtain answers quickly.

5) Hurry.

6) Talk and act in an enthusiastic, sincere and personal way, notin a

routine, bored manner.

7) Give the customer total attention. Employees should never act
impatiently, as if they want to finish with the customer as soon as

possible.

8) Speak in a friendly manner. Compliment the customer. Make

friendly comments.

9) Listen. Ask questions to obtain all information needed to resolve any

complaint they might have.

10) Offer unsolicited help now and then. Ifa customer looks and acts
confused, offer to answer any question he or she may have.
11) Make positive parting comments such as “We appreciate your

business” and “Come see us again.”






The best
dental plan in Michigan
Is still available to you
foras low as $8.00 amonth.
For the highest dental benefits
and lowest out-of-pocket costs.

Golden Dental Plans
29377 Hoover Road
Warren, Michigan 48093

1-800-451-5918

Compliments of:

General Wine
Company
373 Victor Ave. « Highland Park, M1 48203

(313) 867-0521

General Wine Company
General Liquor Company
K & R Spirit Group
Select Brands Spirits Marketers
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The road to safety

The entire alcohol beverage indus-
try—and the entire nation—should be
encouraged to see that the Congress
of the United States of America is
now addressing the issue of high-risk
driving among motorists, young and
old. Strong and direct measures
which provide solutions and establish
accountability and responsibility
among the problem drivers them-
selves are critical steps toward mak-
ing the highways safer for all Ameri-
cans.

As an industry, we abhor and ac-
tively discourage the misuse and
abuse of beer, wine and spirits. Fur-
ther, we support all reasonable efforts
to encourage both underage and adult
citizens to obey the law and adult
consumers to enjoy alcohol beverages
in a lawful, moderate and responsible
manner.

The nation’s lawmakers have en-
gaged in a legislative exercise which
begins to address the problem of bev-
erage alcohol abuse and the some-
times fatal results of mixing over-
consumption with driving. In the
form of The High Risk Drivers Act
of 1993,” we are beginning to see a
welcome shift in thinking that places
more legislatively mandated responsi-
bility on the shoulders of those per-
sons that perpetrate purchases by
false, misleading and/or illegal
means. These include the underage
consumer who uses false identifica-
tion; the legal-age consumer who pro-
vides alcohol for underage consumer;
or the chronic abuser who — whether
through disease or malintent — con-
tinues to endanger his or her life and
the well-being of others.

But laws must be realistic, enforce-
able and aimed directly at solving the
problems at hand. In its zeal to solve
problems with one broad-sweeping
law. Congress has written into ‘The
High Risk Drivers Act of 1993” sev-
eral stipulations which soften and
misdirect the positive intentions of
the bill. However within that same
bill, the authors were absolutely on
target in calling for punishment of the
individual underage person who in-
tentionally violates the law by pur-
chasing and possessing alcohol bever-
ages; operates a vehicle while intoxi-
cated; or violates the conditions of a
provisional driver’s license.

The industry is working to provide
a real and workable solution to the
problem of underage purchase and
consumption, and is allies with a
number of organizations to educate m
and inform the public and our con-
sumers. These include The Century
Council point-of-sale programs and
server/seller training and other pro-
grams aimed at giving higher visibil-
ity to the misuse and responsible ser-

vice of beverage alcohol in any man-
ner.

In particular, the Licensed Bever-
age Information Council (LBIC),
which is comprised of almost all na-
tional alcohol beverage industry asso-
ciations, has been sponsoring major
efforts across the nation for over a
decade to reduce underage purchases
of alcohol beverages. Lastly, the in-
dustry is building alliances with the
private sector to develop an identifi-
cation card that cannot be falsified.

It is central philosophy of NABR
and the alcohol beverage industry to
expand our circle and extend an open
hand to federal and state governments
and other organizations concerned
with alcohol beverage issues to work
jointly to solve the problems on
which Congress works so diligently.
But the alcohol beverage industry
faces a dilemma in its efforts to ad-
dress the crisis of misuse and abuse
of its products. On one hand, the in-
dustry is wrongly criticized for inac-
tion with respect to these problems.
On the other hand, we are told our
efforts to educate and inform the pub-
lic with respect to responsible and.
lawful consumption are tainted. Not
only is this false and insulting, but the
alcohol beverage industry is unique
in that it spends a vast amount of its
resources to better our society and
work toward a healthier, more in-
formed national community.

Retailers, in some cases, sell to un-
derage persons based upon false and/
or altered identification that misrepre-
sents the true age or identity of the
perpetrator of an illegal purchase.
Obviously any retailer who know-
ingly accepts false identification and/
or sells to underage persons should
receive appropriate disciplinary ac-
tion. But itis indeed refreshing to
see a legal viewpoint emerge where
responsibility is shared for unlawful
and undesirable consumption.

National Association of Beverage
Retailers

CARBON MONOXIDE. ..

. causes headaches,
nausea, fatigue
. leftunchecked,
can kill
. .can’tbe seen,
tasted or
smelled

AMERICAN
LUNG

ASSOCIATION.

ofMichigan

When you can't breathe,
nothing else matters.
1-800-543-LUNG
If you use oil, gas or
kerosene in your
home, PROTECT
YOURSELF AND
YOUR LOVED ONES. Test your home
today. An easy-to-use, inexpensive
detector can save your life.
This space provided as * public service by the publisher,



Legislative Update

Definition revised for
retail food stores par-
ticipating in food
stamp program

The House Agriculture Commit-
tee approved, by voice vote,
legislation November 9 that would
ensure that some smaller retail -
food stores can continue to accept
food stamps. The bill (H.R. 3436)
responds to a recent finding by the
Agriculture Department that many
convenience stores no longer
qualify as a “retail food store,”
which can take food stamps as
payment. Under current law, such
adesignation is limited to stores in
which 50 percent of food sales are
staple foods. The legislation,
introduced by Subcommittee
Chairman Charles Stenholm (D-
TX) would change the definition
to fit stores that meet one of two
conditions. The first condition
would be that stores continually
offer for sale each of the following
kinds of staples: meat, poultry or
fish; bread or cereals; vegetables
or fruits; and dairy products. The
store would also have to sell
perishable foods in at least two of
those four categories. The other
condition would be that at least 50
percent of the outlet’s sales is
staple foods.

Fines mount for
cases where minors
have placed paper
into paper balers.

Supermarket companies
continue to be fined by the
Department of Labor’s Wage
and Hour Division following
probes alleging minors under
the age of 18 have operated,
loaded, unloaded, or cleaned
hazardous equipment, such as
paper balers. Many of the
violations cited by the govern-
ment have consisted of 16- and
17-year olds throwing a piece of
paper into a non-operating
cardboard baler. DOL defines
this action as a violation of
Hazardous Occupation Order
12. While the food industry is
seeking relief in this area, all
operators should ensure that
store managers continue to
emphasize the work rules for
minors in the workplace.

Electronic
Monitoring

The Senate Labor Committee
has postponed its consideration of
the electronic monitoring legisla-
tion (S.984). This bill requires all
video security cameras in public
areas of supermarkets to be vis-
ible. Italso would not allow a
supermarket to reconcile the cash
drawer, verify pricing accuracy of
scanners, perform quality evalua-
tion checks on employees or

conduct a periodic or random audit
with point-of-sale equipment on
cashiers with at least five years of
employment.-FMI

New H-2 Form

Under the recently passed tax
law, an H-2 form must be filed
each year by employers who
provide health benefits for their
employees. The first health form
covers the 1994 plan year and is
due with 1994 W-2 forms on

February 28,1995. The H-2
must show the name and social
security number of each em-
ployee receiving medical cover-
age and each covered dependent,
the effective dates of coverage,
type of coverage and plan num-
ber. Forms are also necessary for
retirees, dependents of retirees
and former employees who are
receiving health benefits. This
promises to be a huge administra-
tive headache for companies of
all sizes.-FM1

We Cater
to Your

Mortgage
Needs!!

Whether it’s purchasing a new home or refinancing,
Rock Financial has the mortgage that’s right for you!

No Documentation Loans
No Points and No Cost Loans

No Up Front PM1 Charges

Over 30 programs including Fixed,

ARMs and Jumbos

The Rock Relocation Program,

Mortgagelst™and the Professional

Courtesy Mortgage Program

Loan Amounts from $100,000 to $2 Million

Applications taken at your convenience -
weekends or evenings at your home or office

[The Best Mortgage Rates!

The personal, professional service of

Khalida Jarbou
Call her direct at 540-6574

~ Rock
Financial

TheMortgage Bank

The Household Name in Mortgage Lending

(313) 540-8000

30600 Telegraph Road, Fourth Floor, Bingham Farms, M1 48025
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Planning ahead for your company’s survival

In conjunction with CIGNA
Individual Financial Services
Company

It’s taken guts, savvy, and sheer
determination, but you’ve done it.
You’ve made your business a success
story. You’ve weathered the market
swings, outshone the competition, and
kept your customers more than satis-
fied. Your achievements have en-
abled you to take care of and protect
your family. So what happens to all
that if you get hit by the proverbial
bus tomorrow?

If you can’t answer that question,
you’re not alone. Even though they
know better, most successful business
owners choose to ignore the need for
planning their succession. For many,
it’s a question of facing up to their
own mortality. For others, it means
making a difficult choice of a succes-
sor from among their children or val-
ued employees. But that doesn’t let
you off the hook. If you want to pre-
serve that hard-earned business
legacy, protect your family, and keep
Uncle Sam from digging even deeper
into your pocket, read on.

Creating a solid succession

plan

At its most basic, a succession plan
is a documented road map for your
partners, heirs, and successors to fol-
low in the event of your death, dis-
ability or retirement. It can also be
used to orchestrate the sale of your
business. This plan can include a pro-
gram for distribution of business
stock and other company assets, debt
retirement schedules, life insurance
policies, buy-sell agreements between
partners and heirs, division of respon-
sibilities among successors, and other
elements.

Only you know what your goals
are for passing on your business and
providing for your family. With the
guidance of qualified financial and
legal professionals, you can - and
should - put in place today the plan
that best fits your individual situation.

Here are three key elements of a
good succession plan to keep in mind
as you begin to think about your suc-
cession objectives.

else, flexible. Business, family,
health, and partnership situations can
change at any moment. You should
be able to easily modify and amend
your plan to adapt to any changes that
may lie ahead. Consider these ex-
amples:

After twenty years in business with
you, your partner decides that it’s
time to write his long-postponed
novel; he needs his share of the
company’s assets to move him, his
family, and his word processor to Ta-
hiti. Do you have a buy-sell agree-
ment in place that will enable the
stock purchase without bankrupting
your business?

For years, your son has been an
active player in your business; he’s

1) Plan for the unpredictable: Acome up through the ranks and his

viable succession plan is, above all

AFD’s Annual Trade Dinner,

The CinberellaBall, is on January 21,

1994. Tickets are $150 per couple and

$650 per table of ten. Please call
Danielle at (313) 557-9600 by January 5, 1994 to reserve your
tickets for this fairy tale evening. This is your enchanted night:

1,000 industry leaders

cocktails & hors d’oeuvres

alluring harpist

sumptuous five course gourmet meal
a 50's band - Steve King & the Dittilies
free caricatures & free photographs
free valet parking (optional)

40% discount on Tuxedos
(any President Tuxedo location)

formal attire preferred

Call Today To Reserve Your Tickets

30.....FOOD & BEVERAGE REPORT, JANUARY 1994

last three deals netted a hefty profit
for the company. Now it turns out
your daughter wants in, too. Her le-
gal background will be a big plus.
But how will you divide company
shares and leadership responsibilities
between them?

What happens if someone on your
management team is suddenly dis-
abled and most likely won’t be return-
ing to work? What if your partner
and her husband divorce and the
settlement calls for a portion of your
joint business assets? Or, what if you
need and infusion of capital to take
advantage of a sudden expansion op-
portunity? Whatever the situation
that might arise, is your business
structured to handle unexpected
changes and opportunities?

The fact is, the only constant in life
is its unpredictability; be prepared
with a plan that can meet the chal-
lenge.

2) Who will carry the torch? Is

there really anyone out there who can
run your business with that same in-
imitable style and acumen that you’ve
brought to it? There won’t be unless
you're there to teach them how. By
grooming a successor now, you’ll be
able to impart the knowledge and ex-
perience you’ve accumulated over the
years, and be assured of a continuity
in leadership style and business prof-
itability after you’ve gone. Picking a
successor can be a minefield, how-
ever, especially if you have a choice
of equally qualified children or em-
ployees.

With more than one child involved
in the business, you must decide
which one gets to be boss and which
merely get voting stock. How will

you divide assets equitable among
your heirs if some are active business
participants and others off in their
own careers? The distribution of
money and assets among siblings can
be a highly divisive issue, even in the
happiest of families. Your challenge:
divvy up business responsibilities
and assets in a way that allows your
business to survive-and preserves
family harmony.

Ifyou’re lucky, you may already
have a number of capable employees
you’d be pleased to pass the reins to.
Once you’ve chosen your successor
from among them, the only hitch
then is keeping the others interested,
loyal and productive despite being
passed over.

No likely candidates in your em-
ployee pool? That’s a warning sign
you shouldn’t ignore. Your manage-
ment style may be hampering em-
ployees from turning into leadership
material. Or, your hiring and training
programs simply may not be doing
thejob. Itis difficult for any busi-
ness owner to let go, but letting go
and training the next generation of
leadership is the only way to protect
your company’s future. Be sure to
make career advancement and man-
agement training programs a top pri-
ority.

3) Bite back: With today’s pro-
gressive estate tax rates ranging from
18 percent to 60 percent, the IRS is
going to take a big enough chunk out
of your estate. Don’t let the govern
ment get any more than it deserves
because of your lack of planning.

The question of your company’s
value often can become a litigious
battle with the IRS. With an under-
standable interest in revenue genera-
tion, the IRS wants to set your
company’s value as high as possible.
You, on the other hand, want to keep
it low for equally valid reasons. If
the government wins, there’s a
chance your heirs could be forced to
sell all or a portion of the business to
meet these tax obligations. You can
easily avoid this potential for dispute
by establishing now, within your suc-
cession plan, a bona fide value of
your company.

Other financial factors which can
affect your business and your estate
include any outstanding debt, probate
and administrative costs, and the im-
mediate loss of profitability because
of your absence. It’s not unusual for
heirs to lose between 40 percent and
60 percent of a parent’s estate or
even be forced to sell offa family
business, all because of poor plan-
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Member Profile

by Michele MacWilliams
Aggressive marketing tactics
and products that fit their target
customers’ needs have catapulted
World Wide Financial into the top
beap of Michigan’s mortgage
lenders.

The company, which was
started by a group of childhood
and college friends less than four

World Wide Financial

Mortgage rate declines helped company’s fast-paced growth

years ago, has outgrown its office
space twice and has opened
satellite offices around the state
and in Indiana and Maryland.

Timing played a big part in the
company’s rapid growth. Started
in 1990 by Jack Wolfe, Howard
Babcock, Andrew Jacob and Rob
Silverstein, World Wide Financial
rode in on the tide of falling

interest rates. Capitalizing on
that trend and specializing in
home-mortgage loans are the
main reasons for the company’s
current success.

World Wide Financial closed
its first home mortgage January
11, 1991 and wrote $65 million
in loans that year. In 1992 the
figure jumped to $350 million,

For information about

coverage offered through the

Associated Food Dealers,

call Judy Mansur at

1-800-6666-AFD.

The
car

that
coun

‘‘‘‘‘

d

Blue Cross
Biue Shield
of Michigan

2

this year they were at $1 billion
and next year the founders are
predicting total closings of
more than $2 billion.

The company has also grown
in employment—from 35 in
1991 to almost 275 at the end of|
1993.

Sally Denha, one of World
'Wide Financial’s associate vice
presidents, credits her
company’s success in part to the
diversity of its loans. She says
there are loans tailored to a
variety of different situations.
Denha sites her “LOW DOC”
(low documentation) loan as an
example. This loan program is
geared to self-employed bor-
rowers with cash assets strong
enough to allow for a credit
decision based upon assets and
equity vs tax-return disclosure.

World Wide Financial’s pre
approval program is another
benefit the company offers.
This service is geared to people
who are looking to buy a home.
The idea is to pre-approve a
purchaser for a home loan
before they make an offer on a
house. A certificate is issued to
the realtor that home shoppers
are working with. “This gives
the potential purchaser more
bargaining power because the
homeowner knows that the
potential buyer has the funds
available,” says Denha. An-
other benefit is that pre approval
speeds up the process, enabling
the homeowner to close quicker
and take advantage of current
rates.

According to Denha, World
Wide Financial’s next challenge
is to get loans approved, pro-
cessed and closed in just two
weeks. They are working hard
toward that goal; typically the
process currently takes three to
five weeks.

1t is safe to say that World
Wide Financial is a sprinter in a
fast-paced business.
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Ifyou own or manage a deli, bakery or other department that packagesfood, you should attend this seminar.
Understand the NLEA requirements
This fast-paced intensive one-day workshop will help you understand the NLEA requirements and other state and federal regulations related to labeling. You
can learn how the new label affects you and how to use it for your benefit.
For further information, please contact Gerald Wojtala, Michigan Department of Agriculture at (313) 356-1700.

Where: Dearborn City Hall
Council Chambers . .
13615 Michigan Avenue RGQISU’atIOH Form
Dearborn, M1

Learn about the new regulations Name:.

FDA and USDA requirements
How to use nutrient content claims
Health claims on foods .
Using nutrient databases and Mailing address:_
analytical challenges

Serving sizes, RDI’s

Label content and format

Consumer education Phone:

State and federal enforcement

Business/Organization:.

Fees: Returned on or before December 31,1993 $25.00 (includes light lunch)

Participants will also receive: Returned after December 31,1993 $30.00

A comprehensive 340-page Refunds up to January 4 (less a $10 administrative charge)

manual plus additioanal handouts

tht contain valuable post-workshop Amount enclosed $_ Make check payable to “MAWMO.”

reference materials.

Questions answered on-site and by Return to:  Gerald Wojtala

referrals to FDA Center for Foods Michigan Department of Agriculture

and USDA-FSIS experts. 26400 Lahser Road, Suite 220

Advice from federal and state Southfield, M1 48034  Telephone: (313)356-1700

representatives.

Kitchen Tested For 60 Years

For 60 years, Oven Fresh has stood up to So, make sure your shelves are stocked with plenty
the most crucial test- the Kitchen Test. of Oven Fresh products. They're time -
And for 60 years, we've passed with and kitchen - tested! For more
flying colors! That's because, no information call Duane Ver Hage,

matter which of the over 150 varieties Sales Manager, at 616-245-9127.
tested. Oven Fresh stands up to the

toughest critics - kids and moms! 210 28th Street S.E.

Grand Rapids, MI 49548
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Super Bowl XXVIII, the

National Grocers Association

Host city to presents its

next summeroympic  ANNUAL CONVENTION

Games and N.G.A.’s featuring
Annual Convention on
February 13 - 16, 1994,

Nestled in this metropolitan center are the national

headquarters of several major companies, nationally recognized fashion buying centers; fabulous
restaurants and hotels just bursting with warm, southern hospitality; and a world-class convention
center. Add to all of this the historical charm of antebellum Georgia and you have the many
reasons Atlanta was voted “America's Most Exciting City.” A gorgeous blend of old and new,
Atlanta invites you to explore her history and discover her culture, all of which will delight you!

YES!

Explore over 425 exhibits at .See what’s new and best in
products, food service and sales ideas.

Study the winning entries to both of N.G.A.’s Excellence in Advertising and Excellence in

Merchandising competitions; utilize the most innovative advertising and merchandising break-
throughs to achieve record sales growth.

Benefit from four solid days of education, including over 50 workshops and general sessions;
and preview today’s key retail technologies.

Experience the excitement of Atlanta! Enjoy three nights of top entertainment surrounded by the
sights, sounds and ambience of this “jewel of the South.”

| want to capture “The Winning Edge!” Please send me more information on N.G.A.’s
Annual Convention featuring

94.
Name:
Company:
Address:
City: State: Zip:
Telephone: ( ) FAX: ( )
National Grocers Association, 1825 Samuel Morse Drive, Reston, Virginia_22090-5317
(703) 437-5300 Janice Vento, Registration Manager FAX (703) 437-7768
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Small Talk:

They’re expensive, unmanageable,
and grow daily. If that’s your
picture of health plans, maybe

we should talk.

We learned to talk early. A decade
of managing health care costs for
business has taught us to speak

with authority.

We understand that sometimes

the tiniest emergency can cause
the biggest headaches. So we
prescribe less paperwork and more

preventive care.

We’ll talk options — great little
packages that can be tailored to

meet your precise health care needs.

We’ll talk big — offering you a
card with health care’s most recog-
nized symbols, the Blue Cross and
Blue Shield.

We should talk soon. Contact
your independent agent or Blue
Care Network for more informa-

tion about the care that’s there.

1-800-662-6667
Blue Care Network

an affiate of

ichi Blue Cross
of Southeast Michigan @ Bloe
of Mctegan
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1993

Legislative Year
From Page 1

issues of school financing and prop-
erty tax relief, on July 21st the House
and Senate, in rather dramatic fash-
ion, took a major first step towards
resolution of the problem. Dramatic
in that the legislation which passed
both Houses within 17 hours, elimi-
nated property taxes for school op-
erations without provision for re-
placement of the 5.6 billion in lost
revenue.

Clearly the move set a pressurized
self-imposed deadline for the Legis-

lature to act before the fall of 1994
with a plan for replacing the funding
necessary to operate the public
school system. The normal standing
committees of both the House and
Senate assigned to this project made
little progress due to the divergent
partisan positions. Seeing this, sev-
eral legislators took it upon them-
selves to set up an informal biparti-
san “working group” of 14 members
from the House. After three weeks
of intense effort and long hours, they
produced a funding package which
subsequently was opposed by the full
House with narrow margins.

The House set up a smaller bipar-

ASSOCIATED FOOD DEALERS
OF MICHIGAN

AND

tisan group that developed the educa-
tional reforms which were passed si-
multaneously by the House.
Concurrent with the House “work-
ing group” activity a comparable
group was set up in the Senate. It has
not produced a complete program of
specifics such as the House, to date.
Since passage of the House pack-
age the Senate Republicans have
been in caucus for many hours trying
to resolve their own difference before
presentation to the Senate Democrats.
Many legislators are strongly op-
posed to an income tax increase de-
spite the Governor’s agreement to

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 Poirite Insurance Equals
Savings, Service, and Coverage

North Pointe
Insurance Co.

28819 Franklin Rd.
RO. Box 2223
Southfield, M1 48037-2223
(810) 358-1171
1-800-229-NPIC

Or call AFD: 810-557-9600 or 1-800-66-66-AFD
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support such a move. His support is
conditioned on failure of the sales tax
increase at the ballot box and would
be only temporary. Legislators are
also faced with strong opposition
from the business community for the
substantial increase in its taxes as in-
corporated into the House plan.

The House plan also included rein-
stating property taxes which is op-
posed by many in the Senate.

In the next report, a detailed analy-
sis of educational reform and financ-
ing will be discussed.

Balancing the budget

Two separate proposals during the
year, both addressing Governor
Engler’s need to balance the state
budget, impacted AFD members.

The first involved raising the li-
quor tax. While AFD strenuously
opposed the Liquor Control
Commission’s decision to increase
the liquor markup from 51 percent to
65 percent, little could be done to
stop it. Commission members, re-
flecting the administration’s direc-
tive, voted the largest tax increase in
Michigan history, 27 percent.

While the liquor tax increase was
implemented within the confines of
Michigan statute, a number of Legis-
lators from both sides of the aisle and
from both houses reacted bitterly,
urging, the Governor to delay the tax
so the issue could be properly exam-
ined by the Legislature. They argued
unsuccessfully that taxation was a
province of the Legislature and they
should be given a voice in such mat-
ters.

While the tax took effect on May
1, an outgrowth of the concerns regis-
tered by the Legislature was introduc-
tion of HB 4730, a bill to roll back
the tax increase and vest authority in
the Legislature to decide such mea-
sures. Introduced by Rep. Dianne
Byrum (D-Holt), 33 House members
from both parties supported the con-
cept and signed on as co-sponsors.
Assigned to the House Liquor Con-
trol Committee, the bill is currently
under review by a special sub-com-
mittee of that panel.

The second budget balancing pro-
posal took aim at the Sales Tax Col-
lection Fee enjoyed by Michigan re-
tailers. Unlike the liquor tax, though,
eliminating the sales tax collection
fee required legislative approval.

A letter from AFD Executive Di-
rector Joe Sarafa was thought to be
particularly influential to the Legisla-
tors. The letter was distributed to
House Taxation Committee members
with a positive effect.

When votes were counted in the
House, it became apparent that the
measure would not be supported.
While the early collection provision
of the legislation was enacted, elimi-
nation of the collection fee was de-



feated in a major victory for AFD.

Tobacco and Alcohol Tax

Symptomatic of a perspective that
has engulfed Lansing for years, is the
ongoing effort to solve society’s
problems at the retail level. The most
recent example — although certainly
not original — was to finance a new
health care proposal via a tax on to-
bacco and alcohol. While considered
to be a component of funding a na-
tional health care program, a “sin tax”
is also prominently mentioned as a
means to fund a similar initiative at
the state level. No vehicle bill has
been introduced.

A number of proposals involving
tax hikes on various forms of tobacco
have been suggested as a means of
replenishing educational revenues
lost via the property tax elimination.
Also, attempts to force retailers to
pay a licensing fee for selling tobacco
products has been strongly and suc-
cessfully fought by AFD.

Obscenity

Legislations which would prohibit
the sale of sexually explicit materials
within 1,000 feet of a local fre-
quented by minors is winding its way
through the legislature. A companion
measure would require all sexually
oriented materials to be labeled with
the name and address of the distribu-
tor.

Both proposals are fraught with
problems.

In this first bill (SB 500) difficul-
ties result when trying to define “a
place frequented by a minor.” This
could be a problem for stores located
in or near shopping malls, for in-
stance, which have no control over
the nature of a business that may
move in next door. The concept is
patterned after similar legislation
calling for a “drug free zone,” the dif-
ference being that sale of drugs are
illegal.

The labeling bill is equally vague.
To illustrate, who is the distributor;
the manufacturer? the wholesaler?
the retailer? A difficulty also exists
in determining what actually has to
be labeled.

Karoub Associates worked with
key legislators to amend the bill. In
its present form, SB 500 applies only
to those establishments whose pri-
mary purpose is the sale of adult ori-
ented materials. The bill currently
resides in the House Local Govern-
ment Committee.

The companion measure SB 499,
remains in the committee of origin in
the Senate.

Underage drinking

Unlike a few years ago when AFD
was clamoring for legislation calling
for suspension of driving privileges
of underage drinkers, now there are

several sponsors and interest is ex-
tremely high. The legislature has in-
dicated its intent to act soon on any
number of bills that would provide a
disincentive for minors and alcohol
related offenses. AFD is working
closely with long-time supporter
Senator Gil DiNello as well as Rep.
Dianne Byrum, co-chair of the House
Liquor Control Committee.

Item pricing

Earlier this year a bill to repeal
Michigan’s Item Pricing Act was in-
troduced. While the measure was op-
posed by AFD, a number of other
groups also voiced their concerns
with the bill. While the legislation

was scheduled for a hearing of two
separate occasions, both meeting
were canceled. Even though the bill
remains alive until December 31,
1994, there appears to be at this point
in time little sentiment for moving it.

Lottery

The Michigan Lottery has come
under a great deal of scrutiny during
the past few months. Questions in-
volving rules governing lotto termi-
nal allocations as well as the games
themselves have served as the basis
for a number of AFD inquiries. AFD
is working closely with several legis-
lators to address retailer concerns
about the Lottery.

A personal note

Karoub Associates is please to
announce that Lansing Mayor
Jim Crawford will be joining the
firm in January. In addition to
his tenure as Mayor, Jim also
served on the Lansing City
Council as well as in the office of
Senator Fred Dillingham (R-
Fowlerville) as an administrative
assistant.

TENTION

AFD

MEMBERS!

Help Us Catch Bank Robbers And You’ll Get A Reward!

A New DCHA Reward Program With The
Detroit Members Of AFD Of Michigan.

The DCHA runs the most successful bank
robbery reward program in the country. And
now we want your help. The Detroit Clearing
House Association is a group of Michigan banks
and savings and loans who work together to
apprehend bank robbers. Chances are you've
seen our ads in the Detroit News and Detroit
Free Press. We ask regular citizens to help us
identify bank robbers - and when they do, we

pay them a reward.

Now we want to enlist your help. The FBI and
the Detroit Police have asked us to distribute
our ads to Detroit area supermarkets and
convenience stores. We plan to mail out 1000
ads to Associated Food Dealers of Michigan
(AFD) stores, and we're asking you to post

them in high-visibility areas. If we learn a robber
was identified from your store poster - we'll pay
you a reward - equal to 10% of the total reward.

We'll be mailing our ads beginning in October.
We'll also include complete program and
reward details. Look for our ad and post it!

Join with us - together we can make our city a
better place to live.

DCHA Members
Banks
Comeoca Bank
Fidelity Bank. Birmingham
Food of America Bank
Southeast Mchigan
First Slate Bank of East Delrort
Hunjngton Banka of Michigan

Madison National Bank

MetroOank

Michigan National Bank
Southeast Region

NBD Bank. NA

National Bank of Royal Oak

Omni Bank™

Oxford Savings Bark

Peoples State Bank. Hamtramck
First of America - Security
First Independence National Bank
of Detroit
Savings A Loan Associations
Colonial Central Savings Bank
Oeirort Savings Bank. F S B.
First Federal of Michigan

Franklin Bank

Heritage Federal Savings Bank, Taylor
Home Fedoral Savings Bank

Standard Fodorai Bank

DCHA
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4392404  Rocky Husaynu & Associates 5576259 p nerican Mailers... Tony's Pizza Service ..... -800-247-1533
.553-2866  Security First Insurance . -800-530-9225 Bellanca, Beattie, DeLisle 5 Value Wholesal 862-6900
Vintage Wine Co. . .294-9390  SclectCare ... 637-5391 Central Alarm Si,gnal B Weeks Food Corp. .727-3535
Viviano Wine I 883-1600  Si ¢ & Company .. 776-4036 Checkpointe Systems .. Ypsilanti Feod Co-op .483-1520
Woplin Company 933-7150  Joel Weingard 453-3636 Christy Glass Co. ASSOCIATES:
BROKERS/REPRESENTATIVES: MANUFAGTURERS: CIGNA Individual Financi American Synergistics . 4274444
Acme Food Brokerage . .968-0300  Amato Foods ... 584-3800  Closed Circuit Communications ... Basket Case voovuvnnonn.. 8314438
Ameri-Con, Inc. .. .478-8840  Bil Mar Foods -800-654-3650  Detroit Edison Company ........ Business Dining Services . 489-1900
Bob Amold & Associates .646-0578  Brown & Williamson Edward A. Shuttic, P.C. ........... Club Cars 459-8390
Denha General Brokers .776-1610  EdenFoods ... Follmer, Rudzewicz & Co., CPA. Herman Rubin Sales Co. ... 354-6433
ELC Associalcs ........ .624-5133  Groeb Farms . Food Industry Financial Network.... 1- 800 554-3675  Livemois-Davison Florist 352-0081
Hanson Faso Assoc. .354-5339  Home Style Foods, Inc. . Garmo & Co., CPA ........... ..557-0144  Minnich's Boats & Motors 748-3400
The Hi Co. 296-3000  Jacggi Hillsdale Country Goh's Inventory Service .. Power Housc Gym ... 865-0111
1B. Novak & Associates . Kalil Enterprises, Inc, Great Lakes Data Systems .. Wiledon & Assoc. . 588.2358
James K. Tamakian Company .. ..424-8500  Kraft General Foods . Indcpcndancc One
Marks & Gocrgens ..... ..354-1600  Michigan (Pioncer) Sugar ) Group 1-800-622-6864  The arca code is 313 for above listings unless
C. Mascari & Associates .. ..399-0950  Monitor (Big Chicf) Sugar Karoub Associates (517)482-5000  otherwise indicated.

McMahon & McDonald, Inc ..477-7182  Nabisco, Inc. . Michacl McKernan CPA .. -.459-1323 . -
Northland Marketing . Nestle Food Compan Menczer & Urcheck P.C., CPA .356-1620 1 you are not listed or need to change y&l;r listing,
Paul InMan ASSOCILES vvvervceneecescersensecoes 626-8300  Philip Morris US.A. Metro Media Associates... 6250070  Sontact Mary Cooper at AFD at 557-9600.

Pleister Company Princc M i of M Michigan Bell............... .. 221-7310
Stark & Company Red Pelican Food Products Nauonal Exposition Service ..865-1000
VIP Food Brokers International Roll Rite Corp. ......covevrnnene Nona & Company P.C., CPA .. ..351-1760
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Attend AFD's Food & Beverage Industry
Trade Show and Win Shopping Sprees and Prizes!

« Preregister for AFD's Trade Show and you may win a
$1,000 JVC surveillance camera system donated by Cen-
tral Alarm Signal.

«Cash Shopping Sprees will be awarded to some lucky
Trade Show attendees. The money must be spent on the
show floor.

«Attend a free seminar about how to conserve energy so
you can save money. The food and beverage industry is the
largest consumer of power. You don't want to miss this
seminar.

«Over 100 industry leaders will be exhibiting their new
products and services so get ready for some terrific show
discounts.

*You will be entertained by a Dixie Land Band as you walk
through the show floor.

*The Trade Show is at Burton Manor on April 13,1994 from
6-9 p.m. and on April 14,1994 from 1-9 p.m.

1998 TRADE SHOWVBEXHBITORS:

A A W Brands
Absopure Water Co.
Accurate Inventory
Advo Systems

Amato Foods

AmSyn Cleaning
Anheuser-Busch, Inc.
Awrey Bakeries Co.
Berne’a Food Service
Blue Cross Blue Shield
Bollin Label

Borden Ice Cream
Borden Quality Snacks
Brehm Broaster Sales
Canadian Arctic
Canandaigua Wine Co.
Central Alarm Signal
Central Foods

Check Point System
Coca-Cola Bottling Co.
Continental Baking
Coon Brewing Co.
CoreSource

DCI Food Equipment
Dep. of Agriculture
Eby-Brown
Entenmann’s Bakery
Everfresh Beverages
Faygo Beverages
Fresh Roasted Almond
Frito-Lay

Garden Foods
General Liquor Co.
General Wine Co.
Golden Dental Insurance
Golden Valley Dairy
Great Lakes Ice

H A O Distributors
Health Alliance Plan
Hiram Walker A Sons
Hobart Corporation
House of Seagram
Insignia

Items Galore, Inc.

J. Lewis Cooper Co.
Jerusalem Foods

Kar Nut Products
Kehe Food Distributors

Kowalski Sausage

Kraft General foods
Kramer Foods

L &L Wine World
Ludington News

M &M Mars

Melody Farms

Michigan Bankard
Michigan Bell

Michigan Sugar
Midwest Wholesale Foods
Miller Brewing Co.

Mr. Pure Juices

Monitor Sugar
National/Cooper Wholes.
Nikhlas Distributing
North Pointe Insurance
Oscar Mayer

Pabst Brewing Co.

Paul Inman Associates
Pepsi-Cola

Pfeister Company

Pointe Dairy Services
RJ. Reynolds Tobacco
R-M. Gilligan, Inc.
Roundy’s/Scot Lad Foods
Royal Crown Cola

7-UP of Detroit

S. Abraham A Sons
Security First Insurance
SelectCare

Spartan Foods, Inc.
Stark A Company

Stroll Brewery

Sunlike Juice Ltd
Sunshine/Salerno
Taystee Baking
TeleCheck MI

T. J. Graphics
Tom Davis A Sons Dairy
Tony’s/Red Baron Pizza
Travelers Express
Union Ice Co.

Universal Marketing
Variety Foods

Wooten A Associates
World Wide Financial

Preregister today! CallDanielle at (810) 557-9600
and you may
WIN A JVC SURVEILLANCE CAMERA SYSTEM!



MICHIGAN IS W.
SOUTH OF THE BORDER !

INTRODUCING___ TACO BELL

MEXICAN FOODS TO SUPERMARKET SHELVES.

THE PFEISTER COMPANY IS PLEASED TO ANNOUNCE
THE REPRESENTATION OF

FRITO LAY 7 TACO BELL

IN THE MICHIGAN & TOLEDO, OHIO MARKETS.

YOUR FULL SERVICE BROKER

DETROIT SAGINAW GRAND RAPIDS
36300 SCHOOLCRAFT 3159 CHRISTY WAY 4771 50th STREET S.E.
LIVONIA M1 48150 SAGINAW M1 48603 KENTWOOD M1 49512
(313) 591-1900 (517) 793-8100 (616) 554-5300
CINCINNATI COLUMBUS TOLEDO
3660 HAUCK RD 921 EASTWOOD DR-STE 133 6433 MONROE STREET
CINCINNATI OH 45251  WESTERVILLE OH 43081 TOLEDO OH 43560

(573) 563-4444 (614) 899-1331 (419) 882-1616
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