
L e g is la tiv e U p d a te

Possible increase in 
minimum wage coming

President Clinton and other 
senior administration officials 
have committed to revisiting 
the possibility o f an increase 
in minimum w age this sum­
mer whether or not health care 
reform legislation has passed  
by that time, Labor Secretary 
Robert Reich said. He indi­

cated that passage o f  a health 
care reform bill is  not neces­
sarily a prerequisite for White 
H ouse reconsideration o f a 
hike in the minimum wage, 
now $4.25 an hour. “M y ex­
pectation is that it w ill be re­
visited next summer,” Reich. 
said. After examining the is­

sue o f  the minimum w age last 
fall, Reich said he had decided  
that it could be raised— as 
Clinton pledged to do during 
this campaign— at least 50  
cents per hour without deter­
ring employment.

More Legislative 
Updates, page 12

Celebrating National 
Frozen Food Month

This month marks M any com panies in
the eleventh annual the state have been sup-
National Frozen Food porters o f  the promotion
Month. M embers o f  for years, and have seer
the frozen food indus- first-hand the benefits
try, the National Fro- o f  promoting frozen
zen Food A ssociation, foods. In fact, Spartan
and, on a smaller Stores in Grand Rapids
scale, the food indus- w on a Silver Penguin in
try in the state o f  1993 in the Retail Co-
M ichigan, have all operative category o f
demonstrated a spirit o f  coop- N FFA ’s national Golden Pen-
eration and enthusiasm that guin Awards Competition, 
has led to increases in sales The theme this year is
and awareness o f  frozen foods. “Proud to B e the B e s t”

In 1993 N ielsen reported a W e can all set our sights on 
2.7 percent tonnage increase winning a Golden Penguin 
nationally in frozen foods for Award in 1994, and receiving 
March, 1993 versus March, that Award at the National 
1992, and a 1.4 percent in- Frozen Food Convention,O c

tober 9-12 in Orlando,
same period. And the out- For m ore inform ation
standing effort in M ichigan on  th is prom otion , inclu d ing  
certainly contributed to that a com p le te  set o f  rules  
result, as the Grand Rapids for th e G old en  Peg u i in
and Detroit markets each saw A w a r d s
a 1.5 percent increase in fro- A w ard s C om p etition, 
zen food pound sales for contact th e N ation al 
March 1993 versus March Frozen F ood  A sso c ia tio n  at 
1992, according to Nielsen (717) 6 5 7 -8 6 0 1 .
Marketing Research. 

PRODUCTS WILL BE INTRODUCED AT AFD’S TRADE SHOW
MARK YOUR CALENDARS FOR APRIL 13 &  1 4 ,  1994 

BURTON MANOR, LIVONIA, MICHIGAN

*  Over 100 industry leaders are 
exhibiting in this Trade Show . (See  
page 14 for a list o f  exhibitors).

•  See & sam ple their new  products.

•  Enjoy the one tim e only  show  
sp ecia ls. Y ou w ill not be able to 
get the same rock bottom prices 
after the show.

•  W in  cash shopping sprees! W in  
a cruise! W in prizes!

*  Preregister today and you m ay w in a 
$1 ,000  JVC Surveillance Camera 
System donated by Central Alarm. 
Call Danielle at (313) 557-9600.

*  Save  m oney on your utility bills. 
Detroit Edison is  hosting a seminar to 
help you save m oney. The food &  
beverage industry is the largest 
consumer o f  power so  you can’t 
afford to m iss this sem inar at 5 p.m. 
on April 1 3 ,  1994 at Burton Manor.

•  Attend a Best Bagger C on test at
11 a.m. on April 14, 1994. (S ee back 
page for m ore information).

•  FR E E ! A dm ission into the show
is free. The law  requires that you be 
at least 21 years o f  age to attend this 
Trade Show. S ee you at Burton 
Manor on April 13 from 6 - 9  p.m. 
and on April 14 from 1 - 9  p.m. The 
exact ad d ress o f  Burton M anor is 
27777 Schoolcraft Road, between  
Inkster and Middle belt on the south 
side. (Burton Manor is the former 
Roma's o f  Livonia).

Call Danielle for more information at 
(313) 557-9600.

INSIDE

Community involve­
ment makes market 
thrive.
Wayne store has become cen­
ter of town. P a g e  4

AFD voices opposition 
to Clinton’s Health 
Care Plan.
Read why. P a g e  16

School Reform
Here’s how it will effect you. 
P a g e  3 3

Pepsi’s one-stop profit 
plan
Learn about new equipment 
and product options.
P a g e  18

The BST milk 
controversy.
We explain your 
options.
Page 10
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Big Chief. 
Big Profits.

When it comes to  profits, bigger is 

usually better. But that can be 

tough in today's competitive 

marketplace. When you work with 

M o n ito r  S ugar C om pany, you'll 

discover the many ways Big C h ie f 

b ra n d  p ro d u c ts  can help you 

target a sweet bottom line.

With in-store support and brand 

name recognition. M o n ito r  S ugar 

helps make stocking Big C h ie f 

b ra n d  sugars profitable. That's 

because M o n ito r  S ugar is...

Big On Support —  

M o n ito r  Sugar provides a variety 

o f in-store support initiatives as 

part o f our commitment to  you 

and your customers. We also 

provide on-the-spot reimburse­

ment fo r damaged goods. 

Big On Recognition —  

Customers across the state know 

and trust the Big C h ie f b ra n d  
n am e. And that's because they 

know they'll find value and 

goodness in every bag.

Count on M o n ito r  Sugar 

to  help your business 

add up to profits.

When you're thinking big, 

think Big Chief sugars.
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CHAIRMAN’S REPORT

Membership has its rewards
by Nabby Yono,
Chairman of the Board

With this, my first column in 
the Food and 
Beverage 
Report as 
your chair­
man, I must 
begin by 
saying that I 
am delighted 
and honored to serve my indus­
try in this capacity. I am looking 
forward to working with the 
AFD board, staff and member­
ship.

This is one of the strongest 
trade associations of its kind, 
and its members are what keep it 
healthy, vital and powerful. 
Which brings me to the subject 
of what AFD does for its mem­
bers. There are many reasons 
for joining this trade Organiza­
tion. We offer fantastic services; 
but, more than that, we offer 
camaraderie and support.

The AFD works hard for its 
members. We help you make 
money and save money. Sup­
port us so we can support you. 
How does the AFD earn its 
membership? Here are a few

answers:

• When retailers wanted a 
handling fee for bottles and 
cans, who was there to defend 
the retailers’ rights in court? 
AFD

• When the W1C department 
tried to throw nearly 200 
retailers out of the program, 
who was there to fight—and 
win the case? AFD

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

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

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

• If you want to save 25 per­
cent on American Express 
Money Orders or increase

your pay phone commission, 
what association must you 
belong to? AFD

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

• With crime becoming a major 
issue, who offers the only 
reward program designed to 
protect your family, your 
employees and your business? 
AFD

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

We have included a member­
ship application on page 32. I 
urge you to help yourself, and 
your industry, by joining the 
AFD, or renewing your member­
ship now.

If you have any questions, 
please call the AFD office at 
(810)557-9600. Also remember 
that my door is always open and 
I welcome your calls. My phone 
number, at Orchard Food Center, 
is (810) 681-8850. I look for­
ward to hearing from you.

Statement of Ownership

The Food & Beverage Report 
(USPS 082-970; ISSN 0894-3567) is 
published monthly by the Associated 
Food Dealers at 18470 W. 10 Mile, 
Southfield, Ml 48075. Material con­
tained within The Food & Beverage 
Report may not be reproduced without 
written permission from the AFD.

POSTM ASTER: 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. Ml 48075, (810) 557-9600 or 
(517)386-9666.

AFD works closely with the following 
associations:

The Grocery Zone By David Coverly
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Retail Profile

Market thrives hand and hand with Wayne community
by Cristina Cleveland

Each morning, local senior 
citizens gather at A l’s Friendly 
Market in Wayne 
to catch up on 
recent community 
happenings and 
visit the store’s 
owners, Al and 
Mary Haidous.
Most everyone 
who patronizes 
the market is on a 
first-name basis 
with the Haid­
ouses, and have therefore renamed 
the store the “Cheers of the town.” 

Originally from South Lebanon, 
Haidous was raised in a business- 
oriented family. His relatives 
owned and operated clothing and 
textile merchant routes throughout 
West Africa. Haidous eventually 
relocated to West Africa to work 
for the family business. This job 
gave him the opportunity to travel 
all over the world.

After his 1967 marriage to

Mary and Al Haidous

Mary, Haidous knew he wanted to 
settle down in the United States. 
He worked for General Motors for 

five years, 
although he 
anticipated 
opening his 
own business.
In 1974 a friend 
of Haidous, 
who owns a 
store in West- 
land, informed 

Al Haidous him of a store
for sale at the 

corners of Howe and Annapolis 
streets in Wayne. Haidous bought 
the store, redecorated and opened 
Al’s Friendly Market. “Business 
was tough the first three or four 
years and I wasn’t sure if we were 
going to make it. But once I start 
something, I have to finish it,” 
Haidous explains. Because of that, 
and tremendous support from the 
community and his family, the 
market is now thriving.

Al and Mary jointly operate the

convenience stop. They also 
employ four high school students 
who work two, six-and-one-half- 
hour shifts each week.

Al’s Friendly Market is sepa­
rated into two halves; one half 
supplies edible items, the other 
half stocks non-food items such as 
magazines, books, cat and dog 
food and gift cards. Haidous says 
70 percent of his business comes 
from beer, pop and other beverage 
sales.

Building sales savvy through 
experience, Haidous stresses, is a 
major factor in operating a suc­
cessful business. He explains that 
his products are well-rotated 
because after 20 years in the retail- 
food industry, he knows how to 
effectively stock the market’s 
shelves. Experience has also 
taught Haidous that customers 
usually know when they are being 
cheated. “You must also always 
be honest and fair when dealing 
with the public,” he adds.

Haidous is a strong supporter of 
the Wayne community. ‘The key 
to the success of operating a store 
is involvement with the commu­
nity. It’s the most important thing 
for both your personal and busi­
ness life,” he explains.

When the Haidouses first 
opened Al’s friendly market, they 
noticed a lack of youth activity in 
the city’s neighborhoods and knew 
right away they wanted to help 
revive youth organizations. There­
fore, the Haidouses dedicated their 
entire advertising budget to com­
munity efforts. Each year the 
market sponsors youth hardball, 
softball and bowling teams. In 
doing so, they feel they are com­
mitting to a worthwhile cause. If 
the sponsorship becomes too 
expensive, the Haidouses split the 
cost and sponsor the team with 
other local businesses. In 1986,
Al’s Friendly Market’s softball 
team brought home the state 
championship trophy.

Several years ago Haidous 
eagerly began contributing per­
sonal time to the city of Wayne by 
joining a Parent Teacher Organiza­
tion (PTO). “Politics is like a 
snowball,” Haidous says. “You 
become involved with one pro­
gram and want to get involved in 
more.” After serving on the PTO 
he soon realized he wanted to 
become actively involved in other

organizations. So when a fellow 
food-industry employee was killed 
during a 1977 robbery, Haidous 
assisted in the establishment of the 
City of Wayne Crime Prevention 
Committee. He is also involved 
with several other community 
organizations such as the City of 
Wayne Charter Advisory Commit­
tee, the Downtown Revitalization 
Committee, and the Zoning Board 
of Appeals, to name a few, and is 
the past 2nd vice president of the 
Wayne Chamber of Commerce. 
Haidous has received several 
community awards including the 
Chamber of Commerce “Business 
Man o f the Year” and the Wayne 
County Commissioner’s Recogni­
tion Resolution, both in 1991, and 
the Associated Newspapers, Inc.’s 
runner-up award for the “Person of 
the Year” in 1987.

Just this past November, Haid­
ous took a shot at running for a 
position on Wayne’s City Council. 
“I’ve helped candidates in the past 
and someone recommended that I 
run for city council,” he says.
“My kids were excited and Mary 
gave me wonderful support. The 
response from the people was 
overwhelming and the result was 
great.” Haidous was the highest 
vote getter among nine candidates, 
easily winning his seat. Generally 
a city-council term is two years. 
However, candidates that receive a 
large number of votes are asked to 
serve a four-year term. “I’m very 
proud of my service to the com­
munity, and the people around me 
make me feel that they’re proud of 
me too. I can’t thank them 
enough.”

Al and Mary reside in Wayne 
and have five children, Sarah, 
Rhonda, Norman, Lena and Dania.

A close friend of Haidous who’s 
retiring and plans to move to 
Arizona asked Haidous what he 
will do when he retires. “I’ll stay 
in Wayne,” he responds. “There 
are good, quality people in this 
community. I know I’ll always 
have a home in Wayne.”

BUSINESS OWNERS -

INCREASE
YOUR
PAYPHONE
PROFITS!!!
• State-of-the-art Phone 

Technology

• Looks and Operates 
Like Bell Phones

• Fully Programmable

• Remote Diagnostics
Now Earn Profits from 
Long Distance, too!!!

BUY YOUR PAY PHONES FROM

MIDWEST AUTOTEL 
SERVICES, INC.

Ed Betel, Owner 

1 (313) 960-3737
3160 H aggerty Rd., Suite M 

West Bloomfield, MI 48323
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Good sales skills make happy customers
To ensure customer satisfaction, 

get buyers actively involved 
during a sale by asking questions 
to determine their needs. Then 
treat them the way they want to be 
treated, said Dr. Tony Alessandra, 
business author and professional 
speaker, at the 1993 PM A Con­
vention & Exposition.

The message in his speech, 
“Non-Manipulative Selling,” was 
that getting the customer involved 
in buying is crucial to successful

business relationships. Getting 
customers and keeping customers 
are equally important in today’s 
highly competitive global market­
place.

He contends that traditional 
sales people want to pitch, not to 
understand customers needs, and 
not to relate the relevant aspects of 
the product to those needs.

The nonmanipulative approach 
to selling focuses predominantly 
on information gathering and

service.
“Any salesperson that tries to 

prescribe a solution before under­
standing the customer’s needs 
from the customer’s point of view 
is engaging in sales malpractice,” 
said Alessandra. In general, 
asking questions before trying to 
sell a solution is important and 
asking broad, open-ended ques­
tions first helps the seller deter­
mine what the customer needs.

Alessandra said two decisions

must be made before asking 
questions of the customer:
• Is the person I’m talking to 

more open or more self-con-
tained?

• Is the person more direct or 
indirect?

These two decisions will help 
the seller adapt to the buyer.

He described characteristics of 
self-contained people and open 
people and the three channels of 
communication they use. The 
three channels are verbal, the 
words they use; vocal, the intona­
tion of their words; and the vi­
sual, which is the body language.

Self-contained people:

• are more guarded, meaning 
they do not show or share their 
feeling or thoughts readily or 
willingly;

• use limited or controlled body 
language;

• tend to keep a distance physi­
cally and mentally; mentally, 
they share information only on 
a need-to-know basis; and

• emphasize the verbal channel 
of communication.

Open people:

• share their thoughts;

• use more-animated body 
language;

• use more vocal intonations; 
and

• emphasize the vocal and visual 
channels of communication.

Alessandra said indirect people 
are slower-paced, less-assertive, 
patient and cautious. Their drive 
is not to be wrong, and they tend 
to focus on quality of work.

Direct people are faster-paced, 
more assertive, impatient and 
spontaneous. Their driving need 
is to accomplish as much as 
possible, and they tend to focus 
on quantity.

PM A Freshline

Take advantage of 
Michigan's liquid assets.
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Is this sign in your window?
We think it 

should be.
The Tobacco 

Institute can help 
you if it isn’t.
Join the thou­
sands of retailers 
across the coun­
try already 
displaying this 
sign to demon­
strate that they 
observe state 
laws prohibiting 
the sale of 
tobacco products 
to minors.

Since the “It’s the Law” pro­
gram was launched in 
1990, more than 1.9 
million stickers, decade 
and other materials 
have been distributed 
to businesses nation­
wide through this 
voluntary effort under­
written by the tobacco 
industry.

No one wants to­

bacco products in 
the hands of young 
people. This sign 
on your front 
window, on product 
displays and at 
point-of-purchase 
reminds customers 
of your commit­
ment to verify age 
and obey the law.

Sign up today. 
Return the coupon, 
and the Tobacco 
Institute will send 
you the free mate­
rial you need to get 

this program in your store.

I T 'S  THE 
LAW

WE DO NOT SELL 
TOBACCO PRODUCTS 

TO PERSONS UNDER 18
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It only takes a moment to get involved!
by Jamal Garmo,
AFD board member and
vice president o f Galaxy Foods
Superstore

What can the AFD do fo r  me?

What can the AFD do fo r  my 
business?

These are the questions that are 
asked quite frequently as we 
survey the membership and at­
tempt to recruit new members.

The answer, quite honestly, is 
nothing if you are not willing to 
get involved.

For some, involvement means 
running for a position on the AFD 
board of directors; or, serving on 
one of the different committees 
that AFD offers. For others, 
involvement means attending the 
annual dinner, attending our 
annual trade show or taking 
advantage of our many services. 
There is a full plate of activities 
designed to appeal to a broad base 
of membership.

The response, many times 
though, is, “I’m a small business 
person, I don’t have the luxury of 
attending committee meetings, or I 
just can’t get involved in anything 
extra.”

There is a way, however, to 
become meaningfully involved 
without giving up your time. You 
can use the AFD as a fool to help 
your business.

The method of involvement is 
communication. Write to us. Tell 
us your opinions on public policy 
so that the AFD can be an effec- 
tive force in representing you and 
your interests in the public arena.

Not only will the AFD represent 
you better in the public arena if 
you just take a moment to write or 
fax your thoughts; but the greater 
the percentage of membership that 
responds, the greater our impact 
on decision makers will be. The 
AFD has been a powerful force in 
Lansing. Take advantage of this

and let us know how you feel on 
the issues of the day.

Today, for example, the issue is 
school finance reform.

The Ballot Plan vs. the Statutory 
Plan.

Should the AFD take a posi­
tion?

It’s your call.
The more we hear from you the 

better we can represent you and 
your interests, and the better the 
AFD will serve you.

Get involved!

Please address correspondence 
to: Joseph D. Sarafa,

Executive Director,
18470 W. Ten Mile Rd„ 
Southfield, Michigan, 48075 
or fax your letter to 
(810) 557-9610.

The eyes have it!
The eye of round is the 

leanest of all beef cuts, with 
only 142 calories and 4.16 
grams of fat per 3-ounce 
cooked serving. That 
serving has just 59 mg of 
cholesterol, while providing 
39 percent of a male’s and 
49 percent of a female’s 
RDA for protein.

Oklahoma Beef Council

COVERAGE
WHERE

YOU
NEED

IT.

Michigan’s Largest and 
Most Experienced 
HMO Offers:
No Paperwork!
No Deductibles! 
Worldwide 
Emergency 
Coverage!

Your health deserves the best.
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BST supplemented milk moratorium causes controversy
Last November, the Food and Drug 

Administration (FDA) approved the 
use of bovine somatotropin (BST), a 
growth hormone which is used to 
supplement cows’ milk production. 
On February 5, the 90-day morato­
rium was lifted, providing milk pro­
ducers the option of using the hor­
mone.

Consumer groups have put the 
pressure on stores to boycott or label 
milk from BST-treated cows. Ac­
cording to the National Grocers Asso­
ciation, retailers nationwide have re­
ceived letters from the Pure Food 
Campaign threatening to have their

stores boycotted if they fail to return a 
company pledge promising that the 
dairy products sold in the store will 
come only from cows that are not 
treated with the bovine growth hor­
mone (BGH or BST).

In approving BST, FDA Commis­
sioner David Kessler stated that “the 
public can be confident that milk and 
meat from BST-treated cows is safe 
to humans.’’ BST is a protein hor­
mone, not a steroid hormone, that all 
cows produce naturally. It helps cows 
produce milk and is present in all 
milk at low levels. According to the 
American Dietetic Association

(ADA), “The evidence is clear that 
BST does not change the composition 
of milk, and consumers should have 
complete confidence in the milk sup­
ply.” The ADA adds that there is no 
scientific way to distinguish between 
milk from cows given BST supple­
ments and that from other cows. They 
say that BST is destroyed during di­
gestion like every other protein.

Even though the FDA and the ADA 
claim BST is totally safe, consumer 
groups are still wary and some grocers 
may choose to boycott milk from 
cows treated with BST and/or label 
that milk which comes from non-

treated ‘ 
cows.

Certify­
ing that 
your milk 
is free of 
BST may
put you at legal risk, some legal ex­
perts say. Once the sale of BST be­
came lawful in February, a substantial 
number of dairy farmers nationwide 
began using BST. Because the com­
mon practice is to pool milk for pro­
cessing and distribution, it is possible 
that most milk will contain BST. This 
makes it extremely difficult for a pro­
cessor or distributor to claim truth­
fully that the milk in his products is 
derived from BST-free cows. Under 
these circumstances, processors, dis­
tributors and retailers would be at risk 
of violating the Federal Drug and 
Cosmetic Act or the Federal Trade 
Commission Act to label, advertise or 
guarantee BST-free milk products.

If you chose to label your milk, be 
certain to do it correctly. Because of 
the presence of natural BST in milk, 
no milk is “BST-free,” and a “BST- 
free” labeling statement would be 
false. Instead, the concept would bet­
ter be formulated as “from cows not 
treated with BST.” However, even 
such a statement, which asserts that 
BST has been used in the production 
of the subject milk, has the potential 
to be misunderstood by consumers. 
Without proper context, such state­
ments could be misleading. Such un­
qualified statements may imply that 
milk from untreated cows is safer or 
of higher quality than milk from 
treated cows. Such an implication 
would be false and misleading.

FDA believes such a misleading 
implication could best be avoided by 
the use of accompanying information 
that puts the statement in a proper 
context. For example, accompanying 
the statement “from cows not treated 
with BST’ with the statement that 
“No significant difference has been 
shown between milk derived from 
BST-treated and non-BST-treated 
cows.”

Educate your customers. A copy 
of a camera-ready brochure that may 
be duplicated for distribution in your 
stores is available through the AFD 
(810-557-9600). The ADA also has a 
Consumer Nutrition Hot Line (1-800- 
366-1655) which has a recorded mes­
sage regarding BST. A registered di­
etitian will respond to questions be­
tween 10 a.m. and 5 p.m. Monday 
through Friday. In addition, Mon­
santo, a major manufacturer of BST, 
would be pleased to provide you with 
information for your customers or ad­
vise retailers on how to respond to a 
boycott or a threatened boycott of 
your store. Call Monsanto’s Lisa 
Watson at (314) 694-1000.

PROS IN  FROZENS When it comes to frozens, who knows
more than....McMahon & McDonald, of course. Our sales professionals have the category knowledge 
to put together effective frozen foods merchandising programs. Their know-how coupled with leading 
brands can help bring more turns and profits to your frozen food department.

McMahon & McDonald represents leading frozen food brands such as Van de Kamp Seafoods,
Pet Ritz Pie Shells, Orlando Garlic Bread, Lenders Bagels, SunKist Orange Juice, Rich’s Bread 
Doughs and Coffee Creamers, Old Orchard Apple Juice, Freezer Queen Entrees, Singleton Seafoods, 
Hormel Quick Meals and DownyFlake Waffles.

Enlist the merchandising professionals at McMahon & McDonald and increase your frozen food 
profits. Thank you for your continued support of these leading brands.

It's all about attitude.
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ALL SUPPLIERS 
ARE NOT

CREATED EQUAL

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

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

Legislative Update

Legislation seeks expansion 
of daylight-saving time

Legislation has been introduced 
by Rep. Edward J. Markey (D-MA) 
and Carlos J. Moorhead (R-CA) that 
would lengthen daylight-saving time 
by three weeks. The bill, known as 
the “Daylight-Saving Time Exten­
sion Act of 1993,” proposes to begin 
daylight-saving in mid-March and 
end on the first Sunday in Novem­
ber.

Supporters of the proposal assert 
that extended daylight-saving hours 
are known to improve traffic safety.

Extended daylight-saving time 
should further benefit convenience 
stores by extending recreational 
hours, thereby increasing retail busi­
ness for activities such as barbecue 
cookouts. The bill is currently 
awaiting a committee hearing and 
similar legislation is expected to be 
introduced to the Senate.

The Missouri Grocer

Incidental commercial use 
of radio and television 
broadcasts

“The Public Accommodations Ex­
ception Act of 1993” (H.R. 3288) is 
sponsored by Rep. Craig Thomas (R- 
WY) and would amend current copy­
right law to allow the royalty-free in­
cidental use of radio and television 
broadcasts in public establishments 
such as restaurants, bars and taverns

FDA releases updated 
model food code

The Food and Drug Administration 
has published the 1993 edition of the 
Food Code, a reference that guides 
retail outlets such as grocery stores on 
how to prepare food to prevent food- 
borne illness. The “Food Code” is 
compatible with the HACCP concept 
and terminology. The new code up­
dates and combines into a single 
document three former editions that 
separately covered food service estab­
lishments, food vendors and food 
stores. The “Food Code” is intended 
to serve as a model for local, state and 
federal food safety rules. It is not a 
federal law or regulation and it does 
not preempt state or local laws. The 
Food and Drug Administration has 
said that this model food code will be 
updated every two years. Copies of 
the 1993 Food Code (400 pages) are 
available on computer disk (PB 94- 
501-285/AS; $17.50) or paper copy 
(PB 94-113-941/AS; $23) from: Na­
tional Technical Information Service, 
Springfield, Virginia 22161 at 
1-800-553-NTIS or (703) 487-4650.

i Feds will “sting” retailers 
selling smokes to minors

Grocers and other retailers of to­
bacco products may soon become tar­
gets of undercover “sting” operations, 
thanks to a new Clinton administra­
tion plan to crack down on sales of 
cigarettes to minors.

New rules proposed by the Depart­
ment of Health and Human Services 
would cut federal funding to states 
which do not aggressively enforce 
laws banning the sale of tobacco 
products to individuals under 18. In 
order to comply with the federal rules, 
states would be expected to conduct 
random undercover inspections of re­
tail establishments.

According to the National Grocers 
Association, HHS plans to use under­
age youths who will attempt to make 
illegal purchases.

Retailers caught by these federally 
mandated “sting” operations would 
face fines ranging from $100 to 
$1,000 per violation. Retail chain op-

—erations charged with multiple infrac­
tions could lose their licenses to dis­
tribute tobacco products at all loca­
tions for up to 18 months.

Supermarket Business

Warning label and advertis­
ing legislation proposed

“The Sensible Advertising and 
Family Education Act”
(S. 674 and H.R. 1823) would require 
that all alcohol beverage advertising
carry a series of rotating health warn­
ings. These bills are sponsored by 
Sen. Strom Thurmond (R-SC) and 
Rep. Joseph Kennedy (D-MA). It is 
reported that Sen. Ernest Hollings (D- 
SC) will present this bill for a 
markup. Another bill, H.R. 1230 pro­
posed by Rep. Jim Moran (D-VA), 
would disallow advertising expense 
deductibility for alcohol and tobacco 
companies.

Legislation would require 
on-premise retailers to 
provide benefits to live 
performing artists

“The Live Performing Artists La­
bor Relations Act” (S. 481 and H.R. 
226) are sponsored by Sen. Paul Si­
mon (D-IL) and Rep. Dale Kildee (D- 
MI) respectively, and would require 
on-premise establishments to extend 
employee benefits to performers in 
the live performing arts. Both bills 
will likely make it to the full Senate 
and House for a vote.
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AFD's 1994 Cruise Into Profits Trade Show 
April 13 & 14, Burton Manor, Livonia

Admission into the 1994 Cruise Into Profits Trade Show is FREE to everyone in the food and beverage industry. The law requires that you 
be at least 21 years old to attend this extravaganza. The show hours are April 13, 1994 from 6-9 p.m. and on April 1 4 , 1994 from 1-9 p.m. Call 
Danielle for more information at (810) 557-9600.

T here's alw ays exciting n ew p ro d u c ts  in troduced  at th is Trade Show . In 1994, took for 
Coors' new  clear m alt called ZIM A  and A m ericopy 's new  m ake-your-ow n greeting  
card that incorporates your ow n pho tograph , to nam e a few.

A look back in time at 
AFD’s 1993 western- 
theme trade show

A taste test is a must!

M ichigan Sugar's G len n  Peacock w as 
spo rting  the tough guy cow boy im age for 
h is  custom ers at the show . H e'll be try ing  
for the d is tingu ished  sailor look at the 
"Cruise In to  P rofits" Trade Show  in  1994.

Elsie was on hand to greet all the retailers. 
She is b rin g in g  her son/calf B eauregard 
in  1994 and they  w ill be th rilled  to get a 
free pho tograph  w ith  all attendees.

1994 Trade Show Exhibitors
7-Up of Detroit 

Absopure 
All-Star Foods 
Amato Foods 
AmeriCopy 

American Express 
Ameritech 

Anheuser-Busch 
Awrey Baking 

Better Made Potato Chip 
Blue Cross Blue Shield 

Bollin Label 
Borden Ice-Cream 

Borden Quality Snacks 
Brehm Broaster 

Canandaigua 
Central Alarm Signal 

Central Foods 
Check Point 
Coca-Cola

Consolidated Wines & Spirits

Continental Baking 
Coors Brewing Company 

CoreSource 
DCI Food Equipment 

Eby-Brown 
E.J. Gallo Winery 

Everfresh Juice 
Farmer Peet 

Faygo Beverages 
Frito-Lay

Food Industry Financial 
Garden Foods 

General Wine & Liquor Co. 
Golden Dental 

H & O Distributors 
Health Alliance Plan 

Hobart
House of Seagram 

Items Galore 
J. Lewis Cooper 

Kanter & Associates

KarNut 
Kehe Foods 

Kowalski Sausage 
Kramer Foods 

Ludington News 
Marie Brizard Wine & Spirits 

Melody Farms 
Michigan Bankard 

Michigan Sugar 
Miller Brewing 

MMI Distributing 
Network Real Estate 
Nikhlas Distributors 

North Pointe Insurance 
Nu-Ad 

Ovenfresh 
Pabst Brewing 

Pepsi-Cola 
Pfeister Company 

Pointe Dairy 
R.M. Gilligan

S. Abraham & Sons 
Scot Lad 

Schafer Bakeries 
Sherwood Foods 

Steve Conn Associates 
Stark & Company 
Shearer’s Snacks 

State Wide Financial 
Spartan Stores, Inc. 
Sunshine/Salerno 

Stroh Brewing Co.
Taystee Bread 

Tombstone Pizza 
Tom Davis & Sons Dairy 
Tony’s/Red Baron Pizza 

Traveler’s Express 
Union Ice

United Distillers Glenmore 
V.I.P. International 

Variety Foods 
West End Products
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Government Profile
Asha Shah—Managing challenges 
and priorities at the MLCC

Asha Shah, the 
business manager and 
chief operating officer 
for the Michigan 
Liquor Control Com­
mission (MLCC), says 
she is challenged by 
her job as the state 
agency redefines how 
it operates and changes 
some of its priorities.

“Change is always challenging,” 
says Shah. “The MLCC is rede­
fining its distribution system, 
actively examining the entire 
licensing process in order to 
improve it, and is adding a new 
focus on alcohol awareness as part 
of its control efforts.”

In discussing privatization—a 
hot topic among Michigan’s retail 
liquor licensees, including AFD 
members—Shah said privatization 
will mean changes for licensees as 
well as the MLCC. In outlining 
the major features of the privatiza­
tion plan, Shah noted that the state 
has been divided into four distribu­
tion districts. Potential contractors 
could bid on one or more of the 
districts as part of their bids.
Under the new system, each 
licensee will receive free delivery 
every two weeks and licensees 
who order at least 20 cases each 
week will receive free delivery 
every week. During the holidays, 
Shah said, licensees will receive 
free delivery each week regardless 
of order quantity.

The MLCC will continue to take 
orders for spirits and will have an 
interactive system with the con­
tractor to process liquor orders.
The distribution contractor(s) will 
be required to install a toll-free 
800 number to address problems 
or questions which licensees may 
have with their orders.

According to Shah, the Michi­
gan Department of Management & 
Budger expects to award the 
contract(s) soon. Shah noted, 
however, that the contract(s) will 
not be implemented until all 
administrative appeals are ex­
hausted. She also emphasized that 
the MLCC will keep licensees 
informed as the next steps of the 
process move forward.

In discussing other activities 
which arc occurring at the MLCC, 
Shah pointed to some positive 
programs which will benefit both

licensees and the 
general public.

As a result of the 
Commission’s empha­
sis on improving the 
licensing process, Shah 
appointed a task force. 
“The purpose of this 
task force,” Shah 
explained, “ is to 
systematically review 

our procedures, manual and 
computer systems, forms and 
regulatory requirements.” The 
task force is identifying points 
which could delay processing of 
application within the MLCC and 
determining how to improve work 
flow. As part of its change, the 
task force is also determining the 
impact of potential change on the 
overall regulatory functions and on 
applicants and licensees.

“Frequently,” said Shah, “there 
are delays in local government 
approvals which are required for 
certain types of licenses.” She 
said that'the Commission hopes to 
improve communications with 
applicants and licensees as well as 
local governments so that all 
parties understand the review and 
investigation process better.

In discussing the Commission’s 
new education initiatives, Shah 
said, “One of the roles of control 
states, such as Michigan, is to 
focus the collective impact of 
alcohol regulation and education 
as a means of combating alcohol 
abuse. Because of the complexity 
of alcohol issues, she said, “the 
Commission has formed strategic 
partnerships with both the public 
and private sector to promote 
alcohol-awareness programs.”

As an example, Shah said she 
was pleased with the success of 
the 1993 college student leader­
ship conference on alcohol issues. 
She cited the importance of private 
sponsors, such as the AFD, in this 
effort. The AFD was one of 
several private companies and 
associations which helped to 
underwrite the conference ex­
penses. “Our goal at this confer­
ence,’' said Shah, “was to increase 
the awareness of alcohol issues by 
college student leaders and to get 
them involved in making a differ­
ence on their campuses.” The 
MLCC has had excellent feedback 
and is now planning a conference

for the fall of 1994.
“It’s exciting to move in a 

positive way to help address the 
problems associated with alcohol 
abuse,” said Shah. Since the 
beginning of this new initiative, 
the Commission has viewed retail 
liquor licensees as important 
partners. “Licensees are often the 
first line of defense in fighting 
underage consumption and drink­
ing and driving,” said Shah, “and 
we welcome their input and 
participation.”

In the midst of change in the 
1990s as government redefines 
itself to become both leaner and 
more responsive, Shah said that 
the Commission will continue to 
use selective licensing and strict 
enforcement as a means to help 
protect both the public and those 
who use good business practices.

“We see small businesses, such 
as many of those owned by AFD 
members, as being an important 
part of the community. Many of 
our regulations, such as uniform 
pricing for take-out spirits, may 
seem outdated to some people but 
actually serve to keep small

businesses competitive with the 
chains and larger retailers,” said 
Shah. She emphasized that in 
addition to protecting the small 
business, this type of regulatory 
practice also prevents “price wars” 
which can be detrimental to public 
health when they stimulate extra 
consumption of alcoholic bever­
ages.

“I look forward to working with 
the Commission, the MLCC staff, 
the business community and the 
public,” says Shah. “We don’t 
always have the same perspectives 
on every problem—but resolving 
some of our differences and 
making things work is what makes 
it challenging.”

Shah holds a masters of com­
merce from the University of 
Calcutta and a masters degree in 
business administration from 
Eastern Kentucky University. 
Before joining the Commission as 
the director of financial manage­
ment in 1989, Shah worked for the 
private sector. She and her hus­
band, Dhiraj, live in Okemos and 
have two sons attending the 
University of Michigan.
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AFD opposes Clinton 
health care plan

President Clinton’s State of the 
Union address featured health care 
reform as its centerpiece. The 
President has been quietly building 
a campaign-style network over the 
last few months as he begins a 
strong effort to pass his health care 
reform plan in 1994. As a result, 
Mr. Clinton is within reach of 
pulling together the votes he 
needs.

Unless business makes its voice 
heard now, quick passage of the 
administration’s proposal is a very 
real possibility.

The AFD believes that mean­
ingful reform of America’s health 
care system is essential.

However, we oppose passage of 
the administration’s health care 
bill in its current form. The food 
industry has worked closely with 
the White House on its health care 
proposal; and even though we 
intend to continue working with 
the administration on this issue, 
the current Clinton proposal falls 
far short of our requirements for 
support. Building an enormous 
new government bureaucracy to 
intrude into the health care deci­
sions of all Americans is the 
wrong approach.

Our decision to oppose passage 
of the President’s bill is based on 
the belief that a more moderate 
approach targeting those problems 
of greatest concern to the nation is 
necessary to draw the true biparti­
san support such an issue de­
mands. Our primary concerns are 
as follows;

• First, the administration’s plan 
is unnecessarily sweeping in 
scope and radical in content. A 
big-govemment solution is not 
the right approach to America’s 
health care needs.

• Second, the costs associated 
with this proposal are unaccept­
ably burdensome for smaller 
companies, posing a very real 
risk of choking off the only 
meaningful source of job cre­
ation in this economy.

• Third, no significant relief is 
provided to companies, includ­
ing union operators, that 
already bear the burden of 
high-cost plans.

There are a number of alterna­
tive proposals being discussed in 
the Congress that could go a long 
way toward solving the problems 
with our health care system 
without the negative conse­
quences of the Clinton plan. 
Among these are proposals by 
Cooper-Crandy, by Congressman 
Michel, and by Senator Chafee. 
None are perfect, but these bills 
take important steps in the right 
direction.

In addition to proposals already 
on the table, the Republican 
leadership is now engaged in a 
serious effort to craft a new 
alternative that could attract 
bipartisan support. It is our hope 
that the President himself will 
support a more moderate ap­
proach before the debate is 
settled.

The AFD intends to make our 
position clear to our government 
and we encourage you to do the 
same. Please write to our repre­
sentatives in Congress and tell 
them your position. The ad­
dresses are listed below.

United States Senators
Carl Levin (D-Detroit)
459 Russell Senate Office 

Building
Washington, D.C. 20510 
(202)224-6221

Donald W. Riegle, Jr. (D-Flint) 
105 Dirksen Senate Office 

Building
Washington, D.C. 20510 
(202) 224-4822

United States 
Representatives

James Barcia 
(D-Bay City, District 5)
1719 Longworth House Office

Building
Washington, D.C. 20515 
(202) 225-8171

David Bonior
(D-Mt. Clemens, District 10) 
2207 Rayburn House Office 
Building
Washington, D.C. 20515 
(202) 225-2106 
Dave Camp 
(R-Midland, District 4)
137 Cannon House Office 

Building
Washington, D.C. 20515 
(202) 225-3561

Bob Carr
(D-East Lansing, District 8) 
2347 Rayburn House Office 

Building
Washington, D.C. 20515 
(202) 225-4872

Barbara-Rose Collins 
(D-Detroit, District 15)
1108 Longworth House Office 

Building
Washington, D.C. 20515 
(202) 225-2261

John Conyers, Jr.
(D-Detroit, District 14)
2426 Rayburn House Office 

Building
Washington, D.C. 20515 
(202) 225-5126

John D. Dingell 
(D-Dearbom, District 16)
2328 Rayburn House Office 

Building
Washington, D.C. 20515 
(202) 225-4071

William D. Ford 
(D-Taylor, District 13)
2107 Rayburn House Office 

Building
Washington, D.C. 20515 
(202) 225-6261

Paul B. Henry 
(R-Grand Rapids, District 3) 
1526 Longworth House Office 

Building
Washington, D.C. 20515

(202) 225-3831

Peter Hoekstra 
(R-Holland, District 2)
1319 Longworth House Office 

Building
Washington, D.C. 20515 
(202) 225-4401

Dale E. Kildee 
(D-Flint, District 9)
2239 Rayburn House Office 

Building
Washington, D.C. 20515 
(202)225-3611

Joe Knollenberg 
(R-Bloomfield Hills, District 11) 
1218 Longworth House Office 

Building
Washington, D.C. 20515 
(202) 225-5802

Sander Levin 
(D-Southfield, District 12)
106 Cannon House Office 

Building
Washington, D.C. 20515 
(202) 225-4961

Nick Smith
(R-Addison, District 7)
1708 Longworth House Office 

Building
Washington, D.C. 20515 
(202) 225-6276

Bart Stupak
(D-Menominee, District 1)
317 Cannon House Office 

Building
Washington, D.C. 20515 
(202) 225-4735

FredS. Upton 
(R.-St. Joseph, District 6)
2439 Rayburn House Office 

Building
Washington, D.C. 20515 
(202) 225-3761
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Calendar
March 6-11 Supermarket Operations Management Course (FMI) 

Purdue University . West Lafayette, IN

March 27- Professional Management Course (FMI)
April 1 Hillsdale College, Hillsdale, MI

April 10-14 NABR Convention/Expo
MGM Grand Hotel, Las Vegas, NV

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

April 13-14 AFD Trade Show, Burton Manor, Livonia

April 17-19 7th Annual Supermarket Pharmacy Conference (FMI) 
Mark Hopkins Inter-Continental Hotel,
San Francisco, CA

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

June 25-28 Annual Produce Conference
Santa Barbara, CA

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

What do customers really want?
A study conducted by the National Association of Conve­

nience Stores takes a look at the attitudes and preferences of 
convenience store customers in seven U.S. regions as well as 
Canada. Called the Consumer Attitude Study, findings include:

• Milk was rated the single most important product by con­
sumers.

• Most convenience store shopping occurs between 4 p.m. 
and 9 p.m.

• Clean stores are more important for female customers.

CREATIVE ADVERTISING & PRINTING
For over 27 years , Nu-Ad has serviced the food industry with top quality handbills, 

circulars and inserts that bring your message to your customers with timeliness and 
style; We can also supply all of your standard business printing needs.

H IG H Q U A LITY  • P R O M P T S ER VIC E  • C O M P E TIT IV E  P R IC E S

We'd like to know you. Call for pricing information.

17630 EAST TEN MILE ROAD * EASTPOINTE, MICHIGAN 48021

FOOD& BEVERAGE REPORT, MARCH 1994.....17



Pepsi-Cola Company to boost 
product line & retailer margins

Pepsi-Cola Michigan says it 
is determined to make indepen­
dent retailers’ beverage busi­
ness less worrisome and more 
profitable with a new dealer- 
friendly approach.

Pepsi-Cola Michigan cus­
tomers can now add more than 
63 new brands and packages to 
their list of traditional Pepsi 
choices. According to Pepsi­
Cola, Michigan retailers will be 
able to satisfy consumers' 
continuing demand for their 
soft drinks, as well as the 
increasing desire for ready-to- 
drink iced teas, sports drinks, 
and juices/lemonades— all at 
the same time. With the emer­
gence of Pepsi as a “total 
beverage company” buyers can

enjoy one-stop shopping and 
eliminate new product overload 
with one sales call, one delivery, 
and one invoice-from one com­
pany.

In addition to Michigan’s 
favorite national soft drink brands, 
Pepsi-Cola Co. also carries Lipton 
Original and Lipton Brisk teas (the 
number one name in tea). Ocean 
Spray juice drinks (the number one 
shelf-stable juice in the country 
and Michigan), Ocean Spray 
Lemonade, and the up-and-coming 
All Sport brand, a "great tasting” 
body-quencher isotonic beverage.

One of the newer packages, and 
clearly the most exciting for the 
soft-drink bottler, is the new BIG 
SLAM bottle, a wide-mouthed 1- 
liter single-serve container for its

leading soft-drink products— 
Pepsi, Diet Pepsi, Mountain Dew 
and soon to be Vernors. The BIG 
SLAM guarantees a point -of- 
difference to Pepsi products and 
the dealers who carry it. Further­
more, the BIG SLAM is known to 
be preferred by single-serve 
consumers, and it offers retailers a 
great opportunity to increase 
profits on single drink purchases.

Pepsi-Cola Michigan’s com­
mitment to its customers is based 
on the acknowledged fact that as a 
supplier, their growth depends on 
the growth and prosperity of their 
customers. Clarence Gabriel, 
General Manager for Pepsi- 
Detroit, is convinced that it’s not 
enough to provide selection and 
sales representation. Says Gab­

riel, “Service is critical to our 
customers, especially the 
smaller convenience and inde­
pendent outlets. We cannot just 
throw out all these great prod­
ucts with support. We’re going 
to out-service the competition, 
beginning with free state-of- 
the-art merchandising equip­
ment that meets a customer’s 
specific needs and space limita­
tions.”

A toll-free telephone number, 
extra manpower to handle 
equipment installations and 
resets, and advertising/public 
relations support round out this 
unprecedented effort to grow 
Pepsi-Cola customers’ business 
and profitability.

We’re Taking Workers Compensation 
Costs In A Different Direction

The CoreSource Approach
If you’re buying your workers compensation 

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

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

Local Perspective, National 
Resources

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

million lives.
Proven Results

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

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

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

•Social Security Administration
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Pepsi Brings You... 
63 More Ways 

To Profit!

Your Total Beverage Company 
One Company. One Call.

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

Call 1- 800- 818-8108
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Asparagus Club Scholarship Program
The Asparagus Club is pleased to 

announce the beginning of the 
competition for Asparagus Club 
Scholarships for the 1994-95 
academic year. Asparagus Club

Scholarships are one-year awards 
that range in amount from $500 to 
$1,500. The awards may be used at 
any accredited, non-profit college or 
university in the United States.

The Asparagus Club will award at 
least $75,000 in scholarships for the 
1994-95 academic year to students 
who satisfy the following 
requirements:

Applicants must be high school 
seniors, college freshmen, sopho­
mores, or juniors who:

1. Will be full-time college 
students in the fall of 1994.

2. Have an interest in a career in 
the food industry.

3. Have financial need.
4. Can make or are making 

satisfactory academic progress in 
college.

If you feel that you are qualified for 
an Asparagus Club Scholarship, you

should request an application and a 
descriptive brochure by completing 
and mailing the bottom part of this 
form by April 1 , 1994.

Weights and 
Measures
Keeping balance in 
the marketplace

When consumers make purchases 
at the food store, fill their tanks with 
gasoline at the service station, or buy 
any merchandise by weight or 
measurement, they may think the 
transaction is only between 
themselves and the vendor. It may 
be a surprise to know that every such 
transaction is participated in by a 
third man even though he is not 
present in person.

This “third man” is the weights 
and measures government official 
who checks all weighing and volume 
measuring devices used in sales 
made to the public. For hundreds of 
years, your local weights and 
measures officials have been 
working behind the scenes to protect 
consumers, businesses and 
manufacturers from unfair practices. 
The “third man” is always present in 
spirit, protecting both buyer and 
seller. He is a dedicated man work­
ing quietly and tirelessly to save 
customers money, and to safeguard 
vendors’ businesses. Errors in either 
direction, over and under, will cause 
someone to suffer.

These weights and measures 
officials use highly accurate equip­
ment to inspect scales, meters, 
scanning equipment and packaged 
products at the supermarket. They 
also inspect weighing and measuring 
equipment and packages at 
warehouses, packing plants, feed 
mills, shipping companies, lumber 
yards and gasoline stations. They act 
as a third party to help maintain 
fairness and keep the marketplace in 
balance.

Each year, the first week in March 
is set aside to commemorate the 
enactment of our nation’s first 
Weights and Measures Law of 1799, 
and to increase the awareness of the 
importance of this law. This is one 
week that the “third man” drops his 
anonymity and steps into the spot­
light of appreciation for the job he 
does in behalf of the public and 
merchants. After all, what he stands 
for is just “good business.”

The National Conference 
of Weights and Measures

20.....FOOD & BEVERAGE REPORT, MARCH 1994



Pleasing th e  C ustom er..

The U ltim ate Reward.
Together with our subsidiaries, we serve over 14, 985 customer locations.
Capistar Inc. L&L/Jiroch Distributing Company J.F. Walker Company, Inc.

United Wholesale Grocery Company Shield Insurance Services, Inc.

"C ru ise  In to  Profits" a t o u r  b o o th  # 3 0 7  o r  call Spartan Stores N e w  Business D eve lo p m e n t 6 16 -5 3 0 -4 5 17.
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Products
Mr. Phipps “stalks” 

the competition 
with new lower-fat 

tortilla crisps
Mr. Phipps Tortilla Crisps, new 

lower-fat corn snacks from Nabisco 
Biscuit Company, recently joined the 
line of Mr. Phipps Pretzel Chips and 
Tater Crisps.

The new triangular corn crisps are 
baked and feature a third less fat than 
ordinary tortilla chips. Mr. Phipps 
Tortilla Crisps come in Nacho Cheese 
and Original flavors, with a $2.39 
suggested retail price for the 7.75-

ounce box of Original and the 8- 
ounce box of Nacho Cheese.

“We believe 
this is the first 
tortilla chip that 
delivers a great 
tortilla taste with 
a significant re­
duced-fat ben­
efit,” says John 
Baumbusch,
Nabisco business 
director. “Mr.
Phipps has just 
4.5 grams of fat 
per serving com­
pared to regular tortilla chips that 
have at least seven grams.”

Nabisco is also looking to capital­
ize on the tremendous growth in the 

tortillas market, notes 
Baumbusch. Tortilla chips 
are one of the fastest-grow­
ing segments in the snack 
food industry, with con­
sumers crunching over $1.2 
billion worth in 1993.

With the addition of 
Tortilla Crisps, Mr. 
Phipps now provides 
snacking alternatives for 
the leading salty snack 
segments: potato chips, 

pretzels and tortilla chips.

Zima Clearmalt, which estab­
lished a new category of alcohol 
beverage, is a clear, lightly 
carbonated adult alcohol bever­
age that offers consumers an 
alternative to their mainstream 
choices, including beer, wine, 
wine coolers and mixed drinks.

According to John Neu, Zima 
brand head, Zima has achieved 
market-share levels comparable 
to major wine cooler and beer 
brands in a number of markets 
around the country, and it has 
awareness, trial and usage levels 
comparable to major brands that 
have been on the market for 
many years. Retailers are de­
scribing Zima as one of the most 
successful new alcohol beverages 
they have seen in the past 10 
years, and more than 300,000 
consumers have called the Zima 
Hot Line, the overwhelming 
majority of whom are asking 
questions and offering praise for 
the product.

Zima is being supported in the 
national expansion markets by 
the same aggressive marketing 
strategy that was used for the 
Zima test market introduction 
and phase one expansion. This 
strategy includes a comprehen­
sive advertising campaign that 
features outdoor teaser bill­
boards, television and radio 
spots, and print advertising in 
alternative newspapers. It also 
includes on- and off-premise 
promotions and a highly success­
ful sell-in strategy that introduces 
Zima exclusively in bars and 
restaurants for one month before

See Zima, page 23

Coors Brewing 
Company announces 
national expansion 
of Zima Clearmalt
Zima Clearmalt, Coors Brew­

ing Company’s new alcohol 
beverage “zensation” expanded 
distribution nationally Feb. 7, 
1994.

NORTH P0IN TE 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.

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

Z im a
From page 22__________________

it is available in liquor stores, 
supermarkets and other chain 
accounts to build consumer aware­
ness and trial.

With the national expansion of 
Zima, Coors’ Memphis Brewery, 
where the product is brewed and 
packaged, will increase production 
significantly.

Zima is available in 12-ounce 
bottles and cans that are sold 
individually and in six- and 
twelve-packs. It was also recently 
introduced in 22-ounce bottles.

Zima has received a number of 
awards in 1993, including selec­
tion as one of the Top 100 brands 
in the country in Advertising 
Age’s “Marketing 100”; selection 
by Food Processing Magazine as 
one of the 10 most innovative new 
products of the year; and a first 
place award for New Product 
Beverage in the Glass Packaging 
Institute’s 1993 Clear Choice 
Awards. Zima is marketed by 
Zima Beverage Company, an 
operating unit of Coors Brewing 
Company.

Mexican products 
team up to turn up 

the heat on the 
competition

Taco 
Bell™ 
brand and 
Tostitos™ 
brand 
have
joined fore 
the highly competitive Mexican food 
category.

In just five years, sales o f M exican 
food have doubled to $2.2 billion, 
with projected sales o f  $4 billion by 
1997. However no clear category 
leader has emerged.

Taco Bell™ name recognition 
from combined fast food and super­
market sales and their proven sales 
record, coupled with Tostitos strong 
market share among unfiavored torti­
lla chips, w ill find them poised to 
challenge the growing M exican food 
market.

Extensive consumer programs 
available to the retailer include: point 
of sale material, in-store displays, 
sampling and couponing and promo­
tional tie-ins at Taco Bell™ restau­
rants in the area.

Slow growth in private-label product sales
Retail sales of private-label 

products in supermarkets grew 
only 4.4 percent last year to 
reach $33.9 billion according to 
a new study by Packaged Facts, 
the New York-based research 
company.

Despite state-of-the-art 
packaging, improved quality, 
and a favorable economic 
climate, private-label retail 
sales in supermarkets are 
expected to grow only 4 percent 
to 5 percent per year through

1998, when the market will reach 
$40.9 billion.

According to Packaged Facts, 
favorable factors, such as collaps­
ing major brands, financially 
stressed, penny-pinching consum­
ers; aggressive retailers; and 
compliant major marketers who 
have set up their own private-label 
manufacturing subsidiaries rather 
than fight the trend tooth and nail, 
will not be enough to trigger 
dynamic growth in private-label 
sales.

Commenting on the inability 
of private-label to seize the day, 
David A. Weiss, president of 
Packaged Facts, said, “Well, 
when it comes right down to it, 
there’s no underestimating the 
power of a name brand.” 

Nonetheless, he feels “...pri­
vate-label has reestablished 
itself, and for the private-label 
marketers ready to take advan­
tage of this fact, there is fertile 
ground for growth.”

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 and access to your funds within 24 hour along with benefits 
which include;

INCREASE YOUR SALES BY 
ACCEPTING CHARGES SALES...

* 24 hour, seven days, toll-free Customer Service;
* a detailed monthly statement;
* an optional electronic printer that prints receipts and daily management options;
* customer convenience;
* larger sales.

Rated #1 by Visa and MasterCard for the 
lowest percentage of chargebacks in the U.S.!
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Public Relations

Creating effective print ads
By Michele MacWilliams 
Editor

This column is dedicated to 
making the most of your newspa­
per and magazine ads. Below you 
will find 14 question to ask your­
self about your current ads. These 
are not to be taken as rules but as 
suggestions to help you gage the 
effectiveness of your ad:

1. Can you tell at a glance what 
you’re selling and how much 
it costs?

Your ad has to convey what you 
are selling in a fraction of a 
second.

2. Is your ad easy to read?

Try to look at your ad with a 
subjective eye. Is the type too 
small, cluttered, of poor quality? 
All these factors add up to 
readability.

3. Does your ad require a photo­
graph?

“A picture is worth a thousand 
words” really holds true in 
advertising. Why struggle with 
a description when a photograph 
can say it all?

4. Are the copy and headline 
benefit oriented?

Rather than just listing the 
features of your business, list 
the benefits of its customers.
As an example, instead of

telling them that it cost less, tell 
them that because it cost less it 
will save them money.

5. Is your ad graphically attrac­
tive?

Although an ugly ad will draw 
attention, it won’t draw confi­
dence. If customers don’t have 
confidence, they will be reluc­
tant to give it a try. An attrac­
tive ad is easier to look at and 
therefore easier to read.

6. Is your ad large enough?

Consider your competition: 
What size ad are they display­
ing? How does your ad com­
pare?

7. Should there be more color in 
your ad?

Again, consider the competi­
tion. Studies indicate that color 
sells. If you can visualize where 
you would like to see color in 
your ad, chances are it should 
be there for maximum effect.

8. Is you ad visible enough?

Consistency is crucial in order 
to keep your company in the 
customer’s mind. A single ad in 
a daily newspaper is unlikely to 
bring in masses of new patrons. 
Assess your budget and plan to 
run your ads on a continual 
basis.

9. Is the style of your ad consis­
tent to insertion?

Design consistency is important 
so consumers can identify your 
ad and business at a glance. It 
helps people become familiar 
with what you have to offer.

10. Are you representing your 
company in a favorable light?
Messy, unorganized ads can 
lead customers to believe that 
your company is messy and 
unorganized.

11. If coupons or special offers 
are used, are they easy to 
understand?

I once dined at a restaurant 
because they advertised a 
special all-you-can-eat spaghetti 
dinner. Upon ordering we 
discovered that spaghetti was all 
that was included in the special 
price. Salad, bread and bever­
ages were extra. Because their 
ad deceived me, I never re­
turned.

12. Is your location and phone 
number clearly visible?

Your ad will do no good if 
potential customers can’t find 
your business.

13. Is your company’s name 
visible?

As silly as this sound, ads do 
appear without a visible name or 
logo.

14. Have you considered paying 
extra for preferred position?

Many magazines charge extra 
to ensure that your ad will run 
on the same page, or cover, 
every month.

Michele MacWilliams is editor of this 
publication and president and 
founder of Metro Media Associates, 
Inc., a public relations and advertis­
ing agency located in Clarkston. She. 
can be reached at (81O) 625-0070.

SBA offers 
innovative 

loan-aid software
The Small Business Ad­

ministration (SBA) has devel­
oped a reputation for trying 
hard—really hard—to help 
smaller American firms with 
loans and other assistance. 
Pooling its resources with the 
nonprofit National Business 
Administration, the SBA has 
developed a free computer 
program called “First Step 
Review.”

This software asks a series 
of questions and requests 
financial data on your busi­
ness, rating your answers as 
you proceed. If you score at 
least 70 on the overall analy­
sis, says SBA, you have a 
good chance of securing a 
loan—though a high score 
doesn’t guarantee approval. If 
you fall below 70, you should 
concentrate on areas in which 
your business is weak and 
take steps to improve your 
“loan appeal.”

Basically then, “First Step 
Review” reveals in some 
detail what business leaders 
are looking for. To obtain a 
free diskette, call the National 
Business Administration at 
1-800-456-0440.

Comprehensive Communique
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The best
dental plan in Michigan 
is still available to you 

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

Golden Dental Plans 
29377 Hoover Road 

Warren, Michigan 48093

1 - 800-451 - 5918



What's Happening At The Michigan Lottery?

Lottery offers retailers chance to boost sales with exciting plans
by Michigan Lottery Commissioner 
terry R. Crandall

The Michigan 
Lottery kicked off 
1994 with several 
exciting promo­
tions—all aimed 
at helping you, 
our Lottery retail­
ers, increase sales 
and profits.

To start, the 
Lottery ushered in
the New Year with the third printing 
of “Wild Time.” Players have gone 
“wild” over this new style of instant 
game that offers up to 10 chances to 
win on each ticket! Moreover, each 
new printing of “Wild Time” has its 
own set of winners—which means 
more winners for your customers and 
more redemptions for you!

In February, the spotlight was on 
“Cash 5.” The Lottery ran a special 
“Buy Four Cash 5, Get One Free” 
coupon in major newspapers state­
wide. The coupon, which offered five 
plays for the price of four, was de­
signed to encourage “Cash 5” play 
four times per week—every Monday, 
Tuesday, Thursday and Friday.

In addition to increasing the player 
traffic through your store, the “Cash 
5” promotion helped reinforce our 
message to players that now they 
have an opportunity to win thousands 
of dollars by playing little lotto “Cash 
5” four times each week, and millions 
of dollars by playing Michigan Lotto 
two times each week—every Wednes­
day and Saturday.

In March, the focus will be on 
Michigan Lotto. An exciting second- 
chance sweepstakes called Michigan 
Lotto “Break the Bank Sweepstakes” 
will be a five-week drive to boost 
Lotto sales in your store. The new 
sweepstakes will also help build over­
all Lotto excitement, encourage $5 
panel play and increase your Lottery 
profits.

The Lottery will give away five 
prizes of $10,000 each week for five 
weeks (25 prizes worth a total of 
$250,000) in March and April.

This second-chance giveaway is 
designed to build interest and aware­
ness in the new Michigan Lotto game. 
The aim of the promotion is to offer 
current and potential players an incen­
tive to play and or sample the Michi­
gan Lotto game; thereby helping to 
establish its presence in the market­
place.

“Break the Bank" will be sup­
ported by radio advertisements, public 
relations and point-of-sale materials.

To enter the "Break the Bank 
Sweepstakes,” players just send in a 
non-winning Michigan Lotto ticket 
that has five wagers for any single

drawing conducted from March 2 
through April 2 ,  1994, to: Break the 
Bank Sweepstakes; P.O. Box 58000; 
Detroit, Ml 48258-0001.

Each entry is good for one week’s 
drawing, and all entries must be re­
ceived by the close of business on 
April 19, 1994. Details on the promo­
tion are available at Lottery retailers 
statewide.

The Sweepstakes winners will be 
announced each week on the “Michi­
gan Lottery Megabucks Giveaway” 
TV game show in March and April.

In addition, the Lottery will intro­
duce two new instant games in 
March, “Lucky 8’s” and “High Card.” 

Players can win up to $888 in the 
“Lucky 8’s” instant game which goes 
on sale March 7. If players match 
three “8’s” in any row, column or di­
agonal, they win the prize shown in 
the prize box.

“High Card” offers players the 
chance to win up to three times on 
each ticket—up to $3,000 in cash 
prizes. There are three separate

games on each High Card instant 
ticket. If “your Card” beats the 
“Dealer’s Card,” you win the prize 
shown for that game. This new game 
goes on sale March 21.

Our plan is to keep Lottery excite­
ment alive with more promotions 
throughout the year. I encourage you, 
as a Lottery retailer, to keep the mo­
mentum building with in-store pro­
motions, ask for the sale and promi­
nently placed point-of-sale materials.

ATTENTION
ALL A.F.B.
MEMBERS!

A.F.D. announces the endorsement of 
American Express Money Orders and MoneyGram,

and the MCI Phone Cash Card.

W hat’s in it for you?
•Special Money Order Pricing 
•Special Money Order Machine pricing 
•Special Commission on MoneyGram

FOOD & BEVERAGE REPORT. MARCH 1994.....25



THE TWENTY-NINTH ANNUAL

FOOD MARKETING CONFERENCE
AT

WESTERN MICHIGAN UNIVERSITY 
March 21 & 22, 1994

FEATURED SPEAKERS

Joseph Antonini 
Chairman, CEO 

K-Mart Corporation

George Garrick 
President, CEO 

Information Resources, Inc.

Earl Holton 
President 

Meijer, Inc.

Michael Sansolo 
Editor

Progressive Grocer

PLUS...HARD HITTING PANEL DISCUSSIONS
MODERATED BY

Ryan Mathews 
Editor

Grocery Marketing Magazine

Thomas Zaucha 
President, CEO 

National Grocers Association

Ted File 
Vice President 

Information Resources, Inc.

PANEL TOPICS
“Rethinking the Food System for Greater Efficiencies”

“Private Label and National Brands, A Closer Look at Variety” 
Executive Roundtable “A Discussion of Issues Affecting Our Industry”

FOR MORE INFORMATION CALL 
THE CONFERENCE HOT LINE AT 616-387-2210
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ASK AFP

I am trying to 
organize my business 
files. What must I 
keep and for how 
long?

Researching
this question
about records

r etention has been
every interesting. Apparently 
here are two issues—the legal 

Requirements and the records 
management plan. Two helpful 
publications that address the 
legal issue are: Record Keeping 
Requirements ($25.00) and Legal 
Requirements fo r  Business 
Records ($1,044) by Donald S. 
Skupsky, published by Informa­
tion Requirements Clearing­
house, 3801 East Florida Ave., 
Suite 400, Denver, CO, 80210 or 
you can call (313) 691-3600.
These publications provide an 
easy way to keep abreast of both 
federal and state regulations 
governing records retention.

Another way to learn what the 
federal government legally 
requires you to retain is to refer 
to the Code o f Federal Regula­
tions, or you can obtain a copy of 
“Guide to Records Retention 
Requirements in the Federal 
Code of Regulations” for $ 15.00 
from the Government Printing 
Office in Washington, D.C. by 
calling (202) 783-3238. It is also 
available at over twenty U.S. 
Government Bookstores located 
in major cities throughout the 
country. To investigate what 
state requirements exist, it is 
recommended that you call your 
State Library and inquire what 
state statutes govern records 
retention. Each state requires 
you to retain specific human 
resource documents and financial 
records. In addition, your ac­
countant and/or lawyer should be 
able to help you determine what 
records you need to keep. You 
must keep enough to satisfy any 
audits, but keeping things unnec­
essarily can be a problem, espe­
cially in litigation. In a lawsuit 
you may be required to produce a 
record that you have even if you 
weren’t legally required to store 
it in the first place.

National Association o f  
Convenience Stores

The color of profit
Does profit have a color? Different colors evoke a range of 

feelings and emotions which affect a customer’s image of a 
product or service. So what is associated with some “product 
colors”?

Red: excitement, speed, power, danger, love, warmth 
Yellow: vitality, newness, good cheer, happiness 
Orange: sociability, playfulness, vibrancy 
Green: freshness, coolness, growth, springtime 
Incidentally, what is the future “hot” color? The color that will 

take us into the 21st century will be teal.
Fresh News

For Over 80 years
Has Been

Absolutely
Michigan!
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People

Food Institute names 
marketing coordinator

The Food Institute announced 
that Ivy. R. Ellenberg has joined 
the Fair Lawn, NJ-based trade 
association’s staff as marketing 
coordinator, responsible for the 
marketing of the organization’s 
weekly and special publications.

After completing her MBA in 
international marketing from 
George Washington University, 
Ms. Ellenberg gained experience 
in marketing, research and interna­
tional finance with such firms as 
Paine Webber, The Federal Re­
serve Board of Governors, family- 
owned restaurant operations, and 
most recently, her own firm 
specializing in computerized 
calligraphy and invitations.

Founded in 1928, the Food 
Institute is a nonprofit interna­
tional food trade information and 
reporting association serving 
member companies in all 50 U.S. 
states and over 40 foreign coun­
tries.

Heinz board
The H.J. Heinz Company board 

has elected as a director Edith E. 
Holiday, former assistant to the 
President and secretary of the

Cabinet in the Bush administration 
and former General Counsel of the 
U.S. Department of Treasury.

This increases board member- 
ship to 18.

Ms. Holiday, 41, an attorney, 
currently serves on the board of 
directors of Amerada Hess Corpo­

ration; Bessemer Trust Company, 
N.A.; Bessemer Trust Company of 
New Jersey; and Hercules Incor­
porated.

She practiced law for seven 
years with law firms in Washing­
ton, D.C., and Atlanta, Georgia.
In 1984 Ms. Holiday became 
executive director of the 
President’s Commission on Execu­
tive, Legislative and Judicial 
Salaries. She later worked as chief 
counsel and national financial and 
operations director for the 1988 
George Bush Presidential cam­
paign.

In 1988 Ms. Holiday was 
appointed by President Ronald 
Reagan as counselor to the secre­
tary and assistant secretary for 
public affairs and public liaison in 
the United States Department of 
Treasury. The following year, 
President Bush named her general 
counsel for the United States 
Treasury Department. She became 
assistant to the President and 
secretary of the Cabinet in 1990 
and served in that capacity until
1993.

She earned her B.S. and juris 
doctor degrees from the University 
of Florida.

Ms. Holiday is a trustee of the 
National Child Research Center.

She and her husband, Terrence 
B. Adamson, and their children 
Terry, Kate and Elizabeth, reside 
in Washington D.C.

Coca-Cola announces 
management changes

Orlando McCorvey, vice 
president of sales and marketing, 
Metro Division of The Coca-Cola 
Bottling Company of Michigan, 
has been selected to attend Coca- 
Cola University beginning Febru­
ary 14, 1994. This in-depth 
training program is designed to 
foster an accelerated development 
of Coca-Cola managers. At the 
completion of this 12-week 
program, Orlando will be reas­
signed to another Division within 
Coca-Cola Enterprises.

Marty Miller has been pro­
moted to Division Key Account 
Manager effective February 1,
1994. In his new responsibilities, 
Marty will manage Coca-Cola’s 
Key Account Representatives in 
Michigan.

Marketing changes at 
Michigan Sugar Com­
pany

Michigan Sugar Company 
recently announced two changes in 
their marketing and public rela­
tions department.

Richard J. Brown recently 
joined 
the
market­
ing staff 
as sales 
man­
ager. He 
will
manage 
various 
con­
sumer brokers, coordinate promo­
tion and merchandising programs, 
and develop new product concepts 
for the grocery area.

Before joining Michigan Sugar 
Company, Brown was a regional 
sales manger for Chef America 
frozen foods. He holds a master of 
science degree in systems manage­
ment from the University of 
Southern California. Brown 
earned his bachelor of arts degree 
in English from St. Louis Univer­
sity. He also served as a navigator 
in the United States Air Force, 
including two tours in Southeast 
Asia.

Nancy A. Ryan has been named 
project 
coordina­
tor for the 
public 
relations 
depart­
ment. She 
joined 
Michigan 
Sugar 
Company 
three years ago. In her capacity 
she coordinates the company’s 
parade and festival participation, 
trade show activities and other 
promotional events. Ryan pro­
vides support for all company 
advertising and public relations 
projects. She also is responsible 
for consumer correspondence.

Michigan Sugar Company 
markets their products under the 
Pioneer Sugar, Peninsular and 
Great Lakes brand labels. The 
company is based in Saginaw, and 
is a subsidiary of Savannah Foods 
and Industries, Inc., Savannah, 
Georgia.
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Select the flexible 
health care plan.
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CRIME ALERT
Counterfeit checks passed throughout Midwest

Regiscope of Columbus, Inc. 
recently received information 
regarding counterfeit checks being 
passed. Checks are usually drawn 
on “First Bank” or “First National 
Bank” in a city in the area where 
the checks are passed. The bank 
will not exist. All information is 
typed on the check: date, payee, 
amount and information on the 
memo line. The checks are num­
bered either “2066” or “5521.”
The suspect(s) will write a phone 
number in the top right part of the 
check and a Social Security Num­
ber in the top center. If asked for a 
local address, the suspect(s) will 
put “380” or “308” Henry. The 
check passer(s) were in the Cir- 
cleville area in mid October, 
northwest Ohio November 1, and 
southeast Ohio (Athens & Belpre) 
December 5, 1993. Checks were 
passed in central Ohio in April, 
1992 and southeast Ohio May- 
June, 1991. The ZIP code for the 
company address on the check is 
usually incorrect.

The following is a list of payee 
names used on the checks:

Anderson, Randy or Steve 
Crawford, Randy, Mark or Steve 
Garrison, Randy, Jerry or Steve

Henderson, Mark, Randy or Steve 
Hendrickson, Randy 
Hollingsworth, Randy 
Kirkland, Mark, Randy or Steve 
Paterson, Randy 
Patterson, Mark, Randy or Steve 
Richard, Jerry
Richardson, Randy, Jerry or Steve 
Robertson, Randy or Steve 
Stevenson, Mark, Paul, Randy,

Robert, Ronnie or Steve 
Wilder, Steve
Williams, Randy, Steve or Mark

The suspect(s) always has Mr. 
before the payee’s name.

Company names are usually 
someone’s name and Auto &
Body, Sign & Display, Photogra­
phy, Carpet & Tile, Electrical or 
Pest Control. A few examples are: 
William’s Electrical, William’s 
Pest Control, Inc. or Paul’s Electri­
cal, Inc. All have had “Inc.” in the 
company name.

More than 200 checks have 
been passed in the past several 
months. Checks have been passed 
in Kentucky, Indiana, Illinois, 
Michigan, Minnesota, Missouri 
and Ohio over the past two years.

There may be as many as three 
men passing these checks. They 
are described as:

1. White male, 23-25 years old, 
dark brown hair, 5’8”-10” tall, 
thin build, clean cut, "nice 
looking.”

2. White male, 30-40 years old, 
thinning brown hair, 6’ tall, 
well-dressed.

3. White male, mid-30s, 5’9”-10” 
tall, 220-230 pounds, wearing 
tight-fitting dress clothes. 
Checks have been drawn on

First Bank, First National Bank or 
First American Bank in a city in 
the area the checks are being 
passed. When presenting the 
check to the clerk for cashing, the 
passer may attempt to indicate that 
the check was already approved by 
the store’s management by virtue 
of the numbers inscribed on the 
upper portion of the check. The 
suspect(s) may purchase small 
amounts of groceries or personal 
items in order to cash his “payroll” 
check.

Only a few check are cashed in 
each small community and then 
the check passer(s) moves on.

Check were passed in Athens 
and Belpre, Ohio on December 4 
and 5, 1993. These checks were 
on:

Thomas Glass & Mirror, Inc.

867 W. Frances Ave.
P.O. Box 3362
Athens, OH 46192
The ZIP code is incorrect for 

Athens.
On November 2 7 ,  1993 checks 

were passed in New Concord, 
Ohio and Newcomerstown, Ohio 
on Thomas Photography, Inc. 
(Cambridge) payees: Mr. Steve 
Crawford and Mr. Jerry Garrison.

On November 2 8 ,  1993 checks 
were passed in Wooster, Ohio on 
Danny’s Pest Control, Inc. payees: 
Mr. Jerry Richardson and Mr. 
Mark Crawford.

On December 8, 1993, checks 
were passed in Kenton, Ohio on 
Thomas Pest Control, Inc. payable 
to: Mr. Mark Williams.

On December 1 1 , 1993 checks 
were passed in Arlington, Ohio on 
Thomas Pest Control, Inc. payable 
to: Mr. Steve Williams.

On December 16, 1993, checks 
were passed in Van Wert, Ohio on 
Williams Photography, Inc. pay­
able to: Mr. Randy Robertson.

Any business victimized by this 
scheme is requested to contact 
local law enforcement, the FBI or 
Regiscope of Columbus at (614) 
882-3177.

DCHA Bank Robbery Program pays 
out first reward to AFD member

The Detroit Clearing House 
Association (DCHA) recently 
rewarded a check for $200 to Adil 
Haisha, owner of Alladin Bever­
age in Detroit, through its Bank 
Robbery Poster Program.

A customer recognized a sus­
pected bank robber from a poster 
displayed in Alladin Beverage and 
provided information to the FBI. 
The bank robber was arrested, the 
customer received a $2,000 reward 
and Mr. Haisha received a $200 
reward. More importantly, we can 
all breathe a little easier knowing a 
robber is off the street.

The DCHA mailed 1,000 
posters to Detroit area AFD 
member supermarket and conve­
nience stores, asking the stores’

management to display them in a 
visible location.

Anyone who provides informa­
tion that leads to the arrest and 
indictment of a bank robber is 
eligible for the DCHA’s $2,000 
reward. The DCHA will also pay 
store owners a reward up to $200 
if one of their customers saw the 
ad in their store and qualifies for 
the $2,000 reward.

The DCHA is a group of Michi­
gan banks and savings and loans 
that work together to keep banking 
safe in our area. “Our reward 
program is the most successful 
program of its kind in the coun­
try,” said Fred Goedtel, DCHA 
chairman. “Now we’re reaching

out to the Detroit area AFD mem­
bers to ask them to help make our 
program even more successful.”
A second DCHA poster was 
mailed out in early February. “All 
we’re
asking store 
owners to 
do is post 
our ad 
where 
customers 
can see it,”

explained Mr. Goedtel.
Congratulations Mr. Haisha! 

Together we can help get criminals 
off the streets.

Special agents Robert Casey (left) and Terry Booth (right) o f the FBI
present a check to store owner Adil Haisha. A customer at his store 
identified a bank robber from the DCHA Bank Robbery Poster which 
qualified Mr. Haisha for a reward. The second poster in the program 

was mailed out in early February.
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The holidays aren’t over
Running out of merchandising 

deas? Take advantage of existing 
holidays” to establish promotion 

nemes. There’s a special promo­
on almost every month, from 

February’s National Grapefruit 
Month, to May’s National Herb 
Week, to September’s National 
Mushroom Month.

anuary
National Fiber Focus Month 
National Prune Breakfast Month 
National Hot Tea Month 
National Soup Month 
National Volunteers’ Blood 

Donor Month

February
American Heart Month 
Black History Month 
National Grapefruit Month 
National Cherry Month 
Potato Lover’s Month 
Canned Food Month 
Crime Prevention Week 

(Feb. 6-12)
National Snack Food Month 

March
National Nutrition Month 
National Peanut Month 
National Agriculture Week 

(March 14-20)
Pecan Day (March 25)
National Frozen Food Month 
American Chocolate Week

April
Cancer Control Month 
National Fresh Celery Month 
National Garden Month 
Keep America Beautiful Month 
Earth Day (April 22)

May
Hawaiian Fresh Pineapple 

Month
National Asparagus Month 
National Herb Week (May 2-8) 
National Raisin Week 

(May 1-7)
National Wildflowcr Week 

(May 1-7)
National Salad Month 
National Strawberry Month 
National Egg Month 
National Pet Week 
National Physical Fitness & 

Sports Month
June

National Fresh Fruit and 
Vegetable Month 

National Papaya Month 
National Rose Month 
National Iced Tea Month 
Dairy Month

July
July Belongs to Blueberries 

Month

National Baked Bean Month 
National Ice Cream Month

Septem ber
National 5-A-Day Week 

(Sept. 11-17)
National Mushroom Month 
National Organic Harvest 

Month
National Chicken Month 

October
National Apple Month 
Vegetarian Awareness Month

National Pizza Month 
Crime Prevention Month 
International Microwave Month 
National Popcorn Poppin’ 

Month
National Customer Service 

Week (Oct. 3-7)

November
National Fig Week (Nov. 1-7) 
Tie One On For Safety— 

Nationwide Red Ribbon 
Campaign

December
Domestic Kiwi Fruit Day 
Poinsettia Day (Dec. 12)

Designated Driver is the Life of 
the Party—NACS Anti- 
Drunk Driving Campaign

Many of the sponsoring organi­
zations offer POP materials to 
create the proper atmosphere. The 
Produce Marketing Association’s 
Information Center offers a listing 
of many national and regional 
promotions and their sponsors.
For a free copy, call Lola Van 
Gilst at (302) 738-7100. In addi­
tion, the National Association of 
Convenience Stores publishes a 
National Community Events 
Calendar (703) 836-4564.

For in fo rm a tio n  a b o u t 

cove rage  o ffe red  th ro u g h  the 

A sso c ia te d  Food  D ealers, 

ca ll J u d y  M a n s u r at 

1 -8 0 0 -6 6 6 6 -A F D .

The card
that 
counts.
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Produce wax labeling rules begin soon
Shippers and retailers must soon 

comply with the new FDA wax 
labeling regulations, which be­
come effective in May 1994.

“Unlike the voluntary nutrition 
labeling regulations, the wax 
labeling regulations are manda­
tory,” said Mary Kearney, director 
of issues management for the 
Produce Marketing Association

(PM A ). “The industry must label 
for wax and resin coatings or be 
subject to FDA’s enforcement 
actions."

The regulations, issued last 
year, provide clear direction to the 
industry.

Label requirements:
Shippers, packers, repackers and

retailers of produce treated with 
post-harvest wax or resin coatings 
must label for the coatings. The 
labeling must state:

Coated with food-grade animal- 
based wax, to maintain freshness: 
or coated with food-grade veg­
etable-, petroleum-, beeswax-, 
and/or shellac-based wax or resin, 
to maintain freshness.

These phrases cannot be com­
bined into one declaration. This is 
so consumers, particularly those 
on a Kosher or vegetarian diet, are 
aware of products with animal- 
based wax.

The terms “food-grade” and “to 
maintain freshness” are optional. 
“Lac-resin” may be substituted for 
the term “shellac.”

The agency will not allow the 
phrase, “May have been treated 
with...”

Any dairy-based ingredients in 
the waxes and resins should be 
included in an “animal-based 
wax” declaration.

Signage:
Shippers must label for coat­

ings on shipping containers. 
Packaged fresh fruits and veg­
etables that have information on 
the label (such as product name, 
weight, or brand) must also be 
labeled for wax or resin coatings 
by the packer, repacker or shipper. 
The lettering must be at least one- 
sixteenth of an inch. This require­
ment also applies to packaged 
fruit baskets.

Retailers must use the above 
phrases on signage with a list of 
commodities under each phrase.

The FDA regulations require 
that the labeling be prominent and 
conspicuous with lettering at least 
one-fourth of an inch high. (The 
one-fourth of an inch refers to the 
height of the lower-case letter “o” 
when both upper and lower case 
lettering is used.)

Depending on the size of the 
department, some retailers may 
need more than one sign to com­
ply with the “prominent and 
conspicuous” requirement.

The FDA doesn’t object to a no 
wax or resin claim for produce 
that hasn’t been coated, but 
doesn’t require such labeling.

Shippers must declare post 
harvest pesticides on the shipping 
container.

Retailers needn’t label for 
pesticides.
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A comparison of the two school finance plans
On March 15, Michigan voters will have the opportunity to choose between two plans that are designed to change the way our schools are financed. 

They are outlined in the Compromise School Funding Proposal. If a majority of citizens vote against the ballot plan, the statutory plan will be enacted. The 
following chart, provided by the office of Representative Thomas Middleton, explains how the two different plans will change the way we pay our taxes. We 
provide this information so that you can make an educated decision when you place your vote on March 1 5 .________________________________________

Ballot Fails (Statutory Plan) Ballot Passes (Ballot Plan)

New Property Taxes Begin this year (1994) Begin this year (1994)
Assessment Lag No assessment lag beginning this year (1994) No assessment lag beginning this year (1994)
Assessment Cap No Assessment Cap Begins in 1995 tax year.
Enhancement Millage An ISD or a local school district may levy enhancement A local school district may levy a maximum of 3 mills for

millage beginning this year (1994). three years through 1996. For years after 1996, only the ISD
may levy enhancement millage.

Income Tax 6% rate begins May 1 , 1994. The 1994 rate will be 4.4% rate begins May 1, 1994. The 1994 rate will be annual-
annualized (5.53%). The rate will be 6% for all tax ized (4.47%). The rate will be 4.4% for all tax years after
years after 1994. 1994.

Sales/UseTax Nochange—remains4%. 6% rate begins May 1, 1994.
Transfer Tax» 1 % rate begins May 1 , 1994, as originally proposed, until 2% rate begins, as originally proposed, January 1 , 1995 until

Senate Bill 999 takes effect, or around April 1 , 1995, when April 1 , 1995 when it would revert to .75%. 
the rate would drop to .75%.

Single Business Tax 2.75 % rate begins May 1, 1994. The rate will be annual- Rate will remain unchanged at 2.35%.
ized in 1994 (2.62%) The rate will be 2.75% for all years 
after 1994.

Tobacco Tax Additional 15 cents/pack begins May 1 , 1994. Additional 50 cents/pack begins May 1, 1994.

KENO No KENO under statutory plan. Lottery commisssion may begin the KENO game at any time
without additional legislative authority.

* Senate Bill 999, which has passed both the House and Senate and is awaiting the Governor's signature (he has pledged to sign it), decreases the proposed 2 percent 
transfer tax in the ballot plan and 1 percent in the statutotory plan to .75 percent. Unfortunately, the measure did not receive enough support for immediate effect. Thus, if 
the ballot plan passed, the transfer tax would be 2 percent as originally proposed from January 1 , 1995 until April 1 ,  1995 when it would revert to .75 percent. For the 
statutory plan, the initially passed 1 percent transfer tax would take effect May 1 , 1994 until Senate Bill 999 takes effect 90 days after the State Legislature concludes this 
legislative session, or around April 1 ,  1995, when the rate would then drop to .75 percent.

M idwest
F orem ost
Voluntary
Food
W holesaler

Talk to us today about serving you

1 - 800 - 537-7738
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SUPPORT THESE AFD SUPPLIER MEMBERS
BAKERIES
Ackroyd's Scotch Bakery & Sausage(313) 532-1181
Archway Cookies................................(616) 962-6205
Awre y Bakeries, Inc.............................................. (313) 522-1100
Continental Baking.........  (313) 591-4132
Koepplinger Bakeries, Inc............................. 967-2020
S & M Biscuit Distributing.............. (313) 893-4747
Sunshinc/Salcmo............   352-4343
Taystec Bakeries............................................476-0201

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

BEVERAGES:
Absopure Water Co.............................1-800-334-1064
Action Distributing.......................................591-3232
American Brokers A ssociation....................544-1550
Anheuser-Busch Co....................................... 354-1860
Bacardi Imports, Inc...................................... 489-1300
Bellino Quality Beverages, Inc......... (313) 946-6300
Brooks Beverage M gt, Inc................(616) 393-5800
Cadillac Coffee...................................(313) 369-9020
Canadian Arctic Beverage................ (416) 676-0201
Canandaigua Wine Co....................... (313) 379-3644
Central Distributors........................... (313) 946-6250
Coca-Cola Bottlers of Mich..........................478-2212
Consolidated Wine & Spirits .......................772-9479
Coors  Brewing Co.................................................(313) 451-1499
Don Lee Distributing, Inc...................(313) 584-7100
E & J Gallo W inery.......................................643-0611
Eastown Distributors......................... (313) 867-6900
Everfresh Beverages.....................................755-9500
F  &  M Coffee.................................................851-5774
Faygo Beverages, Inc......................... (313) 925-1600
Frankenmuth Brewery...................... (517) 652-6183
General L iquor.................................. (313) 868-5100
General W ine..................................... (313) 867-0521
Great Lakes Beverage...................... (313) 865-3900
Hiram Walker & Sons, Inc............................626-0575
House of Seagram.........................................262-1375
Hubert Distributors, Inc.................................858-2340
J. Lewis Cooper Co............................................... (313) 835-6400
Miller Brewing Company....................................(414) 259-9444
Mohawk Distilled Products............. 1-800-247-2982
Mr. Pure Juices..................................................... (312) 379-3000
Nestle Beverages...........  380-3640
Oak Distributing Company..........................674-3171
Pabst Brewing Co...........................................887-2087
Paddington Corp................................. (313) 345-5250
Pepsi-Cola Bottling Group.......................... 641 -7888
Petitpren, Inc...................................................468-1402
Powers, D is t .................. 682-2010
R.M. Gilligan, Inc.......................................... 553-9440
Royal Crown Cola............................................... (616) 392-2468
Serv-U-Matic Corporation............. ............. 528-0694
Seven-Up of D etroit......................... (313) 937-3500
Spirits of Michigan............. ............... (313)521-8847
Stroh Brewery Company................... (313)446-2000
Sunlike Juice Ltd............................... (416) 297-1140
Tetley Tea Co.......................................(216)331-4062
Thompson Beverage Co......................(313)439-2404
Vintage Wine Co........................................... 294-9390
Viviano Wine Importers, Inc.............(313) 883-1600
Wolpin Company...............................(313)933-7150

BR0KERS/REPRESEHTATIVES:
Acme Food Brokerage.................................968-0300
Ameri-Con, Inc.........................   478-8840
Bob Arnold & Associates............................646-0578
Denha General Brokers................................ 776-1610
DMAR, Inc.......  399-0950
ELC Associates 624-5133
Hanson Faso Assoc........................... ........... 354-5339
J.B. Novak & Associates..............................752-6453
James K. Tamakian Company.................... 424-8500
Marks & Goergen s ........................................354-1600
McMahon & McDonald, Inc........................ 477-7182
Northland Marketing.................................... 353-0222
Paul Inman Associates................................. 626-8300
Pfeistcr Company................... ..........(313) 591 -1900
Stark & Company.........................................851 -5700
UBC Huetteman  296-3000
VIP Food Brokers International...... (313)885-2335

CANDY &  TOBACCO:
M  &  M  M ars..................................................363-9231
Shemi's Candies................................ (517)756-3691
Wolverine Cigar Company...............(313) 554-2033

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

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

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

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

FRESH PRODUCE:
Aunt Mid Produce Co......................... (313) 843-0840
Detroit Produce Terminal.................. (313) 841-8700
Vitale Terminal Sales........................ (313) 843-4120

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

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

INSURANCE:
America O n e ...................................... (517) 349-1988
Blue Cross/Blue Shield.....................1-800-486-2365
Capita] Insurance G roup..............................354-6110
Cranbrook Group, Inc................................... 362-4640
Crcauvc Risk ManagementCorp..................792-6355
Gadaleto, Ramsby & Assoc.............. (517)351 -7375
Golden Dental...............................................573-8118
Health Alliance P lan ....................................552-6000
Jardine Insurance A gency........................... 641-0900
Kanter Associates.. . 357-2424
K.A. Tappan & Assoc., Ltd..........................473-0011
Macalawa Em...................................... (616)335-9551
Marketplace Insurance.................................553-2280
Frank McBride Jr., Inc.................................445-2300
Miko& Assoc............................................... 776-0851
Mitzcl Agency..............................   773-8600
Monroe-George A gency..............................489-9480
Murray, Benson, Recchia................. (313) 831-6562
North Pointe Insurance.................................358-1171
Rocky Husaynu & Associates..................... 557-6259
Security First Insurance.................... 1-800-530-9225
SelectCare .....................................................637-5391
Simmerer & Company.................................776-4036
Joel Weingarden .................................(313) 453-3636

MANUFACTURERS:
Amato Foods......................................(313)295-3337
Bil Mar Foods................................... 1 -800-654-3650
Brown & Williamson...................................350-3391
Eden Foods............ ...(517)456-7424
Groeb Farms.......... ...(517)467-7609
Home Style Foods, Inc....................... (313) 874-3250
Jaeggi Hillsdale Country Cheese..... (517) 368-5990
Kalil Enterprises, Inc.........................(313) 527-7240
Kraft General Foods.......................... (313) 261 -2800
Michigan (Pioneer) Sugar.................(517) 799-7300
Monitor (Big Chief)  Sugar............. ,.(517) 686-0161
Nabisco, Inc...................................................478-1400
Nestle Food Company..... ..................  380-3670
Philip Morris U.S.A......................................489-9494
Pnnec Macaroni of Michigan.....................772-0900

Red Pelican Food Products...... ........(313) 921 -2500
Roll Rite Corp..................................... (517) 345-3434
Singer Extract Laboratory...................(313) 45-5880
Tony's Pizza Service.....................................634-0606
R.J. Reynolds..........................  398-6390

MEATPRODUCERS/PACKERS:
General Provision, Inc.........................(313) 393-1900
E.W. Grobbcl Sons, Inc...................... (313) 567-8000
Hanig M eats........................................(313) 832-2080
Hillshirc Farms & Kahn’s .............................778-3276
Hygradc Food Products..................... (313) 464-2400
Kowalski Sausage Company.............(313) 873-8200
LKL Packing. Inc................................ (313) 833-1590
Metro Packing.................................... (313) 8944369
Oscar Mayer & Company............................488-3000
Pclkic Meal Processing..................... (906) 353-7479
Smith Meat Packing, Inc.................... (313) 458-9530
Swift-Eckrich............  (313)458-9530
Thom Apple Valley  552-0700
Winter Sausage Mfg., Inc............................. 777-9080
Wolverine Packing Company............(313) 568-1900

MEDIA:
Arab & Chaldean TV-62 Show................... 352-1343
C&G Publishing, Inc..................................... 756-8800
Daily Tribune................................................ 541 -3000
Detroit Free Press............................... (313) 222-6400
Detroit News........................................(313) 222-2000
Detroit Newspaper Agency.............. (313) 222-2512

■ Gannett National Newspapers..................... 357-7910
Macomb Daily...............................................296-0800
Michigan Chronicle............................(313) 963-5522
The Beverage Journal.........................(313) 4544540
WDIV-TV4 ........................................ (313) 222-0643
WJBK-TV2....  557-2000
WLTI-Litc-FM..............................................354-9300
WWJ-AMAV JOI-FM ........................ (313)222-2636
WWWW-AM/FM..............................(313) 259 4323

NON-FOOD DISTRIBUTORS:
Albion Vending.................................. (517)629-3204
Gibrallcr National Corporation........ (313)491-3500

1 Items Galore, Inc........................................... 7744800
Ludinglon News Company, Inc........ (313) 925-7600

POTATO CHIPS/NUTS/SHACKS:
Better Made Potato Chips................................... (313) 925-4774
Frilo-Lay, Inc.....................................I-800-24FRITC)
G oin'N uls.....................................................437-9831
Harbour Foods, Ltd....................................... 333-3014
Kar Nut Products Company........................ 541-7870
Nikhlas Distributors (Cabana).......... (313) 571-2447
Variety Foods, Inc.........................  268-4900
Vttncr Snacks...................................................... (313) 365-5555

PR0M0T10N/ADVERT1SING:
Advo System...................................... (313)425-8190
Insignia Systems....................   (612) 930-8200
Intro-Marketing  540-5000
J.K. Kidd & Co  647-6601
J.R. Marketing-Promotions.........................296-2246
News Printing................................................349-6130
PJM Graphics............... ..................(313) 535-6400
Point of Sale Demo Service........................ 887-2510
Safeguard Business Systems....................... 548-0260
Stanley’s Advertising & Dist..............(313) 961-7177
Stephen's Nu-Ad, Inc.................................... 777-6823
T J. Graphics.................................................547-7474

SERVICES:
Akram Namou, C.P.A...................................557-9030
American Express.......  312-587-0701
American Mailers...............................(313) 8424000
Bcllanca, Beattie, DcLislc.................(313) 9644200
Central Alarm Signal......................... (313) 864-8900
Chcckpointc Systems...........1-800-257-5540
Christy Glass Co..........  544-8200
CIGNA Individual Financial Services...... 827-4400
Closed Circuit Communications.................478-3336
Detroit Edison Company...................(313) 237-9225
Edward A. Shuttie, P.C................................ 288-2080
Follmcr, Rudzcwicz& Co., CPA................355-1040
Food Industry Financial Network.... 1-800-554-3675
Garmo & Co., CPA......................................737-9933
Goh’s Inventory Service.............................. 353-5033
Great Lakes Data Systems.......................... 3564100
Indcpcndancc One

Investment Group.................   1-800-622-6864
Karoub Associates............................. (517) 482-5000
Michael McKcman CPA...................(313) 459-1323
Mcnczcr & Urchcck P.C., CPA ..................356-1620
Metro Media Associates.............................. 625-0070

Michigan B ell................................................221-7310
National Exposition Service............ (313) 865-1000
Nona & Company P.C., C PA...................... 351-1700
Pappas Cutlery Grinding................... (313) 965-3872
Paul Meyer Real Estate O ne..............(313) 3414522
PDK Labs, Inc......................................(516) 273-2630
REA M arketing...................................(517) 386-9666
Red Carpet Kcim........................................... 645-58®
Sarafa Realty..................................................851-5701
SDIS Inventory.................................. (313) 5264200
Southfield Funeral H om e.............................569-8080
Tclcchcck Michigan, Inc...............................354-5000
Travelers Express Co..........................1-800-328-5678
Vcnd-A-Matic............................................... 585-77®
W hitens Concessions.........................(313) 278-5207

STORE SUPPUES/EQUIPMENT:
Amcri-Copy........................................ 1-800-888-1683
Belmont Paper & Bag Supply...........(313)491-6530
Bollin Label System s........................1-800-882-5104
Brchm Broastcr Sales.........................(517)427-585!
DCI Food Equipment.........................(313) 369-1666
Hobart Corporation............................. (313) 697-7060
MMI Distributing............................... (313) 582-4400
Market Mechanical Services....................... 680-0580
Michigan Bale Tic Com pany............(313)925-1196
Midwest Butcher & Deli Supply.................689-2255
Refrigeration Engineering, In c .........(616)453-2441
Statewide Food Equipment D is t ..... (313) 393-8144
TRM Copy C enters............................ (503)231-0230

WH0LESALERS/F00D DISTRIBUTORS:
All-Star Foods............ .............  669-0240
Bremer Sugar.....................................(616) 772-9100
Cabana Foods.................................... (313) 834-0800
Capistar, Inc....................................,....(517)699-3605
Capital D istrbutors........................... (313)369-2137
Central Foods.................................... (313) 933-2600
Detroit Warehouse Co....................... (313) 491-1500
EBY-Brown, Co..................................1-800-532-9276
Epco Foods, Inc............................................. 8574040
Family Packing Distributors....................... 644-5353
Foodland Distributors....................... (313) 523-2100
Garden Foods..................................... (313)584-2800
Gourmet International, Inc................ 1-800-875-5557
Great Lakes Home Food Service..... (517) 835-6785
H & O Distributors............................ (313) 493-0011
I & K Distributing..............................(313)491-5930
J.F. W alker..........................................(517)787-9880
Jerusalem Foods................................ (313) 538-1511
Kehe Food Distributors.....................1-800-8884681
Kramer Food Company................................585-8141
Lipari Foods..................................................469-0131
Maxwell Foods, Inc........................... (313) 923-9000
Mclncmcy-Millcr Bros......................(313) 833-8660
Midwest Wholesale Foods.......................... 744-2200
Micscl/Sysco Food Service..............(313) 397-7990
Mucky Duck Mustard Co............................. 683-5750
Norquick Distributing Co.................. (313) 522-1000
Northwest Food Co. of Michigan.... (313) 368-2500
Rich Plan of Michigan.................................293-0900
Robert D. Arnold & Assoc...........................635-8411
S.Abraham & Sons.....................................754-0220
Sackctt Ranch..................................... (517)762-5049
Scot Lad Foods, Inc............................ (419) 228-3141
Sherwood Foods Distributors......... (313) 366-3100
State Fair Wholesale........................ (313) 8934629
State Wholesale G rocers...................(313)567-7654
Stephenson & Stephenson.................(906) 293-3851
Spartan Stores, Inc........................................ 455*1400
Super Food Services...........................................(517) 777-1891
Superior Fast Foods, Inc...............................296-7118
Tony’s Pizza Service..........................1-800-247-1533
Value Wholesale............................... (313) 862-6900
Weeks Food Corp......................................... 727-3535
Ypsilami Food C o-op.......................(313) 483-1520

ASSOCIATES:
American Syncrgislics...................... (313) 4274444
Basket C ase....................................... (313) 8314438
Business Dining Services............................ 489-1900
Club Care....................................................... „...(313) 459-8390
Herman Rubin Sales Co............................... 354-6433
Livemois-Davison Florist........................... 352-0081
Minnich's Boats & Motors..........................748-3400
Power House Gym.............................(313) 865-0111
Wilcdcn & Assoc......................    588-2358
The area code is 810 fo r  above listings unless 
otherwise indicated.
I f  you are not listed or need to change your listing, 
contact Mary Cooper a t AFD at 557-9600.
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AFD WANTS TO RECOGNIZE YOUR-

W e  a re  hosting a  Best B agger Contest during our 10th A n n u a l T rad e  Show
E very store has a terrific bagger: someone who makes the customer feel special, while at the same 

time quickly and precisely bagging groceries. This person is always smiling and never puts the 
eggs on the bottom. How can you thank your best bagger?

By bringing your best bagger to AFD’s Trade Show you are giving praise and recognition for a job 
well done. What a great way to motivate your employees!! And that’s just the start. Our Best Bagger 
Contest will improve employee bagging skills, build pride among your staff, develop a "Customer 
Care” image, boost in store enthusiasm, gain media coverage, receive community recognition and 
increase employee confidence and morale.

What Is A Best Bagger Contest?
The contest will consist of 10 heats o f approximately two minutes each. During that two minute time 
period your best bagger will perform his/her magic. There will be counters, groceries and of course 
grocery bags. Your bagger will be judged on the following criteria:

1) speed
2) proper “bag building” technique (no eggs on the bottom, etc..)
3) number of bags used
4) distribution of weight between bags
5) style-attitude-appearance

Who Can Enter?
One contestant per member company who is a regular full or part lime employee and whose job 
includes bagging can enter. There is no cost to participate.

What Will Your Best Bagger Win?
Three winners will be selected. First prize consists of a trophy, a $750 scholarship (if applicable) and 
a shopping spree, plus eligibility to win a FREE trip to attend the National Grocers Association’s Best 
Bagger Contest in 1995. Second and third prize consist of trophies and shopping sprees.

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

How To Get More Information?
Call Danielle at (810) 557-9600 if you have any questions.

Please fill ou t th is  form  and  send  it to AFD by  M arch 2 1 , 1994. Please p rin t.

Store N am e

M ailing A ddress

City /S ta te /Z ip

Telephone ( )

Contact Person Best Bagger’s N am e
C om plete th is  form  and send  it to:

AFD, 18470 W est 10 M ile Road, S o u th fie ld , M I 48075 
A tten tion : D anielle



Pfeistet
WE A R E  PLE A SE D  TO A N N O U N C E  TH E  
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THE DIAL CORP

dial
IN  TH E M IC H IG A N  

&
T O L E D O

M ARKETS.
dial

TH E D IAL C O R P  -  M AN U FACTU RER’S SEVER A L M AJOR  
BRAN DS W HICH IN CLUDE:

BO PEEP 
BORATEEM 
BORAXO 
BRILLO 
BRUCE

J
J

CAMEO
DIAL

J MAGIC SIZING J SUPREME
PARSON’S SWEETHEART

DIAPER SWEET  RAIN  DROP J TREND
DOBIE
LA FRANCE

RENUZIT 
STA FLO

J 20 MULE TEAM

re m o ve r |

YOUR FULL SERVICE BROKER
DETROIT

36300 SCHOOLCRAFT 
LIVONIA MI 48150 

(313) 591-1900 
CINCINNATI 

3660 HAUCK RD 
CINCINNATI OH 45251 

(573) 563-4444

SAGINAW 
3159 CHRISTY WAY 
SAGINAW MI 48603 

(517) 793-8100 
COLUMBUS

921 EASTWOOD DR-STE 133 
WESTERVILLE OH 43081 

(614) 899-1331

GRAND RAPIDS 
4771 50th STREET S.E. 
KENTWOOD M l 49512 

(616) 554-5300 
TOLEDO

6433 MONROE STREET 
TOLEDO OH 43560 

(419) 882-1616
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