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AFD’s 1995
“Meet the Stars”
Buying Trade
Show

There will be over 100 indus-
try leaders exhibiting in AFD’s
Trade Show. Come see their new
products and take advantage of
their show specials. The mini-
mum show special is 50 cents off
of a case of product or a signifi-
cant premium.

Burton Manor
Livonia, Michigan
April 25 & 26,1995

Free Trade Show Events:
Tuesday, April 25,1995
4:30-5:45 p.m.
Crime Prevention Seminar
6:00-10:00 p.m.
Trade Show Buying Hours

Wednesday, April 26,1995
10:30 a.m.-12:30 p.m.
T.I.P.S. Seminar
12:30-1:00 p.m.
Tobacco Youth Act Training
1:00-9:00 p.m.

Trade Show Buying Hours
2:00-4:00 p.m.

Best Bagger Contest

You must prercgisler for all of
the events. You will then receive
the show specials in the mail.
There is a $5 admission fee for
those retailers who do not peregister.

Please call Danielle to prcreg-
ister for AFD’s Buying Trade
Show at (810) 557-9600.
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High tech food
stamps on horizon

With much talk in Congress
about welfare reform, federal,
state and local governments are
looking for ways to make the
food stamp program more cost
efficient, user friendly and less
subject to fraud. Electronic ben-
efits transfer (EBT) is one ap-
proach that
has received
considerable
attention and
high marks.

Using
EBT, each
eligible ben-
eficiary is
given a plas-
ticcard
which can
be used in
retail stores
at checkout
counters. That card is scanned
through a machine and a com-
puter automatically deducts the
amount from the recipient’s ac-
count. Proponents say that EBT
can eliminate massive amounts of
paper that currently clog retail
stores and hamper Federal, State
and local governments’ delivery
systems.

The food stamp program is
currently a key issue with the
Republican’s “Contract with
America” package. Current leg-
islation on the House floor (H.R.
1135) would encourage states to
implement EBT systems. The
bill grants the Secretary of Agri-
culture the option of designating
food stamp benefit block grants
to states with statc-to-staie com-
patible EBT programs. (See “Ex-
ecutive Director’s Report” page 3
for information on food stamp
reform and its effect on the retail
food industry.)

The Federal EBT Task Force,
which directs the rollout of EBT
projects, reports that the EBT
program is an efficient and secure
way to deliver federal benefits to
tens of millions of citizens. Since

1984, Federal and State EBT
projects have been tested in
Reading, Pennsylvania; Albu-
querque, New Mexico; and St.
Paul, Minnesota. A Baltimore,

Maryland, project, operational for
over three years, has recently
been expanded statewide.
Michigan has received ap-
proval for a pilot EBT program in
Jackson County. The state is cur-
rently working with the grocery
stores in that area that accept food

They plan to
piggyback
operations
where appli-
cable and
make equip-
ment avail-
able to those
that don’t
currently
have it. Ac-
cording to
the Depart-
ment of So-
cial Services, the Jackson EBT
program should be operational by
early spring, 1996.

Positive Reviews

AFD is keeping a close eye on
the progress of EBT programs
across the country. Some retail-
ers that are participating in the
pilot programs have found several
benefits.

Gordon Hoch, Vice President
of Finance for Redncr’s Markets
Inc. in Reading, Pennsylvania,
says that EBT has saved his eight
convenience stores time and
money.

“EBT has made bookkeeping
in our stores much easier,” Hoch
notes. “Store employees don’t
have to worry about counting
piles of food stamps or trying to
make change. All of this is taken
care of on the customer’s ac-
count.” Hoch also points out that
lines move more quickly because
all the cashier has to do is slide
the card through the machine.
Plastic Helps Prevent
Trafficking

Since the inception of the
program, illegally obtained
food stamps have plagued

See EBT
page 37.
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Legislative Update

Music
Licensing Bill
introduced

Congressman James Sensen-
brenner (R-WI1) recently intro-
duced The Fairness in Musical
Licensing Act of 1995 (H.R.
789). If enacted, this legislation
will allow grocery retailers to
play radio music in their stores
without having to pay fees to
music publishing companies.

Currently, small businesses
that play a single radio are ex-
empt from the copyright licensing
fees. This bill simply expands
current law to include current
technological advancements in
electronics.

If enacted, H.R. 789 would
end the practice of “double dip-
ping” by music licensers that
charge grocers and other retailers
licensing fees for playing music
that’s already been licensed for
millions of dollars by music
transmitters.

Further, this legislation pro-
vides grocers with fair and effec-
tive protection against arbitrary
pricing, discriminatory enforce-
ment and abusive collection prac-
tices of music licensing organiza-

tions such as the American Soci-
ety of Composers, Authors and
Publishers (ASCA) and Broadcast
Music, In. (BMI).

—FM™I

Michigan
House passes
shoplifting
legislation

A package of bills designed to
improve retailers’ civil remedy
procedures against shoplifters
and bad check writers has passed
in the Michigan House.

The package includes in-
creased criminal penalties, in-
creased civil damage awards and
recoverable court costs, a re-
moval of the damage cap on bad
checks and $25 bad check fee.
The legislation now moves to the
Senate, where identical legisla-
tion failed in the final days of the
last session.

—FMI

More Updates
page 22.

Shoppers’ opinion on the beiievability
of advertisers promoting the
health benefits of food

Label
Gender Clarity
Male Female Clear Unclear

Advertising is:  Total % % % % %
Very believable 4 2 4 4 1
Somewhat 56 49 58 63 34
believable
Somewhat 28 32 27 26 38
unbelievable
Very 10 15 8 6 25
unbelievable
Don’t know 10 2 2 1
Number of (1000)  (270) (730)  (774) (181)
Interviews

FMI Shoppingfor Health
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Executive Director’s Report

Welfare Reform changes food
assistance programs

By Joseph D. Sarafa
AFD Executive Director

Welfare
is one of
the key ele-
ments in the
Contract
with
America
that House
Republi-
cans
pledged to
acton in
the first 100
days of the 104th Congress. Repub-
licans began by developing legisla-
tion that links welfare to work, places
a cap on spending, eliminates welfare
entitlements and consolidates welfare
funding into block grants to the
states.

After much debate and input by
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our industry, on March 8 the House
Agriculture Committee approved
food stamp simplification and reform
legislation (H.R. 1135) and it is now
part of the comprehensive welfare
reform package on the House floor.

Earlier this year, consideration was
given to converting all the federal nu-
trition programs into one block grant
to the states. We are happy to report
that the current bill preserves the
food stamp program as a federally
administered program and avoids a
total cash-out of food assistance pro-
grams. However, it does give the
Secretary of Agriculture the option of
giving food stamp benefits to the
states in a block grant, but the state
could only do so if they have imple-
mented a statewide electronic ben-
efits transfer (EBT) program. In ad-
dition, any benefits under a block-
grant EBT program must be limited
to the purchase of food.

The legislation:

* Preserves food stamps as the
ultimate safety net for needy
families.

Aggressively attacks fraud and
abuse

Motivates states to adopt an
Electronic Benefits Transfer

system

« Stipulates that EBT programs be
compatible between states

« Allows for cost-control experimen-
tation within the states

« Avoids undue burdens on legitimate
retailers.

Several issues were brought up dur-
ing lengthy sessions regarding this
bill. There was a move to prohibit the
use of food stamps to purchase a wide
range of products including coffee, ice
cream, soft drinks, candy and snack
food. Fortunately, our industry con-
vinced Congress that such restrictions
would put undue burdens on retail
store employees.

Another amendment was defeated
which would have block granted the
food stamp program and in effect,
cashed it out.

As the bill is folded into compre-
hensive welfare reform legislation,
AFD supports H.R. 1135, as amended,
because it preserves the principles de-
veloped and approved by the food in-
dustry.

I hope to see all of you at the AFD
“Meet the Stars” Buying Trade Show
at Burton Manor in Livonia on April
25 and 26.

The Grocery Zone By David Coverly

TO vsicwovoei
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AFD On The Scene

Left: Al Albert ofATs Salvage
in Detroit.

Right: Peter Waranianos,
owner ofBob's Drugs,
recentlyjoined the AFD
Coupon Department.

Above: Alex Wojton is an employee of
Andy’s Party Store in Dearborn.

Above: Manager of the Merchant of Vino
store in Dearborn, John Christie.

Above: Ed Fisher, owner of
Fishers in Birmingham.

Right: Ed Abro ofNew
Boston Market is a long
time member of the AFD.

Left: Nabby Yono, AFD
Chairman, gives an attentive
group at Pepsi, a retailer's
perspective.

Right: Neil Bell, owner
of Village Foods in
Grosse Pointe.

Officers of the Detroit Police Department address a crime prevention advisory board
(including the AFD) at a recent meeting.
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Just When You Think
You've Seen It All...

STOP BY AND SEE US APR

IL 25 & 26 AT
BOOTHS 204-205

centra ™
alarm arm
signa ,Inc

13400 WEST SEVEN MILE ROAD « DETROIT, Ml 48235

1-800-551-VIEW

*PRICE BASED ON VICON INSTAVISION 1800-1 SINGLE CAMERA SYSTEM KIT. PRICE DOES NOT INCLUDE INSTALLATION, TIME-LAPSE RECORDER, OR OPTIONS/ADDITIONS TO SYSTEM. RESTRICTIONS MAY APPLY.

C IN'S CENTRALALARMSIGNAL, INC.
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Legislator Profile

Susan Munsell—an independent fighter for business

It was called many things. The

shot heard ‘round the state . . . the
most significant legislative action in a
generation . .. the day Lansing lis-
tened. And around the Capitol,
they’re still talking about it.

It started innocently enough. The

Republican controlled Michigan Sen-
ate was preparing to move a bill call-

ing for twenty percent reduction in

school property taxes. Some grousing
from both sides of the aisle was ex-

pected, but in the end all knew it

would pass.

Then lightning struck. An amend-

ment was offered to remove all prop-

erty taxes from the funding base.

Two cryptic but critical comments
followed, the first by Governor John

Engler— "take it,” the second from
the Michigan Education Associa-
tion— “go for it.”

The bill passed the Senate that
night and the House quickly followed
suit the next day.

How to fund the state’s education
program dominated discussion in
Lansing. In the months that followed,

Susan Grimes Munsell, already a re-

BUSINESS OWNERS—

spected State Representative from
Howell, would step to the forefront
and seize control of one of the most
volatile issues

Lansing had

ever seen.

She would

display more

than ample

amounts of

political cour-

age, and im-

pressive

knowledge of
Michigan’s

tax code and,

most impor-

tantly, an in-

dependence

that would

prompt both applause and crilicism
across the stale.

Munsell knew the solution resided
in the ability to set aside partisan poli-
tics. That conviction led to her form-
ing the now famous bi-partisan legis-
lative team, or as they dubbed them-
selves, “the BLT.” That effort proved
to be the spark that culminated in

INCREASE

YOUR
PAYPHONE
PROFITSI!!

» 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

AUTOTI E

SERVICES, INC.

Ed Betel, Owner

(810) 960-3737

3160 Haggerty Road, Suite M
West Bloomfield, Michigan 48323
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fashioning a program for school fund-

ing that has attracted nation wide at-
tention.

Munsell was
well-prepared for
her role as State
Representative.
Taking a B.A. at
Michigan State
University and an
M.B.A. at the Uni-
versity of Michi-
gan, she went on to
become a Certified
Public Accountant.
Locally she was
more well-known
for her work with
the schools, the
League of Women

Voters and a number of Chambers of
Commerce.

Not long after taking her first oath
of office in January 1987, Munsell
acquired a well-deserved reputation
for independence. She earned respect
from both sides of the aisle for rapid
journeys to the heart of an issue, ,,
quick study as it’s known in Lansing.
Her business acumen and working
knowledge of Michigan’s tax laws
were frequent and helpful compan-
ions in committee and on the floor.

Not surprisingly, she developed a
reputation for voting her district.
"Democrats were in control then,” she
says of her early days in the Legisla-
ture, "and | used to get upset at the
partisanship. | couldn’t understand
why such issues as auto insurance re-
form and medical malpractice
couldn't be decided on the floor.”

Following the elections of 1992,
the Michigan House became evenly
divided between Republicans and
Democrats and enjoyed one of its
most productive sessions in history.
“We worked together because we had
to,” she says. “The real beneficiaries,
though, were the people of Michigan.
1’m happy to have participated in that
effort.”

When Republicans assumed con-
trol of the House last January, Mun-
sell was tapped to chair the standing
committee on Regulatory Affairs..
From AFD’s standpoint, it is the
panel that deliberates, among other
things, legislation involving regula-
tion of alcoholic beverages. Again,
she can put her background to use.

“I worked in a drug store that sold
liquor while 1 was in college,” she re-
calls. “Both from the time I spent in
the store, and later as an accountant, |
acquired a life-long respect for inde-
pendent business people. Small busi-
ness is really the backbone of our

economy. |’m convinced you learn
more about economics by simply
meeting a payroll than you do from
most textbooks."

“Independent business people,”
she says with resolve, “will always
find my door open.”

Munsell can also boast of addi-
tional vantage points from which to
assist Michigan’s business climate.
She serves on committees dealing
with Tax Policy, Conservation and
Labor.

N T

After weeks of illness, Henry
David Thoreau was informed that
his hour had drawn near. Asked if
he would like to make his peace
with God, history’s legendary dis-
ciple of civil disobedience replied,
“| was not aware we even quar-
reled.”

Eight years ago Susan Grimes
Munsell made the 45-minute trip
from Howell to Lansing for the first
time as a State Representative. She
traveled light that day, her only real
luggage being personal conviction
and independence of through.
Henry Thoreau would be pleased
that she is still using both pieces of
her luggage—and neither show
signs of wearing out.

“I’m not sure Thoreau and |
would have the same voting record,”
Munsell smiles, “but | know neither
one of us ever had a problem look-
ing in the mirror.

Name: Susan Grimes Munsell

Office: Michigan House of
Representatives

Party: Republican Party

District: 66th, Which includes
Brighton, Howell and seven
townships. Local office,

209 W. Sibley, Howell 48843

First Elected: 1986

Committees: Tax Policy;
Conservation, Environment &
Great Lakes; Regulatory Affairs
(Chair) and Human Resources,&
Labor

Education: B.A., Michigan State
University in Tourism; M.B.A.,
University of Michigan, specializ-
ing in taxation and accounting

Civic Activities: League of
Women Voters of Livingston
County; The Brighton Rotary; and
the Brighton and Howell Chambers
of Commerce

Professional Organization:
Michigan Association of Certified
Public Accountants Committee on
State and Local Taxation



A shortchange claim
A shortchange artist presents a bill to

the sales person in payment for a pur-

chase and after receiving change, he or
she claims to have given a larger hill.

The most effective way to prevent this

practice is to call the amount of money

received for the transaction very dis-
tinctly each time you make change. Ifa
customer claims that a cashier has short-
changed him or her, the following steps
should be taken by the cashier:

1 Immediately close the cash register.

2. Listen closely to the customer’s claim.

3. Determine exactly how much the
customer claims to have been short-
changed.

4. Call a manager and explain the
situation to him or her.

The manager will do one of two things.
The manager will take the cash
drawer to the courtesy booth and do a
complete audit of the transactions and
balance the drawer. If the customer
docs not choose to wait for the audit
to take place, the manager will take
down the name and telephone number
of the customer in order to notify the
customer of the verification of the
cashier’s drawer.

A shortchange artist
A shortchange artist presents a large

bill (such as a twenty dollar bill) to the

salesperson in payment for a small pur-
chase. After receiving their change, they
ask the cashier to return the large bill to
them in exchange for smaller denomina-
tions. However, the customer has made
an error and has not given the cashier
enough money. The cashiers call it to
their attention, and the shortchange artist
will try to correct the situation by re-
questing another larger bill in the ex-
change for the smaller ones. They use
the change that the cashier gave them,
the money they gave the cashier, and per-
haps an additional bill of their own and
receive the large bill.

The following is a demonstration of
the shortchange technique:

1 Suspect will pay for a small priced
item with a large bill, usually a twenty
dollar bill.

2. Cashier gives change for the purchase
to the suspect.

3. Suspect will ask cashier if he or she
has a few large bills ($ 10s or $20s) for
a pocket full of small ones he wants to
get rid of. (Change for the purchase is
still on the counter.)

4. Suspect adds small bills to the change
from the purchase.

5. Cashier gives the large bills which the

suspect pockets. (This is the money

that is stolen due to the confusion that
follows.)

Cashier counts out the pile of bills

that he or she has just given him or

her and finds it to be short, usually by
$1 or $5. He or she informs the
suspect.

7. Suspect will apologize and add the $1
or whatever it takes to balance. He or
she will suggest making more change
by saying, “Do you have five twenties
for $100 in small bills?” Suspect will

o

Crime Alert

Shortchange at the register
How to prevent losses at the check stand

pull more bills out of his pocket and
begin counting starting with the fifty
dollars in the cashier’s hand. He or
she will count out an additional $50
which totals $100. (The suspect is
really only giving the cashier $50 for
the $100 since he or she has already
given the cashier $50 earlier which the
suspect pocketed.”

8. The confused cashier will take the
$100 in small bills and exchange it for
$100 in larger bills.

9. The suspect has now shortchanged the

cashier of $50.

Tip-offs to shortchange artists arc:
Marked money

An accomplice presents currency to
the salesperson on which is written some
message, such as “Happy Birthday” or a
telephone number or address. Later, the
shortchange artist then makes a small pur-
chase using a smaller bill. The short-
change artist then claims to have given
the cashier the larger bill and can verify it
because there is something specific writ-
ten on the bill. The cashier inspects the

bills and finds the marked money is in the
drawer and then gives the shortchange
artist additional change. The best precau-
tion against this is for the cashier to care-
fully inspect the bills he/she receives and
to erase or mark through any notations on
the currency when he/she receives it and
to call the mount of money received from
the customer each time. Do not return the
money. Call management, who will
count the drawer down.

—New Mexico Grocers Assoc.

Safe Bet.

Count on 144 services.

Quick reacton time. Expert assistance. Realistic solutions. It's a

safe bet that no matter what retail emergency crops up or what job

needs to get done, Spartan Stores offers the appropriate support

service to assist our customers. We share a tremendous reservoir

of information and knowledge and make it available through services

ranging from advertising to training programs, computer technology

to store remodeling. With 144 services, we light the way for our

customers to keep current and competitive in their markets,

Shine with an industry giant.
Call us for more information at 616-530-4517.
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America s Most Popular Characters
will help America s biggest brands
turn faster than ever!

For information or answers to your questions:

In Northern Michigan, call 1-800-776-9021
In the Flint area, call 1-800-776-9121
Inthe Greater Detroit area, call 1-800-877-2145 or 1-800-776-6021
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Whats Happening At The Michigan Lottery?

Michigan lotto jackpot reaches all-time record

by Bill Martin
Michigan Lottery Commissioner

Michigan Lottery players experi-
enced “Lotto Mania” in February as
the Michi-
gan Lotto
jackpot
climbed to
an all-time
record level
of $45.8
million.

Lottery

players, re-

tailers and

staff reveled

in the ex-

citement of “Lotto Fever!”

Radio and TV news reports and
front page stories ran everyday as the
jackpot grew. Headlines read: “Lot-
tery lines grow,” “Lotto sales frenzied
while jackpot climbs,” and “Tonight’s
record Lotto has Michigan dreaming.”

It all started on January 14, when
the $2 million minimum jackpot be-
gan an unprecedented 12 rollovers.
Six weeks of mounting excitement
and enthusiasm culminated in a
record $45.8 million jackpot on Feb-
ruary 25.

Strong retailer support, the highly
successful SMARTPLAY! promo-
tion, media attention and increased
play at each new jackpot level were
responsible for this record-setting
jackpot. 1t was absolutely fantastic!

The Lottery set a new sales record,
at the peak sales period the Lottery
sold 39,000 tickets in one minute and
2.1 million in one hour. We’ve not
seen that kind of Lotto fever in Michi-
gan before.

Three winners split the jackpot for
shares worth $15.28 million each.
Muir Village Market sold one of the
big winners. Mark Schafer, manager,
has seen many new faces at the store.
Since selling this big winner, custom-
ers from up to 140 miles away have
made special trips to buy tickets at
this lucky spot. Michigan Express
Liquor in Dearborn is where the Dear-
born Lottery club bought their lucky
ticket. Both stores proudly display
signs proclaiming “A winning ticket
was sold here.” The third retailer, in
Gratiot County, has not yet been
identified because the winner has not
yet filed a claim.

Thanks to all of our retailers and
their staff members for a wonderful
job!

The recent Lotto frenzy helped in-
crease awareness of the Lottery’s
SMARTPLAY! promotion which
gives players an extra chance to play
Michigan Lotto for free. The promo-
tion, which started in January, has

been extended for an indefinite period
of time. When a $5 five-wager Lotto
ticket for a single drawing is pur-
chased, players automatically get a
Lotto easy pick ticket free, that could
mean a free chance to win millions!

This month the Michigan Lottery
will focus on a second chance sweep-
stakes promotion for Daily 3 game
players.

The “Daily 3 Big Pay Back”
sweepstakes is a promotion designed
to provide Daily 3 players with the

opportunity to use their non-winning
tickets during the program period as
entries into a second chance sweep-

stakes for cash prizes.

Non-winning Daily 3 tickets for
drawings from March 4 through April
29 may be entered in this exciting
promotion. The Michigan Lottery
will give away 22 prizes (ranging
from $1,000 to $10,000) each week
for eight weeks, a total of 176 prizes
worth $280,000.

Michigan’s “Daily 3 Big Pay

TEQUILA
100% AGAVE.

Back” sweepstakes gives retailers the
opportunity to increase sales and in-
troduce new customers to the Daily 3
game. The promotion will be sup-
ported by radio and newspaper adver-
tising, outdoor billboards and point-
of-sale materials.

Michigan Lottery players will
scratch their way to the bank with the
new instant game “Banko!” The

See Lottery
page 37.

MEXICO’S FINEST AND MOST ELEGANT TEQUILA

Available In Michigan.

Contact The House Of Seagram
At 1-800-876-3799 For More Information.

Those who appreciate quality enjoy it responsibly.

Patron Tequila » 40% Ale. By Vol. « Imported by St. Maarten Spirits, Ltd.
Distributed by The House of Seagram, New York, NY
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MILK & ICE CREAM

POINTE DAIRY SERVICES, INC.

WHOLESALE DARY AFOOD DISTRIBUTORS

550 Stephenson Highway
Suite 103
Troy, Michigan 48083

(810) 589-7700

Fax (810) 589-0554
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Prepared by Karoub Associates

Final action on the Governor’s
$1.5 billion tax package was recently
completed with few changes from the
original proposal outlined in the State
of the State message. The $1.5 billion
figure is the amount of tax savings
estimated over the next five years.

Immediate effect was withheld
from the intangibles tax bill reflecting
the Democrats basic disagreement
with this item in the package. Inre-
sponse, State Treasurer Doug Roberts
has indicated that the State may create
an accounts receivable to hold the re-
funds due to intangibles tax payers
and then refunding the monies in
1996 when that bill becomes effec-
tive. This option may be utilized only
if the Legislature adjourns sine die in
December, as is the normal pattern.
Another option being considered by
the Republicans is to adjourn mid-
year, which would allow the 1994 re-
funds to be made 90 days after ad-
journment. The intangibles tax bill is
the only measure in the package with
the retroactive feature.

Governor Engler’s
tax package

The final provisions agreed upon
by the House and Senate will:

1. Reduce the Single Business tax
(SBT) by more than $500 million
over five years by eliminating taxes
on worker’s compensation, unem-
ployment insurance and social secu-
rity costs.

2. Raise the personal exemption
on the income tax from $2,100 to
$2,400 in 1995 and 1996 and $2,500
in 1997. Families save $13.20 per
member due to the $300 exemption
increase.

3. Phase out the intangibles tax on
profits from stocks and bonds over a
four year period.

4. Permits families eaming less
than $200,000 per year to utilize a
four percent tuition credit up to $250
a year for children who attend private
and publi¢‘colleges, community col-
leges and univetsities in Michigan
that keep tuition and fee increases be-
low the inflation rate.

Most American families
now own a microwave oven

Ninety-four percent of all Ameri-
cans own a microwave oven and 72
percent use the appliance at least once
a day, according to a recent survey.

The survey, conducted for “Pa-
rade” magazine by Mark Clements
Research, Inc. and reported in part in
November 1993, also found that 62
percent of the respondents purchase
products especially for their micro-

waves.

Sixty-five percent said they look
for products with the word “micro-
waveable” on the package, and 62
percent said they look for products
in containers that can be put directly
in the microwave oven and products
with microwave instructions on the
package.

SAXON

LIQUOR SHELF
PRICE TAG
SYSTEM

10.45

924-7 Jim Beam 750 ML

(Acvtel Sae)

SAVE TIME, MONEY AND MISTAKES WITH SAXON'S
PRE-PRINTED LIQUOR SHELF PRICE TAGS.

- Receive all stock and special order price tag updates for one year.
- Each non-tear laminate coated price tag contains the Michigan Order Code
Number, brand description, volume of liquor and the price.
- All tags come on easy to use sheets of 25 and are in sequence to the stock and
special order price book lists. Eliminates errors and potential violations.
Easy to tell what goes into an empty row of liquor. Simplifies re-ordering.
Used by hundreds of liquor dealers throughout the State of Michigan.

SAXON, INC. - 811 Woodward Heights - Ferndale, MI 48220 + (800) 727-1976 -

TEN REASONS WHY YOU SHOULD DO BUSINESS
o WITH TELECHECK MICHIGAN!

1. Guaranteed payment on returned checks

2. Easy and convenient to use

3. Prompt reimbursement

4. Fast check-out for you and your customer
5. Increased sales

6. Enhanced customer loyalty

7. 24-Hour-a-Day access by terminal or telephones
8. Local Sales and Service Representatives

9. Industry leadership )

10 Special rates for AFD members

L _J

23800 W. Ten Mile Road

Increase Sales! Use the sign of the times.
Southfield, M1 48037

For more information call TeleCheck: 1-800-444-3223
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Retailer Profile

The Spirits Shoppe starts over in Port Huron

by Virginia Bennett

How many times have you said,

the comer of Holland and Gratiot.
They were able to keep the most im-
portant ingredient of their success

“Ifonly which is
I could their
change loca-
this or tion.
that The
about Spirits
my Shoppe
store?” is
Imagine within a
if you short
could walk to
move Lake
things Huron,
around across
and from
make it the
justthe  pave and Dennis Mincok infront of The Spirits Shoppe. The ~ Main
Wway you new location is right across the streetfrom the old store. city
want it. park

The Spirit Shoppe in Port Huron did
even more than that. They moved
out of an older and smaller building
across the street into a beautiful new
space, built to their specifications, on

and just a few blocks north of the
Blue Water Bridge to Canada. In ad-
dition to serving the surrounding
community and some border traffic,
the area comes alive in the summer

& PARINGIOSNEHNG
FONRWSING

W e specialize in shopping centers, plazas,
office buildings, industrial parks, apartments,
condos and parking structures.

You can counton us for.

mmmediate FREE estimates

mPersonal service
eFully insured
*Serving SE Michigan

ellsweeper trucks
*One-time cleanups
*Monthly Contracts
*Hourly rates

2230 Nine Mile Road
Warren, Michigan 48091
(810) 759-3668
Fax (810) 759-0858
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months. The store serves fishermen
anchored offshore, picnic goers and
boaters who like the big new pull-
through parking lot.

With little more than six months in
the new store, owner Dennis Minock
and son Dave are finding their store
has fulfilled their highest expecta-
tions. The 6,000-square-foot facility
is a model of efficiency and organiza-
tion. The layout is a carefully thought
out combination of work stations,
freezer/cooler display and storage,
and selling floor. The old store was
4,000 square feel but half was wasted
in storage space.

The work areas were carefully ar-
ranged to minimize handling, thus
cutting down on manpower. For in-
stance, Dave Minock carefully
thought about the recycling center,
going so far as to take the cardboard

loading and rotating product from
back room storage into the cooler, “
says Dennis. “One heck of a lot of
bull labor.”

Has the cost of energy gone up?
“Not really,” say the Minocks. "The
new building is so energy efficient,
and we save employee hours, t00.”
Even the cement floor is insulated and
there is a Styrofoam break that
doesn’t allow the floor inside to trans-
fer the cold from the coolers to the
outside storage area.

The ample coolers allow the Mi-
nocks to stock an amazing variety of
beers. We counted 146 varieties of
domestics from Anheuser-Busch to
Zima and imports from Australia to
New Zealand. The Spirits Shoppe
offers exotics like Cave Creek, bottled
with an actual jalapeno pepper inside
to a Samuel Smith Oatmeal Stout.

bins The
home to selling
his floor is a
drive- clean,
way to spacious
arrange area with
them in wide
awork- aisles and
able a typical
space. conve-
Then, nience

he store
planned product
the mix.
room, Flexibil-
visible ity is the
to the Dave and Dennis Minock stand inside the 800 squarefoot key to
custom- refrigerated display!cooler!storage area. planning
ers, in the

with the boxes neatly arranged, and a
small sink for clean up. An employee
can handle the bottles and cans with-
out leaving the area. Part of Dave’s
solution to the recycling mess was a
hatch door through which he can slip
the filled and sealed bags to a holding
area. The bags are ready for pick up
and the holding area can be easily
washed down.

The refrigerated storage system is
the area that has exceeded all their
expectations. With 25 cooler doors
and four freezer doors it stretches
across one and a half walls and is one
of the biggest in town. Beverage reps
and employees enter the cooler from
the back room. When product comes
in it goes directly into the cooler.
“Delivery people love it, too,” Dave
says.

“During our busiest season we
used to spend two hours every night

store. Besides having lots of room to
add new products, the first floor of-
fice can be moved upstairs, making
way for a kitchen and additional deli
area if they ever decide they need one.

Dennis was a beer rep for Jerry’s
Distributing when he opened the
original Spirits Shoppe twenty years
ago. Now, in his new location, he
considers the future when he will be
able to spend more time as a “cottage
dweller,” away from The Spirits-
Shoppe. He and his wife, Patricia,
who does the accounting for the store,
will eventually turn the operation over
to Dave.

Luckily, crossing the street was a
positive move for the Minock family.
They got what they wanted in effi-
ciency and flexibility and kept virtu-
ally the same location-the biggest
reason for their success.
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The Greeson Company

promotes fifteen

The Greeson Company recently
held their annual meeting at the Ritz
Carlton in Dearborn announced the
following promotions:

In the Corporate Division: Rick
Weatherhead (Detroit) to executive
vice president and John Simmons
(Grand Rapids) to senior vice presi-
dent retail operations.

In the Grand Rapids Division:
Ray Peuler (Grand Rapids) to senior
vice president, branch manager; Tom
Adloff (Grand Rapids) to senior vice
president perishables, Joe Merrill to

vice president frozen food; Jim Eard-
ley to vice president grocery; Gene
Bush to vice president dairy/deli; and
Ruth Plak to office coordinator.

In the Detroit Division: Norma
Garbula to vice president perishables;
Paul Marks to vice president grocery;
and Tom Wandzel to vice president
sales, Northern Michigan.

In the Columbus Division: Lance
Richl to vice president grocery, John
Newland to vice president non-foods,
Adam Zinsmeister to vice president
frozen foods; and Joe Bums to vice
president food service.

People

J Executives
elected to
NAWGA
Board of
Governors

Twenty-four industry executives
were recently elected to three-year
terms on the NAWGA Board of Gov-
ernors during the National-American
Wholesale Grocers’ Association con-
vention in Dallas.

One newly-elected Board member

WHATS HOT?

SIZE

750 ml
375 ml
200 ml
50 ml

R.M. GILLIGAN

HIRAM WALKER
SONS, INC.

A

A

A superior blend of
Premium Gold Tequila
with Mexican spice

and citrus flavor.

The Cool Taste

That Goes Down Hot!

NOW AVAILABLE ON SPECIAL ORDER

PROOF PACK BASE PRICE
70 6 16.55
70 12 8.25
70 12 4.55
70 60 1.60

Distributed by:

CLASS C SHELF PRICE
15.72 19.97
7.84 9.95
4.32 5.48
1.51 1.92

INC.

28423 Orchard Lake Road, Suite 201
Farmington Hills, Michigan

(810) 553-9440
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is from Michigan. He is Patrick M.
Quinn, President & CEO, Spartan
Stores, Inc. of Grand Rapids.

In addition, NAWGA Chairman
John Woodhouse appointed seven ad-
ditional executives to one-year terms
on the Board; one is from Michigan
Gregory Gallus, Chairman of the
Board & President, Foodland Dis-
tributors of Livonia.

Michigan Sugar
Co. announces
personnel
changes

Michigan Sugar Company recently
announced the following personnel
changes.

Glenn L. Peacock was promoted to
director of
communica-
tions. He
joined the
company as
manager of
public rela-
tions in 1990.

In his new po-

sition, Pea-

cock manages and provides strategic
direction for the company’s diverse
integrated marketing communications
system including: internal and exter-
nal communication, brand advertis-
ing, co-op promotion programs, trade
show programs, as well as commu-
nity, government and customer rela-
tions. He also serves as liaison with
numerous industry trade groups.

Tricia DeGroat was promoted to
the position of
by-products
sales assistant.

DeGroat

joined the

company in

1988 as an ac-

counts payable

clerk. She

later joined

the sales staff where she'worked in
order entry. In her new position, De-
Groat coordinates domestic beet pulp
sales, export pulp, molasses and mo-
lasses desugaring shipments. She
also provides customer service sup-
port for grocery accounts.

Rhonda R, Mohowitsch recently
joined the
company as a
logistics ana-
lyst. In this
position she
will be re-
sponsible for
monitoring
plant invento-
ries, coordi-
nating rail shipments of sugar, beet
pulp and molasses, monitoring pro-
duction at the processing plants, coor-
dinating grocery shipments to cus-
tomers and other logistics duties.



The bagger from Vegas Markets was;

the bagger from J & J Foodcenters was;

and the bagger from Danny's Market
was on TV in April of 1994.

The Associated Food Dealers is hosting its 2nd Annucl Best Bagger Contest
and we want your store to be involved. We received national news coverage in
1994. We have it all on video tape so please call if you would like a copy.
The only thing you need in order to participate is a great grocery 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!! Our Best Bagger Contest will improve
employee bagging skills, build pride among your staff, develop a “Customer Care” image, boost
enthusiasm, gain media coverage, receive community recognition and increase employee
confidence and moral. Recognition breeds enthusiasm and excellence!

‘What Is A Best Bagger Contest?
The contest will consist of 10 heats of 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 3) number of bags used
2) proper “bag building” technique 4) distribution of weight between bags
(no eggs on the bottom, etc..) §) style-attitude-appearance

Who Can Enter? .

One contestant per member company who is a regular full or part time employee and whose job
includes bagging can enter. There is no cost to participate. In fact, each bagger receives $50 just for
participating and even more if you win!

What Will Your Best Bagger Win?
Three winners will be selected. First prize consists of a trophy, a $500 award for educational purposes,
a $300 shopping spree.

‘Where Is The Contest?
The contest takes place at Burton Manor before the Trade Show opens on April 26, 1995 at 2 p.m.
and ends by 4 p.m. . The address of Burton Manor is 27777 Schoolcraft Rd., between Inkster

and Middlebelt on the south side. (Burton Manor is the former Roma’s of Livonia)

[ | .

1 Please print—Please cut out this form and enter your store’s best bagger! I
1 Store name. I
1 Mailing Address. [
I City/State/Zip. 1
i Telephone ( ). (]
i Contact Person I
1 Best Bagger's Name. Phone Number I
1 Complete this form and send it to: 1

AFD, 18470 West 10 Mile Road, Southfield, MI 48075

1 Attention: Danielle, (810) 557-9600 1
1 Please send this form to AFD by March 31, 1995 1
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Wholesale Profile

High quality exemplifies
L & L Wine & Liquor

by Shannon Swanson Taylor

Since the end of Prohibition,
L & L Wine & Liquor Corporation
has been in the
wholesale wine
business as a high
volume, premium
wine wholesaler.

The company
was started by
Samuel Lewis
and his associate
who saw the
opportunity to
make money in
an industry reborn after the repeal
of Prohibition. L & L received the
first wholesale wine license in the
state of Michigan. Today, almost
sixty years later, the Lewis family,
Milford, Frank, and Steven,
continue to run the company.-

Originally located on Fort Street
in Detroit, L & L Wine & Liquor
moved in the early 1970s to larger
facility at Intervale in Detroit

which they soon

outgrew as well.

Three years ago

L & L moved to

a facility with a

56,000 square

foot warehouse

on Allen Drive

in Troy.

Covering

Wayne, Oak-

land, Macomb,
Washtenaw and Livingston
counties, approximately 5,000
independent retailers, chain retail
accounts and on-premise accounts
(restaurants, bars, hotels, etc.) are
served by the wholesaler. In order
to promote the best possible

TEAM BUILDING EXPERT

Build A Better Team
With Joyce Weiss

Train, Educate, Empower, Inform, Excite

JOYCE WEISS, M.A., CSP

Let us design a workshop
that will inspire your team,
stretch their imagination,
and create a plan ofaction.
Don settle for second best
when you can be the bestin
your industry. Envision
yourselfsurpassing the
competition.

Keynote Speaker ¢ Workshop Trainer
Business Consultant

Take the challenge and call today for wore
information and availability of dates.

ASSOCIATES
TEAM BUILDING EXPERTS
P.O. Box 250163 « West Bloomheld, M| 48325-0163

(810) 681-5831
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service, L & L continuously
analyzes sales territories to ensure
the proper mix of accounts. A
newly implemented merchandising

program provides all salespeople
with additional support.

“The core philosophy of L & L
has been to work closely with our
suppliers to ensure that we achieve
distribution goals and objectives,”
said Steven Lewis, executive vice
president of L & L.

This philosophy is accom-
plished through continued growth
in the premium wine business as
well as an experienced and highly
trained management staff and sales
force. (There are 12 senior sales
managers and 34 sales representa-
tives.)

To ensure continued growth in
the premium wine business, an
experienced and highly trained
management staff and sales force
is critical. Efforts are aimed at
continual training and education in
the form of

customers is the key to our ability
to execute to the standards of our
suppliers,” said Lewis.

Lewis emphasized that L & L
has quality brands and suppliers

and that their products are at the
premium end of the wine industry

Along with the wines, L & L
has moved into the premium

specialty beer category as well as
non-alcoholic mixers, juices and
“new age" beverages. They are
also representing a portfolio of
spirits for Sazerac Company.

Some of their more popular
premium domestic wines include
Robert Mondavi, Wine World
(Beringer and Napa Ridge),
Fetzer, Almaden and their best
imports are Tosti Asti Spumante,
Frederick Wildman as well as an
extensive portfolio of German and
Italian wines.

“This market is
unique and unlike
others because it is
dominated by

independent retail-
ers as opposed to
chain stores and
its those inde-
pendents who
offer this
market a
unique flexibil-
ity for a wide
range of prod-
uct promotions
you wouldn’t
typically find in
the grocery
chain environ-
ment,” said
Lewis. “We
are appreciative
of the independent retailer; they
arc much more progressive in their
marketing styles for wine, beer
and spirits.”
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Scanning is on its way to conve-
nience stores. The National Associa-
tion of Convenience Stores (NACS)
calls the innovation a technological
tool with the potential to vastly im-
prove the way convenience stores op
erate.

NACS reports that convenience
stores with scanning systems already
in place have seen radical improve-
ments in price management.

The Power Of Partnerships

At Michigan Sugar Company, We Live By Partnerships.

Scanning in C-stores

POS scanning systems called time and money savers

“Scanning al-
lows conve-
nience stores to
accurately price
their products
and make timely
price changes,”
says Gene
Gerke, an indus-
try consultant
and President of

Environment

" EBNtgnSgr Qs
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Retailer

Gerke & Associ-
ates (Columbia,
MO). “And,
while making
those price
changes usually
takes one to two
weeks, with scan-
ning the job can
be done in less
than two hours.”

According to the 1993 NACS Slate
ofthe Industry report, the use of auto-
mation in convenience stores has
grown 20 percent since 1990. How-
ever, scanning remains in its infancy
in the industry. Fewer than 10 per-
cent of stores used POS (point-of-
sale) systems in 1992.

But a group of NACS task force
members believe scanning will grow
rapidly over the next few years for
several reasons. One of the biggest
reasons is cost. Studies show that the
cost of new technology continues to
drop. Convenience store retailers also
have a wider choice of scanning sys-
tems available to them today than
they did in the past.

The task force also believes that
industry-wide use of scanning will
grow because consumers have be-
come used to seeing POS systems
when they shop. It adds that scanning
has proven itself to be successful in
other channels of trade.

Improved price management
leads list of benefits

The benefits of scanning vary from
company to company, although better
price management stands out as a
common plus. Another plus is the
ability to keep track of consumer
trends.

“Scanning gives us immediate
feedback on the unit movement of
products,” says task force member
Chris Wilson, Director of Merchan-
dising Administration with National
Convenience Stores Inc. (NCS)
(Houston, TX), which operates 719
Stop N Go stores. “We get a first-
hand look at the consumer reaction to
price changes. This allows us to
make better decisions on which prod-
ucts to promote and how much those
products should cost.”

Task force members say that they
also found some intangible benefits of
scanning. Gerke points out that scan-
ning can improve average cashier pro-
ductivity and speed up customer ser-
vice. He adds that customers also get
“a detailed receipt indicating prices
and descriptions of the items pur-
chased. These benefits can serve to
increase customer satisfaction in
stores where the scanning systems are
operating efficiently.”

Stores also can use scanning sys-
tems to identify peak and slow shop-
ping periods because they record de-
tailed information on item movement
and record the time that transactions

See Scanning
page 31.



Nice Ice.

New From Talking Rain, Preston, WA

SPARKLING ICE

In 4 Flavors: 12 oz. Btls.
« PEACH « APPLE « CHERRY < BERRY

Watch For Our Booth at the
AFD ANNUAL TRADE SHOW
Distributed by:

Exclusive Distributors In Michigan
Distributors ofMr. Pure Juice Products
Tropicana « Gatoraid » Canfield « V8 « Campbell's

6650 Chase, Dearborn, Ml 48126
(313) 584-2800 « Fax (313) 584-2802
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WHITE CHOCO raspberry fudge VANILLA BEAN ¢ VANILLA BEAN

8vor the heavenly tastes of Melody Farms'

new Prestige Frozen Yogurt and Ice Cream flavors.
Delightfully new and indulgently delicious, choose
from a spectrum of flavors including Vanilla Bean,
White Chocolate Raspberry Fudge, Expresso Fudge
Pie and Vanilla Cherry Chunk... just a sampling of the glorious new Prestige tastes that are simply out of this world!

Try new Prestige Frozen Yogurt and Ice Cream, the flavors will bring in the customers, the tastes will make them m ile!

Contact your Melody Farms sales representative for a sampling of these new products and additional details.

Delightfully New, Indulgently Delicious!

INatural Flavor

farmse®

| 31111 Industrial, Livonia, Michigan 48150 Distribution throughout Michigan and northern Ohio. 1-800-686-6866
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SELECTION

QUALITY

OUR PRODUCT LINE

IS A TRADEMARK VALU E
OF GOOD BUSINESS

The only company that can give you America’s best selling family of soft drinks and non-
carbonated beverages also brings you the world's best-known, most respected trademark.

Your local Coca-Cola Bottler can help put the power of that trademark to work for you with
America’s #1 selling soft drink - Coca-Cola classic®, #1 selling diet soft drink - diet Coke®,
and #1 selling lemon lime - Sprite®.

Taking advantage of the equity in the Coca-Cola name is a strategy
proven successful time and again.

It has become a trademark of good business.

For information, contact your local Coca-Cola Bottler at:
Metro North/Auburn Hills Branch 810-373-26S 3

Metro East Side/Madison Heights Branch 810-585-1248
Metro West Side/Van Boren Branch 313-397-2700

Port Huron Area/Port Huron Branch 810-982-8501

Minute
Coke Maid

© 1995 the Coca-Cola Company "Coca-Cola" "diet Coke.” the Dynamic Ribbon device "Spate” 'Minute Maid." "Nestea * "Fruitopia.” "Powerade." are trademarkes of the
Coca-Coca Company.

FOOD & BEVERAGE REPORT, APRIL 1995 .21



Family and
Medical Leave
Act rules
finalized

The rule for the Family and Medi-
cal Leave Act (FMLA) became final
on April 6,1995.

Only a few changes were made in
the final FMLA regulation. The
FMLA requires employers with 50 or
more workers to provide up to 12
weeks unpaid, job-guaranteed leave
ina 12-month period for childbirth,
adoption, and serious personal illness
of employees or their close family
members. The law does not apply to
short term illness which would nor-
mally be covered by employer sick
leave policies. The final regulation
defines serious illness to be one that
lasts for longer than three consecu-
tive days. The final rule expands the
definition of “serious health condi-
tion” to ensure that leave is provided
for those who suffer from certain
chronic conditions such as asthma
and diabetes.

Wage and Hour inspectors have
found that most employers’ viola-
tions of the FMLA resulted from

Legislative Update

their failure to communicate family
and medical leave obligations to their
employees. This includes written no-
tice of employees’ rights under the
law. Businesses should examine their
employee handbooks to ensure that
information included is in compliance
with the FMLA.

—NGA

Labeling update
for poultry
products

The United States Department of
Agriculture (USDA) has propsed a
new regulation that would change the
labeling of poultry products as
“fresh.”

Under the current system, poultry
may be labeled “fresh” even if it has
been transported or stored at tempera-
tures as low as zero degrees fahren-
heit and as high as 40 degrees.

Under the USDA’s proposed rule.

poultry held at temperatures between
zero and 26 degrees would have to be
labeled “previously frozen.” Twenty-
six degrees was chosen as the defin-
ing temperature because this is the
temperature at which chickens begin
to freeze.

This measure would effectively
outlaw the practice of “deep chilling”
chickens for long distance transporta-
tion after which the poultry is thawed
and sold as “fresh.” One effect of the
regulation would be to promote local
poultry over poultry shipped long dis-
tance.

—NGA

How to communicate
with your U.S. Senators
and Representatives

Call the Capitol switchboard
(202) 224-3121 and ask for his or
her office, or write:

The Honorable (full name),
United States Senate
Washington, D.C. 20510
or
The Honorable (full name),
United States House
of Representatives
Washington, D.C. 20510

CREATIVE ADVERTISING & PRINTING
17630 EAST TEN MILE ROAD
EASTPOINTE, MICHIGAN 48021

(810) 777-6823 « Fax (810) 777-1434
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Food Bank of
Oakland County

Scans for hunger

The Food Bank of Oakland County
is inviting grocery, party and conve-
nience store operators to take partina
new project called Check-out Hunger.
Stores put up a display at the check-
out counter that contains $1 coupons
that have a bar code on them. The
display asks customers to tear off one
or more coupons, which the cashier
will scan like any other purchase. If
the store does not scan, the PLU code
is used. The cost is then added to the
shoppers’ order. At the end of each
month, the Food Bank of Oakland
County will make a purchase at your
store based on the coupons collected
that month. The Food Bank will be
responsible for making sure that all
stores receive all the material needed
to run the program and will also make
sure that stores are stocked as neces-
sary.

“It’s simple and everyone wins!
Money raised at your store is spent at
your store,” says Bob Bauer, director
of resource development and market-
ing for the Food Bank of Oakland
County.

For more information contact: Bob
Bauer, The Food Bank of Oakland
County, P.O. Box 430636, Pontiac,
MI 48343, Phone (810) 332-1473.



HEY, THE DOG’S RED
HOT THE BEER.

Dogs should he red. Beer should be smooth.
And easy to drink.

Plank Road Brewery. Enjoy It Responsibly.
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Six cardinal rules of customer service

Here are six foolproof rules that
can help you achieve an efficient cus-
tomer service department. These
rules come from Nancy Friedman,
President of Telephone "'Doctor,” an
international telephone skills and cus-
tomer training company. Hang these
rules in your office, by every phone,
every water fountain and every cash
register. Make them a part of your
company policy.

1. People before paperwork.
How many times have you stood
and waited while a clerk tallied up
abatch of figures and then, after he
or she was through, asked, ""How
can | help you?” And how many
times have you waited while
someone “fiddled” with a desk
drawer, or wrote up a note, before
they acknowledged you? Paper
can wait-people should not. At the
very first inkling a customer is
near, STOP. Put your paperwork
down. Setitaside. Itwon’t walk
away, but the customer will. Make
eye contact and immediately
acknowledge your customers-let

cm

HRO-50 Countertop Rotisserie

them know that THEY come first.

2. Always be nice ... even when

you’re busy!

Don't be too busy to be nice.
Being busy
does not give
you carte
blanche to be
rude. The
customer wants
all of your
attention and if
you appear too
busy, and make
them feel
unimportant,
they may go
elsewhere.

3. Take your time with callers.

Let’s face it... most phone calls
we get are an interruption and we
usually are in the middle of some-
thing. When you answer the phone
and rush the caller, it threatens
them. The caller needs your full
attention. Don’t write, type, or talk
to anyone else unless it pertains to

the conversation 100%. Quick,
short answers are also very intimi-
dating. Ifyou are in the service
industry, your clients aren’t an

interruption-they arc your business.

4. Speak on
their level.
Company
jargon should
stay in your
company.
Mistakes and -
miscommunica-
tions thrive on
company
jargon. You’ll
be far more
familiar with
them and
abbreviations than the caller will.
And, you’re not impressing anyone
with the knowledge of what they
don’t know. Find acommon
denominator-a common bond, the
customer will appreciate your
thoughtfulness.

5. Be friendly at all times.

Have you ever called a company
where you were treated in a fairly
average manner, and when they ;
realized you were a friend of the
boss or someone other than an
average customer, they brightened
right up? Why wait to be friendly?
Why discriminate? Ifyou're
friendly before you know whom
you’re talking with, you’ll make a
whole lot of good points and
you’re giving the same fabulous
service to everyone. Don’tdis-
criminate!

6. There “Ya go” is not “Thank

yOU."

Count, starting today, for one day,
how many times people forget to
say “thank you™ and “you’re
welcome.” There “ya go”just
doesn’t hack it. When a customer
spends money, they want to hear a
big smilely “Thank you, we
appreciate your business.” Also,
“you’re welcome” is a wonderful
phrase, it is far more impressive
than “uh-huh.” Use it more often.

mOklahoma Grocers Association

IT? « SACIT? & SLLL IT?

HOBART

Quality is just the beginning.
1 313 697-7060
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April 23 -25

April 25 - 26

May 7-10

May 21 -24

June 11-15

June 18-20

July 16-20

July 18-21

July 23 - 27

Sep. 10-11

Sep. 10-13

Oct. 8-10

Oct. 8-11

Oct. 22 - 25

Calendar

Supermarket Pharmacy Conference
Marriott Rivcrcenter Hotel, San Antonio, Texas

AFD Trade Show, Barton Manor; Livonia, Michigan

FMI Supermarket Industry Convention and Expo
McCormick Place, Chicago, lllinois

Annual Financial Executives Conference
Plaza San Antonio Hotel, San Antonio, Texas

FMI Performance Skillsfor Effective Store Management
San Diego, California

1.D.DA’s 31st Annual Seminar & Expo, San Jose, California

FMI Performance Skillsfor Effective Store Management
Dallas, Texas

1995 Exhibit Industry Conference & Exposition
Moscone Center, San Fransico, California

FMI Performance Skillsfor Effective Store Management
Philadelphia, Pennsylvania

Kramer Holiday Food Show, Novi Center; Novi, Michigan

NAWGAUFDA Midyear Executive Conference
White Sulpher Springs, West Virginia

General Merchandise!Health & Beauty Care Conference
Pennsylvania Convention Center, Philadelphia, Pennsylvania

National Frozen Food Convention; San Francisco, California

NAWGAUFDA Food Industry Productivity Conference
Phoenix, Arizona

Increase Your Profits with
La Preferida’s Complete Line of
Authentic Mexican Foods.

Over 150 items, including:
*Salsas * Peppers * Beans

*Refried Beans * Rice * And Many More!

Look for La Preferida at the Kehe Distributor Booth
at this year's AFD Show. Stop by and try our new
FAT FREE Dips and FAT FREE Refried Beans!

La Preferida, Inc., 3400 W. 35th St., Chicago, IL 60632
PHONE: (312) 254-7200 FAX: (312) 254-8546

Cellular one

BRINGS YOU AN OFFER
ONLY A SELECT FEW
AN APPRECIATE.

Right now, take adavantage of special Cellular One discounts

designed exclusively for associations like Associated Food Dealers of
Michigan. Your organization endorses Cellular One because of their
outstanding reputation of customer service before, during and after

the sale. And now, Cellular One wants to pass those advantages,

along with terrific savings, on to you. Just call us at 1-800-45-CELL-1

or Associated Food Dealers at 1-800-66-66-AFD to find out just
how simple cellular service can be.

For more information, call 1-800-45-CELL-1

CELLULARONE

e “n contract required Offer for activations at participating loications in Bay City. Detroit (and Metropolitan area). Flint. Grand Rapids. Lansing. Midland. Monroe,
be “T p To be eligible for this rale plan you must call 1-800-45-CELL-I poor to activation. Airtime is additional for features Roaming charges not included May not
u wm anyofe Cellular One offer. If during the term of your service contract you arc no longer an AFD member, regular rales will apply. Every lime you use your cellular phone, you

make a contribution to the Cellular One/Associated Food Dealers of Michigan program. Other restrictions apply.
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Violence in the workplace has
become the third leading cause of
death on the job. In the last year
alone, nearly one million U.S. em-
ployees were victims of physical
attacks at work and 1,004 were
killed on the job as a result of
these incidents.

While the causes of workplace
violence are complex, many can
be directly linked to the
employee’s perception of their
*“loss of control.” Whether this

loss of control is in the family unit | In the first year after being laid

or on the job,
the correspond-
ing stress can
lead to explo-
sive behavior.
The violent acts
of the indi-
vidual are the
end product of a
series of events
that have cre-

“Often, the telltale
signs of workplace
violence were present,

but went unnoticed.”

off, employees
are six times
more likely to
commit violent
acts than those
workers who
have retained
employment.
Whether the
violent behavior
manifests itself

ated stress in the individual’s life. I in the home or the workplace, it

North Poi

4

nte

Michigan’s Leader

Insurance Co.

by A M. Best

Rated B+ (Very Good)

n

Liquor Liability
for 7 years running!

Our outstanding service has made us #1

® Competitive Rates

® FEndorsed by AFD for 6 consecutive years

® Never Assessable, no deductibles, policy fees
or surplus lines tax

®  Available through the Independent Agent network
with over 700 agencies to serve you

1-800-229-NPIC

1-810-357-3895 FAX

Admitted, Approved and Domiciled in Michigan

or call AFD at 810-557-9600 or 800-66-66-AFD

Planning for workplace violence

evolved from smaller incidents
that build to a crescendo. These
incidents may be real or perceived
incidents of stress, discrimination, |
harassment, job loss or dissatisfac- |
tion. |

Often, the telltale signs of work-

place violence were present, but

went unrecognized. High job dis-
satisfaction correlates strongly
with absenteeism, stress, and re-
sulting violent behavior. When
mixed with illicit drugs, alcohol,
and a failure to recognize the inap-
propriateness of their action, the
employees’ potential for violence

increases. .
Employers should assess the po-

tential for violence or other inap-

propriate behavior and plan to
avoid or diminish the possibility.

Often, using a team approach of-

fers the best look at assessing the

risk for violence. Combining the
resources, perspective, and talents
of loss prevention, human re-
sources, legal and employee assis-
tant programs allows for the risk
evaluation of potential problem
employees. Recognizing that the
loss of one’s job is a significant

stress inducer comparable to a di-

vorce. .

In assessing the threat potential,

consider the following:

« Statements made and the parties
involved;

+ Circumstances of previous
threats and existence of
weapons;

« The witnesses to the threat;

« Evaluation of previous incidents
and resulting conduct;

» Recent behavioral changes,
discipline, or work perfor-
mance;

« Other factors: denied promotion
or transfer, fear of layoff,
relationship with management.
In the event that it is determined

that the potential for a violent act

exists, the employees should pre-
pare counseling or protective mea-
sures that meet the needs of the
situation. The employer must be
sensitive to the needs of the ac-
cused, during and after the pro-
cess, as well as those of the com-
pany. Paying attention to potential
for violence and planning to
handle it on several levels can re-
duce the chance that it will actu-
ally erupt.

—LPS
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Talking Rain
produces New Age
soft drink

Talking Rain Beverage Company re-
cently launched its line of Sparkling Ice
in order to stake its claim in the New Age
category of beverages.

The etched artwork along and frosted
bottles gives the all-natural fruit-flavored
water an identity of its own. The pat-
ented and trademarked bottles have won
honors from several different competi-
tions including the Beverage Packaging
Global Design and Northwest ADDY.

The beverage comes in Berry, Apple,
Peach and Cherry in 12-ounce single-
serve hottles, and are available in regular
and low-caloric.

“Our feeling is that the 4-pack is fad-
ing at the retail level. What’s appearing
on shelves now arc the 20s, the 24s, the
22s—the larger single-serve SKUs,” said
Doug MacLean, vice president and gen-
eral manager of Talking Rain.

“The 20-ounce will be a replica of the
award-winning package with a 38-milli-
meter, wide-mouth," explained John
Stevens, founder of the company.

A new line of non-carbonatcd prod-

ucts including iced-teas
and lemonades and the
new 20-ounce, single-serve bottles
arc expected to come into the market this
spring.

For more information regarding Talk-
ing Rain products, please call Garden
Foods, Inc. at (313) 584-2800.

Tea brewer’s
consumer appeal

steeped in tradition

This spring, Arizona Iced Tea will take
a step that shows the company remains in
close touch with consumer sensibilities.
It will unveil an innovative product that
while new, is also steeped in tradition,
Arizona Iced
Tea With Gin-
seng. Accord-
ing to Arizona
Chief Operating
Officer Mike
Schott, ginseng
is a natural and
mysterious sub-
stance that has
been the subject
of folk lore for
centuries.

The combination of ginseng with tea
originated in ancient China. The tenets of
traditional Chinese medicine hold that
ginseng is a tonic to increase strength,
increase blood volume, promote life and
appetite, quiet the spirit and give wisdom.

The product is being marketed in 20
ounce cobalt blue bottles with gold high

T

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 lowest out-of-pocket costs.

Golden Dental Plans
29377 Hoover Road
Warren, Michigan 48093

1-800-451 -5918
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Products

lighted neck and

body labels.
Thelabel art depicts a Native
American medicine man riding a buf-
falo; a Native American symbol of di-
vine power. Most Native American
tribes were familiar with ginseng and
valued the plant highly.

For more information contact For-

olito, Vultaggio & Sons at (513) 357-
4750.

Pierre Frozen Foods
offers JUMBO
Breakfast

Sandwiches

Satisfy the hungriest morning custom-
ers with JUMBO Blue Ribbon™ Biscuit
Sandwiches from Pierre Frozen Foods.
These big, delicious microwaveable
breakfast sandwiches are made with the
freshest real ingredients including pre-
mium quality meats, eggs and cheese, all
served on buttermilk biscuits.

Pierro JUMBO Blue Ribbon Biscuits
taste so country oven fresh and delicious,
customers will make these sandwiches a
regular part of their morning routine, of-
fering you a steady source of repeat busi-
ness.

Every Pierre Breakfast Sandwich fea-
tures a full 14-day shelf life under refrig-
eration and bright, attractive 4/color pack-
aging to help attract consumer trial.

The Pierre Breakfast Sandwiches in-
clude: Canadian Style Bacon; Egg &
Cheese on Biscuit; Country Fried Steak

on Biscuit; Sausage Patty and Cheese on
Biscuit; Bacon, Egg, Cheese on Biscuit,
and; Sausage, Egg and Cheese on Biscuit.

Pierre Frozen Foods produces a full
line of wrapped sandwiches and fully
cooked meats for foodscrvice, vending,
convenience store, mobile catering and
other consumer markets.

For more information, contact Pierre
Frozen Foods, 9990 Princeton Road, Cin-
cinnati, Ohio 45246 and the telephone
number is (513) 874-8741 or (800) 543
1604.

Dip into this!

Marie’s extends its vegetable

dip line

On the heels of last year’s successful
launch of Marie’s five new refrigerated
vegetable dips, the maker of premium-
quality refrigerated salad dressings is in-
troducing yet another delicious dip vari-
ety—Marie’s Bacon Ranch Dip.

Like Marie’s other sour cream-based
dips, new Marie’s Bacon Ranch Dip is
made to serve with fresh vegetables.
Marie’s dressings for salads, and Marie’s
vegetable dips must be refrigerated. The
five Marie’s refrigerated dips feature:
New Bacon Ranch, Homestyle Ranch,
Parmesan Garlic and Sun Dried Tomato.

Clear plastic 12 ounce tubs enable
consumers to see product quality.

Hill Phoenix Refrigeration
NEW!

Dent Proof Polymer Bumper and Kickplates
No High Shinning, Glaring Metal Services
Lower Cases - Easier to Reach Products.

Danfoss Engergy Management Controls

Sales ¢ Installations ¢ Service
Serving:
« Detroit « Grand Rapids ¢ Lansing ¢ Flint
« Saginaw e« Traverse City '‘Alpena
« Bay City * Port Huron « Kalamazoo

CASES » WALK-INS ¢« REFRIGERATION SYSTEMS

REFRIGERATION

24435 W. Warren

Dearborn Heights, M 48127
CALL
JASON BYERS or BILL RODERICK

313.565-2474

ORFAX 3135655272

SEE HILL PHOENIX AT FMI 95



Coors
Brewing Co.
introduces
technology
for new
packaging

Technicians at Coors Brewing
Company (CBC) have shared brewing
and packaging experience with con-
tainer design people at Anchor Glass
to develop production capabilities for
packaging configurations that are
unique to the beer industry. The re-
sult of their efforts will allow Coors
to produce a new package that has
previously only been available to the
soft drink and alternative beverage
market.

The new package holds 16 ounces
of liquid, has a wide-mouth opening
and features a 360-degree relief de-
piction of a western United States
mountain scene on the container’s
“shoulder.” It is believed to be the
first beverage bottle with an em-
bossed view of an actual American
mountain range.

Employee teams from both Coors
and Anchor masterminded the inno-
vation to response to the growing
trend in the beverage segment toward
alternative-type glass containers. Ac-
cording to Jim Youker, a Coors prod-
uct development manager, Coors en-
gineers outfitted standard production
line fillers with new alternative bever-
age industry parts. During start up,
the converted machinery turned out
approximately 48,000 bottles per
hour, said Youker.

The current production will include
the Coors light brand only and the
company will be testing the package
on a markel-by-market basis.

CBC has a long history in packag-
ing innovation, including the develop-
ment of the aluminum beverage can in
the 1950s. In addition to marketing
the first aluminum cans in 1959, Co-
ors was responsible that same year for
launching the aluminum recyeling
revolution by offering a penny for
each can returned to the company.

News Notes

Bumble Bee promotes
spelling bee

Bumble Bee Seafoods, Inc. is cre-
ating a new buzz in town as the pre-
senting sponsor of the live ESPN
broadcast of the 68th Annual Scripps
Howard National Spelling Bee® on
June I, 1995. The collaborative ef-
fort marks the first time the media
giant teams with a broadcast sponsor
to promote spelling nationwide.

The success of the Scripps
Howard National Spelling Bee has

led to its continued growth over the
years. The competition’s objective of
encouraging students to improve their
spelling and vocabularies, and de-
velop correct English, aids them for
the rest of their lives.

Based in San Diego, Bumble Bee
Seafoods, Inc. is one of the world’s
largest distributors of canned seafood
products and the number two pro-

Labor is
high cost
item in food
industry

According to FMI's Operations
Review, 1993, store labor is the larg-
est portion of all supermarket ex-
penses—equaling more than half
(51.5%) the percentage of the gross
margin.

The industry’s hourly wage for
non-supervisory employees averaged
$7.57 in 1993, well above the nation's

ducer in the United States.

minimum wage.

WHAT DOES IT MEAN TO YOU
WHEN YOUR DOCTOR OR HOSPITAL "PARTICIPATES"

A MESSAGE TO MICHIGAN'S
SMALL BUSINESSES:

PARTICIPATING DOCTORS
AND HOSPITALS ACCEPT
OUR REIMBURSEMENT AS
FULL PAYMENT FOR
COVERED SERVICES.
In most cases, all you or your
employees have to pay are
deductibles and co-payments.
And no matter how small your
company, that means you get
the same good deal we give
our largest group customers.
When you and your employees
go to Blue Cross Blue Shield
participating doctors and
hospitals, we pay them directly
for covered services. They've

WITH US?

signed agreements to accept
our allowed amounts as full
payment for covered services.
Why? Because almost four and
a half million Michiganians are
Blues members. Most physicians
have a lot of our members as
patients, and join the Blues to
better serve them.
THE NUMBERS WORK
FOR YOU.
Who participates with us? All
195 Michigan community hospi-
tals. Three out of four physicians
in the state. And 99 percent of
all pharmacies.

Plus, as a Blues group, you
gain the clout of the largest
corporations because you're in

AMERICA'S HEALTH SECURITY CARD.

Callyourindependent insurance agent
orJudy Mansurat
Associated Food Dealers: 1(810) 557-9600

FOOD BEVERAGE REPORT. APRIL 1995

partnership with them-and
with us-to purchase health
care economically.

That's value. And it's the
kind of value you only get with
Blue Cross Blue Shield and Blue
Care Network of Michigan. For
more information, contact your
local independent insurance
agent or a Blue Cross Blue
Shield sales representative.

"Make sureyour

physician participates

in Bine Cross Blue Shield
Most do-and they work
with us to hold down costs."

FrankL McDevitl 0.0,
Vice Presidentand
Corporate Medteal Director

Blue Cross

Blue Shield

Blue Care Network
of Michigan
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Ten valuable tips to create quality teams

by Joyce Weiss, MA., CSP

As a professional speaker and
workshop trainer, | ant asked the fol-
lowing question from team leaders
and managers: “How can | create
quality teams, that are focused on a
common goal? We need to increase
productivity and strengthen our posi-
tion in the marketplace.” I have no-
ticed certain qualities that successful
companies share. Our clients see a
significant change with their teams
after we help them design their own
customized plan. Here are ten tips
that | use to boost morale and produc-
tivity. Try the ones that seem appro-
priate for your team. Have fun with
these ideas and watch the “bottom
line” increase as you surpass your
competition.

1. Set a positive example.

Leaders are scrutinized by all em-
ployees. If you are a team leader
make sure that you “walk the talk.”
Don't just give lip service on quality.
When you make mistakes, share them
with your team. Les Wexner, owner
of the Limited, a chain of women’s
clothing stores, shares his mistakes
with his team in his “Hall of Shame.”

Personnel Needed

to Install THEIR

This provides a forum for his staff to
discuss their mistakes and what they
learned from those mistakes.

2. Give support to
create trust.
Leaders must cre-
ate a feeling of trust
in order for their
team to succeed.
When someone
makes a mistake,
leaders must discuss
what went wrong and
then problcm-solve
for solutions. Yelling
at an employee in
front of his or her
peers doesn’t work.
It only decreases morale and reduces
self-esteem.

3. Develop an open line of
communication.

Create an atmosphere where em-
ployees can communicate ideas to
you. Convey these ideas to the entire
team. A common complaint from
non-management is that they feel un-
informed. Quality teams share their
vision from the team leader on down.

Personnel Needed

to Install OUR

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

Your profils are the only thing that will go through the roof when you
purchase the Chester Fried Total System Program for your food service
operation. You'll have no installation costs, no costly roof modifications,
no multiple vendors. And the ventless fryers revolutionary air filtration
system eliminates irritating smoke and grease laden vapors.

- Stainless Steel Construction - Removable Hood Parts

UL Listed and NSF Approved

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

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

FOOD
EQUIPMENT
INCORPORATED

5350 E. Davison - Detroit. M 48212

KENWORTH

food equipment co.
1200 Godfrey S.W - Grand Rapids, Ml 49503
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Newsletters or bulletins are especially
helpful when the creative writers on
your team have a chance to communi-
cate the team’s ideals and goals.

4. Create regular
and productive
meetings.

The leader does
not have to be
present at every
meeting. | suggest
the leader stay for
only part of the
meeting. The team
may feel more com-
fortable discussing
challenges freely.
Often limes this

starts the creative juices flowing.

5. Assess strengths and
weaknesses.

Knowing where the team excels
and what are it’s weakest links is one
of the strongest elements of quality
teams. It can prove fatal when teams
skip over their weaknesses. Teams
need to constantly ask themselves:
“How can we improve?”; “What areas
need strengthening?” Teams need to
find out what they can do to get com-
petitive edge. Constant improvement
is mandatory for quality teams to ex-
cel.

6. Encourage creativity.
Successful companies realize that
each person on the team has his or her

own special uniqueness that brings
diversity to the
team. Encourage
team members to
share ideas, no
matter how sim-
plistic they may
seem. It is usually
the basic ideas that
start the creative
juices flowing. An
athletic coach,
while eating
waffles for break-
fast, got an idea and designed and de-
veloped the unique soles on Nike ath-
letic shoes. Set some rules at creative
brainstorming sessions: only positive
statements allowed; anyone can con-
tribute ideas; there are no stupid
ideas, only ones not mentioned. Do
something totally new and different.
Think of constant improvements.

7. Motivate your team.

Make sure you celebrate the small
successes. Showing appreciation and
recognition to team members will in-
spire everyone to continue doing a
good job. Show thanks for a job well
done in front of peers. Other motiva-
tors might include recognition

plaques or presents, such as gift cer-
tificates to a restaurant. Any form of
recognition will be appreciated. Em-
ployees tell us their biggest com-
plaint is not feeling appreciated.
Leaders need to show their staff how
much they care. If you have prob-
lems with your staff, share your con-
cerns. Partofbeing a good coach is
motivating your team to continue
their success, to stretch their poten-
tial.

8. Develop a “joy” committee.
Ben and Jerry’s, the ice cream
company, started this wonderful idea.

Their employees expect to have a
greatday. Theirslogan is: “If your
job isn’t fun, why are you doing it?”
The “joy gang” improves the quality
of life for all employees and the com-
munity. Employees must take home
three pints of ice cream each day.
Find out what your “joy gang” could
do to increase productivity.

9. Give your staff permission to
take risks.

A good coach must help employ-
ees determine what they need to do to
get the information to make good de-
cisions. | am talking about smart
risks, which need to be discussed
ahead of time. Quality teams realize
that the competition is making
changes constantly. They are survey-
ing their customers about their spe-
cific needs. Risk encourages every-
one to make changes in order to keep
up during these competitive times.

10. Empower

“The power of atsar
success lies in
how you
motivate your
team”

members.

Sometimes team
leaders feel un-
comfortable about
this. It is not easy
for those in charge
to relinquish
power to others. If

— you really want to
have a quality

team that feels passionate about their
job, then you must set the tone. It
takes time to teach others how to be
empowered. But people who are per-
sistent with empowerment will in-
crease their bottom line. Empower-
ment makes employees feel impor-
tant, their creative ideas worthwhile,
and it frees up the team leader to do
what he or she needs to do.

The power of your success lies in
how you motivate your team. Leave
your comfort zone, take risks, learn
and grow. Then celebrate your victo-
ries each and every day. Don’t settle
for second best when you can be #1
in your industry.



Scanning
from page 18.

lake place. This allows for more effi-
cient labor scheduling.

Bye-bye to dead inventory

Another task force member, Mari-
anne Miller, Operations/Marketing
Manager for Landhope Farms, Inc.
(Kennett Square, PA), adds that, be-
cause of the information collected by
scanning systems, retailers can almost
immediately recognize a problem,
then make the necessary adjustments
to solve that problem. “We identified
our dead items, got rid of them and
reduced our inventory levels by
$10,000,” says Miller, whose com-
pany operates 15 stores. “We can
also determine which items sell the
best on a region-by-region basis. Be-
fore, we could only do this on a store-
wide level.”

John Wingate, Director of Manage-
ment Information and Communica-
tions Systems for March Village Pan-
tries, Inc. (Indianapolis, IN), notes
that scanning can reduce the overall
training time for store clerks. “All the
clerk has to do is ring up the item, and
the machine produces all the informa-
tion on that item’s price, food stamp
eligibility and tax status,” says Win-
gate. “With scanning, we can get a
new employee up and running on a
register in an hour. This cuts down
on a lot of frustration for that new
employee.” Marsh Village Pantries
operates 177 stores.

Scanning’s information overload
an initial challenge

Despite obvious benefits that scan-
ning can produce, there are some
challenges that the retailer faces in
trying to reap those benefits. For ex-
ample, scanning provides a wealth of
information for the retailer. But there
is concern that the amount of informa-
tion could also become a problem.

Most stores operate on what’s
known as a price book. This is the
master file where all of the product
descriptions, uniform product codes
and prices are maintained. “Price
files must be changed constantly,”
notes Wilson of NCS. “Convenience
stores see many price changes every
week and it’s very difficult to ensure
store prices match headquarter
prices,” Wilson had to go a step fur-
ther and hire a pricing manager and
POS Coordinator. Their responsibil-
ity: to make sure that prices match at
all times.

Wingate of Marsh Village Pantries
adds that a dated price book will not
only nullify many of the benefits of

scanning, but also drive away custom-
ers. “If you have prices that are in-
correct or someone neglects to pro-
gram any additions or deletions, you
will be in trouble with the customer.
He or she will lose confidence in the
system and go someplace else."”

As a high-technology category rep-
resentative on the NACS Associate
Board, Bob Johnson has seen first-

hand many of the challenges that
scanning poses for convenience store
companies. Johnson, President of
The Pinnacle Corporation (Arlington,
TX) which specializes in store auto-
mation, says that what may take small
companies several months to imple-
ment could take a year or more for
larger ones.

“A chain with 500 stores usually

has different pricing structures for
each store,” Johnson points out.
“Scanning creates a major problem
for a firm trying to keep up with all
the price changes that occur in each of
those stores in a given week.”
Johnson also recognizes that the

See Scanning
page 35.

The Rssociated Food Dealers 11th Annual

Selling Trade Show

for the food & beverage industry -

+ Do you buy products from any of the companies listed below? You will he able to purchase

Trade Show Activities:

- Crime Prevention Seminar
- T.I.P.S. Training Seminar
- Tobacco Youth Act Seminar
-Best Bagger Contest

their products at special discounted rates that will only be available at the show.

+ All exhibitors' show specials and premium offers will he featured in a voucher booklet If you
preregistcr you will receive all show specials in the mail. Plan your purchases before the show
with the voucher booklet - great show discounts. Call today to preregister at (810) 557-9600.

+ AFD will give you money towards your trade show purchases if you win one of our shopping

sprees which will be awarded every hour. You must be present at the show to win!

You must preregister for
all of the events.

+ Prercgister today hy calling (810) 557-9600 There will he a $5 admission fee for all retailers

who do not preregister so call now' Don’t forget to pe register for the free seminars.

Meet

The
Stars

In The Food O
Beuerage Industry

on

7-UP of Detroit

Absopure

All-Star Foods

Amaio Foods

AmeriCopy

American Express

Ameritech

Anheuser-Busch

Awrey Baking

Better Made Poiain Chip

Blue Cross Blue Shield

Boltin Label

Borden Ice-Cream

Borden Qualiiy Snacks

Brehm Broaster

Canandaigua

Cellular One

Central Alarm Signal

Central Foods

Check Point

Coca-Cola

Computer Junction

Consolidated Wines & Spirits

Continental Baking

Coors Brewing Company
j CoreSource

DCI Food Equipment

Delicious Cookies

Dolly Madison Bakeries

Eby-Brown

E & J Gallo Winery

Everfresh Juice

Farmer Pcet

Faygo Beverages

Frankenmuth Brewery

Frito-Lay

Food Industry Financial

Garden Foods

General Wine & Liquor Co.

Golden Dental

Golden Valley Dairy

H & O Distributors

Health Alliance Plan

Hobart

House of Seagram

Items Galore

J. Lewis Cooper

John S. Scney Inc.

Kanter & Associates

Kar Nut

1994 EKhlbltors:

Kche Foods

Kowalski Sausage
Kramer Foods

l-otts Distributors Inc.
Ludington News

Marie Brizard Wine A Spirits
McKesson Service Merchandising
Melody Farms
Michigan Bankard
Michigan Sugar

Miller Brewing

MM Distributing
Nikhias Distributors
North Pointe Insurance
Nu-Ad

Overnfresh

Pabst Brewing
Paddington Corporation
Pepsi-Cola

Pfeistcr Company
Pointe Dairy

R.M Gilllgan

S. Abraham & Sons
Sales Control

Schafer Bakeries

Scot Lad

Seagram Beverage Company
Shearer's Snacks
Sherwood Foods
Spartan Stores, Inc.
Steve Conn Associates
Stark & Company

Slate Wide Financial
Stroh Brewery Co.
Stroh's Ice Cream
Sunshine/Salcrno
Taystee Bread
Tombstone Pizza

Tony's/Red Baron Pizza
Traveler's Express
Trepco Imports & Distribution

Variety Foods
West End Products

Tuesday, Rpril 25,1995 ¢« 6 - 10 p.m.
Wednesday, April 26,1995 ¢ 1- 9 p.m

Burton Manor
Liuonia, Ml

Call to preregister @ (BIB) 557-9600
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Presenting the AFD Board of Directors

Chairman
Nabbv Yono
Orchard Food Center

Treasurer
Alan Stotsky
Concord Drugs

Ready to serve you in 1995!

Vice Chairman, Legislation
Mark Karmo
Royal Food Center

Secretary
Joe Smoliga,
Spartan Stores

Midwest W holesale Foods, Inc.

Midwest Wholesale isa member of the Melody Farmsfamily offood distribution.

«Convenient Mid-Michigan
Distribution Center

*Afull-line supplier

*Experienced Buying,
Merchandising and
Support Staff

Services

*Cost-Plus Program

*One Simple Basic Fee
*Electronic Ordering
*Expert Sales Consultation
*Special Promotional Bulletin
Financing Available

*Data Services

*Reclamation Center

Product Line
*Dry Grocery

Extensive variety ofnational &
regional brands

*Frozen
One ofthe most extensive varieties
in the mid-west

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

*Candy & Spices
«Store Supplies

Complete variety

*Private Label

Retail sensitive, pnvate/packer label program
«Cigarettes & Tobacco

*Health & Beauty and

*General Merchandise
Speciality Food Program

MIDWEST WHOLESALE FOODS, INC.

3301 South Dort Highway
P.O. Box 1810
Flint, Michigan 48501-1810

Business (810)744-2200
Toil Free (800) 552-6967
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Vice Chairman, Membership
Terry Farida
Value Center Market

Legal Counsel
James Bellanca, Jr.
Bellanca, Beattie & DeLisle

Emeritus Director
Amir Al-Naimi
Joy-Thrifty Scot

Emeritus Director
Tom Simaan
Lafayette Park Supermarket

Retail Director
Alaa Naimi
Thrifty Scot Supermarket

Vice Chairman, Future Plans
Bill Viviano
Bill Viviano Investments

Emeritus Director .
Frank Arcori
V.0.S. Buying Group

Emeritus Director
Sam Yono
Palace Plaza

Emeritus Director
Jerry Yono
D & L Market

Retail Director
Sam Dallo
In-N-Out Foods



Presenting the AFD Board of Directors

Retail Director
Fred Dally
Medicine Chest

Retail Director
John Gianotto
J &J Food Centers

Retail Director
Ronnie Jamil
Mug & Jug Liquor Store

Retail Director
Rood Kathawa
Ryan Foods

Retail Director Retail Director Retail Director
Brian Yaldoo Jim Garmo Richard George
Majestic Supermarket Galaxy Foods Wine Barrel Plus

We offer our friends and
member retailers of the
Associated Food Dealers
of Michigan

QUALIT VARIETY 4
and SERVICE
thatis... MI
MADE IN MICHIGAN!
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FOD HARKEDHS INSITTUTE

Presenting the AFD Board of Directors

41t

Retail Director Supplier Director Supplier Director
Thomas Welch Gary Davis Ron Paradoski
Hollywood Super Markets Tom Davis & Sons Dairy Coca-Cola Enterprises

May 7-10, 1995
McCormick Place

Chicago, IL

Don’t miss FMI's Supermarket Industry
Convention & Educational Exposition

The Supermarket Industry Convention & Educational
Exposition is our industry’s premier showcase for the
latest trends and techniques, products and suppliers.
You'll glimpse the big picture of the industry today and
tomorrow, and learn valuable ways to move your
business ahead. Don’t miss Wednesday’s special
session on Supercenters — See you there!

For more information, or to

receive a registration form,
please call our automated

800 Connecticut Ave., N.W. fax line at 1-800-890-7469,
Washington, DC 20006-2701
202/452-8444 ext. 800.

Fax: 202/429-4559

FOOD & BEVERAGE REPORT, APRIL 1995

Supplier Director
Mike Rosch
General Wine & Liquor Company

Supplier Director
Cal Stein,
The Pfeister Company

Supplier Director
Barbara Weiss-Street,
The Paddington Corp.

Supplier Director
Chris Zebari
Pepsi Cola Company



Scanning
from page 31.

cost of scanning systems has been
in obstacle to their use in the con-
venience store industry. He

points out that operators have had
to spend hundreds of thousands of
dollars on new underground tank
systems, leaving less capital for
things like scanning. However,

Is your company thinking about
installing POS scanning systems?

Here’s a glossary of scanning
terms to help you in your shopping:

Automatic Ordering - Reordering
selected UPC-marked items through
the use of scanning-generated data.
Typically, such a system compares
item sales to a pre-determined order
point to trigger a new order.

Bar Code - The scanning machine-
readable form of the Universal Prod-
uct Code. The bar code appears on
products in the form of light and dark
bands.

Check Digit - A numeric character

Johnson looks to the future with
optimism, noting that the per-
store cost to implement scanning
has dropped from the $18,000 to
$24,000 range in the mid 1980s to
the $10,000 to $12,000 range to-
day.

Though scanning is designed to
speed up customer service, some
firms found the opposite, at least
during the initial start-up period.
They actually had their checkout

times slow down because of items
that were not bar coded for scan-
ning were difficult to scan be-
cause they were wet or frozen.
Compatibility is another chal-
lenge some firms have reported
with scanning systems. Gerke
points out that the system must
not only be “compatible with all
of the different cash register hard-
ware in each store, it must also be
designed to interface with other

Scanning Terminology

encoded in the UPC symbol following
the item ID. The check character is
computed from the other characters of
the UPC and serves to check the accu-
racy of the code during the scanning
process.

DSD (Direct Store Delivery) - Re-
fers to items not warehoused by retail
stores which are delivered directly to
stores by manufacturers.

Hi-Cone Packaging -This refers
to products attached together as a
multiple unit with UPCs only on the
individual units.

Host Computer - The computer
that is used to update the store-level
computers on prices and to collect

and process store generated informa-
tion.

Movement - Refers to the number
of units or dollars sold on a specific
item.

Multi-Packs - Multiple single
items bound together in a single pack-
age which has a separate UPC from
the UPCs on the individual items in
the package.

Not-On-File - Condition when an
item is scanned at the cash register,
looked up on the item file and not
found.

PC - Personal Computer.

PLU (Price Look Up) - Code used
instead of a UPC that provides price

LUMBERJACK

SPLIT TOP

equipment, such as gasoline
pumps and money order dispens-
ers.”

There also has been some con-
fusion over whether products,
such as soda or beer, should be
scanned by item or pack. This
could require scanning everything
as a single item, and then modify-
ing the transaction if the product
is sold in a pack.

—NACSSCAN

look-up in the scanner file and the
ability to track product movement.

Price Book - Also known as the
item file, or master item file, this is
the file where all the product descrip-
tions, UPC codes, prices and product
costs are maintained.

Pricing Integrity - Ensuring that
the in-store computer price file con-
tains the same price for an item that is
marked on the product.

Scanner - Laser device used to
scan UPC codes.

UPC (Universal Product Code) -
Scannable bar code specified by the
Uniform Code Council, usually
printed on products.

Nearly 30 years ago Lumberjack

Bread waes introduced. It soon

BREAD

210 28th Street, S.E. « Grand Rapids, MI 49548

became, and remains, one of our best
sellers.

Now Lumberjack tjualiry and
goodness is better than ever with new
Lumberjack Split Top Bread, a
delicious blend af wheat, white and
potato flours combined to give you
old-fashioned cracked wheat good-
ness. In addition we added more
oats, a touch of honey, and non-fat
dry milk which give it more flavor
and the extra nutrition that your
customers look for.

Original Recipe Lumberjack
Bread. Prom the Bakery that has
been giving you choice baked goods
for sixty-three years. Look for
Lumberjack Bread at fine stores
throughout Michigan.

« (616) 245-9127
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Assoclated Food Dealers of Michigan

1995 Trade Show Special
Up To

10% OFF

From Detroit Edison
On Electric Cooking Equipment
Featured In These Booths:

Vendor Booth#
Brehm Broasters Sales 819,909,910
DCI Food Equipment 313
Amato Foods 412,413
Hobart 206,207
Detroit
Edison

A good part of your life.

*To bo eligible for the special show discount, you must sign in at participating
dealer booths and be a Detroit Edison business customer.
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EBT

from page 1.

many retail outlets. Federal law pro-
hibits selling, lending or giving away
food stamps. Hoch says that the EBT
program combats that problem.

“Our stores require that anyone
who uses the food stamp card must
also have some other form of identifi-
cation,” he says. “This helps elimi-
nate fraud and prevents anyone from
falsifying coupons.”

Lottery

from page 1.

Michigan Lottery introduced this
brand new $2 instant game called
“Banko" on March 27. Lottery play-
ers can win up to $15,000 on this new
game which is unlike any other in-
stant game ever before sold in Michi-
gan.

There are five different games on
each “Banko” instant ticket, which
means five ways to win. Players first
scratch the “Banko Board” to reveal
20 numbers. Then the players match
the “Banko Board” numbers to the
numbers on the five different games.
Players indicate each match by rub-
bing the scratch-off area below each
number. Players win the prize shown
for the numbers matched in each of
the five games.1

Talk up this new game to your cus-
tomers, sales commissions are double
on this exciting $2 instant game.

The Michigan Lottery will intro-
duce two new instant games, “Gimme
AWinner” and “Cash Wave,” in
April.

Players can win up to $1,000 in the
new “Gimme A Winner” instant
game, which goes on sale on April 10.
If players get a “Win” symbol, they
win the prize amount shown in the
prize box. If players get two “Win”
symbols, they win double the prize
amount.

Players can win up to $3,000 in the
new “Cash Wave” instant game,
which goes on sale on April 24. If
players get three like amounts, they
win that amount instantly.

Finally, I’m pleased to announce
that the Lottery will kick off a retailer
incentive program in April. Retailers
will compete (only with retailers in
their group) for great cash prizes in
“Instant Sales Drive—95." This in-
stant ticket retailer incentive program,
which runs from April 4 through July
24, is a “win, win, win" proposition
for retailers: Lottery agents can win
cash prizes from $100 to $1,000; in-
crease sales now that the Lottery is
offering more $2 instant games; and
boost sales commissions by beating
last year's sales. Your Lottery sales
rep has complete details on the incen-
tive program for you. Good Luck!

Hoch adds that his company has
seen very little in the way of problems
with the card readers. In fact, he says
the units are so small, approximately
one foot long by five inches wide,
that very little counter space is lost.
Hoch also believes that the program
has the potential to be implemented in
every retail outlet across the nation.

“This should be carried forward,”
Hoch notes. “Not only docs it make
things easier for the customer using
food stamps, in the long run it saves
stores” money. Ifyou can save dol-
lars, it reflects in your bottom line and

pricing.”

Daryl Bausher, a Store Manager
for the 220-store chain Turkey Hill
Minit Markets in Lancaster, Pennsyl-
vania, also supports the EBT system.
Bausher says that EBT has made his
job much easier and has made shop-
ping more convenient for food stamp
recipients living in his area.

But, with any new system, there
are a few drawbacks, Since food
stamp sales occur in spurts, there’s
always the danger that the machines
will break down due to high sales vol-
ume taking place all at one time.

Bausher also notes that there is some
confusion about how the special food
stamp card is used.

“Other family members who want
to use the card sometimes don’t real-
ize that only the person whose name
is on the card can use it,” he says.
“Alternate cards can be used, but
many customers don’t know about
them. Once EBT sees more use, this
problem should work itself out.”

—Some information for this story
was provided by National Association
of Convenience Stores.

Allstoreswill be participating. Look for all Tony's Pizza Products in your local supermarkets.

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

all backed by

TONY'S PIZZA SERVICE

The Driving Force In Frozen Profits

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

We're Taking Workers Compensation
Costs InA DifferentDirection

The CoreSource Approach

If you’re buying your workers compensation
management from the lowest bidder, then your costs
are probably moving increasingly upward.
day’s environment, quick fixes just don’t work. At

Local Perspective, National

Resources

In to-

CoreSource combines the
resources of a national operation
with the responsiveness ofa local

CoreSovrce Clients
Average Workers
Compensation Costs As a
Percentof Payroll

2.44% 2249

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.

company. From our 25 regional

offices, we manage 52 billion in

client programs covering 1.5
million lives.

1990 1991 1992
Nbte; Data taken hotn a
ample of 76 CoreSource

Workers Ci tion clients
Proven Results orkers Compensation clients

On average, CoreSource program costs, as a percent
of payroll, have dropped more than 36 percent over a
three-year period.
The United States’ workers compensation system
is in crisis but we continue to find solutions We're
CoreSource. Let us build a solution for you.
For More Information, Call Toll Free: 800 482 0615-

*Social Security Administration

CoreSource

Healthcare &Workers Compensation Solutions
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SUPPORT THESE AFD SUPPLIER MEMBERS

BAKERIES
Ackroyd's Scotch Bakery & Sansage ... (313) 532-1181
Archway Cookies ..... (616) 962-6205
Awrey Bakeries, Inc. ... (313) 522-1100
f Baking (313) 591-4132
Dolly Madison Bakery (419) 691-3113
Koepplinger Bakerics, Inc. ...vcooeceirees (810) 967-2020
Ovenfresh (313) 255-4437
S & M Biscurt Distributing (313) 893-4747
Schafer Bakery « (810) 294-9166
Sunshine/Sal (810) 352-4343
Taystee Bakeries ..uumuanmresrsmmesmmises (810) 476-0201
BANKS:
Comesica Bank .... (810) 370-5204
First Federal of Michigan . (313) 965-1400
First of Amcrica—S EM.. (810) 399-5501
Greenfield Mongage Co.. ... (313) 274-8555
Madison N Bank (810) 548-2900
Michigan National Bank 1-800-225-5662
N.B.D NA ... S— — e (313) 225-1581
Standard Federal Bank (810) 637-2543
BEVERAGES:
Absopure Water Co.
Action Distributing .. (810) 591-3232
American Brokers Association .. (810) 544-1550
Anheuser-Busch Co, (810) 354-1860
Arizona Bevenges (810) 777-0036
Bacardi Inc. (810) 489-1300
Bellino Quality Beverages, Inc. (313) 946-6300

(313) 753-5673
(313)946-6250

Central Distributors ..
Coca-Cola Bottlers of Mich.
Consolidated Wine & Spirits
Coors Brewing Co.
Decanter Imports ..
E & J Gallo Winery .
Eastown Distributors
Everfresh Beverages
Faygo Beverages, Inc. .

(313) 868-5100

Great Lakes Bevengc (313) 865-3900
Great Lakes Marketing (313) 527-1654
Heublei (313) 594-8951
Hiram Walker & Sons, Inc. .. (810) 948-8913

House of Seagram......... (810) 262-1375
Hubert Distributors, Inc,.. . (810) 858-2340
J. Lewis Coopez Co. . (313) 835-6400
L &L Wine World . . (810) 588-9200
Lotts Distributors ..... . (313) 3369522
Miller Brewing Company . (414) 259-9444
Mohawk Distilled Products .. 1-800-247-2982
Mr. Pure Juices (312) 379-3000
Nestle Beverages . (810) 380-3640
Oak Distributing Company . (810) 674-3171

. (810) 887-2087

(313) 345-5250
. (810) 641-7888
. (810) 468-1402
. (810) 682-2010
RM. Gilligan, Inc... . (810) 553-9440
Royal Crown Cola .. . (616) 392-2468
Sexv-U-Matic Corporatio: . (810) 528-0694
Seven-Up of Deroit.... . (313) 937-3500
Stroh Brewery Company . (313) 446-2000
Sunlike Juice Ltd 416) 297-1140
Te(lcy Tea Cu . (216) 331-4062
(313)439-2404
Tn-Connty Beverage .. (313) 584-7100
United Distillets.. . (810) 347-2267
Vintage Wine Co. ... - (810) 294-9390
Viviano Wine Importers, Inc. . (313) 883-1600
‘Wamner Vineyards .....uuuus.... - (616) 657-3165
West End Soda & Fruit Brew . .. (810) 231-5503
Wolpin Company wuemeisss. . (313) 933-7150

BROKERS/REPRESENTATIVES:
.. (810) 968-0300
- (810) 478-8840
. (810) 646-0578
. (810) 776-1610
.. (810) 553-5858
.. (810) 624-5133
- (810) 354-5339
- (810) 752-6453
James K. Tamakian Company (810) 424-8500
Marks & Goergens s 810) 354-1600
McMahon & McDonald, Inc. .. (810) 416-7000
Northland Marketing (810) 353-0222
Paul Inman Associates .. (810) 626-8300
Pfeister Company .. - (313) 207-7900
Slark & Company . $10) 851-5700
.. (810) 546-3661
(810) 296-3000
(313) 885-6156
... (810) 363-9231
(517) 756-3691
- (313) 554-2033

CATERING/HALLS:

Country House Catering ... (517) 627-2244

Emerald Food Service .
Gournwt House, Inc.
Karen's Kafe at North
Nutnition Services
Penna's of Sterling

(810) 546-2700
(810) 771-0300
(810) 855-8777
(517) 782-7244
(810) 978-3880

Southficld Manor (810) 352-9020
St. George Cultural Center .. (810) 335-8869
St. Mary's Cultural Center (313)421-9220

Taste Buds ...
Tina's Catcring
Vasscl's Banquet

DAIRY PRODUCTS:

(517) 546-8522
(810) 949-2230
(810) 354-0121

(517) 349-8923
1-800-688-9478
(313) 871-1900

(810) 552-9666
Golden Valley Dairy (810) 399-3120
Independent Dairy Inc. (313) 246-6016
London's Farm Dairy
McDonald Dairy Co. (517) 6529347

Melody Farms Dairy Company
Milk-O-Mat

Pointe Dairy
Stroh's Ice Cream (313) 568-5106
Superior Dary Inc. (810) 656-1523
Tom Davis & Sons Dairy (810) 399-6300
EGGS & POULTRY:
Linwood Egg COMPaNY oo (810) 524-9550
Lo in Poultry (313) 295-1800
ASH & SEAFOOD:
Salasnek Fisheries (313) 567-2000
‘Tallman Fisheries (906) 341-5887
Waterfront Scafood Company . (616) 962-7622
FRESH PRODUCE:
Aunt Mid Produce Co. ..... (313) 843-0840
Duuml Produce Terminal (313) 841-8700
ide Produce (313) 259-8947
Vllale Terminal Sales . - (313) 8434120
ICE PRODUCTS:
America's Ice, Inc. ... — ) )Y BT
Great Lakes Ice*...... eneeee (810) 774-9200
Midwest Ice (313) 868-8800
UBION ICE «ormaueccsssersssssssersemsmmssnseneens - (313) 537-0600
INSECT CONTROL:
Pest Elimination Products.....ccvseeeec. - (810) 296-2427
Rose Extermination (Bio-Serv) wue.n... (313) 588-1005
INSURANCE:
Alphznuiﬂ Insurance Agency ............ (810) 263-1158
(517) 349-1988
Bl\lc Cl’ou/Blllc Shield..... 1-300-486-2365

(810) 354-6110
(810) 3624640
(810) 792-6355
e (317) 351-7375
. (810) 573-8118

Gadaleto, Ramsby & Assoc. ....
Golden Dental ........

(810)357-2424
... (810) 473-0011
(810) 445-2300
. (810) 776-0851

Mitzel Agency ... . (810) 773-8600
Monroe-George Agency . . (810)489-9480
Murray, Benson, Recchia . (313) 831-6562
North Pointc Insurance .... . (810) 358-1171
Rocky Husaynu & Associates . (810) 557-6259

1-800-530-9225
(810)637-5391
. (810) 776-4036
. (313)453-3636

(313) 295-3337
1-800-654-3650
. (810) 350-3391
. (517)456-7424
. (517)467-7609

Home Style Foods, Inc. ... . (313) 874-3250

Jacggi Hillsdale Country Cheese . (817) 368-5990
Kalil Enterpriscs, Inc. wucuceseeee . (313) 521740
Key West Soda Life Preserver (305) 296-0005
Kraft General Foods ........ . (313) 261-2800

Michigan (Pioneer) Sugar....
Monitor (Big Chief) Sugar ..
Nabisco, Inc.
Nestle Food Company
Philip Morris U.S.A....
Prince Macaroni of Michigan .

. (517) 799-7300
(517) 686-0161
. (810)478-1400
(810) 330-3670
. (810) 489-9494
. (810) 772-0900

Red Pelican Food Products .. . (313) 921-2500
Singer Extract Lahoratory . (313) 345-5880
Stadium Club Foods, Inc. . (810) 332-8530
Strauss Brothers Co. . (313) 832-1600

. (810) 634-0606
(810) 398-6390

Tony's Pizza Service
R.J. Reynold

MEAT PRODUCERS/PACKERS:

. (313) 393-1900

. (313) 567-8000

. (313) 832-2080

. (810) 778-3276
. (313) 464-2400

. (313) 873-8200

Hygrade Food Products ..
Kowalski Sausage Company ..

LKL Packing, Inc. (313) 833.1590

Metro Packing....... (313) 8944369
Oscar Mayer & Company (810) 488-3000
Pelkic Meat Processing (906) 353-7479
Ray Pleva Products .. (616) 228-5000
Smith Meat Packing, (313) 458-9530
Strauss Brothers Co. (313) 832-1600
Pect Packing C (517) 845-3021
Swift-Tickrich... (313) 458-9530
Texas Brand, Inc.. (708) 526-0620

Thorn Apple Valley . (810) 552-0700
Winter Sausage Mfg,, Inc. (810) 777-9080
Wolverine Packing Compan; (313) 568-1900
MEDIA:
Arab & Chaldcan TV-62 Show ... (810) 352-1343
The Beverage Journal (313) 397-9100
Booth Newspapers ..., (616) 459-1567
C&G Publishing, Inc. (810) 756-8800
Daily Tribune.. (810) 541-3000
Detroit Free Press (313) 222-6400
Detroit News........ (313) 222-2000
Detroit Newspaper Agency (313) 2222512
i (810) 680-9900
Macomb Daily (810) 296-0800
Michigan Chronicle (313) 963-5522

‘The Beverage Journal ..

(313) 2594323
NON-FOOD DISTRIBUTORS:
Albion Vending e (517) 629-3204
Gibralter National Corporation. (313) 491-3500
Tiems Galore, Inc. «.cvevenes (810) 774-4800
Ludington News Company, Inc. (313) 925-7600
McKesson Seevice Metch. ..

(810)437-9831
(810) 333-3014

Kar Nut Products Company .. (810) 541-7870
Nikhlas Distributors (Cabana) .. (313) §71-2447
Variety Foods, Inc. .. (810) 268-4900
Vitner Snacks........ ... (313) 365-5555
PROMOTION/ADVERTISING:

Advo System o (313) 425-8190

Insignia Systems .. (612)930-8200
.. (810) 540-5000

A erumeae (810) 647-6601
JR. Marketing-P: (810) 296-2246
JDA Assodi (313)393-7835
. (810) 349-6130

(313)961-7177

Stephen's Nu-Ad, Inc. ........... . (810) 777-6823
TJ. Graphics (810) 547-7474
RESTAURANTS:

The Golden Mushroom.... - (810) 559-4230
SERVICES:

A-1Building MalnL Sexvices, Inc. ....... (810) 647-4630

(708) 778-9267
(313) 3424000
. 1-800-441-1409
(313) 964-4200
(810) 590-1200
(313) 864-3900
.. (419) 354-2591
1-800-257-5540
.. (310) 827-4400
.. (810) 759-3668

Dmi:mimamny - - (313)237.9225
Dialoguc Marketing .. (810) 8274700
Funding... - (810) 4895400

i ... (810) 683-2063

.. (810) 355-1040
Food Industry Professional Network - (810) 353-5600

Garmo & Co., CPA......... .- (810) 737-9933
Goh's Inventory Service . (810) 353-5033
Great Lakes Data Systems .. (810) 3564100
Independance One
L Grouj 1-800-622-6864
Karoub Associalcs .............-.. - - (517) 482-5000
Law Offices-Garmo & Garmo (810) 552-0500
Michacl McKernan CPA ... .. (313)459-1323
Menczer & Urcheck P.C., CPA o (810) 356-1620
- (810) 625-0070
Michigan Bell (810) 221-7310
i oeener- (810) 960-3737
Multi-Gard/Audio Alert. rere (313)562-2850
Network Rea! Estate Scrvices .. (810) 539-0900
Paul Meyer Real Estate...... -
REA Marketing . (517) 386-9666
Frank Smith's Red Carpet Keim .. (810) 645-5800

Peter Rageas, Attomey/CPA .,
Sal §. Shimoun, CPA
Sarafa Realty
SDIS Inventory

. (313) 961-8400
(810)424-9448
310) 851-5704
.. (313) 526-4200

Edward A, Shuttie, P.C.,, Attorney ....... (§10) 283-2080
Southficld Funcral Home.... . (810) 569-8080
Statewide Financial Services . (810) 932-8680

Thomas P, Soltys, CPA .. . (616) 698-888%

Telecheck Michigan, Inc. (810) 354-5000
Travelers Exprcss Co. seresssrtsaraassasareins 1-800-328-567
Ul Tel (810) 350-200
. (810) 585-Th0
. (313)278-5m
Wolverinc Real Estate Services . (810) 353-7800
STORE SUPPLIES/EQUIPMENT:
A & B Refrigeration ......... . (313) S65-%4n
All-American Cash Register . (313) 561414
RN T T 1-800-888-161)
Belmont Papcr & Bag Supply . . (313)491-65%
Bollin Labe] Systems. 1-800-882-5104
Brchm Broaster Sales .. (517)4271-538
Brinkman Safe ......... (810) 739- 138
Cotnelius Systems Inc. (810) 545-55%1
DCI Food Equipment .. (313) 365-1666
First National Pallet Rental ... (314)469-211
Hobart Corporauon [ousee———— k) 1278 ]
MMI D (313) 582-4400
Metro Equipment Inc. (313) 571665
Midligan Bale Tic Company ............. - (313) 925-11%
Midwest Butcher & Deli Supply ... (810)689-225%
Murray Lighting Company ...... -
North American I
Refrigezation Enginecring, Inc ........... (616) 45324t
Sales Control Systems ..... (810) 356-0700
TRM Copy Centets ..cunummenn (503) 231-02%
mumm DISTRIBUTORS:
All-Star Foods .. — .. (810) 669-0240
Bremer Sugar ... (616) 772-9100
Cabana Foods ... . (313) 834-0800

(810) 544-1740
(313)491-150
.. 1-800-532-92%
... (810) 857-4040
. (810) 644-535)
- (313) 523-210
. (313) 584-2800
. 1-800-875-55%7
. (517) 835-6785
. (313)493-0011
- (313)491-59%
e (517) 7879880
(313) 538-131!
oreene 1-800-888-4681
. (810) 585-3141
- (810) 469-013
(313) 833-8660
(810) 744-2200
S— (313) 397-79%

M

Miesel/Sysco Food Service ......
Mucky Duck Mustard Co.

-~ (313) 538-30%
Robert D. Amold & Assoc. ... - (310) 635-8414
S. Abraham & Sons (810) 754-0220
- . (517) 762-5048
Sandles-Stone Co. . (810) 674-1100
.. (419)228.31]
. (313) 366-3100
.. (313) 893-168
.. (313) 567-7684
phenson & Steph (906) 293-3881
Spartan Stores, Inc. ..... eeeene (810) 455-1400
Super Food Services ... . (S17) 777-1891
Superior Fast Foods, Inc. . (810) 296-7118
Tony's Pizza Service ....... . 1-800-247-158
Teepeo Imports ... _— - (810) 546-3661
Value Wholesale ................. .. (313) 862-6900
Warchouse Club, Allen Park ............... (313)271-54%
Warch Club, Hazel Park (810) 544-119
Warehouse Club, Redford ....e.cccrecesemeee (313) 532-261
Weeks Food Corp. wveeveee . (810) 727-353
Ypsitanti Food Co-0 vmmrmmmmarrme - (313)483-15%
(313) 4274444
e (313) 831-44%
Dining (810) 489-190
chmn Rubln Sales Co. oo (810) 354-643)
-Davison Florist (810) 352-008¢
eee (810) 748-3400
. (313) 963-9700
- (810) 5882358

Wolvezine Golf Club, Ine. ..o (810) 781-55%
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The Kramer Food Company

And We’re Looking For
Contestants to Play...

. and
"The Price Is Right"
HADER
SO COME SEE Us AND WIN!

DEALS! DEALS! DEALS!
* NEW PRODUCTS!
 BEVERAGES
* COOKIES & SNACKS
* FAT FREE PRODUCTS
*AND MORE!

elestial

SeasoningS —
Iced Tea

ALL NATURAL FRUIT BREW™

For more information
VVS-I’/\\N call Keith Keefer, Kramer Food Company,
I 1-800-227-1493 or (810) 585-8141
Kramer Food Company FINER FOODS OF
1735 E. Fourteen Mile Rd. ® P.O.Box 7033 - Troy, M1 48007-7033  MICHIGAN, INC.



"COUPON EXPLOSION" PROGRAM
COMING THE WEEKS OF: APR. 23rd & APR. 30th, 1995

BRANDS/PRODUCTS
GROCERY:

GLAD-LOCK OR GLAD BAGS

HEINZ BARBECUE SAUCE

HEINZ KETCHUP

HEINZ 57 SAUCE

HEINZ VEGETARIAN BEANS

HEINZ WORCHESTERSHIRE SAUCE

IRISH SPRING BAR SOAPS

JUICY JUICE JUICES

MARZETTI SLAW DRESSINGS

McCormicks homestyle seasoned salt
PALMOLIV E LIQUID DISHWASHING DETERGENT
PALMOLIVE GEL DISH DETERGENT
PALMOLIVE ULTRA DISH DETERGENT
RENUZIT ADJUSTABLES

RENUZIT ELECTRIC WARMERS/REFILLS
RENUZIT PRODUCTS

SOFT SOAP - KITCHEN

SOFT SOAP LIQUID SOAPSIREFILLS
WELCH'S SPREADS

FROZEN:
EGGO CINNAMON TOAST WAFFLES
HOT POCKETSILEAN POCKETS
MOUNTAIN TOP PIES
MRS. TS PIEROGIES
ON-COR 2 LB. FAMILY ENTREES
MEAT:

TURKEY STORE FRESH TURKEY PRODUCTS
TURKEY STORE SEASONED CUTS

PRODUCE:

MARZETTI REFRIGERATED DRESSINGS

HBC/GM:
NO NONSENSE LEGWEAR

OVER
MILLION
F.S.1.'S

31
COUPONS

SAVE
OVER

$15,00

$12,000
CONSUMER
SWEEPSTAKES

TAMPAX TAMPONS-32 CT OR LARGER OR 20 CT LITES

ULTRA SLIM FAST BARS
ULTRA SLIM FAST RTD SINGLE CANS

COUPON AMOUNTS

$1.00 ON 3 (ANY)
55 ON 2 (ANY)
55 ON 2 (ANY)
55 ON | (ANY)
.55 ON 2 - (ANY)
.55 ON 2 - (ANY)
400N 1 (ANY)
.55 ON 2 - (ANY)
.55 ON 2 - (ANY)
25 ON | (ANY)
20 0N 1 (ANY)
30 ON 1 (ANY)
550N 1 (ANY)
$1.00 ON 3 (ANY)
$1.00 ON 2 - (ANY)
$ .55 ON 2 - (ANY)
$ .30 ON 1 (ANY)
$ .40 ON 1 (ANY)
$ 200N 1 (22 0z OR LESS)

PR PAPAHOPHPPHBSH

(ANY)
(ANY)
(ANY)
(ANY)

N
N oUW

P BB BB
aAsSa o
00000
zZ2>=2z22
PN Rk

400N 1 (ANY)
400N 1 (ANY)

© AP

$.350N | (ANY)

.50 ON1 (ANY)
ONI (ANY)
25  ONI- (ANY)
25  ON3- (ANY)

PP PP
o1
(8]

LOOK FOR PARTICIPATING ITEMS & PROMOTIONS IN YOUR WHOLESALERS
MERCHANDISER.... SEE YOUR PFEISTER REPRESENTATIVE FOR DETAILS

THE PFEISTER COMPANY

DETROIT SAGINAW
47548 HALYARD
PLYMOUTH M1 48170

(313) 207-7900

3159 CHRISTY WAY
SAGINAW M1 48603
(517) 793-8100

GRAND RAPIDS

4771 50th STREET S.E.
KENTWOOD M1 49588

(616) 554-5300
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