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Mark your
| calendars!

Associated Food Dealers
12th Annual
Selling Trade Show

Monday. April 29. 1996
5pm. -9 pm.
and
Tuesday, April 30, 1996
lp.m. -9 p.m.

« Purchase products at
discounts!
*Show specials!
« Shopping spices!

For more information call
AFD at 810-557-9600

Pending legislation
could change the
way you sell

cigarettes
As we go to press, the Mictu-
House of Representatives is
considering a bill that will
strengthen the laws that prohibit
tobacco sales to minors. AFD.
along with the Michigan Retail
Association. Michigan Dostribu
ton A Vendors Association.
Michigan Grocers Association
and the Michigan Chamber of
Commerce, addressed the letter

More Updates
page 22

New unified program to
prevent tobacco sales to
minors announced

The nation’s largest retailer
and wholesaler associations
recently joined together to
launch their largest effort ever to
promote compliance with laws
prohibiting tobacco sales to
minors. The group, representing
more than 150,000 retailers
nationwide, will work together
through the Coalition for
Responsible Tobacco Retailing
with support from the tobacco
industry.

The “We Card" program will
provide training
and educational
materials to
retailers to
prevent the sale
of tobacco
products to
underage
customers.

This is the
result of an
extraordinary
effort from
many
organizations,"
said Teri
Richman,
spokeswoman
for the
coalition. “The Coalition for
Responsible Tobacco Retailing
represents a cooperative and
dedicated national effort among
retailers, wholesalers and
manufacturers who all share one
common goal to do everything
we can to prevent tobacco sales
to minors."

The coalition's membership
includes Associated Food
Dealers of Michigan and other
state associations, the National
Association of Convenience
Stores, the National Grocers
Association, the American
Wholesale Marketers
Association, the International
Mass Retail Association, the
National American Wholesale
Grocers Association, the Food
Marketing Institute, the National
Retail Federation, the National
Association of Chain Drug

Stores, the National Association
of Beverage Retailers and the
National Association of
TVuckstop Operators—who
together can reach virtually
every retail outlet in the country.
Members also include tobacco
manufacturers and others in the
tobacco industry, represented by
the Tobacco Institute and the
Smokeless Tobacco Council.

Coalition members cite a
need for easy access to unified
training programs and

educational
materials for
retailers to
help store
employees
prevent
underage
tobacco sales.
“With
more than 25
million
tobacco
transactions a
day in the
convenience
store industry,
itis
imperative
that our store
employees have an array of tools
that will assist in preventing
tobacco sales to minors.” said
Fred Higgins. Chairman of the
Board of the National
Association of Convenience
Stores

Coalition members say that
their new program—called “We
Card"—includes the best
elements of programs that have
been used in the past, along with
newly tested materials that will
allow retailers to strengthen and
expand their efforts.

“Never has such a project to
prevent sales to minors been
undertaken with the advantages
of the We Card’ program." said
Tom Zaucha. President and CEO
of the National Grocers

See We Card
page 37.
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Liquor distribution
privatization plan
sees changes

After lengthy hearings during
the first week of February, the
Michigan Liquor Control Com-
mission’s plan to privatize the li-
quor distribution system has tak-
en a few changes.

In January. Senator Phil
Avrthurhultz, Michigan Liquor
Control Commission (MLCC)
Chairman, presented a sweeping
plan to reorganize the liquor dis-
tribution system, which Gover-
nor Engler selected from several
options.

Under the plan, the state will
relinquish its liquor distribution
business.

The MLCC proposal will
close its two State-owned ware-
houses, terminate its hauling
contract and close the 64 re-
gional stores. The Michigan’s
licensed distillers will then de-
sign and implement a warehouse
and distribution alternative.

The initial plan:

« Abolishes bailment and deliv-
ery charges

« Reduces markup from 65 per-
cent to 58 percent, but keeps
the 17 percent retail profit

« Eliminates sales tax from shelf
prices

« Requires restaurants, bars and
hotels to purchase liquor
through an SDD

« Requires TIPS or TAM train-
ing for all new licensees

« Maintains state-determined
price controls.

The new plan, which will
take effect May 1 unless delayed
by lawsuits, keeps the general
principals of the initial plan with
this change:

« SDD licensees may sell spirits
to bars and restaurants (on-
premise licensees) or the on-
premise licensees may pur-
chase liquor directly from the
State. Bars and restaurants
will receive delivery from
distributors but they must pay
a split case charge and a de-
livery charge.

“The LCC has adopted nearly
all of AFD’s recommendations.”
says AFT) Executive Director
Joe Sarafa. “The entire privati-
zation plan is well thought out
and addresses the concerns of
our retailers," he adds.
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Chairmans Message

There are real rewards In participation

by Mark Karmo

AFD Chairman

In this,
my first
column as
your
chairman, 1
want to take
the
opportunity
to say that
this new
position is
an honor
that | do not take lightly. 1 will do my
best to serve the needs of our
members and do this title justice.
One of my most important goals
for this year is to get more
involvement from our members. A
handful of good people contribute
generously to this association. How
about some help from the rest of you!
Legislatively, AFD has earned
some major victories for our industry
and we are constantly battling others.

Statement of Ownership
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I am happy to say that after six years,
and an expense of over $ 100,000,
AFD won the unredeemed deposit
battle last year. You will receive the
fruits of this victory in 1996 as a
portion of the money from
unredeemed bottles comes back to
retailers in a check. This is money
that AFD won for you! In this
lengthy legal battle, AFD was the
only organization representing
retailers.

Another recent achievement is
lower Blue Cross rates. AFD was
able to negotiate a major reduction-up
to 30 percent-in Blue Cross insurance
rates. This is another way that your
association saves you money.

AFD is constantly working for you
to make your job easier and to save
you money. A critical piece of
legislation. Senate Bill 201, would
make it legal for gas stations to sell
beer and wine. We will continue to
lobby against this bill. Last year we
held a town hall meeting regarding
this bill. Only 60 to 70 people
showed up. This bill could put many
of our members out of business. We
need more support from you. AFD
spent $20,000 fighting this bill
including a survey that dearly shows
the people of Michigan disapprove of
this bill. Now we need your help to
fight it. Call your state representative
and voice your opposition to Senate

%% ! ?,?2 1 & 2
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Bill 201!

Privatization of the liquor
distribution system is another area
where AFD is representing your
interests. Executive Director Joe
Sarafa has spent countless hours in
Lansing, to make sure the final
outcome was advantageous to liquor
retailers. The Liquor Control
Commission adopted nearly all
AFD's proposals including free
delivery and the opportunity to sell to
bars and restaurants. (See related
story on page 1.)

As you can see, AFD is an integral
part of your business and you should
be involved! There are plenty of
AF'D committees that could use your
help. AFD does many, many things
for you. It's time now to step up to
the plate and take your turn on one of
our volunteer committees, the Turkey
Drive, Scholarship Committee, Golf
Outing, the Annual Ball, Political
Action Committee Membership . . .
the list goes on and on.

Our committee members work
hard but the camaraderie they
experience and the good they do
make them come back again and
again. It's your turn now. Call me
personally at (810) 559-5555 and
we'll discuss your interests.
Together, we can make AFD even
better and stronger than ever.

8 8++8++8

The Grocery Zone .....
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Retailer Profile

“Little Country Market in the City”
makes a big impression

by Ginny Bennett
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Terry Farida infront ofthe new Value Center Market in Livonia
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From your friends at

DETROIT 7-UP

Distributors for:
Canada Dry Ginger Ale & Mixers

R.C. Cola Clearly Canadian
Sunkist Evian Spring Water
Hires Root Beer Gatorade Vending Equipment
Hawaiian Punch Mistic Natural Sparkling Juices

FOOD & BEVERAGE REPORT, MARCH 1996 ,
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Renaissance Zones

Quick answersfrom Senate Majority Leader Dick Posthumus

OJ What taxes are waived in a Renais-
sance Zone?

J ( 3 g
7o E
* 3 *
* * 3 * E
3 # 3" E
* 3

OJ What taxes would still be collected?
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OJ What about Federal Taxes?
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OJ Why eliminate all taxes and notjust
some in a Renaissance Zone?
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OJ What about the state schoolfund?
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OJ How large is a Renaissance Zone?
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OJ What neighborhoods are eligible7
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OJ How long will the Renaissance
Zone last?
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0J What would he done about negli-
gent landlords reaping huge benefits?
J * *

0OJ What can be done aboutfraudulent
residencies?

J
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0J How do Renaissance Zones com-
pare to other plans around the country?
J 6 "

#" E

Decidedly the Brokers’ and Manufacturers’ Choice

in Michigan,

is the only

Statewide Demo Service Organization.We thank
you for the trust that you continue to place in us.
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The holidays aren’t over

Running out of merchandising
ideas? Take advantage of existing
“holidays" to establish promotion
themes. There’s a special promotion
almost every month from May’s
National Herb Week to September’s
National Mushroom Month.

January

National Fiber Focus Month
National Prune Breakfast Month
National Hot Tea Month
National Soup Month

Diet Month

Oatmeal Month

February

American Heart Month

Black History Month

National Grapefruit Month

National Cherry Month

Potato Lover’s Month

Canned Food Month

Crime Prevention Week

National Snack Food Month

Return Shopping Carts To The
Supermarket Month

8....FOOD & BEVERAGE REPORT MARCH 1996

March

National Nutrition Month
National Peanut Month
National Agriculture Week
Pecan Day

National Frozen Food Month
American Chocolate Week
National Noodle Month
National Sauce Month
April

Cancer Control Month
National Fresh Celery Month
National Garden Month

Keep America Beautiful Month

Earth Day

May

Hawaiian Fresh Pineapple Month

National Asparagus Month

National Herb Week

National Raisin Week

National Wildflower Week

National Salad Month

National Strawberry Month

National Egg Month

National Pet Week

National Physical Fitness & Sports
Month

National Barbecue Month

National Hamburger Month

National Salad Month

June

National Fresh Fruit and Vegetable
Month

National Papaya Month

National Rose Month

National Iced Tea Month

Dairy Month

National Beef Steak Month

July

July Belongs to Blueberries Month

National Baked Bean Month

National Ice Cream Month

National Hot Dog Month

September

National 5-A-Day Week

National Mushroom Month

National Organic Harvest Month

National Chicken Month

National Honey Month

National Rice Month

October

National Apple Month

Vegetarian Awareness Month

National Pizza Month

Crime Prevention Month

International Microwave Month

National Popcorn Poppin’ Month

National Customer Service Week

National Dessert Month

National Pasta Month

National Pork Month

National Seafood Month

Vegetarian Awareness Month

November

National Fig Week

Tie One On For Safety— Nationwide
Red Ribbon Campaign

Peanut Butter Lovers’ Month

December

Domestic Kiwifruit Day

Poinsettia Day

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

Many of the sponsoring
organizations offer POP materials to
create the proper atmosphere. The
Produce Marketing Association’s
Information Center offers a listing of
many national and regional
promotions and their sponsors. For a
free copy, call (302) 738-7100.












by Shannon Taylor

Representing the 28th district of
Michigan, Lloyd “Pete” Weeks has
been active in both local and state
politics for nineteen years.

A member of the Democratic
party, Weeks represents the Southern
and Northwestern portions of Warren
and the city of Center Line in the
Michigan House of Representatives.

Because his children were very
active in school, Weeks first
answered the call of civic duty when
he joined the local school board.
Subsequently, be became a member
of the Warren City Council in 1977
and stayed on the council until 1982.

Weeks was then elected to the
House of Representatives in 1983 and
has served six consecutive terms.

Representative Weeks feels
strongly about some current issues of
interest to the state’s food and
beverage industries. One of those
issues is Senate Bill 201, which
would allow gas stations to sell beer
and wine.

“I'm opposed to it,” he said.

Legislator Profile

“We've got good coverage of beer
and wine sales and it would be bad
for the convenience and liquor stores
throughout
the state.”
As to the
privatization
of liquor
distribution in
Michigan,
Weeks
doesn’t agree
with the
Liquor
Control
Commission’s
current plan
to get out of
the liquor
distribution
system.
“If it’s not
broken, don’t
fix it." he
said. “I’m opposed to the
privatization of the liquor distribution
system.”
Weeks is also concerned about
state taxes. He stated, “Since | have
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been in office, | have voted for every
tax cut that has come up for vote.”
The reason behind Weeks votes for
tax cuts is
that he
believes
those cuts
will help
businesses
which in
turn will
help
Michigan’s
future
economic
progress.
Currently,
Weeks is a
member of
1 the
Commerce,
Insurance
and
I Regulatory
Affairs Committees and will be
running for re-election in November.
Prior to becoming involved in
politics, Weeks worked at Macomb
Community College and held the
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positions of supervisor of shipping
and receiving, assistant to the vice
president of business and and later
became director of purchasing. He
was also the deputy city clerk and

director of elections for the city of
Warren.

Formerly, Weeks was the sergeant
and gun range instructor of the
Warren Police Reserves; member of
the Macomb County Schools
Business Officers Association; past
president of the National Association
of Educational Buyers and a member
of Michigan Public Purchasing
Officers Association.

Educated in the Warren area
schools, Weeks continued his
education at God’s Bible College in
Cincinnati, Ohio, Macomb
Community College and Wayne State
University.

He currently resides in Warren
with his wife Gracy.

He can be reached at:

517-373-2275
or by writing him at:

Room 362, Roosevelt Building,

Lansing, MI 48909.

Hobart service - the big bonus you
get with every piece of
Hobart equipment.
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WIC News

Infant formula rebate change

In January, the Michigan
Department of Public Health
notified you of the decision of
Wyeth-Ayerst to phase out its
infant nutritional products during
1996. Through the State contract
assignment process, Ross
Products has been awarded the
contract to provide iron fortified
infant formula for the Michigan
WIC Program beginning
March 1, 1996.

WIC coupons generated with a
“starting date” of March 1, 1996,
or after, will specify SIMILAC
with Iron and ISOMIL as the
authorized standard infant
formulas manufactured by Ross
Laboratories.

The coupon messages that will
appear on the newly printed
coupons with the authorized
contract brand infant formulas
will be as follows:

A CANS 13 OZ. Cpiited with a specific brand,

SIMILAC W/ IRON OR ISOMIL

B. CANS 32 0z
SIMILAC W/ IRON OR ISOMIL
C. 14-160Z.POWDERED

SIMILAC W/ IRON OR ISOMIL

Please, however,
note that because
WIC clinics issue
three months of
coupons at one
time, participants
may still have
some SMA/
NURSOY
coupons with
March and April
“starting dates." If these
SMA/NURSOY coupons —
are presented to you, they may
be redeemed only for SMA/
NURSOY Formula.
When a WIC Coupon is

14....FOOD & BEVERAGE REPORT, MARCH 1996

redeem that coupon for ONLY

. PREMDbXand of infant formula.

Beginning March 1, 1996, you
should anticipate an increase in
demand for SIMILAC
with Iron and
ISOMIL and a
decrease in
demand for SMA
with Iron and
Nursoy. Despite
the decline in
demand for SMA
with Iron and Nursoy,
sufficient supply of
Wyeth brand should be
maintained. Therefore,
please adjust your stock of
each brand accordingly. It
is expected that as of June 1996,
approximately 96 percent of
infant formulas purchased by the
WIC participants will be

SIMILAC with Iron and
ISOMIL. The Similac with Iron
powder 14.1 oz. size is the only
size to be redeemed with the
WIC coupon. Ross Products is
prepared to meet your infant
formula stock needs. A Ross
Products representative will also
be calling on you to address your
stock needs and other issues
related to this change.

If you experience any
problems in obtaining sufficient
stock of SIMILAC with Iron and
ISOMIL, contact Ross Products
at 1-800-551-5840. If you
experience problems in obtaining
SMA/NURSOQY, contact Wyeth-
Ayerst at 1-800-99-WYETH.

If you have any questions
concerning the program change,
call the Michigan Department of
Health at 517-335-8937.



To get you pumped up for our new ad blitz,
we hired cheerleaders.

Yes, they're the opposite of fun. They're

definitely the opposite of the new pop we're

introducing. And since these guys are so boring
they’re funny, we're using their mugs to get people's attention in our new 5,000,000 plus
distribution FS.. As people clip our coupon, they're going to go away with

one thought. New Morning Mist' is 100% the opposite of boring.

New Faygo Morning Mist Promotion begins April 28,1996 with a 5,000,000 plus distribution FSI
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Confusion over phone cards
sparks investigation

by Bill Martin
Michigan Lottery Commissioner *
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New FMI show tofeature meals and value-addedfresh foods

Today’s consumers do not want
to buy ingredients. They want to
buy meals, said FM1’s Member
Services Committee Chairman Ron
Pearson, chairman, president and
CEO of Hy-Vee Food Stores, Inc.,
in West Des Moines, lowa.

FMI’s answer to how the
industry can cope with the changing
eating habits of America is the new
show, MealSolutions, to be held on
September 8-10, in Phoenix, Ariz.

"MealSolutions is an innovative
step in helping retailers compete in
the constant battle for ‘share of
stomach,’”” said Pearson. “FMI’s
board-level Member Services
Committee realized that retailers
need the tools to attract the
customers that may pass us over for
arestaurant meal — thus,
MealSolutions was created.”

"These days the market place is
full of category killers who own a
particular category. We can do the
same Our killer category is food,”
said FMI Chairman Bob Bartels,
president of Martin’s Super
Markets, Inc.

Over the last thirty years, the
percentage of disposable income
spent on food-at-home has
decreased steadily, while the
percentage of food-away-from-
home has increased. In 1994,
nearly half (47 percent) of the total
U.S. food dollar was spent on food-
away-from-home.

“I see more and more consumers
coming into my stores with less and
less time to spend preparing meals,”
said Pearson “We need to help
solve the problems for these time-
pressed people They should begin
to look to the supermarket for
solutions to that nightly dilemma:
What’s for dinner?"

"Lead, follow or get out of the
way.” noted Lee lacocca, past
chairman of Chrysler Corporation,
in one of his television
commercials. This is the message
MealSolutions will try to
communicate to attendees

“It's Boston Market's goal to be
the first alternative to the kitchen
prepared meal,” said Tom Pierson,
professor at Michigan State
University in Fiast Lansing
“Retailers need a well-rounded
foodservicc strategy to compete
the department can't exist just to be
convenient ”

By providing an exhibit floor and
seminar program that draws insights
from the food service industry, as
Iwell as the supermarket industry,

EFMI will help attendees meet the
tneeds of today’s busy consumers
j for fresh prepared foods
MealSolutions will provide experts

and hands-on opportunities to help
the industry capture consumers’
interest in a growing array of
convenient, fresh meals and meal-
making products.

“It is no longer acceptable to just
do business as usual,” said Pearson.
“The supermarket can easily be
made into a destination stop for
dinner.

“The supermarket has it all—
nutrition, choice, value and
quality—all under one roof. That is
something restaurants, of any

variety, cannot tout.”

“Just as FMI’s
MarkeTechnics was created to
help our industry get a better
handle on the complex issues
surrounding high technology,
MealSolutions will help focus
our attention and energy on
meal preparation and serving
the consumer of the 1990s and
beyond,” said Pearson. “It’s a
show whose time has come.”
9 <

Share of Income Spent for Food
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News

Coupon
distribution rises,
expiration dates shorten

Package goods manufacturers distrib-
uted two percent more coupons in the first
six months of 1995 than in the first six
months of 1994, but redemption dropped
three percent because of shorter expira-
tion periods.

Said Sharon Joyner-Payne, Carolina
Manufacturing Services’ (CMS) VP of
Account Management Services, “This
distribution increase shows that although
manufacturers continue to face budget
pressures, they also see the pull of cou-
pons.” The result? At the cash register,
consumers saved $2 billion with coupons
in the first six months of 1995, Joyner-
Payne said.

Between January and June 1995, mar-
keters circulated 167 billion coupons, up
from 164 billion in 1994. That marks the
highest mid-year level since 1993. How-
ever, manufacturers also tightened one
key control: expiration periods. To date,
89 percent of coupons carried an expira-
tion period of five months or less, whole
over one-third (37 percent) had an expira-
tion period of two months or less. Over-
all, the average expiration period was 3.6
months, down from the 1994 average of
3.7 months.

These tighter expiration periods—in
fact, they are the shortest periods ever—

are the key drivers of the slight decline in
year-to-date redemption. So far this year,
consumers have redeemed 3.4 billion
coupons, down from 1994’s 3.5 billion.

“Our consumer research indicates that
13 percent of coupon users say they are
unlikely to redeem a coupon with an expi-
ration date,” said Joyner-Payne. “Con-
versely, 33 percent of coupon users say
they are likely to redeem coupons without
an expiration period. These shortened ex-
piration dates are a reflection of the in-
creased use of coupons as an immediate
pull-through.”

Other factors affecting redemption in-
clude companies’ increased use of half
FSI pages and more coupons per pro-
gram, as well as face values that do not
keep pace with inflation. Joyner-Payne
added that manufacturers have begun to
address face values by increasing them
from an average 55 percent to 62 percent
during the first six months of 1995, and
that has stemmed the rate of recent re-
demption decreases.

Winston-Salem, NC-based CMS is
North America’s largest manufacturer’s
agent in coupon redemption management.
Founded in 1983, the company processes
over three times as many coupons as the
next leading competitor.

Color can make the
difference between an
ad that commands
attention and one that
is overlooked.

New technology and our
usual creativity make it
possible to achieve
effects not readily
available (or affordable)
in the past.

If you haven't printed
with Stephen’s NU-AD
in a while, youd better
check us out!
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Jewel-Osco and

Spartan Stores, Inc.
announce agreement

Jewel-Osco announced today that the
company will sell its five Michigan
locations to Spartan Stores, Inc. The
locations are:

* 412 W. Howard, Kalamazoo
(Harding’s Friendly Markets)

* 5161 W. Main Street, Kalamazoo
(Harding’s Friendly Markets)

« 756 Napier, Benton Harbor
(Village Markets)

¢ 2105 W. Michigan, Jackson
(Felpausch Food Centers)

* 6330 Westnedge, Portage
(Harding’s Friendly Markets)

Spartan Stores, Inc. will immediately
assign assets to the above Spartan
retailers. The assigned retailers will take
possession on or after April 15.

All employees are being informed of
the decision by members of the Jewel-
Osco Human Resources team.
Approximately 530 part-time and 145
full-time employees will be impacted by
the closings. Details regarding severance
plans are pending based on discussions
with Union representatives prior to the
transition.

Jewel-Osco has been serving these

Michigan communities for over twenty
years. In recent months, however, it waj
determined that the company could not
achieve its long term plans for market
leadership in Michigan, and the decision
was made to sell the stores. Jewel-Osco
and Spartan will work together over the
next several weeks to insure a smooth
transition.

Beginning Monday, February 19, all
store hours will be 8 a.m. to 10 p.m. with
the exception of 412 W. Howard in
Kalamazoo, which will continue its 24-
hour operation.

In addition to these Michigan
locations, Jewel Food Stores operates 183
stores in Illinois, Northwest Indiana and
lowa. Osco Drug has over 53 stores in
twenty states nationwide. Both are
divisions of American Stores Company,
Salt Lake City, Utah, one of the nation’s
largest food and drug retailers operating
1,625 stores in twenty-six states.

Spartan Stores, Inc. was founded in
1917. Itis a retailer owned distribution
center servicing 500 retailers in
Michigan, Ohio and Indiana.

More News Notes
page 30.






THAT NEW
SHAPE COULD
BE YOU!

The fitness craze of
the 90's has everyone
counting calories,
calculating fat grams
and cutting corners to
better health. From this
frenzy, a few simple
principles emerge:
— exercise regularly;
— eliminate fat from the diet;
— leave the nutrients and
minerals.

Which is exactly what
Melody Farms has
accomplished in our line
of Lowfat and No-Fat,
Low Cholesterol
products.
These products are
wholesome
nutrient-dense

that a

$:%S9>> &> >=( ! MMC

S’ significant amount
of vitamins and

minerals. . ingredients
essential to keeping
your spirits up as your
shape goes down.

WHAT

ABOUT TASTE?
Melody's Xtra Skim Milk
and No-Fat products are
made with richer, creamier
taste in mind We've
removed the butterfat and
replaced it with nonfat milk
protein for more body and
flavor. So try the complete
line of Melody Farms
Lowfat and No-Fat

products . . .

THE TASTE
WILL MAKE
YOU SMILE
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Cigarettes

From page 1.

below to ask for House support without any
amendments. We believe that you should
be informed of this important pending leg-
islation.

To members of the Michigan House of
Representatives:

The undersigned organizations would
like to communicate their support for pas-
sage of the House Substitute for Senate Bill
No. 730 (H-3) as reported from the House
Committee on Local Government without
further amendments.

Senate Bill No. 730 represents an affir-
mative effort on the part of the retailing
community to strengthen our statewide en-
forcement of the prohibition on the sale of
tobacco products to minors, without bur-
densome government regulations. The
House Substitute for Senate Bill No. 730
(H-3) as reported by the Local Government
Committee would:

« Increase the fines against sales clerks
and business owners from the current $50
per offense, to $150 for sales clerks and up
to $500 for business owners.

« Require the retailer to provide a copy
of the law to their sales clerks and maintain
documentation that the clerks have re-
ceived and agree to comply with the law.

« Restrict the placement of single packs
of cigarettes to behind the sales counter or
within plain view of the cashier.

« Authorizes all levels of local law en-
forcement to enforce a consistent statewide
law as established in the new act

Retail business owners and retail sales

+3

0 +((
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clerks must each assume their part in pre-
venting the sales of tobacco products to mi-
nors. The House Substitute for Senate Bill
No. 730 (H-3) holds both the owners and
clerks accountable and establishes appro-
priate sanctions for violators and reason-
able protections for those who make a good
faith effort to comply with the law.

Finally, this proposal acknowledges that
a purchasing minor must also be held ac-
countable for their actions. By tying en-
forcement action against a retailer and/or
clerk to similar action against the purchas-
ing minor, both responsible parties are de-
terred from repeating the offense.

This proposal is the product of spirited
negotiations and exhaustive discussions
which have resulted in significant conces-
sions from the retailing community. We
believe this proposal strikes a reasonable
balance between an appropriate and effec-
tive regulatory structure with our desire to
operate our businesses unencumbered by
expensive and excessive government
regulation.

It is for these reasons that we ask for
your support of the House Substitute for
Senate Bill No 730 (H-3) as reported from
the Committee on Local Government with-
out further amendments.

Joseph Sarafa,
Associated Food Dealers of Michigan
Peter Kuhnmuench,
Michigan Retailers Association
Polly Reber,
Michigan Distributors & Vendors
Association
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If you're buying your workers compensation
management from the lowest bidder, then your costs

are probably moving increasingly upward.

In to-

day’s environment, quick fixes just don’t work. At
CoreSource, we focus on innovative up-front strate-
gies to reduce total costs and increase prod-

uctivity without sacrificing the quality of care for your

employees.

Our clients, through investments in innova-

five, 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.

Linda Gobler,

Michigan Grocers Association
Rich Studley,

Michigan Chamber of Commerce

PACA explained

On November 15,1995, President Bill
Clinton signed the Perishable Agricultural
Commodities Act (PACA) reform
legislation into law. (Public Law No.
104-48). This culminates a decade of
effort by the food industry to modernize
PACA so the program is fair and
equitable to grocery wholesalers and
retailers. Now, for the first time, users
and beneficiaries of the program will be
the ones to pay for it.

Under this new law, license fees for
retailers and grocery wholesalers will be
phased out over a three-year period. In
the first year after enactment (beginning
November 15, 1995) you paid your
current fee. This year, the payment is 75
percent of the current fee and in the third
year 50 percent of the current fee.
Beginning in the fourth year, retailers and
wholesale grocers will no longer pay
yearly license fees. New retailers and
grocery wholesalers applying for a license
will pay a one-time $100 administrative
fee. Retailers and grocery wholesalers
will still be subject to the PACA law and
all its disciplinary proceedings.

The new law increases the current
basic annual license fee (for licensees
other than retailers and grocery

( $2/

CoreSource combines the

wholesalers) from $400 to $550 and gives
the USDA authority in future years to
raise fees paid by licensees other than
retailers and grocery wholesalers. It also
gives USDA discretion to move to multi-
year licenses.

The law clarifies that PACA may only
initiate investigations upon the receipt of
a written complaint. It must promptly
inform the person being investigated of
the nature of the investigation and must
keep the person being investigated
informed about the status of the
investigation. It also implements a
“paperless” trust, preserving the trust
protection for produce sellers currently in
the law, but reducing the paperwork
associated with the trust

Collateral fees are defined in the
legislation and language is added to the
law clarifying that the “good faith offer,
solicitation, payment or receipt of
collateral fees and expenses, in and of
itself,: is not unlawful under the Act.

The legislation also includes
provisions adjusting the penalties for
violation of the Act clarifying that
persons other than the first handler are not
liable for misbranding violations if they
do not have knowledge of the violation,
and modifies the responsibility connected
language of the law. Retailers and
wholesale grocers operating without a
PACA license can be fined $1,000 for
operating without a license.

This new PACA statute is a major
success for the food industry.

53.

4(
page 24.

resources of a national operation
with the responsiveness of a local
company. From our 25 regional
offices, we manage $2 billion in

client programs covering 1.5

million lives.
$

On average, CoreSource program costs, as a percent
of payroll, have dropped more than 36 percent over a

ft three-year period.

The United States’ workers compensation system

is in crisis but we continue to find solutions.
Let us build a solution for you.
0 3 7 899:8;9<=>&

CoreSource.
3 . 2

mSocial Security Administration

CoreSource

' 2.
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With increasing public criticism
over cigarettes and smokeless
tobacco, and the relative ease with
which minors can purchase these
products, public officials across
the country are offering numerous
legislative solutions that place the
full burden of responsibility on

businesses that sell these products.

Presently, all 50 states prohibit
the sale of tobacco products to
minors, and impose financial

Legislative Update

penalties for violations; 30 states
prohibit a minor from purchasing;
27 states have adopted state laws
that provide for compliance with the
ADAMHA Reorganization Act.

Thirty-five states require a
license to sell tobacco at retail or
by vending machine; and 16 states
require cigarette vending machines
to be under constant supervision.
In addition, many cities and towns
are enacting ordinances and

I =3

34 32

5

mandating a variety of civil and/or
criminal penalties on the retailer.
In response to this proliferation
of regulations, FMI formed an
industry-wide Tobacco Sales Task
Force to consider the potential
effect the proposals would have on
retailers, and to seek a unified
position. A position that would
suggest ways in which retailers,
legislators and local governments
and tobacco manufacturers could

Our outstanding service has made us #1

Competitive Rates

. Endorsed by AFD for 8 consecutive years

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

* Available through the Independent Agent network
with over 800 agencies to serve you

1-800-229-NPIC
1-810-357-3895 FAX

Admitted, Approved and Domiciled in Michigan

or call AFD at 313-557-9600 or 800-66-66-AFD
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achieve common purpose in
preventing minors from
purchasing tobacco products
without needlessly disrupting
business or limiting access to adult
tobacco consumers.

The Tobacco Task Force, in
their draft proposal, argues that
new legislation is not generally
needed. “But if cities and/or state
legislatures do consider new
restrictive proposals, the following
fundamental principles should be
included; Preemption, shared
responsibility, "good faith”
defense, proof of age, and
consistent compliance procedures.

The Task Force is further
recommending that the current
system of licensing in various
states serves a specific purpose of
revenue collection, but that
licensing should not be used as an
enforcement too.” When licensing
penalty provisions include
suspension and/or revocation,
procedures for renewal must be
clearly defined and within
reasonable limits,” the Task Force
suggested.

Fees, according to the draft
report, should be site specific.
Employee Training is recognized
as essential, but should bE retailer-
specific and not dictated by state
agencies. Signage and Product
Labeling should be the
responsibility of the tobacco
manufacturers and be provided to
the retailer free of charge. If state
and/or local regulations require
posting of signs at point-of-sale
locations, retailers should not be
penalized if signs were not
provided by the product
manufacturer. Bans on self-
service tobacco displays are
opposed because they fail to take
into account the wide variety of
store sizes and formats.

The Task Force opposes
legislation mandating the removal
of vending machines from retail
stores. Instead, vending machine
manufacturers should be required
to modify their equipment so that
they can only be activated after the
purchaser engages in a “face to
face” transaction with store
personnel—through the purchase
of a token or the use of a remote
switch.

9 FIAE



Liquor law violations

rise dramatically

The Michigan Liquor Control
Commission advised that year end
statistics for 1995 reveal that 2,377
new violations were submitted in
1995 as opposed to 1,821 new viola-
tions submitted in 1994, an increase
of 30 percent.

They also stated that 1,550 viola-
tion hearings were conducted in 1995
and 1,217 hearings were held in 1994,
an increase of 27 percent. Over
$1,000,000 in fines were assessed in
the 1995 calendar year.

Michigan proposal
would add magnetic
strip to drivers’
licenses

Legislation has been introduced in
Michigan that would put magnetic
strips on the back of each individual’s
driver's license. The magnetic strip
would contain no more information
than what is printed on the front of
the card. The front of the card would
contain a “digitized" image of the
driver burned onto the plastic.

The system could help make check
cashing easier for retailers. A cus-
tomer could swipe their license
through the existing front-end elec-
tronic equipment and save time for
the cashier to check the information
or copy it down.

The magnetic strip also would
make it more efficient and easier to
check a person’s age, therefore pre-
venting minors from purchasing alco-
hol or tobacco products illegally.

Industry president
calls for strengthening
alliances with state
food industry
associations

Grocery Manufacturers of America
(GMA) President and CEO, C. Manly
Molpus, told industry leaders gathered
at (he annual convention of the Food
Industry Association Executives
(FIAE) in Orlando. Florida in Novem-
ber. that “as power shifts to the stales,
food industry associations are where
the action is."

"GMA's slate affairs program has
been successful because of our alli-
ance with your associations on snack
taxes, packaging mandates, state bal-
lot referendums. advertising and uni-
formity issues,” he said “We want to
strengthen these alliances to ensure
future successes “

Molpus underscored the new “forc-
es of change™ affecting associations
today “Associations—Ilike our mem

Legislative Update

ber companies— face the challenge
of change and increasing demands for
value-added service at less cost.” He
stated that “ultimately the most im-
portant question to ask is not whether
we can do a particular task more effi-
ciently, but whether we ought to be
doing itat all. We need to invest our
time in our core competencies, and
we will need the discipline to termi-
nate activities that yield little value.
“Our members expect us to have a
direct impact on influencing both the
business and political environment,
on the national and local fronts. And
rather than concentrating on doing a
better job in the same old game, we

need to redefine how the game is
played, thus developing a new per-
spective on future opportunities. In
essence, we need to concentrate on
changing not what people do but how
they think.”

He concluded, “As competition
and demand increase during the next
five years, we can make a difference
by restructuring our associations to
open avenues for previously unimag-
ined products and services, and GMA
is committed to building new allianc-
es, creating new partnerships and
serving as a clearinghouse for the
next generation of industry issues.”

Engler approves SBT
changes

Gov. John Engler signed into law
legislation renovating the state’s sin-
gle business tax (SBT). SB 342 and
HBs 4605 and 4358, will change the
SBT apportionment formula to one
weighted almost entirely on sales,
from one weighted 50 percent on
sales and 50 percent on payroll and
property.

In addition, the new law will
change the capital acquisition deduc-
tion to apply only to in-state invest-
ments, and increase the amount small
businesses may earn without paying
full SBT taxes.

Cashier Monitoring Systems
Hidden Cameras
Fixed Cameras

Legal Age I.D. Recorders
Audio Monitoring
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I’m your customer who never comes back
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Miller Brewing Company has
named J.C. “Charlie” Kapp director of
national trade relations and customer
development.

In his new position, Kapp will add
to his current responsibilities as
corporate liaison to national trade
associations. He will oversee Miller’s
trade relations group, including the
management of convention/meeting
activities and corporate entertainment.
He continues to serve as a.primary
communicator of the company’s
efficient consumer response (ECR)
initiatives.

Throughout his 30-year career with
Miller. Kapp has held a variety of
positions in the company’s marketing
territories, including the Pacific.
Southwest, Midwest, Eastern and
Northern Pacific regions. Most
recently, he was director of national
trade development.

F 5

Carol Kunitzer has recently been
promoted to Director of Marketing
and Sales for Monitor Sugar Co in
Bay City

Kunitzer joined Monitor in 1985 as
Traffic Coordinator and progressed to
Traffic Manager In 1991, she moved
into sales as Foodservice sales
manager and was promoted to Sales
Manager in 1994

2

as several new group vice presidents.

Greg McDonald has been
promoted to president. Western
Division, from executive vice
president of Operations. During his
20 year tenure, he has held various
sales and management positions
within McMahon & McDonald’s
Deiroil and Grand Rapids’ offices.
McDonald will be responsible for the
strategic direction and overall
operations of the Grand Rapids Retail
Business Unit.

Jim Kokones has been promoted to
president. Eastern Division, from
executive vice president of sales.

Kokones, in his fourth year at
McMahon & McDonald, joined the
company in 1992 after his company,
Ameri-Con, Inc,, of which he was
president, merged with McMahon &
McDonald. Working out of
Plymouth, Kokones will be respon-
sible for the strategic direction and
overall operations of both the Detroit
and Toledo Retail Business Units.
Mark Switala has been promoted
to group vice president, grocery sales,
from vice president of sales. Prior to
joining McMahon & McDonald in
1993, Switala spent two years as a
division manager with Georgia

Pacific and seven years as an area
sales manager with H.J Heinz Co.

Larry Danna has been promoted to
group vice president. Perishable Sales
from vice president of perishable.
Entering into his second year with
McMahon & McDonald, Danna was
with DMAR/Mascari as general
manager. Retail Division, and spend
14 years with The Pfeister Company
as sr. vice president of perishable
sales:

Burt Van Ess has been promoted to
group vicepresident, C-Store/Vending
Sales, from vice president. Van Ess
joined McMahon & McDonald in
1992 when Ameri-Con, of which he
was executive vice president, merged
with McMahon D McDonald.
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What makes a great party?
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The total value of the cheese
market (retail, foodservice
and industrial sales) is
estimated to have
reached $21.4 billion in
1995 and is expected to
reach $24.2 billion in
1999, according to The
Cheese Market, a new
report published by the
New York City-based
consulting and research

30

Lots ofpeople must be saying it-as cheese sales
continue to rise throughout the nineties

Say cheese!

varying sectors.

The large lead historically held
by American-type cheeses has
been narrowing steadily during the
1990s. In 1990 these cheeses
represented 47.8 percent of all
natural cheese production, while
Italian types held 36.4 percent, and
other natural cheeses held 15.8
percent. By 1994, the share held
by American types dropped to
44.2 percent. Meanwhile, the
share for Italian types rose to 38.9
percent and the share of natural
cheeses grew to 16.8 percent.

| Firm FIND/SVP. Overall, the
market will continue to
grow by about two
percent to tour
percent annually
through the remainder
of the decade. The
market will continue
to represent great
opportunities for many
companies, both large
and small, in its

ASPARAGUS CLUB

SCHOLARSHIP PROGRAM

Scholarship Application Request Form

The Asparagus Club is pleased to announce the beginning of the competition for Asparagus Club
Scholarships for the next academic year. Asparagus Club Scholarships are one-year awards that
range in amounts from $500 to $1,500. The awards may be used at any accredited, non profit
college or university in the United States.

The Asparagus Club will award a number of scholarships for the 1996-97 academic

year to students who satisfy the following requirements:

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

=>  Will be full-Ume college students in the fall of 1996,

=> Have an interest in a career in the grocery industry.

=>  Have financial need.

=>  Can make or are making satisfactory academic progress in college.

1f you feel that you are qualified for an Asparagus Club Scholarship, you should request an

application and a descriptive brochure by completing and mailing the bottom part of this form by
April 15, 1996.

(Detach here and mail)

TO:  Scholarship Program Administrators, Inc.
3314 West End Avenue, Suite 102
Nashville TN 37203-0916

Please send an Asparagus Club Scholarship application and descriptive brochure to:

(Please print)

Name

First MI Last
Address
City State ZIP
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Miller
invites a
consumers]
to

‘celebrate
the green’

On St. Patrick’s Day, a day when
the country turns green, Miller
Brewing Company invites consum-
ers to celebrate with a promotion
featuring Miss Ireland herself,
Siobhan McClafferty.

“St. Patrick’s Day is one of the
year’s biggest holidays, with adult
beer drinkers joining their friends to
celebrate at parties, and in restau-
rants and taverns throughout the
country,” said Mickey Davis, man-
ager of consumer promotions.
“With the Miss Ireland promotion,
Miller will be a big part of the ex-
citement and the fun.”

Where legal, the on- and off-
premise promotion features Miller
Lite, Miller Lite Ice, Miller Genuine
Draft and Miller Genuine Draft
Light. Point-of-sale materials in-
clude a spectacular display showcas
ing Miss Ireland, as well as
imprintable display cards, wall deco
rations, case cards, banners, dan-
glers, cut-outs and basewrap. Cloth-
ing items include derby hats, t-shirts
suspenders, buttons and key chains.

Icehouse launches
smooth new
advertising

Plank Road Brewery’s Icehouse,
America’s leading full-calorie ice-
brewed beer, has introduced three
new television commercials that be-
gan airing in mid February.

“The new spots feature Paul, side-
kick Sparky and other friends as
they enjoy Icehouse in a variety of
humorous scenarios both in and out-
side of the Plank Road Brewery,”
said Steven Wnuk, senior brand
manager for Icehouse. “These spots
help communicate that Icehouse’s
smooth ice-brewed taste is perfect
anytime.”

In addition to the television ad-
vertising, the campaign also includes
six new 30-second radio spots and
outdoor advertising. Three addition-
al television ads will air shortly.

Icehouse was introduced in test
markets in September, 1993, and
rolled out nationally in December of
the same year. Latest national
Nielsen Supermarket reports show
Icehouse at 1.2 share of market.



News Notes

Guinness to give away Irish pub

inviting hospitality make the
Seanachaoi a quintessentially

Clare. Killaloe. which derives its
name from the

by radio partners and merchandising
programs in key Guinness and Harp

Competing to win a pub in Ireland
bat become the

newest U.S. St. Gaelic phrase “the quaint Irish pub. Adorned with markets. Twenty-five radio partners
Patrick's Day church of Lua" comfortable seating areas, and will promote the program, enticing
tradition as referring to the sixth  featuring a large wall mural of the listeners to participate in the contest.
Guinness and Harp century saint Lua pub's visitors, the Seanachaoi is The program will be supported off-
kick off their was the birthplace the perfect place to enjoy a pint of premise via case cards, case wraps,
annual "Win Your and stronghold of Guinness or Harp in a festive banners and end-aisle displays. For
Own Pub in Irish king Bnan environment. Atop the pub is a more information, call your Guinness

Born. Today.
Killaloe is a favorite
tourist destination, as
many vacationers

newly renovated two bedroom Sales Representative. To learn more
apartment with a charming living about the contest call 800-ITS MY
room boasting an exposed wall PUB.

The contest will be supported

Ireland" contest.
From thousands

of expected

entrants, one lucky

U.S. resident will be handed the keys
to the Seanachaoi Pub in the
charming town of Killaloc situated on
the banks of the River Shannon
Seanachaoi meaning "storyteller” in
Gaelic, is fitting as the pub's name,
since its new owner must capture the
“essence and nature" of Guinness in
SOwords or less by penning a creative
finish to the phrase. "Guinness is . '
The lop
ten essayists will be selected as
finalists and travel to Ireland in May.
courtesy of Aer Lingus, to compete
for the honor of becoming Ireland's
newest publican

The charming and histone town of
Killaloc is nestled in Ireland' s County

cruise along the banks ol the Shan-
non One of Killaloe's most notable
landmarks is St. Hannan's Cathedral
and Oratory, built in the 11th century
upon the arrival of the Normans.

Just one block away from the
Cathedral sits the Seanachaoi Pub,
which symbolizes both the richness of
the Irish pub culture and the tradition
of the pub as a meeting ground and
hub for social interaction, conversa-
tion and story telling. Traditionally,
the town “Seanachaoi” or "storytell-
er" would spend the evening telling
colorful tales to townspeople as they
relaxed with a pint—not too different
from pub life today.

A traditional dark wood bar and

Stroh’s Ice Cream Company
announces major expansion

In a major
expansion move.
Stroll's Ice Cream
Company has
purchased the name
and assets of the
Nafziger's Ice Cream
Company of
Archbold, Ohio, for
$1.2 million.

Stuart W. Giller,
chairman of Stroh's Ice

Cream Company, said the

acquisition provides a major
addition to Detroit operations
and will result in the hiring of
additional production and
distribution personnel
Concurrent with the
acquisition announcement. Gary
Culler, president of Stroh’s Ice
Cream Company, appointed Terry
Bunting, a Stroh's Ice Cream sales
executive, to the position of
Nafziger Division Manager

Cellular one*

BRINGLYOUIIOFFER
ONLY ASELECT FEW
AN APPRECIATE

Right now, take advantage 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
die 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-I
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Do you buy products from 1
any of the companies listed
below? You will be able to
purchase their products at

&& &  &('# )*
All exhibitors’ show
specials and premium

offers will be featured in
a voucher booklet.

1AFD will give you money
towards your trade show
purchases if you win one of
our shopping sprees which

special discounted rates
that will only be available at

the trade show.

>

7-Up Detroit

Absopure

Advanced Formula Products
AirPage

Amato Foods

American Express

Ameritech Pay Phone Services
Anheuser-Busch, Inc.
Arizona Beverages

Awrey Baking

Beverage Journal

Beverage Systems Management
Blue Cross Blue Shield of MI
Boltin Label

Brehrn Broaster
Canandaigua Wine Company
Cellular One

Central Alarm Signal
Coca-Cola

Continental Baking
CoreSource

Cornelius Systems

Detroit Popcorn

Dialogue Marketing

E & J Gallo Winery

Fairiee Fruit Juice

+(

4)*(
( 1-7777

"4 &

A
)

Faygo Beverages
Frankenmuth Brewery
Frito-Lay

Food Industry Professional Network

Garden Foods
General Wine & Liquor
Germack Nuts

Golden Valley Dairy
Happy Hive

Hobart

House of Seagram
Imperium Marketing Group
Independent Dairy
IntraState Distributors
Iltems Galore

J. Lewis Cooper

Jays Snack Foods

Kar Nut Products
Kehe Foods

Kowalski Sausage
Kraft Foods

Kramer Food Company
L & L Wine World
Lotto Hotline
Ludington News

M & M/Mars

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

3

Marie Brizard Wine & Spirits
Melody Farms

Metro Food Equipment
Michigan Bankard
Michigan Fast Foods
Michigan Sugar

Midwest Ice

Miller Brewing

Nikhlas Distributors
Nationwide Communications
North American Interstate
North Pointe Insurance
Oven Fresh

Pabst Brewing
Paddington Corporation
Pepsi-Cola

Pfeister Company

Papa Joe’s

POG Wild

Pointe Dairy Services
Riviera Food Corp.

R.M. Gilligan

Rose Exterminator
Russo's Italian Specialty
S. Abraham & Sons
Saxon Inc.

Seagram Beverage
Sherwood Foods
Spartan Stores

Stark & Company

Stroh Brewery
Sunshine/Salerno
Taystee Bread

Texas Brand Meat Snacks
Tom Davis & Sons Dairy
Tony's Red Baron Pizza
Travelers Express
Unibev Ltd.

Union Ice

USA Paper & Ribbon Co.
Upper Deck Sports Drink
Variety Foods / Pic A Nut
West End Products

You could be
here in 1996
if you would

like to exhibit!
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New Maxwell House sampler
offers four ways to serve up exciting,
delicious cappuccino magic at home

New on supermarket shelves is
a “Variety Sampler" of Maxwell
House Cappuccino, which
contains one single-serving
envelope of the flavors that have

New Products

without the mess and
inconvenience of a cappuccino
machine. Just empty the contents
of one envelope into a mug or cup,
add one cup (8 0z.) of hot water

made Maxwell House Cappuccino and then you will have created
a popular choice of cappuccino delicious, frothy cappuccino,
lovers—Mocha, Irish Cream, perfect for serving at the most
Vanilla and Decaffeinated Mocha festive of parties or for those

Maxwell House Cappuccino is relaxing evenings at home, The Jacob Leinenkugel Brewin
the effortless way to serve up whether you are alone or with Company is expanding its line of
cappuccino magic at home— family and friends. hand-crafted specialty beers by

Michigan Weights & Measures Association

MWMA
An Organization Serving
Everyone Involved in the Weights & Measures Industry

Equipment Manufacturers & Sales
Equipment Users
Weights & Measures Inspectors
Grocery Store and Service Station Operators

+ Knowledge on changing regulations which affect your business

¢ Workshops & seminars on regulatory issues

¢ Information exchange and networking with other industry
representatives and Department of Agriculture inspectors

+ Knowledge on how enforcement will affect your business

¢ Newsletter on Weights & Measures issues

WHO SHOULD JOIN?

Equipment Sales and Service Representatives
Supermarket & Convenience Store Owners
Service Station and Petroleum Industry Representatives
Food Manufacturers and Distributors

ToJ in the Michigan Weights dc Measures Association
Complete theform below and mail withyour check to MWMA Treasurer,
4th Floor Ottawa Bldg., N, P.O. Box 30017, Lansing, M1 48909

Name
Mailing Address:
City, State & Zip:
Company Name, if applicable:
Phone: Fax: _
Type of Business:

Individual Membership  ($25) Company Membership ($35)

Company Membership includes a mailing to one individual. However, all company
employees are eligible to attend MWMA events at the reduced member price. The cost for
all mailings to go to additional company employees is $10 per person. Please attach a list,
including full addresses, and include the additional charge in your check. Thank you.
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initially introducing Leinenkugel’:
Auburn Ale in ten select markets:
Chippewa Falls, Eau Claire,
Madison, Waukesha, Milwaukee,
and Racine, Wis.; Chicago; and
Denver, Boulder and Pueblo, Colo

Brewed with caramel barley
malts and a special English ale
yeast, Aubum Ale is the first ale
produced in the company’s 128-
year history. It is hopped with a
combination or aromatic Cascade
and Mt. Hood hop varieties.
Auburn Ale contains no additives
or preservatives.

To bring out Auburn Ale’s
distinctive flavor profile, a
brewing process with a higher
fermentation temperature than
lager beers was used. The end
result is a pleasant ale-like fruity
aroma that is well-balanced with a
tangy hop finish.

For more information contact
Mark Noll at Powers Distributing
810-682-2010.

Frankenmuth
Brewery introduces
Snowfest beer

For the first time in its history,
Frankenmuth Brewery is
introducing Frankenmuth
Snowfest seasonal beer into major
Michigan markets. Gaining in
popularity throughout Germany,
this beer style is characterized by a
distinct maltiness, but the estery
and phenolic elements of a pale
Weisse beer still prevails.

Frankenmuth Snowfest is brewed
with high quality selected raw
materials, especially the wheat malt.
A German top fermenting yeast
from the Yeastbank Doemans, in
Munich, Germany, together with a
dark malt, makes Snowfest beer rich
in color and taste.

Snowfest is available during
February and March in Draft 1/2
and 1/4 barrels.



Bosco® chocolate New Products

. i High Life introduced
syrup now available Frito Lay . g S .
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Leo Fox of Arbor Farms in Ann Arbor stands
infront of the organic vegetables

36####BBtH O ;K ;-6))* ;8L &%%'
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Curtis Estes (left) of Big Ten Party Store in Ann Arbor
signs upfor AFD's pay phone program.

Left: Joe Sarafa hands
Romeo Hesano (right) of
Pilgrim Party Shoppe in
Plymouth his annual coupon
refund check.

Right: Dick Bey (right) and
son Phil of Behive Market
in Ann Arbor.

Left: Harley Davis of
AFD (left) and David Yousifof
Champions Convenience & Deli in
Ann Arbor discuss AFDs
coupon program.

Right: Mike Hamzek (left) of
Dairy Mart in Ypsilanti infront
ofhis new store whichjust
became an AFD member.

Ed Saroki of Boji s Liquor & Deli in
Farmington Hills.



We Card
From page 1

Association. The coalition has been
able to build on the efforts of the past
and put it all together in one easy
program that can reach every retailer
selling tobacco products in this
country. This program gives retailers
the tools they need to train their
employees and inform their customers
of what the legal requirements are in
their states ”

The coalition has put together a
free "We Card" training kit with
state-specific training materials,
including workbooks and video and
audio cassettes. Easy-to-read signs
and other store displays carry the
minimum age requirement.

All current AFD members will
receive complimentary “We Card"
lots Ifyou need additional information
or do not receive a kit. call Dan Reeves
a AH) (KIO) 557-9600

The "We Card" program will also
make group training sessions
available to store owners and
managers who prefer a seminar
approach Coalition members say
that the naming sessions will give the

ROUTE SALES POSITION: Ws are
seeking an aggressive Route Salas
person to join our company We are a
snack tood manufacturer ottering a lull
time Route Salas Position - Experience
counts Good Driving Record required.
Good Benefits Send Resume to: Sales
Department. PO. Box 339, Hazel Park. Ml
48030.

SPECIALTY FOOD AND BEVERAGE
SALESPEOPLE. How would you like lo
be pan of the fastest growing Specialty
Food and Beverage Distributor in the
Midwest? If you are a hardworking, sell-
motivated aggressive individual wiling to
be a pari of this rapidly growing
organization please apply now Positions
are available today throughout Michigan
and Ohio tor goal oriented people This full
service outfit pays excellent wages based
on both salary and commission A
complete benefit package is also included.
If you would Ike 10 join this exciting team,
please reply quickly lo Sales Manager.
Clo Kramer Foods Company, PO Box
7033. Troy, MI 48007-7033

SUPPLIERS Looking lor ways to
increase your market visibility? Let the
AFD show you how Promotional
opportunities through membership
limitess Call Dan Reeves at (810) 557.
MOO

WANTED: Associated Food Dealer
mamba's Il you or someone you know
can barren by joining the AFD please call
Dan Reeve. at (810) 557-9600.

LIQUOR STORE FOR SALE

Good location. Detroit west side Good
income in business here for over 20
years Recently remodeled building 7400
eq. 1 side parking. 2T x 100'. behind
store 40 . 40 We eel liquor beer. wine.
frozen foods. full line or groceries. lottery
machine For information call Greg (313)

272-7821.10:00 a.m.to 9:00 p.m.

program a personal touch that is
critical in reaching out to retailers.

“Retailers
from across the * .
country will All current AFD members will
now have receive complimentary
accessto "We Card™ kits. Ifyou need
comprehensive additional information or do not
training

receive a kit, call Dan Reeves
at AFD (810) 557-9600.

sessions. These
sessions will be
held frequently..
and in many different parts of the

country. Retail owners and managers
will learn the best ways to train sales

laws.”

clerks, display signage, and
discourage underage customers from

attempting to
buy tobacco
products.
Using this
approach.l
believe that
we will see a
wider
implementation
and stronger

compliance with stale minimum-age

Participation levels by retailers will

be monitored by the coalition, with
results announced periodically.

“We have all heard from our
members about the long-standing
need for this type of unified,
comprehensive program to prevent
tobacco sales to minors, so interest is
already very strong in the retail
community,” said Teri Richman.
“Our direct mail program should
reach out to 300,000 retailers within
the next few months, and among the
coalition's members, we should have
no trouble expanding the participation
in the retail community.

Dramatically reduced rates

for AFD's Blue Cross/Blue Shield program:

The cards of choice.
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For more information, call
Judy Mansur af AFD:
1-800-66-66-AFD.
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