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Legislative Update

FDA user fees 
eliminated in Federal 

Budget Agreement
Months of intense 

efforts by an industry 
coalition resulted in the 

rejection of FDA user fees 
by Congress and the 
Clinton Administration in 
the Bipartisan Budget 
Agreement. Grocery 
Manufacturers of America 
sent Congress two 
strongly-worded letters, 
signed by 20 major food 
associations, denouncing 
user fees as hidden taxes 
passed on to consumers. 
This is a fine example of 
a combined and tactical 
industry effort that was 
instrumental in defeating 
an anti-consumer 
initiative.'' said Mary 
Sophos, GMA Senior VP, 
Government Affairs.

More Legislative Updates 
Page 34 

AFD sends 
best wishes to 

Quinn,
chief executive
officer of 
Spartan 
Stores, on his
retirement.'

An official publication of the Associated Food Dealers of Michigan 
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Supermarkets 
Step Up to 

Consumers’ 
Plates with Meal 

Solutions
by Michele MacWilliams

Over the past few months I’ve noticed a growing trend. 
Small companies are popping up offering fresh, home- 
cooked meals delivered to your door each evening. It’s 
not a new concept, but one that seems to be gaining in 
popularity as time-pressed families yearn for wholesome, 
home-made meals but can’t (or don’t want to) take the 
time to prepare them. Although “Kathy’s Home Cookin’’ 
is hardly a competitor for a 50,000 square-foot 
supermarket, these small companies are filling a need that

many grocers are now taking seriously. “Meal solutions,’ 
or “home replacement meals,” are here to stay and the 
retail food industry is changing with this concept.

Supermarkets have gained significantly in the take- 
home meal market, according to the latest consumer 
trends study by Food Marketing Institute (FMI). This 
year, one in five consumers (22 percent) said 
supermarkets are their main source for food consumed.

See Meal Solutions
22page 22

Also see related story
page 23

See you at Wolverine 
Golf Course!

Get ready to “par tee” at the AFD 1997 Scholarship 
Golf Outing on Thursday, July 24 at the Wolverine Golf 
Course. We’re planning a great day of golf for a great 
cause - AFD’s scholarship fund. For ticket information 
see page 15 or call Tom Amyot at AFD (248) 557-9600.

Senior Picnic scheduled 
for August 21

Here’s a great way to say thanks to your many loyal 
customers and have a great time too! Volunteer to help 
at our 7th Annual Senior Picnic on Belle Isle. Once 
again AFD, along with the Chaldean Merchants of 
Detroit and Councilman Gil Hill, will host a free 
picnic lunch for Detroit-area senior citizens. We 
always welcome extra helping hands. Call John 
Loussia (248) 967-2900 for more information.

---------------------------------------------- --- ------------------
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DRINK DRINK D EW
IGET STU FFIG E T  STUFF!

It's back and it's definitely in action. This Stuff is even 
cooler than before, w ith new, active sports gear you 
can use a ll year long. And this time, there's a new  
tw is t that takas Stuff ovar the top.

Now you can enter to w in Fantasy Stuff. Unbelievable, 
one-of-a-kind sports experiences that get you right in 
the face of your favorite stars. You're gonna hang with 
these mega sports celebs, k ick back in cool places, 
and just live larger than is humanly possible.

So get ready to Collect the Points. 
Get the Stuff. Live the Fantasy.

PEPSI, PEPSI-COLA, MOUNTAIN DEW, DEW, DO THE DEW, GENERATION NEXT, DRINK PEPSI GET STUFF, 
DRINK DEW GET STUFF, the Pepsi S tuff logo and the Pepsi Globe design are trademarks o f PepsiCo, Inc.
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A FD Food & Beverage Report Editor

Chairman’s Message

The Anheuser-Busch 
“Safe Driving Platform”

By Mark Karmo 
AFD Chairman

With kids out of school, 
summer in full swing, the limo 
accident involving our beloved 
Red Wings, and many of us 
looking forward to vacations, I 
thought this was an opportune time 
to remind all AFD members and 
their families about the importance 
of safe driving.

A few months back Anheuser- 
Busch introduced a “Safe Driving 
Platform” that I think is 
commendable and something we 
should all support. The Safe 
Driving Platform urges legislators, 
judiciary and community leaders 
to join the effort. Its objective: 
further reducing traffic fatalities 
by targeting “hard core” drunk 
drivers and young, inexperienced 
drivers. The platform has two 
planks: a call for increased 
attention to "hard core” drunk 
drivers; and graduated licensing 
systems for teens.

According to a study by the 
Traffic Injury Research 
Foundation, about 80 percent of all 
drunk drivers killed on the nation’s

highways in 1995 had a Blood 
Alcohol Content (BAC) o f . 15 and 
higher. Half of all fatally injured 
drunk drivers had BACs of .20 and 
higher-twice the legal limit in 
most states.

The study also shows that the 
hard core drunk drivers tend to 
have a history of drunk driving 
convictions and drivers’ license 
suspensions and high incidence of 
alcohol abuse. The study indicates 
that these individuals are difficult 
to affect through traditional 
education and awareness 
approaches.

Anheuser-Busch’s platform 
supports new and aggressive 
measures to target the repeat 
offender and high-BAC driver, 
including calling for tougher 
sanctions such as increased pre­
sentencing investigations and 
various tactics to keep those with 
suspended licenses from getting 
behind the wheel, including the 
employment of certain 
technological approaches like 
alcohol ignition interlock devices.

The second prong of the 
platform calls for "graduated 
licensing,” a program to address 
the disproportionate number of 
deaths and injuries among

The Grocery Zone By David Coverly

inexperienced teenage drivers, and 
the deaths of inexperienced teens 
who drink and drive on U.S. 
highways.

The company points to U.S. 
government statistics showing that 
drivers betwen 15-and 20 years old 
make up about seven percent of 
the population but account for 
almost 14 percent of motor vehicle 
deaths. Research has clearly 
shown that most of these deaths 
can be attributed to inexperience 
and immaturity.

The platform advocates 
“graduated licensing systems” to 
address the problem. These 
programs are like an 
“apprenticeship” for young 
drivers-they grant increased 
driving privileges in stages that 
allow experience to accumulate in 
lower-risk settings. Michigan has 
recently taken solid steps in 
advancing graduated licensing.

Anheuser-Busch is 
communicating the platform ideas 
to legislators, judges, community 
leaders, traffic safety experts and 
other interested parties from across 
the country. AFD applauds their 
efforts and encourages all 
members to support these 
common-sense ideas.

See you at Wolverine
I’m looking forward to seeing 

AFD members on Tuesday, July 
24, for the Associated Food 
Dealers of Michigan 1997 
Scholarship Golf Outing. As 
usual, it will be a great day in the 
sunshine and will benefit a great 
cause, our scholarship program. 
Come join the fun with your 
fellow food industry 
representatives!

Senior Picnic slated for 
August 21

Our annual senior picnic-AFD’s 
way to say thanks to the many 
Detroit area senior citizens for 
their years of support-is 
scheduled for August 21 on Belle 
Isle. Come join the fun! We 
always welcome volunteers.
Believe me, you’ll enjoy it just as 
much as the seniors! For more 
information, call John Loussia at 
(248) 967-2900
Your opinions arc important to 
us! Call AFD at (248) 557-9600 

or (800) 666-6AFD.
Or write to us at 

18470 West Ten Mile Road 
Southfield, MI 48075.
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Calendar
July 24
A F D ’s A nnual Scholarship G olf 
Outing
Wolverine Golf Course, Macomb 
(248) 557-9600

August 20
Action Distributing’s 
20th Anniversary Ben Celani 
G olf Day Benefit 
(313) 591-3232

August 21 
AFD) Senior Picnic 
Belle Isle. Detroit 
(248) 557-9600

September 7-8 
Kramer Food Show
Novi Expo Center, Novi 
(810) 585-8141

September 14-16 
FMI's MealSolutions 97
Los Angeles Convention Center, 
Los Angeles 
(202) 452-8444

October 5-7
NACS Annual Convention
Orlando, Florida 
(703) 684-3600

October 19-23 
National Frozen Food 
Convention
Las Vegas 
(717) 657-8601

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

The opinions expressed in this maga­
zine are not necessarily those of the 
AFD, its Board of Directors, staff or 
members. Bylined articles reflect the 
opinions of the writer.

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

ADVERTISERS: For information on 
advertising rates and data, call AFD, 
Ray Amyot, 18470 W. 10 Mile, South- 
field, Ml 48075, (810) 557-9600 or 
(517) 386-9666.

AFD works closely with the following 
associations:

Guest Editorial

Hiring teens and the new 
minimum wage

Fo o d  Industry A ssociation  Executives

by Kathleen Wilbur
Director Department o f Consumer
& Industry Services

Now that summer is here, it's 
a given that retailers are hiring 
seasonal employment. As the 
state agency, the Department of 
Consumer & Industry Services, 
that houses the Wage and Hour 
Division, I want to share with 
you some tips on hiring 
teenagers and information on the 
new minimum wage law.

Recently, Governor John 
Engler signed into effect the new 
minimum wage law which 
applies to employees and 
employers not covered by the 
federal minimum wage law, 
except for certain employees in 
federally covered businesses for 
whom the state rate is higher 
than the federal rate.

As of March 12, 1997, the 
minimum wage law covers 
individuals 16 years of age or 
older. Effective May 1, 1997, 
these individuals must be paid a 
minimum of $4.75 an hour and 
effective September 1, 1997, 
$5.15 an hour if the business 
has at least two employees age 
16 or older. A training wage of 
$4.25 may be paid to newly hired 
employees 16 to 19 years of age 
for the first 90 calendar days of 
employment.

The minimum wage covers 
tipped employees age 16 and 
over. Because the federal 
minimum wage law preempts 
itself from application where a 
higher state minimum rate exists, 
employers in federally covered 
businesses must pay tipped 
employees at least $2.65 an hour. 
This rate is higher than the

federal rate of $2.13 an hour set by 
the Fair Labor Standards Act. To 
qualify, employees must report 
tips that added to $2.65 equal or 
exceed the minimum hourly rate.

Employees that produce goods 
for sale outside Michigan (for 
interstate commerce) and all 
employees except tipped 
employees, of businesses with 
annual revenue more than 
$500,000 are covered by the 
federal minimum wage law.

The law requires teens to get 
work permits from their school 
system. The minimum age for 
employment is 14 years old.
Young teens are limited to 
working six days a week, not more 
than 10 hours a day, and total 
hours cannot exceed 48 school and 
work hours combined. Those 
under age 16 cannot work before 7 
a.m. or after 9:00 p.m. (teens 
working in federally covered 
businesses cannot work past 7:00 
p.m. before June 1, 1997). Teens 
16 and 17 years of age cannot 
work before 6:00 a.m. or after 
10:30 p.m. and cannot work past

11:30 p.m.during the summer. 
Every five hours, a minor must 
receive a meal or rest period of 30 
minutes. Minors may not be 
employed in a hazardous 
occupation and the employer or 
another employee 18 years of age 
or older must provide supervision.

As an employer, you should 
also make sure the teen knows 
what to do if an injury occurs and 
that he or she is instructed on how 
to report unsafe working 
conditions. The teen must be 
prepared to handle emergencies 
such as fire, violent customers and 
power outages. If required by the 
working environment, the teen 
must know where protective gear 
is located and must know how to 
use it. And it’s important to make 
sure first aid equipment is 
accessible.

I believe this information will 
be helpful as you firm up your 
hiring plans for the summer 
months. If you have additional 
questions, please call our Wage 
and Hour Division at 
(517) 322-1825.

Federal limits on 14 and 15 year olds prohibits youths to:
• Hold jobs where they do repair or maintenance work on the 

restaurant or any equipment.
• Cook and bake (except at soda fountains, lunch counters, snack 

bars, or cafeteria service counters). However, the Department of 
Labor (DOL) has said cooking is allowed if it is done in an area in 
view of the customer and not separated by a partition.

• Work in freezers or meat coolers; prepare meats for sale 
(except wrapping, sealing, labeling, weighing and stocking when 
performed in areas other than where meat is prepared.)

• Load/unload items from trucks or conveyors; or work in or 
around boiler engine rooms.

• Operate, set up, adjust, clean, or repair any power-driven food 
slicers or grinders, food choppers and cutter and bakery-type mixers.

• Use ladders, scaffolds, or their substitutes, or wash windows if it 
involves working from a window sill.

Federal limits on 16 and 17 year olds prohibits youths to:
• Operating, setting up, adjusting, cleaning, or repairing power- 

driven food slicers or grinders, food choppers and cutters.
• Driving motor vehicles on the job. Incidental or occasional 

driving of cars or trucks weighing 6,000 pounds or less is permitted 
during daylight hours only, with some restrictions.

• Using or cleaning most power-driven bakery machines or dough 
mixers. (Certain pizza dough rollers with specific safety features are 
permitted.)
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/ f  You Want To P lay B a ll 
With the B ig Boys...

You Have To G et  In to  the Gam e!
Today... The Name o f the Game Is

A . T . M . !
America's #1 
Business Builder!

•Attract New Customers 
•Keep Customers from the Competition 
•Increase Floor Traffic 
•Put Cash In Your Customer’s Hands 
•Enjoy Higher Ticket Sales 
•Reduce Your ‘‘Bad Check” Losses 
•Reduce Your Credit Card Charges 
•Increase “Bottom Line” Store Profits 
•Increased Customer Convenience 
•Enjoy Custom Couponing Capabilities 
•Give Yourself a Major Competitive Edge

Meijers
K-Mart
Walmart
Farmer Jack
Kroger
7-Eleven
Drug Emporium
Total
And More...

North American Interstate, Inc.
3800 W Eleven Mile Road, Berkley, Ml 48072 • Phone (248) 543-1666 

Sales • Service • Leasing
Pay Telephones • Amusement Equipment • Refreshment Equipment • A TM. Machines • Ice Machines
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Aisles of Smiles helps fight 
Muscular Dystrophy

Sales Mark is partnering with 
manufacturers and retailers in the 
fight against Muscular Dystrophy 
with the "Aisles of Smiles for 
Jerry's kids." Aisles of Smiles is a 
six week fundraising program in 
which participating manufacturers 
and retailers donate money to the 
Muscular Dystrophy Association.

From July 28 to September 5, 
1997, 17 manufacturers will 
contribute a “cents per case" Sherry Margolis, WJBK Fox 2 reporter, 

speaks at kick-off program

contribution to MDA on 
total shipments during the 
program period and 
promotion allowances for 
each participating brand. 
Last year, Aisles of 
Smiles delivered 
$111,000 to help Jerry ’s 
kids. Their goal this year 
is $125,000.

Retailers can 
participate by utilizing

W ith Payment Processing Rates As Little As This,* 
It Really Pays To Process W ith Us.
Associated Food Dealers required the most progressive, innovative, and 
forward-thinking credit card processor for its members and only Michigan 
Bankard™ Services (MBS) m et it.

AFD required:

a level o f service that is the best in the industry --only MBS could meet it.

point-of-sale materials promoting 
the “Aisles of Smiles" program, 
which include display cards for 
participating brands, scanable $1- 
$3 tear-off donation cards and a 
six-foot free standing Jerry Lewis 
display piece. By promoting these 
participating products, you’ll be 
helping MDA provide important 
services to people with 
neuromuscular disorders in 
Michigan (such as its clinic 
programs and funding for 
university research.) Also MDA 
holds a summer camp program for 
6-21 year-old victims of 
neuromuscular disorders.

“Aisles of Smiles” allows 
participating brands and retailers 
to increase sales and build trade 
relations, while aiding in the fight 
against muscular dystrophy.

Before merging with Sales 
Mark, the Pfeister Company 
sponsored the program for the past 
seven years. Sales Mark is a food 
brokerage firm headquartered in 
Dallas, Texas. For more 
information on Aisles of Smiles, 
contact Ron Schuler at (313) 207-

a processor who could position its members for the future by offering 
Cybercash Internet processing--on/y MBS could meet it.

low Visa® and MasterCard® processing rates for its m em bers--only MBS 
could meet it.

a processor who could offer award-winning chargeback and retrieval
services to its members- - nly MBS could meet it.

a processor who could provide a wide array of products and services to its 
members, i.e., credit, point-of-sale debit, check products and reporting-only 
MBS could meet it.

W hat is your requirement? 5 minutes! Stop by and see us a t Booth # 2 4  or call 
MBS at I -800-848-3213, it will be the most profitable 5 minutes you will spend!

Michigan Bankard™ Services 
A F D ’s Preferred Payment Processor

Rate may be lower or higher depending upon annual credit card sales volume. The 1. 14%  rate applies only to certified 
supermarket stores which meet volume requirements.

M ich ig a n
N a tio n a l
B a n k

9436.
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For the outstanding leadership you've brought to 
Spartan Stores, Inc. and the entire grocery industry, 

for your integrity, vision and guiding values, 
for your commitment to civic and community service, 

for your deep sense of humanity 
we express our admiration, respect and appreciation
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News Notes

GMA links growth in spice market to 
changing food marketplace

Kellogg petitions FDA on wheat bran fiber 
reducing colon cancer risk

Speaking to nearly 300 
international senior executives 
from the spice and ingredient 
industries at the 91st annual 
meeting of the American Spice 
Trade Association in Scottsdale, 
Arizona, Stephen Sibert, GMA 
Vice President, Organizational 
Development, linked growth in the 
spice market to emerging trends in 
the overall food industry. In his 
keynote speech, Sibert cited the

changing consumer landscape of 
aging baby boomers, time-starved 
families and “cooking challenged” 
consumers which gave rise to 
Home Meal Replacement (HMRs), 
and the emergence of Good-For-
You Foods (nutraceuticals).
"GMA is continuing to reach out 
to association partners to expand 
and better focus the work we are 
all doing on behalf of our 
industry,” said Sibert.

Kellogg Company has filed a 
petition with the Food and Drug 
Administration (FDA) to allow a 
new health claim about the role of 
a diet low in fat and high in wheat 
bran fiber and the relationship to 
reduced cancer risk, particularly 
colon cancer-the number two 
cancer killer in the U.S.

Kellogg’s petition examined the 
scientific evidence and 
recommendations of public health

Please make all checks payable to: CENTRAL ALARM SIGNAL, INC.
If you have any questions concerning this quotation, please call your Security Consultant at 1.800.99.PANIC 

THANK YOU FOR THE OPPORTUNITY TO EARN YOUR BUSINESS!

1997 CENTRAL ALARM SIGNAL. INC

authorities concerning the role 
dietary modifications can play in 
reducing the risk of colon cancer.

The American Cancer Society 
(ACS) reports that over 135,000 
people will be diagnosed with 
colon cancer this year, resulting in 
55,000 lives lost annually. Its 
medical costs are estimated at $8.8 
billion a year.

Under Kellogg’s petition, a 
breakfast cereal or other food 
product should contain at least 
three grams of dietary fiber from 
wheat bran or whole wheat per 
serving to use the claim. 
Depending on the type of food, 
this translates to approximately 
three tablespoons of Kellogg’s All 
Bran®, a half cup of Kellogg’s® 
Raisin Bran, three-quarters cup of 
Kellogg’s® Complete® Bran 
Flakes, two slices of whole wheat 
bread, one whole wheat bagel or 
two wheat bran waffles.

Spartan sponsors Old 
Kent River Bank Run

Spartan Brand Products ran a 
unique and successful promotion 
in May as nine Spartan associates 
competed in the 5-kilometer run at 
the Old Kent River Bank Run in 
Grand Rapids outfitted as giant 
containers of Spartan Brand 
Frozen Orange Juice.

The volunteer runners, wearing 
the 4 1/2 foot by 3-foot full-color 
costumes, were greeted with an 
overwhelming reception by the 
thousands of runners and 
spectators on hand for the event.

The “Spartan Orange Juice 
Run” was an effort to capitalize on 
Spartan Brand Products’ title for 
the Michigan Special Olympics 
Summer Games. Entrants were 
asked to make a $10 donation to 
support the Michigan Special 
Olympics when they registered for 
the race. Spartan Brand Products 
matched all donations, and a total 
of over $10,000 was raised 
through the program.

Spartan Brand Products also 
donated all the post-race 
refreshments for all runners 
participating in the 5K race and 
the 25K run. The Spartan Orange 
Juice Runners finished 4th place 
in the Corporate Open Team 
Competition.

8..... FOOD & BEVERAGE REPORT, JULY 1997



Market House wins 
ad contest

When Brett Boyd of Market 
House stores in Hillsdale and 
Hudson. Michigan, first heard 
about the customer sweepstakes 
and retail advertising contest co-
sponsored by Spartan Brand 
Products and the Cherry Marketing 
Institute, he was ready to try for a 
win. The 27-year-old sales, 
marketing and customer service 
manager of the Hillsdale store saw 
plenty of incentive in the grand 
prize package: $500 for the best 
ad plus a weekend package to 
Traverse City during the National 
Cherry Festival.

Boyd's "Pick of the Crop Sale' 
theme won. The colorful, prize-
winning insert had many cherry 
products throughout, with 
attention-getting white-gloved 
cherry characters pointing to 
products. Boyd has an 
experienced advertising team with 
Spartan's layout artist Ron 
Overholt and graphics artist Aron 
Arocho. Together they crank out 
the weekly ads.

Store contest runners-up were 
Denny's Valu Land in Big Rapids 
and Leppink’s Food Center in 
Belding. Each won a Traverse 
City package (but not the cash 
prizes). Twenty customers of 
Spartan's trade area (Michigan. 
Indiana and Ohio) who submitted 
sweepstakes ballots at stores also 
won packages for trips to Traverse 
City during the festival.

Michigan Liquor 
Control

Commission holds 
Public Hearing

The Michigan Liquor Control 
Commission will hold a Public 
Hearing at 2:30 p.m.,
Wednesday, July 9, 1997, in the 
Century Room at Weber’s Inn, 
3050 Jackson Road. Ann Arbor, 
Michigan.

All government and 
enforcement officials, licensees, 
and any other persons interested in 
the operation of the Liquor Control 
Commission are welcome to 
attend.

Members of the Commission 
will conduct the hearing and a 
discussion of the Liquor Control 
Act and it's administration will be 
followed by a question and answer 
period in which the public will be 
invited to participate.

News Notes

National Frozen Food Association Awards 
Gold & Silver Penguins

The National Frozen Food 
Association (NFFA) has 
announced the winners in the 1997 
Golden Penguin Awards 
competition. The competition 
annually recognizes outstanding 
frozen food merchandising and 
promotion in support of the March 
National Frozen Food Month 
promotion.

Thrity-four 
Golden Penguin 
winners and 60 
Silver Penguin 
winners were 
selected during the 
two-day judging.

Award winners 
from Michigan

Golden Penguin 
Retail Wholesaler Division 
Foodland Distributors, 
Livonia

Silver Penguin
Retail Rrokerage/Direct Sales
Sales Mark Detro it. Plymouth

THE MONEY 
MACHINES.

EARN O UTSTANDING  PROFITS O N  
ELECTRO FREEZE SOFT SERVE, YOGURT, 

SLUSH, SHAKES, A N D  FROZEN COCKTAILS.

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

energy-efficiency, and ease of cleaning and 
maintenance.
■  We'll provide you with a customized cost and 
profit analysis to help you get started. What's more, 
we'll be happy to assist with merchandising and 
after-sale service.
■  Electro Freeze is one of the leading manufac­
turers in soft serve, yogurt and slush with over a 
half-century of experience.

FOR MORE INFORMAT ION, CONTACT YOUR LOCAL ELECTRO FREEZE DISTRIBUTOR.

KENWORTH
lC O E P O  RATED f o o d  e q u i p m e n t  co .

5350 E. DAVISON - DETROIT. MI 48212 - (800) 899-9DC1 1200 GODFREY SW . GRAND RAPIDS. Ml 49503 • (616) 243-8863
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Retail Profile

Niche marketing Pinconning 
Cheese since 1915

From 1-75 north to the Pinconning exit, #181, turn right on Pinconning road and left 
at the light. Look for the mouse on the right.

by Ginny Bennett
Niche marketing is a trendy 

term, a marketing concept, a  90s 
solution. However. Wilson's 
Cheese Shoppe in Pinconning. 
Michigan has been niche 
marketing since 1915 when 
Virginia Wilson Peacock's 
grandfather, Dan Horn, opened a 
store to serve the milk customers 
from his cheese factory.

In the ensuing years the store 
has mov ed, burned, rebuilt and 
expanded and at various times 
cheese was made on the premises 
and off. hut cheese has always 
been for sale in Pinconning.
Cheese has always been the 
product that has brought customers 
to the town and to the store. 
Although the popular Pinconning 
cheese, a colby variety, is the 
mainstay of the company.
Wilson's Cheese Shoppe has built 
its reputation on providing an 
enormous inventory of many 
varieties of cheese. In addition, the 
shop carries several other gourmet 
food items, and features many 
Michigan-made specialties like 
honey and mustards.

Wilson's Cheese Shoppe is a 
destination for travelers. Located 
on M-13, the store was once right 
on the main road leading from 
Ohio and southeastern Michigan to

V irg in ia  Peacock is the th ird  g e n e ra tio n  
in  h e r fa m ily  to  ow n the cheese store.

Michigan's "up north.” In those 
days, business was booming and 
the store kept long hours to serve 
the traveling public. Then in 
1972, I-75 was built bypassing the 
little town of Pinconning, and the 
family store experienced 
devastation that was more 
threatening than even the fire of 
years before. Looking back, 
Virginia says that one good thing 
came from the change. "The 
family was accustomed to working 
until 1:00 a.m. on Friday night 
because Ohio travelers would still 
be on their way up north and 
stopping in until that hour. After 
I-75 went through the store closed 
at a more reasonable 9:00 p.m."
For a couple of years business fell 
off considerably until travelers got 
their bearings and found their way 
back. Virginia says that customers 
would stop in West Branch, going 
north, and call to ask how they had 
missed the store. Business has 
never returned to the way it was 
before I-75 went in, although it has 
picked up considerably in the last 
couple of years. Today the store 
not only sells to cheese lovers 
heading to Northern Michigan, 
they also sell to many customers 
they have never met from a four- 
color catalog which is sent to over 
1500 mail order fans. Wilson’s 
Cheese Shoppe has been selling by 
mail-order for over thirty years 
and that part of the business 
continues to grow .

Just as the store has been owned

by several generations, today's 
customer is frequently the children 
of "old customers" who are 
finding their way back. The store 
served as a diversion to squirmy 
passengers in the past and these 
grown up "kids” are eager to share 
the fun with their offspring.
Whether it is filling a bag with 
"penny” candy, nibbling little 
cheese samples or standing in line 
to order a special cut of cheese, 
everyone in the store slows down 
and enjoys themselves at a now 
unaccustomed pace.

On the roof, a giant mouse 
perches on a big wedge of cheese, 
a landmark that everyone 
recognizes. A replica, on a trailer 
parked out back, is a favorite 
photo backdrop and is used 
frequently in parades.

Dan Horn brought his cheese 
making skills with him when he 
migrated from Russia to Pound, 
Wisconsin. He worked as a cheese 
maker there until 1915 when he 
brought his craft to Michigan, 
opened a factory and started to 
make the now famous Pinconning 
Brand Cheese. In 1939 Dan’s 
daughter Inez and her husband, 
Lawrence Wilson, moved from 
Detroit and bought the store. 
Lawrence, too, was a cheese 
maker. This was the beginning of 
Wilson’s Cheese Shoppe and it 
was their idea to add other 
varieties of cheese. They also 
originated the idea of giving the 
customers a sample to help them

select the cheese they wanted. The 
concept wasn't an instant success. 
Some days only a few cars would 
stop. For many years they 
advertised on WJR. but mostly the 
little business grew by word of 
mouth.

In 1958, Merton Peacock, the 
Wilson's son-in-law joined the 
business. Merton is semi-retired 
but Virginia still works with their 
daughter, Marilyn, in the store.

Virginia is satisfied with the 
contribution her family has made 
in Pinconning. The Chamber of 
Commerce has recognized three 
family members with their 
"Citizen of the Year” designation. 
Inez, Virginia and Merton have all 
earned that honor. Virginia also 
serves as president of the local 
school board, is on the arts council 
and has been active in Girl Scouts 
for over thirty years.

The family may not run 
Wilson's Cheese Shoppe forever. 
Eventually, Virginia and Merton 
plan to retire to Midland and 
Marilyn has other interests she 
wants to pursue. However, 
Virginia is eager to see that the 
store will be run by someone with 
fresh ideas like generations of her 
family have brought to the store 
before. Certainly she will see that 
Wilson’s is in good hands and will 
continue to fill this unique niche, 
now and in the future.
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Legislator Profile

Meet Representative 
Dan Gustafson

Public service is Job One
by Kathy Blake

Representative Dan Gustafson 
of the 67th district is dedicated to 
helping people. He became 
involved in public service through 
membership with the Jaycees. 
Participating in community service 
such as hosting a midnight golf 
tournament with glow-in-the-dark 
golf balls to raise money for the 
Michigan Cancer Society and 
borrowing pets from the pet store 
to take to the senior citizen center 
for the day gave him an 
appreciation for helping people.

Representative Gustafson lives 
in Williamston where the new 
Department of Agriculture, E.C. 
Heffron Lab was built. Dedicated 
to the late food director, the lab is 
set up for checking scales and 
setting state standards for weights 
and measures. Development in his 
district, which covers part of 
Livingston and Ingham counties, 
has been good, he reports. “My 
district has been helped immensely 
by the Michigan Jobs Commission 
bringing in foreign manufacturers. 
With the addition of hundreds of 
millions of dollars and hundreds of 
jobs, the economic development 
couldn’t be better.’’

Gustafson received his 
bachelors degree in Public 
Administration and Policy at 
Oakland University in 1981 and 
after graduating from George 
Washington University with an 
M B A., in Business 
Administration, Economics and 
Public Policy, he went to work for 
General Motors. As a systems 
administrator, he worked on a 
computer system for quality 
checking.

Gustafson started his career in 
politics in 1986 as a legislative aid

when Mat Dunaskiss was a State 
Representative. He was 
Dunakiss’s campaign manager 
during his successful run for State 
Senator in 1990 and then filled the 
position of Director of Legislation 
and Policy for the senator. During 
that time Gustafson also held the 
part-time position of Ingham 
County Commissioner. In 1992, 
Dan Gustafson was elected to the 
Michigan House of 
Representatives.

While still in college, Dan 
Gustafson met his wife, Lori.
They have four children, ages 10, 
8, 4 and 11 months. Their free 
time is spent going up north to 
Kalkaska to fish and swim in the 
summer and ski in the winter. 
They enjoy playing soccer too. 
Dan plays on an over-30 soccer 
league near Lansing and the older 
children play on soccer teams as 
well.

Concern for his growing 
children may be why he is 
particularly proud that the driver’s 
licensing legislation, that he 
played a key role in writing, went 
into effect this spring. This

“graduated licensing system” has 
redesigned how drivers education 
is taught in Michigan. Rather than 
receiving all driving privileges 
automatically upon completion of 
a high school driver’s education 
class and test, the new system 
grants new drivers privileges in a 
series of steps, as they gain 
experience.

As the Republican Minority 
Floor Leader, Rep. Gustafson is 
responsible for being aware of 
what issues will come up during 
each day of the legislative session 
and keeping the rest of the 
Republican members informed.
He said this summer session they 
are focusing on legislation for 
Michigan road repair. “We need a 
long-term solution to fixing 
Michigan roads. We must make 
sure the money we collect on gas 
taxes is spent on roads. Those 
reforms need to be in place before 
we look at raising more money,” 
he says. Possible reforms include 
reappropiating funds from license 
fees to road repair and 
construction, instead of the 
Secretary of State which could be

funded by the state general fund. 
Finding ways to reduce the cost of 
maintenance and construction is 
another option.

Another issue that's hot this 
summer is casino regulation As 
vice-chair for the House Oversight 
and Ethics Committee, Gustafson 
presents the Republican position 
which calls for strong state 
oversight, making Michigan's 
regulations the strictest in the 
nation.

Representative Gustafson adds 
that another priority this summer is 
to complete Michigan’s budget on 
time.

For the fall session, he believes 
the electric deregulation issue will 
be prominent. He says the 
Republican focus is to insure that 
Michigan companies are able to 
compete. “In order to go from a 
monopoly system to a competitive 
system, we need to do it in such a 
way that it doesn’t hurt the 
Michigan companies.” Gustafson 
believes electric deregulation will 
benefit residential consumers and 
businesses alike.

Gustafson has had experience 
with writing legislation for 
deregulation when as Director of 
Legislation and Policy for Senator 
Dunaskiss, he helped rewrite the 
Michigan Telecommunications 
Act. Working for Dunaskiss, “I 
got to specialize in taxation, 
regulatory issues and public 
service type issues.”

Public service is the heart of the 
matter for Dan Gustafson.
Helping people and protecting 
their interests is what motivates 
him. He will continue to serve his 
district through the end of his third 
term in 1998. In the future, he 
plans to continue to play a part in 
government, serving the public.
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Money in your Pockets

New ideas from Detroit Edison

Making Southeastern Michigan better for you
 Forward-looking businesses 
balance their dual responsibilities 
to the bottom line and our 
bountiful earth. DTE Energy and 
its subsidiaries, including Detroit 
Edison, have made a priority of 
protecting Michigan’s natural 
resources through environmental 
initiatives including:

• Pioneering the use of cleaner, 
low sulfur coal in power plants 
and in the process, becoming a 
world leader in fuel blending 
technologies.

• Planting 10 million trees in 
Michigan by 2000 as part of its 
voluntary participation in the U.S. 
Department of Energy's (DOE) 
Climate Challenge program.

• Operating waste-to-energy 
facilities from Massachusetts to 
California which recover methane 
gas from landfills and convert it 
into steam or electricity.

"Environmental stewardship is 
the key to sustainable 
development,” said John E.
Lobbia, chairman of the board and 
chief executive officer of Detroit 
Edison and DTE Energy. "We are 
committed to finding innovative 
solutions to the environmental 
concerns associated with energy 
production and its use. "

The company recognizes that 
long-term economic growth is 
achieved through responsible use 
of resources and environmental 
stewardship which does not 
compromise the needs of future 
generations. Detroit Edison 
employees become environmental 
stewards through the company’s 
strong environmental compliance 
programs and its many voluntary 
efforts such as: Clean Cities. In 
Concert with the Environment, 
Environmental Awareness Mini- 
Grants, Solar Currents and St.
Clair River project.

Detroit-Toronto Clean Air Pact
People from Detroit to Toronto 

can breathe easier because they 
reside in a  "Clean Cities 
Corridor.’' Detroit Edison has 
worked with the two cities. U.S. 
Department of Energy (DOE), the 
Southeast Michigan Council of 
Governments and other businesses 
to achieve this commitment to 
alternative energy use

Created by the DOE. Clean

Cities develops a market for 
alternative fuel vehicles which 
reduces vehicle emissions and 
U.S. dependence on foreign oil. 
The Big Three auto makers and 
alternative fuel vehicle conversion 
companies provide vehicles for 
use in the corridor, while 
alternative fuel providers staff 
more than 400 alternative fuel

stations along the way which 
dispense electricity, ethanol, 
methanol, natural gas and propane.

In Concert with the environment
A Detroit-Edison-sponsored 

program is helping more than 
11,000 Southeastern Michigan 
students get “In Concert With the 
Environment.” Company 
representatives will visit two

dozen schools presenting ways to 
convert wise energy use ideas into 
practical environmental habits. 
Students will learn about energy 
efficiency, recycling and 
environmental concepts through a 
video and classroom 
demonstrations. Students also will

See Edison, page 36

We’re putting our
energy to

work for you.
At Detroit Edison, we do more than provide 
electricity to our 2 million customers.
We’re proud to serve Southeastern Michigan 
in many other ways, including:

•  Awarding nearly $3.9 million annually in grants to over 
500 charitable organizations, through Detroit Edison and 
the Detroit Edison Foundation.

•  Sponsorship of National Night Out, Kids Voting Michigan, 
Detroit Edison/McDonald's “Play It Safe Around Electricity 
program, Michigan Envirothon, Detroit Festival of the Arts, 
and the Detroit Thanksgiving Day Parade.

Supporting education through the Detroit Compact and our 
Partnership Schools Program.

•  On behalf of our employees, donating more than $49,000 
annually to education-related organizations through the 
Detroit Edison Foundation’s Walter J. McCarthy, Jr. Volunteer 
Service Awards.

•  Caring for Michigan’s environment by planting 10 million 
new trees.

•  Serving as Michigan’s second largest property tax payer.

Because providing a brighter future for
Southeastern Michigan is worth all our energy.

Turning energy into solutions-

D etro it E dison
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Providing $172,000 annually to emergency food and shelter 
providers through the Detroit Edison Foundation’s Holiday 
Season Matching Gifts program.



Michigan Lottery News

Lump-sum option for lotto, website launch, and more!

by Commissioner Bill Martin
Your Michigan Lotto customers 

will now have the option to choose 
between a lump-sum payment and 
the traditional installment

payments for Michigan Lotto 
jackpot winnings! Beginning July 
13, 1997, several changes go into 
effect for the Michigan Lotto
game:

• Players can select either a 
lump-sum option (based on the 
present cash value of the Lotto 
jackpot) or installment option for 
payment.

• The installment (annuity) 
option will be paid out over 25

years.
• Smartplay becomes a 

permanent Michigan Lotto feature.
Other features of Michigan 

Lotto remain the same. Drawings 
will be held Wednesday and 
Saturday evenings, and the 
minimum jackpot is $2 million.
At the time of purchase, players 
will be able to choose either “cash 
option” or “annuity” for prize 
payment. If no selection is made,

As a m em ber of your association, you are eligible fo r special dis­

count rates on AirTouch Cellular service. Because, when you run a 

business, an AirTouch Cellular phone can 

be like opening a branch office. You'll stay 

accessible to  yo u r clients, salespeople, 

and suppliers wherever you are. That's 

another way AirTouch Cellular makes buy­

ing, using, and understanding cellular easy.

Cellular
An easy call to make"

Endorsed By:

Associated Food Dealers of Michigan

Every  tim e you use your phone, A irTouch  Ce llu la r m akes a contribution  to  your 
A sso cia tio n  at no additional charge to  you.

1-800-AIRTOUCH

AirTouch and the AirTouch logo are trademarks of AirTouch Communications, Inc. 

An easy call to make is a service mark of AirTouch Communications, Inc.

the Lotto terminal will 
automatically choose the annuity 
option, which will now he changed 
from 20 to 25 years.

The move to a lump-sum option 
for Michigan Lotto will generate 
more excitement and attention for 
the game, attracting new and 
lapsed players who like to get their 
winnings immediately. Look for 
larger jackpots and more rollover 
opportunities to increase the retail 
traffic through your stores -  that 
means bigger Lottery sales and 
commissions!

The play style and structure of 
Michigan Lotto will remain the 
same. However, the popular 
“Smartplay” promotion now 
becomes a permanent feature of 
the game. When a player 
purchases a $5 five-wager ticket, 
the terminal automatically 
produces a free $l “easy pick" 
Michigan Lotto ticket for the next 
Lotto drawing.

The new Lotto offerings are 
great news, but there’s another 
development here at the Lottery 
I’m very excited to announce: The 
scheduled launch date for the 
official Michigan Lottery site on 
the World Wide Web was in late 
June (as of this printing). The 
Web is one more resource for 
retailers, players and lottery 
enthusiasts to turn to for the latest 
news from the Lottery. Look for 
us at www.milottery.com!

The site is a comprehensive 
offering of Lottery information 
including an archive of winning 
numbers, “how to play" 
instructions, current news releases 
and promotions, the latest instant 
games, the 1996 annual report, and 
many other pages of interest.

The launch of the Michigan 
Lottery website is just one more 
step to being as user-friendly as 
possible to our players and 
retailers-I welcome your 
comments and/or suggestions 
about the site.

New instant games include 
“Cash for Life,” a new $3 game 
with a top prize of $ 1,000 a week 
for life; “Blackout Bingo,” a $2 
game with a $30,000 top prize; 
“Classic Cash,” a $l game with a 
top prize of $4,000; and "Bonus 
7’s Doubler,” another new $l 
game with the chance to win up to 
$7,000.
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Cash Option Box

Option," there's sure to be a lot of checking going on! Tell your customers all 
they have to do is check the "Cash Option" box and they could become instant millionaires! Or if they prefer, 
they can still take the money in equal annual installments. Either way, prepare yourself for the big rush, because 
Michigan Lotto is better than ever, and that means better than ever traffic, sales and -

commissions for you! Plus, since Smartplay is the smart way to sell Michigan Lotto, 
it's now a permanent feature! For more details, just ask your Lottery representative.
Coming July 13! 

Congratulations Red Wings on winning the Cup!
Remember Player, must indicate at the time of purchase whether they want “Cash Option" Otherwise, the jackpot will automatically be paid over 25 annual payments 

Odds of winning Match 6 of 6:1 m 13,983,816, Match 5 of 6 1 in 54,201, Match 4 of 6:1 in 1,032 Overall odds 1 in 1,013
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THERE WILL BE A LOT OF CHECKING 
IN THIS GAME..JIRE YOU PREPARED?



Department of Agriculture 
reorganizes for the 21st Century

Citing the state’s early 
retirement as a “great opportunity’’ 
to help government work in new 
ways, Michigan Department of 
Agriculture (MDA) Director Dan 
Wyant announced a reorganization 
plan that will restructure the 
agency around its major priorities.

Wyant said the plan will be 
implemented as retirements take 
place over the next 3 months. Out 
of a workforce of 512, forty-one 
(41) employees are expected to 
retire, or 8 percent of the total

workforce. The plan involves 
linking and streamlining programs 
that share similar responsibilities, 
refocusing efforts to address 
current and future issues in 
agriculture and related industries, 
and enhancing frontline efforts to 
serve those industries and 
consumers.

“This is an exciting time to 
work in government, because there 
is an openness and willingness to 
try new ways of serving the 
citizens of our state,” said Wyant.

“Thinking beyond the boundaries 
of old government and embracing 
new technology are helping us fuel 
that change.”

Included in the anticipated 
reorganization will be the creation 
of a new Office of Agriculture 
Development, bringing together a 
variety of programs now scattered 
throughout the department. The 
office will aggressively pursue 
new opportunities for the food and 
agriculture industry by 
strengthening partnerships with

Delivers 
In More Ways Than One.

MANY RESOURCES

• Blue C ross/B lue  
Shield Health Care

• Western Union 
Money Orders

• Ameritech Payphone
Program

• AirTouch Cellular

• MoneyGram

•AM N EX Long Distance 
Payphone Program

• Coupon Redemption
Program

• MasterCard/Visa 
Acceptance

• Self Insured Workers
Comp Fund

• Full Time Lobbyist 

•  AFD PAC Committee

• Legislative Updates

• Liaison with Govern­
mental Agencies

• Audio Visual Loan
Library

• T IP S . Seminars

• Legal Consultation

• Accounting Advice

• Monthly Food &
Beverage Report

• Scholarship Awards

• Annual Trade Show 

•A nnua l Trade Dinner 

•A nnua l Golf Outing 

•A nnua l Seniors Picnic 

•A nnua l Turkey Drive

• Reward Fund

For more information on any of these 
excellent programs, call: 

ASSOCIATED FOOD DEALERS OF MICHIGAN
18470 West Ten Mile Road • Southfield, Michigan 48075

1 -8 0 0 -6 6 -6 6 -A F D
or (810) 557-9600

farmers, industry representatives, 
government, academia and 
communities. The office will 
focus on: enhancing production 
agricultural, rural development, 
rural health issues, the expansion 
of food and agriculture value- 
added processing, sustainable 
agriculture, and promoting the use 
of composting on farms and in 
communities.

A new Environmental 
Stewardship Division will 
strengthen MDA’s role as a leader 
in environmental protection 
efforts. Michigan's nationally- 
renowned Groundwater 
Stewardship Program, which 
protects the state’s water resources 
through cooperative and proactive 
measures, will be one component 
of the division.

The Dairy and Food Divisions 
will be merged though each will 
retain its unique relationship to the 
industries they serve. Combined, 
they will have the resources to 
maintain a strong frontline 
presence inspecting the state’s 
grocery stores, dairies and 
restaurants. According to Wyant, 
the merger enhances MDA’s role 
as primary guardian of food safety 
in Michigan.

MDA is also moving forward 
technologically. An electronic 
network is being developed that 
will, among other things, link 
inspectors in the field to the 
information they need to provide 
immediate solutions to problems 
facing the agriculture industry and 
consumers. Development of 
common computerized databases 
will replace outmoded, paper- 
based information systems, 
allowing employees to serve 
citizens more accurately and 
efficiently. Expansion of MDA’s 
World Wide Web site and the 
development of an internal intranet 
will move the department even 
further into the information age.

“While these changes are 
exciting, we cannot forget to thank 
the retirees who are leaving us this 
spring,” said Wyant. "Their 
service, and the thousands of 
public servants before them, built 
the foundation of a state 
government system that has 
worked remarkably well in 
providing critical services to our 
citizens.

“In an age when it isn’t 
particularly fashionable to think 
well of government, I want our 
MDA retirees to know how 
grateful we are for their hard work
and service."
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Wholesaler Profile

The Pioneer of Gourmet Specialty Stores and
Bulk Candy Bins

by Danielle MacDonald 
Rocky Russo,president of 

Rocky Peanut Co., Inc., has been a 
merchant in the Eastern Market for 
over 40 years. In 1957, Rocky and 
his brother Dominic opened Rocky 
Produce on Russell Street. “Our 
specialty was fruits and 
vegetables, but right from the 

 beginning we handled raw 
 peanuts,” explained Russo. “We 
sold our peanuts to the vendors 
outside Tiger Stadium.’

Russo did not have any plans to 
expand his peanut business, but in 

 1971 he discovered a merchant 
with a failing peanut roasting 
company. "He offered me two 
peanut roasters for $850 so I 
bought them and started Rocky 
Peanut." Dominic and Rocky 
continued to run the produce 
company as well as the peanut 
company. "We made about $100 a 
day selling nuts." By 1985 the 
business was so successful that 
Rocky focused solely on Rocky

Peanut, and Dominic 
continued to handle Rocky 
Produce.

Russo moved from 
Michigan Avenue to 
Russell Street and turned an 
$850 investment into a 
booming business with 
sales of $16 million 
annually. The accolades 
under the Rocky Peanut 
umbrella are numerous.
Rocky Peanut was the first 
gourmet specialty store in 
Detroit. In addition, Russo 
pioneered selling candy in 
bulk bins, and he is the only nut 
roaster in Detroit. Born from his 
success came the catch phrase 
“Don’t Knock The Rock."

The retail store on Russell 
Street in the Eastern Market 
carries an unlimited array of 
products. In a nutshell there is: a 
wide variety of the freshest roasted

nuts, 500 bulk candies, 4,000 
unique gourmet foods, and a 
cappuccino bar. They have a total 
of 1,200 unique specialty items. 
“Customers can sample whatever 
they want before they buy," said 
Russo. “Our retail philosophy is to 
keep an old style market, with a lot 
of employees to help customers, low 
prices, and high quality.”

The retail side of the business is 
the most visible, but the nuts and 
bolts’ of the operation is in 
wholesale distribution and a 
private label program. Ninety to 
95 percent of the business is in 
wholesale. "We consider our 
retail store to be a test market for 
our wholesale side of the 
business," explained Russo. 
Products and ideas that work well 
in the Rocky Peanut retail store are 
then marketed and sold to other 
retailers.

“As wholesaler, we are a value 
added ingredient supplier of nuts, 
dried fruits and vegetables, and 
spices to name a few,” said Russo. 
For example, customers purchase 
nuts to make gourmet breads and 
dried cherries to make delicious 
salads. "We offer ingredient 
solutions in a time where menus 
and tastes are becoming more 
ethnic." The spice line at Rocky

See Rocky Peanut
Page 37_______________________

Savings on 
Hobart Service 
Charges15%

Present this coupon to your Hobart service 
technician and save 15% on all charges. 
One coupon per service call.

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

•Baking Equipment 
•M eat Processing 
•Food Preparation 
•Cooking Equipment 
•Weighing/W rapping  
•Warewashing

Hobart Corporation Detroit Sales /  Service Center 
43442 N 1-94 Service Drive, Belleville, Ml 48112-0279

BRANCH 
(313) 697-3070 
SERVICE 
(800) 783-2601

PARTS/SUPPLIES
(313) 697-5444
FAX
(313 697-1995
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Crime Alert
L

Shoplifting, employee theft and worthless checks top
supermarket losses

Shoplifting and employee theft 
are still the most common causes 
of theft, costing the supermarket 
industry more money each year, 
according to the Seventh Annual 
Security and Loss Prevention 
Issues Survey.

Conducted by Food Marketing 
Institute (FMI) and sponsored by 
Checkpoint Systems, the national 
survey questioned 74 FMI member 
companies, operating more than 
11,000 supermarkets.
Supermarket companies 
apprehended approximately 
252,264 shoplifters in 1996, which

averages about 41 
incidents per store. 
The average value of 
the recovered 
merchandise 
exceeded $8.6 
million, and the items 
included cigarettes 

(41 percent) and health and beauty 
care items (36 percent).

FMI members in the survey 
reported an average of 2.8 
incidents of detected employee 
theft per store, resulting in a total 
of 18,054 detected incidents. The 
average value of cash and 
merchandise recovered per 
incident was $175.14. Forty-four 
percent of the detected incidents 
occurred at the checkout, and 
approximately 23 percent occurred 
in the sales and service areas.

“Our seventh annual Security 
and Loss Prevention Issues Survey

provides retailers the opportunity 
to compare their losses, and 
expenditures for security and loss 
prevention equipment and 
services, with the data in the 
survey. Clearly, high-tech security 
measures such as electronic article 
surveillance (EAS) systems and 
closed-circuit television (CCTV) 
systems are being used effectively 
to combat internal and external 
thefts in the supermarket 
industry,” said Charles I. Miller, 
vice president of loss prevention 
services for FMI.

In addition, the survey reports 
that worthless checks, robberies 
and burglaries are serious loss 
prevention concerns. In 1996, 
worthless checks were responsible 
for a total net loss of more than 
$111 million, with an average of 
$70.30 per check and an average 
loss of $1.7 million per company.

This total net loss is up from the 
$70 million lost in 1995.

Companies that experienced 
robberies-approximately 73 
percent of the respondents-lost an 
average of $2,547.12 per robbery. 
About 50 percent of the robberies 
in 1996 occurred between Friday 
and Sunday, 6:00 p.m. and 12:00 
a m. Handguns were used 88.9 
percent of the time.

This survey also contains 
information on how drug testing, 
theft hotlines and pre-employment 
testing or integrity testing can help 
prevent company theft. The report 
also summarizes the impact of 
targeted loss prevention programs 
on shrinkage rates.

For more information on the 
survey, contact the FMI 
Publications and Video Sales 
Department at (202) 429-8298.

SAXONS
LIQUOR SHELF PRICE TAGS

1485-7 Crown Royal Spc. Resv. 750 ML

32.97
• 1 Year subscriptions available
• Non-tear plastic coated tags won't tear or rip
• Tag includes: distributor code number, Michigan order code 

number, brand description, volume of liquor and price
• Easy to re-order and inventory control
• Customers see a look of uniformity and organization.

CALL NOW!! Ask About Our 
Custom Lotto Slips

SAXON, INC.
811 W OODW ARD HEIGHTS • FERNDALE, Ml 48220 

(248) 398-2000 • (800) 727-1976 • FAX (248) 398-2359

The best
dental plan in Michigan 
is still available to you 

for as low  as $8.99 a month. 
For the highest dental benefits 
and lowest out-of-pocket costs.

Golden Dental Plans 
29377 Hoover Road 

Warren, Michigan 48093

1 -8 0 0 -4 5 1 -5 9 1 8
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Many people ask me: “ How

D I D  Y O U  C O M E  U P  W I T H  T H E  

G R A P H I C  D E S I G N  I D E A  F O R  T H E

Miller T ime logo?” My

A N S W E R  I S  A L W A Y S  T H E  S A M E !  

“ I D I D  I T  L I K E  T H I S , ”  I S A Y .

Then I show them :

Step 1 . I figured the can

O U G H T  T O  B E  S O M E W H E R E  I N  

T H E  M I D D L E  O F  T H E  L O G O .

Step 2. Then I realized the

W O R D S  O U G H T  T O  B E  S O M E ­

W H E R E  I N  T H E  M I D D L E ,  T O O .

Step 3. Background color

W ^ S  T H E  H A R D E S T  P A R T .  F I R S T  

I W A N T E D  T H E  B A C K G R O U N D  T O

be red. Then kind of yellow. 
But later l found that a mix

O F  R E D  A N D  Y E L L O W  W O U L D  B E

□ .K. Why? Because that

L O O K S  L I K E  T H E  C O L O R  O F  A  

G O O D - T A S T I N G  B E E R !

▼ “ W h e n  y o u  s e e  m y  a d s  i t ’ s  

M i l l e r  T i m e  f d r  y o u . ”
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Available in-.
1.5 Liter— 12/Case— Flat Cap 

1.0 Liter— 12/Case— Sport Cap 
20 Oz — 24/Case— Sport Cap

/  CmiuuliaM '*

Nobody beats our price 
on bottled water!

Call o u r  C u s to m e r R e la tio n s  D e p a r tm e n t
1 -8 0 0 -6 8 6 -6 8 6 6  (O p tio n  2)

O pen M o n d a y  th ro u g h  F rid a y  7 a .m . to  6 :30  p .m

Distributed by:

m elodu
farm s

( S t F p f t a Q



GET READY FOR AN 
INCREDIBLE SUMMER!

Ask Your Coca-Cola Account Manager 
For Exciting Details on This Year’s 

Incredible Summer Promotion!
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Meal Solutions 
Continued from Front Page

hut not prepared at home -  a 
significant increase over recent 
years and double the level of a 
decade ago. Supermarkets have 
become as popular as restaurants 
for take-home food (21 percent), 
and while fast-food restaurants 
still lead, their share slipped 
significantly (48 percent in 1996 
to 41 percent in 1997). The 
findings come from FMI's report 
Trends in the United Stales: 
Consumer Attitudes & the 
Supermarket, 1997, conducted by 
Abt Associates Inc.

The industry has come a long 
way with meal solutions in a short

amount of time. Almost half the 
supermarkets that responded to a 
recent survey reported that they 
have started meal solution 
departments as an answer to 
“what's for dinner?” Meal 
solution centers bring value-added 
perishables from multiple 
departments together to provide 
the essential elements for a meal- 
in-one location.

Providing a Meal Solution 
department is certainly one way 
that retailers are making their 
stores stand out from the crowd. 
Also popular are adding more 
perishables, launching or 
expanding prepared foods options

and targeting efforts on specific 
customer groups.

Competition for the food dollar 
continues to get keener as food 
retailers compete not only with 
each other, but with restaurants, 
caterers and delivery services. In 
another recent FMI report titled 
Food Marketing Industry Speaks, 
over two-thirds of supermarket 
executives cited new or existing 
supermarkets as their number one 
competitor. Now that the industry 
is looking at the importance of 
“meals” as opposed to “food,” 
almost five percent consider 
restaurants and foodservice as 
their number one competitor and

Looking to Create In-Store Traffic with 
One-Square Foot of Selling Space?

Money
Orders

Money order
1996 Westren Uni o n

registred
U n io n  F in an c ia l Services, .

Become part of the fastest growing money order company, Western 
Union Money Orders. Since the merger of American Express Money

Orders with Western Union Money Orders, over 30,000 American Express 
agents will be converted to the Western Union Brand, making Western 

Union the brand of choice!
• Associated Food Dealer members will receive special money order 

and equipment pricing.
• Western Union offers state-of-the-art, bar-coded money order 

dispenser allowing for quicker processing and easy 
payment reconciliation.

• Formerly American Express Money Orders.
• Program endorsed by AFD.

For more information on how to become a Western Union 
Agent, contact Judy Mansur at AFD today at (810) 557-9600, 

or Western Union at l-(800) 438-7142, Ext. 3587

15 percent considered them in 
second place.

Providing meal solutions means 
entering new territory for many 
supermarkets. However, reports 
show that many operators 
recognize the need for special 
skills: Almost 80 percent of 
executives recruit employees with 
restaurant or foodservice 
backgrounds and 45 percent arc 
hiring foodservice professionals. 
Proper training for foodservice 
associates is especially important 
to ensuring high-quality as well as 
safe products.

Marketing meal solutions takes 
creativity. Many food retailers 
have taken their cue from 
restaurants and rotate menus in 
combinations of different ways 
including: by season (60 percent), 
by week (55 percent), by time of 
day (32 percent) and by themes 
(32 percent). The key is to know 
your customer and the type of 
food they are comfortable 
purchasing. In most cases some 
experimenting is necessary in 
order for each retailer to find their 
store’s meal solutions niche. One 
thing that rings true regardless of 
store location or customer 
demographic profile: customers 
are increasingly demanding fresh, 
tasty, wholesome products that 
require little preparation. They 
also want fast, friendly service in 
a clean, pleasing environment.

Groundbreaking study 
explodes myths about new 

product introductions
Another panel highlight was the 

release of a groundbreaking study 
that explodes the myths about new 
product introductions. The study, 
sponsored by Ernst & Young 
LLP, Progressive Grocer 
magazine, and GMA, dispels the 
belief that 20,000 new items are 
annually introduced into 
supermarkets, and that 95 percent 
of those products fail. Instead, 
there are between 1,100 and 1,200 
“truly new products” introduced 
every year, 22 percent of which 
are new brands or segments and 
78 percent of which are line 
extensions.

Overall, this new research finds 
that 33 percent of all new 
products are successful, 28 
percent of line extensions 
succeed, and 47 percent of new 
brands succeed. Eastman Kodak 
Company, Frito-Lay, Inc., The 
Gillette Company, and Warner- 
Lambert Company contributed 
case studies, each of which 
profiled a successful new product 
offering.
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Home Meal Replacement opportunity looms large as
issue for grocers

by Ginny Bennett
Jeff Rumachik, FMI 

regional director, kicked off the 
1997 Associated Food Dealers of 
Michigan, World of Savings, 
Buying Trade Show at a breakfast 
meeting attended by over 160 
members of the industry including 
store owners and operators, 
suppliers, wholesalers and 
manufacturers. Rumachik spoke 
to the group and moderated the 
panel of industry leaders which 
included: Thom Welch of 
Hollywood Markets, Eddie Jonna, 
Merchant of Vino Food and Wine 
Shops. Alaa Naimi of Thrifty Scot 
and Tom Violante of Holiday 
Food Stores.

The dominant theme of 
discussion that 
pervaded the 
session was 
HMR or home 
meal
replacement.
"How can we 
continue to be
the preferred Rumachik

provider of dinner ?” said 
Rumachik. “No longer can you 
adopt the ‘build it and they will 
come' attitude.”

The panelists concurred that 
today store owners don’t just 
compete with each other, instead 
they are competing against all the 
other types of stores that are taking 
the opportunity to provide food for 
everyone who was once 
exclusively a grocery store 
customer.

High on the list were prepared- 
food take-out facilities. In 
addition, other stores that did not 
go after dinner dollars before, are 
jumping into the market by adding 
food products to their shelves or 
mini-restaurants within their walls. 
K-Mart with its new pantry 
concept, has dedicated numerous 
shelves to grocery products and 
increased space for take-out fast- 
food restaurants in the store. At 
the checkout counter are “grab and 
go” family-size pizza boxes. Then

there are the category killers; the 
pet food stores, the road-side 
stands, food specialty catalogs and 
cigarette stores. One can even buy 
their wine on the internet.

According to the panel, it is 
important to “think outside the 
box.” Grocery stores have to be 
the place where shoppers find the 
freshest product whether it is in 
the raw or the prepared slate. 
Customers want to be assured that 
the food has not been around too 
long and has been prepared with 
the finest, freshest ingredients says 
Jonna. Tom Violante agreed.

In order to find these customers 
there is a constant redefining of 
the marketplace. To survive, store 
owners must find out who their 
customers are and what they need.

The ability to do “data mining” 
will be increasingly more valuable

Would a downturn in the 
economy force people back into 
grocery stores? The panel agreed 
that an economic downturn won't 
mean that families will start 
cooking from scratch again 
because many households simply 
don’t have the time. They must 
find ways to stretch food dollars 
too. Our job is to get them into a 
store and quickly get them out 
again with a fresh, healthy dinner.

The panel agreed that successful 
home meal replacement 
departments center on these 
elements:

1. Foods prepared with fresh 
ingredients

2. Foods that are easy to grab 
and go-convenient for the shopper

3. Variety that changes often 
enough to keep customers 
interested

4. Foods that appeal to the 
specific customers in the store’s 
geographic area

Working With CoreSource, Our Third Party Administrator

AFD Is Taking Workers Compensation 
Costs In A Different Direction

The CoreSource A pproach
If you're buying your workers compensation 

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

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

Local Perspective, N ational 
R esources

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

million lives.
Proven Results

C oreS ource C lients
Average Workers 

Compensation Costs As a 
Percent o f  Payroll

2.24%
|  1.55%

19 90 1991 1992
Note: Data token from a 
sample o f 76 CoreSource 

Workers Compensation clients.

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

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

CoreSource. Let us build a solution for you.
F or M ore Inform ation, Call Toll Free: 800 482 0615.

Social Security Administration

Healthcare & Workers Compensation Solutions
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Ben Celani Golf Day drives to raise $2 million
On Wednesday, August 20, the 

Hearts of Livonia will tee off the 
20th Annual Ben Celani Golf Day 
Benefit at Fox Creek, Whispering 
Willows and Idyl Wyld golf 
courses in Livonia with Governor 
John Engler as the Honorary 
Chairman. Over the last 19 years, 
the Hearts of Livonia has donated 
$1,846,360 to the St. Mary 
Hospital - Trauma Room, various 
scholarships, and numerous 
Livonia charities. It's goal this 
year is to reach the $2 million mark.

It is important to ‘hit’ this goal 
in our 20th year so that we may 
donate even more back to the 
community. Our success every 
year, is due to the many 
participants who generously 
support our golf outing, says Tom 
Celani, Hearts of Livonia president 
and CEO/owner of Action 
Distributing Company. "This 
year, as every other year, it is 
extremely important to seek your 
help, once again. We are also 
encouraging newcomers to the

Hearts of Livonia to participate in 
this fine event”  Celani, an AFD 
member, says the Ben Celani Golf 
Day must raise revenues by 30 
percent to achieve its goal.

Golf will be a 'best ball scramble’ 
with flights of six. Hot dogs and 
Miller Beer will be available 
throughout the courses. The Bocci 
tournament, noted for its host of 
champions, has become as much a 
tradition as the golf outing itself. 
Trophies will be awarded for the 
winners. The Las Vegas tent, for

low-stakes blackjack and craps, 
will be open from 2:00 p.m. until 
7:00 p.m.

Corporate sponsorships and 
individual tickets are available. 
Sponsorships are $1,500 and 
include four golf day tickets, four 
Bocci tournament tickets, a 
random drawing for a 1997 Dodge 
Neon, dinner and a host of other 
festivities. Individual tickets are 
$250.

For more information, call Patti 
Nutting at (313) 591 -3232.

Employees 
who work 
together 

work
smarter

Supermarket employees who 
rank as having a high level of 
teamwork are less likely to 
practice unsafe work behavior, 
miss work without an excuse or 
call in sick, according to the 
Seventh Annual Report of 
Supermarket Employees.

Conducted by McGraw-Hill/ 
London House and the Food 
Marketing Institute, the survey 
questioned 874 supermarket 
employees, each representing a 
separate store, about their job, 
company and work-related 
attitudes and behaviors. Based on 
their responses to team-oriented 
questions, 72 percent of 
respondents received average to 
above average teamwork 
orientation for:

• going out of their way to help 
co-workers and customers

• making suggestions to 
improve work processes

• helping to make decisions on 
the job

• developing relationships with
co-workers

The report indicates a strong 
relationship between teamwork 
orientation and other desirable 
work-related behavior. Employers 
can reduce counter productivity by 
implementing a selection process 
that screens in positive work- 
related attitudes.

Premium Product at 
a Reasonable Price 

Direct Line Extension 
of Seagram’s Gin— 
The #1 Selling Gin
Ultra Smooth, Clean 
and Fresh 

94 Proof

On Off
Base Premise Premise Selling

Pack Size Price Price Price Price
12 750 ml $11.85 $11.25 $11.47 $14.29
24 375 ml 6.60 6.26 6.38 7.95
60 50 ml 0.85 0.80 0.82 1.02

Code
9847-6 
9838-6 
8512-3

Those who appreciate quality enjoy it responsibly.
SEAGRAM'S EXCEL  PREMIUM EXTRA DRY GIN • DISTILLED FROM GRAIN* 47% ALC. BY VOL (94 PROOF) • SEAGRAM AMERICAS • NEW YORK, NY

S h e l f

Price
$13.48

7.50
0.96

27260 Haggerty Road • SuiteA-14 » Farmington Hills, Ml 48331 
Phone (810) 553-9933
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POWER LUNCH.
What's your favorite lunch spot? If it's not 
your own deli or cafe, it's time to call 
Spartan Stores, Inc. Our menu of business 
services offers what you need to compete 

today's meal solutions game. Because 
if you don't believe everything about your 
store is first rate, how do you think your 
customers feel?

Meal solutions consulting services
Strategic planning and operational
management assistance
Market research, real estate, store design
and construction services
Marketing, advertising and public relations
assistance
Human resource training programs 
Information technology systems and support

Our Spartan Stores team 
worked with us to develop the 
business plans and operational 
strategies that have improved 
market penetration and 
increased overall sales for our
stores.

Dan Prevo, 
President,

Prevo's Family Markets

Sample our specialties via our new CD-ROM. E-mail mike_costello@spartanstores.com 1-800-842-3334
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A FD) on the Scene

Detroit market is a frozen food leader
The Greater Detroit Frozen 

Food Association recently 
sponsored a frozen food 
celebration dinner at the Laurel 
Manor Banquet Hall in Livonia. 
Michigan. The event was attended 
by senior management of all 
Detroit based food chains and 
wholesalers, executives from Flint 
Saginaw and Grand Rapids 
markets, independent store 
owners, distributors, direct and 
broker representatives, as well as

Joe Yurasek, Jr., Chairman Greater Detroit Frozen Food
Association: Nevin Montgomery, NFAA: Todd Mobley, Paul Inman 

Associates: Dorothea Paulin, Frozen Food Catering Manager: Bruce 
Lucia. President Kroger Michigan, Skip Shaw, Jr , NFAA

Greater Detroit Frozen Food Association 
- group photo

Happy to be a proud sponsor
of the

Associated Food Dealers of 
Michigan

Genuine Draft

Action Distributing Company, Inc. 
35601  Veronica 

Livonia, Ml 48150  
(313) 591-3232

Tom Celani, CEO

numerous local and national 
manufacturers’ representatives. 
Special guests included Nevin 
Montgomery and Skip Shaw, Jr 
from the National Frozen Food 
Association (NFFA); Dr. Frank 
Gambino, Western Michigan 
University and NFFA Regional 
Representative; John Sommavilla, 
Spartan Stores and Ron Suchecki, 
Ateeco Inc.

Association Chairman Joe 
Yurasek, Jr., was master of 
ceremonies. In his introductory 
remarks. Yurasek mentioned that 
the mission of the Detroit 
Association, to increase the 
promotion and sales of frozen 
foods, is a process that is 
producing remarkable results in 
Detroit. He cited Neilsen Reports 
for March of 1995 and 1996. 
which indicated that Detroit was 
the leading market in the country 
in frozen food tonnage growth in 
1995, with a 19.1 percent increase 
over the prior year. On a high 
base, Detroit turned in a 6.3 
percent plus growth rate in 1996.

Kroger Frozen Food Category 
Manager, Dorothea Paulin, asked 
“If you were walking along the 
beach and found a magic lantern 
and the green giant genie appeared 
and offered to fulfill your one wish 
for frozen foods, what would that 
wish be?” After a bit of laughter, 
the NFFA President remarked that 
he wished there was another word 
that could be used instead of 
“frozen” to describe frozen foods. 
Mentioning that frozen foods does 
not have the right connotation to 
consumers, Montgomery asked 
that “If anyone has better word for 
describing frozen foods as often 
fresher than fresh foods, please 
offer it up.”

Music was provided by Jazz 
Hall of Famers, Al Martin and 
Johnny Allen. Allen won a 
Grammy for his arrangement of 
the music for the movie Shaft, an 
early 1970’shit. All guests 
received Frozen Food Association 
tie tacks or pins.
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W ith over $1.5 million
IN COMMISSIONS,

Cash for Life means
CASH FOR YOU.

Michigan Lottery's newest $3 instant game has a lot going for it Two million individual cash prizes. Three separate 
play areas offering three different ways to win. And of course, multiple grand prizes of $1,000 a week for life.

So be ready, and stock up on books of Cash for Life Display them prominently in your store. Sell them aggressively.
Then, prepare yourself for additional profits, increased customer traffic, and incremental sales.

«3 B  «  i r «  |1 0  1«IO O  BO t n .S O  »  I .J O O  O )  » 0  i « 3 S a  JlOO > « 1 6 6 6 J  «3IO 1«SOOOO I'OOO 1 rS < 0 0 0 0  I „ 2 .( K ,0 0 0  C t o . l t O *  I m J M

LOTTERY
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Bruce Lucia. President o f Michigan 
KMA announces Kroger's Best Bagger 

Finalists at their Academy Awards 
“Best Bagger " contest June 20.

Rayna Marcuse. Kroger Zone #2. advances to AFD/ 
MGA State Best Bagger Finals, June 30, Tel-Twelve 

Mall in Southfield. More photos next month.

Michigan Lottery introduces Fat Pockets

(l to r) John Miutz, Bob Reynolds, Terry Bunning and Tom Egan 
at the introduction of Fat Pockets.

Gary Davis stands by his “World o f Savings” booth at the 
AFD’s Trade Show. The booth gets our vote for ‘‘Most 

Creative! ”

Larry Stamos receives a plaque from AFD for his work as the
1996 golf committee co-chairman

FRESH BEER 
TASTES BETTER.

Hubert Distributors, Inc. 
Since 1937

28......FOOD & BEVERAGE REPORT, JULY 1997



CALLING ALL GOLFERS:

Tee Up....Tee O ff with AFD at the 
1997 Scholarship Golf Outing!

Thursday, July 2 4 , 1997 
at Wolverine
Golf Course

Get on the Right Course 
with an Eagle, Birdie 

or Par Sponsorship Package!

Last year, your sponsorship dollars provided 
26 scholarships for students from the food & 
beverage industry.
With your help, we can again provide this 
assistance for the future leaders of 
our industry.

Sponsorships and 
Foursomes now forming.
Call Tom Amyot at (810)
557-9600 for details.

Become a "Driving" Force 
Toward Education. Reserve Your 

Sponsorship Today! 
_____________________________
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WIC News
J

News and information for WIC retailers
X  Electronic benefits

Infant formula 
-improved 

Similac with 
Iron

By now, you should have been 
contacted by Ross Laboratories 
regarding their reformulated 
Similac with Iron. This formula 
provides a special combination of 
ingredients which includes 
compounds found in breast milk, a 
new protein system and a new fat 
blend. The improved Similac with 
Iron became available in April. 
However, only by attrition will the 
current Similac with Iron be 
removed from store shelves. Both 
the new improved Similac with 
Iron and the old Similac with Iron 
are WIC approved.

If you have not been contacted 
by Ross Laboratories, or if you 
have questions regarding the

improved Similac with Iron infant 
formula, call the Ross Pediatric 
product help line at 1-800-227- 
5767. Vendors must never require 
WIC participants to purchase all 
the food items listed on their 
coupon. Participants are allowed 
to purchase less, but not more, 
than the items listed. Participants 
should be charged only for those 
items they actually purchase.

WIC participants must be 
allowed to take advantage of all

in-store specials, manufacturers’ 
coupons, and other sales 
promotions even if it exceeds the 
quantity specified on the coupon.

All WIC authorized peanut 
butter must be in 18 ounce jars 
only. For example, Smuckers 
which comes in a 16 ounce jar is 
not authorized.

transfer (EBT)
The Michigan Department of 

Community Health and the Family 
Independence Agency (formerly the 
Department of Social Services) are 
currently reviewing bids for a pilot 
Electronic Benefits Transfer (EBT) 
project in Jackson County.

EBT is the electronic distribution 
of public assistance, food stamp 
benefits and WIC benefits to 
clients. Clients will use plastic 
EBT cards (rather than WIC 
coupons or food stamps) to buy 
groceries at point-of-sale terminals 
at authorized WIC and Food Stamp 
Program retailers.

The WIC Program portion of this 
EBT pilot is expected to begin in 
early 1998 and will run for up to 18 
months. After evaluation, a 
decision will then be made as to 
whether WIC EBT will be 
expanded statewide.

Please note that this EBT pilot 
project will only include Jackson 
County WIC authorized vendors.

W ell, Hello,
S t a n l e y . . .

It’s so nice to have 
you back where 

you belong!
STEPHEN’S

Inc.

Creative Imaging, Design & Printing
17630 East Ten Mile Road • Eastpointe, Ml 4 8 021

Phone (610) 7 7 7 - 6 8 2 3  • Fax (610) 7 7 7 - 1 4 3 4
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Southern Michigan 
vendor contracts

The application period for WIC 
contracts for southern Michigan 
vendors ended on March 31,1997. 
Applications for WIC authorization 
are currently being processed.

Vendors in the southern part of 
the state MUST NOT accept WIC 
coupons after June 30, 1997 unless 
they have been granted a new WIC 
vendor contract.

WIC coupons accepted after June 
30, 1997 by a southern vendor 
without a new executed WIC 
contract for the period beginning 
July 1,1997 will not be paid. 
Coupons accepted through June 30, 
1997 by vendors who have not been 
granted a new contract must be 
received by the department no later 
than July 15, 1997.

Cash refunds/ 
exchanges

The WIC office has received 
several complaints that some 
vendors are allowing cash refunds 
for products purchased with WIC 
coupons, particularly infant formula. 
Vendors must inform their 
employees that under no 
circumstances should cash refunds 
he allowed for products purchased 
with WIC coupons. Providing cash 
refunds for WIC purchases 
undermines WIC program 
objectives.

You may exchange spoiled or 
outdated WIC food items for the 
same product and quantity.

WIC vendor 
training sessions

All WIC vendors are required to 
attend a WIC group vendor training 
session at the beginning of each 
contract period. Authorized WIC 
vendors will be notified of the 
scheduled training session in their

la.

At least one representative from 
each store must attend the training 
session. For chain stores, attendance 
by representatives of the individual 
outlets is not required However, 
each chain headquarter's office must 
have a representative attend a 
training session in their area. It will 
be the responsibility of the chain 
headquarter's office to provide 
training for all the WIC authorized 
outlets in the chain. If you are unable 
to attend your scheduled training 
session, you should immediately 
contact the WIC Vendor Relations 
Unit at (517) 335-8937.

“Good Faith” references for former employees can be tricky
One of the biggest challenges confronting employers today is developing and maintaining a stable and 

reliable work force. In order to do so, employers seek complete and accurate information about a potential 
employee’s background, including prior work experience. Reference checks are an important means of 
verifying information concerning potential employees. However, employers are reluctant to exchange candid 
information due to increasing liability concerns regarding reference checks of former employees.

If a response to an inquiry regarding a former employee’s performance adversely affects that employee’s 
chances for a new job, a business could be sued for defamation. Defamation is the publication of false and 
malicious information which injures a person’s character or reputation. A former employer must confine 
responses to a reference request to truthful information about an applicant’s previous job performance. Such 
information can be critical or complimentary, but should be based upon some tangible record of the former 
employee’s performance. For example, the assertion that an individual was fired for '‘unsatisfactory 
performance," if untrue, has been held to be the basis for a defamation action. Employers are further restricted 
to providing only job-related information to a specific inquiry made by a proper party, that is, someone with a 
legitimate reason for seeking such information.

North Pointe
Insurance Co.

Rated B+ (Very Good) 
by A M Best

Michigan's Leader 
in

Liquor Liability 
for 9 years running!

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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Guest Editorial

Why electricity deregulation is important 
to the independent retail and wholesale 

grocery industry

by Thomas K. Zaucha 
President and CEO 

National Grocers Association

Electricity deregulation 
promises to be a hot political issue 
for the 105th Congress and before 
many state legislatures and there is 
little wonder why. The $250 
billion a year electric power 
industry is the last of the

government sanctioned 
monopolies to come under the 
deregulation microscope.

Over the last 30 years, the 
federal government has recognized 
the value of consumer choice by 
deregulating the airline, natural

gas, railroad, trucking, telephone 
and cable industries-all successful 
with real savings to consumers. 
Granted the electricity industry is 
larger, but based on previous 
deregulation efforts, family- 
households, commercial 
businesses-especially 
supermarkets-and factories should 
all share in the benefits.

Stated simply, we all benefit 
from a marketplace that is more 
competitive and diversified. With 
more choices, we are able to make 
better decisions where to shop for 
clothes, gasoline and groceries. 
For example, the U.S. food 
distribution system is the most 
diversified and competitive in the 
world and American consumers 
are assured of the highest quality 
of products and services and best 
price value when they visit their 
community supermarkets.

Why is electricity deregulation 
important to our customers and the 
grocery industry? Just as every 
penny and dollar counts when 
supermarket customers choose 
between product A and B in our 
stores, so too every penny and 
dollar counts when retail and 
wholesale grocers select suppliers 
of products and services. As an 
industry that operates on the 
narrowest of profit margins-only 
about 1 percent-our desire to 
control or even cut electricity costs 
is just like every homeowner and 
businessperson. The long-term 
growth-and competitiveness-of 
supermarket companies depends 
on reducing overhead costs and 
operating as efficiently as possible. 
One of the largest expenses for 
retailers and wholesalers is electric 
power. Supermarkets and food 
distribution centers operate 
heating, air conditioning, freezer, 
chiller and ventilating systems 24 
hours a day. Add to that list, 
lighting, front-end systems, 
computers and food preparation 
equipment, it is understandable 
that next to labor, electricity is the 
second highest operating expense. 
Any reduction in electricity costs

See Electricity Deregulation
Page 37

During a six week period, July 28- 
September 5, 1997, the grocery 
industry will be supporting the fight 
against neuromuscular disorders, 
including ALS (Lou Gehrig’s disease), 
through MDA'S AISLES OF SMILES 
program.

Please refer to the back page of this issue for the list of participating 
manufacturers whose products will raise funds to support the Muscu­
lar Dystrophy Association. By promoting these products as part of 
AISLES OF SMILES, you'll be helping MDA provide important ser­

vices to people with Muscular Dys­
trophy in Michigan. MD provides 
help and hope to individuals and 
families through its clinic programs 
located in Detroit, East 
Lansing, Farmington Hills, Flint, 
Grand Rapids, Kalamazoo, 
Marquette and Midland. MDA also 
funds research programs at the 
University of Michigan, Michigan 
State University and Wayne State 

University. The highlight of the year for young people 6-21 years old 
is MDA's summer camp program, with fine week-long sessions held 
throughout the state, at no cost to the children attending. Help now, 
and hope for the future. That's what you are providing to families with 
Muscular Dystrophy when you support Aisles of Smiles.
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Michigan Sugar 
Company 
announces 
promotions

Michigan Sugar Company Vice 
President of Sales and Marketing 
Barry L. Brown announced the 
following promotions:

Anthony D. Moeggenberg was 
named Manager of Customer 
Service and Quality Assurance for 
Michigan Sugar Company. In this 
position he is responsible for all 
aspects of customer service and 
quality assurance for industrial and 
grocery accounts. Moeggenberg 
joined the company in 1990 as a 
logistics analyst. He was 
promoted to assistant manager of 
transportation and logistics in 
1993, assistant sales manager in 
1994 and Manager of Sales and 
Logistics Customer Service in 
1996. Moeggenberg holds a 
bachelor's degree in business 
administration from Central 
Michigan University. Mount 
Pleasant, Michigan.

Rhonda Mohowitsch was 
promoted to Manager of Logistics 
Services for Michigan Sugar 
Company. In this position she is 
responsible for monitoring plant 
inventories, coordinating rail 
shipments of sugar, beet pulp and 
molasses, monitoring production 
at the processing plants, and 
coordinating grocery shipments to 
customers.

Michigan Sugar Company’s 
products arc marketed under the 
 Pioneer. Peninsular and Great 
Lakes labels, as well as numerous 

 private labels. Michigan Sugar 
 Company is based in Saginaw, 
Michigan, and is a subsidiary of 
 Savannah Foods & Industries,
Savannah, Georgia.

FMI announces 
election of 

board members
Food Marketing Institute (FMI) 

recently announced the election 
its new directors: among them 

is Ulysses Adams. Jr., president 
and CEO. Ferndale Foods, Inc..
of Ferndale. Michigan and Jeffrey 
A. Gietzen. president and chief 
executive officer. D&W Food 
Centers. Inc . Grand Rapids, 
Michigan

People
The 1997 Asparagus Club Officers 

are: J.H. Campbell, Jr. o f Associated 
Grocers, Inc., sergeant-at-arms; 
Gary Lamb o f Lamb's Thriftway, 

chorister; William Farmer o f 
Fairway Foods, Inc., 1st vice 

president; Tom Jackson o f Ohio 
Grocers Association, past president; 

Ken Macey of Matey's Inc., president;
Patrick Hicks o f Kentucky Grocers 

Association, 2nd vice president; Jack 
Carney o f SC Johnson Wax, chaplain ; 

Cecil Bragg o f Nabisco Biscuit 
Company, secretary-treasurer. Not 
pictured is Stuart Brannon o f James 

River Corporation, chairperson 
scholarship committee.

More People Page 35
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Legislative Updates

New cigarette stamping program 
begins November 1

The Michigan Department of 
Treasury will administratively 
address the issue of cigarette 
smuggling in Michigan by putting 
into place a cigarette stamping 
program. According to State 
Treasurer Douglas B. Roberts the 
new program will bring an 
additional $18 million into the 
state's School Aid Fund.

"I believe that we can 
significantly reduce cigarette 
smuggling in Michigan by using a 
stamping program." Roberts said. 
"This is good news for taxpayers 
and those concerned about funding 
for schools. This solution is fair 
and can be implemented beginning 
on November 1 of this year and we 
will see significant increases to the 
School Aid Fund immediately.'

The decision on stamping was 
reached by the department after 
consultation with staff in the 
Attorney General’s Office. The 
new stamping program is 
authorized by the Tobacco 
Products Tax Act (P.A. 327 of 
1993). There will be three new 
implementation aspects to the

Bill to protect legal tobacco 
sales picks up more 

cosponsors
Bipartisan legislation (H.R.

768) that would prohibit the Food 
and Drug Administration (FDA) 
from issuing fines against retailers 
for the sale of cigarettes and 
smokeless tobacco products that 
are purchased by adults in 
accordance with state law 
continues to gain support. The 
latest cosponsors of H.R. 768 are 
Reps. Joe Knollenberg (R-Ml), 
Nancy Johnson (R-CT) and Brian 
Bilbray (R-CA), bringing the total 
number to 30 members of 
Congress. H.R. 768 would prevent 
FDA from issuing fines against a 
retailer for failure to ask for photo 
identification with date of birth 
when the sale of a tobacco product 
is to an adult of legal age. Please 
contact your representatives and 
ask them to cosponsor this 
important legislation.

current tax collection process.
• Wholesalers will be 

required to place a tobacco 
stamp on each pack of cigarettes 
sold to retailers on or after 
November 1. 1997 [(Sec. 6 (6)). 
All cigarette packs on store 
shelves will require the stamp as 
of January 1. 1998.

• Tobacco wholesalers will 
continue to receive the current one 
percent collection fee and continue 
to keep the maximum 51 day float 
on the $544.4 million tobacco tax 
they collect. Since 
implementation of the new 
Tobacco Products Tax Act in 
1994. revenue to wholesalers has 
increased 150 percent because the 
tax base that the one percent fee 
and the float are based on 
increased from 25 cents to 75 
cents.

• Beginning July 1. 1998, 
the wholesaler will be required to 
remit the 75 cent per pack 
cigarette tax to the state no more 
than 51 days after the pack of 
cigarettes is imported into the state 
(effective July 1. 1998) instead of

the current 5 1 days after the pack 
is sold, [(Sec. 7 (5)].

* Wholesalers will be 
required to also place a stamp on 
each carton of cigarettes sold on or 
after November 1, 1998, [(Sec. 6 
(6)].

The Department of Treasury 
will issue Revenue Administrative 
Bulletins within 30 days 
describing the process in detail.

The cost of the stamping 
program will be partially paid by 
the state which will purchase and 
provide the stamps. Wholesalers 
will supply the equipment to affix 
the stamps to the packs and 
cartons. The cost to the state is 
estimated to be approximately $1 
million. This includes the cost of 
stamps and staff.

“I am comfortable that these 
requirements do not place an 
undue burden on those who import 
cigarettes,” Roberts said. "The 
industry greatly benefited 
financially from the 1994 increase 
in the cigarette tax through the one 
percent collection fee and through 
the use of interest dollars from the 
51 day float. These funds will 
more than cover the cost of 
equipment to place stamps on 
packs and cartons.”

Additionally, Roberts noted that 
the tobacco industry benefits from 
efforts to eliminate smuggling. 
"By eliminating smuggling 
tobacco wholesalers and retailers 
will have a more level playing 
field on which to compete for 
cigarette sales,” he said.

Positive state revenue impact when fully implemented

Smuggling Reduction.................................................. $17.1 million
Moving collection of tax to importation...................+$ 1.9 million
Additional revenue........................................................ $19 million
6 percent health fund..................................................... $ 1 million
School Aid Fund............................................................ $18 million

U.S. District Court blocks temporarily FDA ban on tobacco self-
service and vending

The U.S. District Court in North 
Carolina has declared that the 
Food and Drug Administration 
(FDA) cannot restrict tobacco 
advertising and promotion. But 
the agency does have the authority 
to restrict access and impose 
labeling requirements on tobacco 
products. Under the federal 
judge's ruling, FDA’s regulations

remain in effect requiring retailers 
to check photo identification with 
date-of-birth of every individual 
under 27 years of age seeking to 
purchase either cigarettes or 
smokeless tobacco products. 
However, the court’s ruling stays 
FDA’s regulations scheduled to go 
into effect August 28, which 
would have banned self-service

displays and vending machine 
sales among other things. 
Although the judge said FDA has 
the authority to impose these 
restrictions, he barred this portion 
of the regulations from going into 
effect pending appeals and an 
hearing on the factual 
underpinnings of the regulations.

National bottle bill 
introduced in house
Legislation to create a national 

mandatory deposit system for 
beverage containers has been 
introduced in the House by Rep. 
Lynn Rivers (D-MI). The 
“National Beverage Container 
Reuse and Recycling Act of 
1997,” H.R. 1586, is the same as 
its Senate companion, S. 215,

introduced by Sen. Jim Jeffords 
(R-VT). H.R. 1586 would 
establish a ten cent deposit on all 
soft drink, beer, soda, water, 
mineral water and wine cooler 
containers up to a gallon in size 
and made of metal, glass or 
plastic. Retailers would be 
responsible for the redemption 
process unless a third party system 
is establislied. All unclaimed 
deposits would revert to the state

and would pay for environmental 
programs. Rep. Rivers’ and Sen. 
Jeffords’ states are two of the nine 
states with bottle bills and their 
recycling rates are 25 percent and 
29 percent respectively. Seven 
non-bottle bill states have 
recycling rates higher than 
Vermont’s. Minnesota at 44 
percent has the highest, and North 
Carolina is at 30 percent.
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People

Spartan announces management changes
Janice Proctor joined Spartan 

Stores, Inc. as organizational 
development & diversity affairs 
manager. One of Proctor's 
primary responsibilities will be 
developing and coordinating the 
implementation of Spartan’s 
ongoing diversity efforts.

Proctor has 20 years of 
experience in manufacturing 
supervision and administration, 
distribution management and 
labor/management relations. She 
has a bachelor of science degree 
from Iowa State and a master’s of 
management from Aquinas 
College.

Spartan promoted Stephen M.

Biondo to the position of Vice 
President Human Resources 
Department, including Spartan 
Stores University.
Communications, Employment, 
Organizational Development,
Compensation & Benefits, ProActivc 
Consulting, and Diversity Affairs. He will 
also continue to be accountable for facilitating 
the development and deployment of Spartan 
Stores, Inc.'s strategic objectives. Biondo 
joined the company in 1981 as a selector in

the Perishables 
Warehouse.

Spartan Stores, 
Inc., is a full- 
service grocery 
distribution 
center
headquartered in 
Grand Rapids, 
Michigan. It 

Biondo serves 500
independently owned Spartan 
stores throughout Michigan, 
Indiana and Ohio. Spartan is the 
9th-largest grocery wholesaler in 
the United Sates, distributing more 
than 40,000 products.

LASSIFIED
SUPPLIERS: Looking  fo r w ays to 
increase your m arket visibility? Let the 
AFD show you how. P rom otional 
opportunities th rough  m em bersh ip  
limitless. Call Dan Reeves at (810) 
557-9600.

SUPERMARKET FOR SALE— Newly 
upgraded, 8 a isles (15,000 sq. ft.). 
Resonably priced— located in Highland 
Park. Serious offers only. (313) 868 
4433, ask for Joey.

FOR SALE— 12 Foot Deli cooler and 
misc. equipment. Frank's Liquor City. 
Call (313) 285-9633— ask for Mike.

NW OAKLAND COUNTY s to re  w / 
SOD, SDM, Lotto for sale. Property 
and b u s in e ss  a v a ila b le  p ric e : 

I105K/130K, plus inventory. Terms 
negotiable. Call 810-887-3887.

SPECIAL— Baling w ires, 14' x 14g. 
and 13' x I4 g . $30.00 per bundle. 
Junction Paper & Metal Company, 
5650 McGregor, D etroit, (313) 554- 
3705 or (313) 356-4499 ask for Harvey.

PARTY STORE— Northern Monroe 
County. Owner retiring. Liquor, lottery, 
meat/deli, beer and wine. Seller 
financing available. Real estate 

,'ncluded. Contact Jim Enright at 
Treadwell Real Estate Company, (313) 
287-2060.

RETAIL MEMBERS: Coming soon—  
watch this space for a new way to turn 
your clutter into CASH. S tarting in 
1997, retail m em bers can receive 
pREE classified ad space. Contact 
Tom Amyot at AFD for details. (810) 
557-9600

WANTED: Associated Food Dealer 
fTWmbers. If you or someone you know 
can benefit by joining the AFD. please 
call Dan Reeves at (810) 557-9600.

A name, a taste, you’ll never forget.
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Detroit Kdison 
Cont. front page 13

complete a household energy 
which is used to estimate their 
annual household energy 
expenditures and suggest saving 
methods.

Environmental awareness 
mini-grants

Educators earned more than 
$33,000 for innovative 
environmental teaching. The 
Detroit Edison Foundation 
awarded grants to 137 public and 
private school teachers in Huron, 
Lapeer, Livingston, Macomb, 
Monroe, Oakland, St. Clair,

Sanilac, Tuscola, Washtenaw and 
Wayne counties. More than 800 
educators have received more than 
$150,000 over the past seven years 
of the program.

SolarCurrents®
Detroit Edison’s nationally 

acclaimed SolarCurrents® 
program is broadening its horizon. 
Approving the company’s request, 
the Michigan Public Service 
Commission (MPSC) removed the 
28.4 kilowatt limit placed on the 
amount of solar electric service

which Detroit Edison can provide. 
The company can now spread the 
sunshine to more customers by 
taking advantage of approximately 
$400,000 of federal cost-sharing 
offered by the U.S. Department of 
Energy. Solar Currents is working 
to make solar power an affordable 
energy option by offering 
residential customers solar electric 
service in 100-watt increments. 
Contracts last for two years and 
can be extended up to 10 years.

Detroit Edison also invites 
business customers to sponsor

Solar Currents service at area 
schools. The Solar Schools 
program will include a classroom 
educational package for upper 
elementary grades. To enroll in 
SolarCurrents or find out more 
information, please call 1-800- 
435-5132.

St. Clair River Project wins 
award

Detroit Edison’s work to 
improve the St. Clair River region 
received honors form the St. Clair 
Region Conservation Authority of 
Ontario. The “Waterways for 
Wildlife” project, sponsored by the 
Wildlife Habitat Council, involves 
companies, communities and 
private land owners taking actions 
to improve wildlife habitat on both 
sides of the river. Detroit Edison 
leads the “Waterways for 
Wildlife” project and sponsored 
tree planting in a St. Clair River 
floodway. Company "green team" 
volunteers installed nest boxes and 
released pheasants on the grounds 
of the utility’s Belle River Power 
Plant as part of the program. 
Employees also will plant a 
butterfly garden at the plant

For a free booklet describing 
Detroit Edison’s environmental 
philosophy, please call Bert 
Urbani at (313)235-8624.

D O nate

WHICH GROUP 
DO YOU BELONG IN?

Five percent of  eligible adults 
donate blood lo r ill and injured 

patients in southeast Michigan.

Join the 5 %  and save 
a life. D onate blood.

To donate blood, call 
1-800-G IVE-L IFE

 A m erican  
Red Cross

F R  I1 E N | D  S

K N O W  WHEN TO  
SAY WHEN®

Budweiser

CENTRAL DISTRIBUTORS OF BEER, INC
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Electricity deregulation
Continued from page 32

will generate savings for grocers 
and their customers.

To do it right, electricity 
deregulation must be fair and 
equitable. It should not only lower 
rates in general through 
competition, but also end the rate 
discrimination that commercial 
users-such as supermarkets and all 
other retail outlets- face under the 
current system. Currently, 
commercial users of electricity pay 
more for their power than do either 
of the other classes- a cost which 
ultimately is reflected in the price 

j  of consumer goods. Competitive 
pricing should establish a level 
playing field and all of us as 
consumers will benefit.

Under an ideal deregulation 
scenario, the electricity industry 
would "unbundle" its services and 
the generation, transmission, and 
distribution would be offered by 
separate entities. All consumers 
would then have direct access to 
the power producer of their choice 
on a competitive basis.
Consumers would also be able to 
combine their power needs with 
other buyers. These co-operative 
buying arrangements may offer the 
most significant form of cost- 
savings to all electricity users.

Are there concerns? Of course, 
and with any change these should 
be fully debated, carefully 
considered and fairly resolved.
One issue, as always, is how to 
dismantle the government 
bureaucracy that has had the 
responsibility to regulate this 
utility and allow for the smooth 
transition to a no-regulated, free - 
market environment. Congress 
has addressed this issue before, 
and other industries have been able 
to adapt to the change.

As the debate begins we should 
all remember the time-true 
economic principle that as 
consumers we benefit from a more 
competitive and diversified 
marketplace that maximizes our 
freedom to choose. As Americans, 

it is an issue where our 
involvement can help impact the 
outcome. Take the time to let 
members of Congress know that 
you support deregulation of the 
last government-protected 
monopoly.

I------------- Rocky Peanut
Continued from Page 17

Peanut includes over 160 
different varieties.

Rocky Peanut products are 
distributed nationally. In 
Michigan alone, they service 300 
stores. In 1993, Russo opened a 
65,000-square-foot warehouse on 
Clay Street to handle all roasting, 
packaging, shipping, receiving, 
deliveries, and cash and carry. 
Russo received the Spirit of 
Detroit award for his contribution 
to the city by hiring Detroit 
residents.

Russo is successful at both retail 
and wholesale because of quality

control. All products are inspected 
and tasted in their raw form before 
they are roasted or dried. “If you 
don’t start with a good product, 
no amount of roasting can make it 
taste good.”

Russo’s attention to detail and 
quality launched a very lucrative 
private brand label program called 
CITYFARM . Retailers receive

TM
private label products in finished 
form, including a label with the 
store name, and ingredient and 
nutritional information. The high 
quality products that have made 
Rocky Peanut famous are now 
available in numerous independent 
and chain stores nationwide.

Russo’s plans for the future 
include: increasing packaged 
product lines such as dried fruit 
and nut mixes, expanding the 
private label program, and offering 
added value to food service 
operators by providing ingredient 
solutions. He can not lose with a 
quality product that is well 
marketed and much in demand. 
Russo hit a home run when he 
agreed to sell peanuts to the 
vendors outside Tiger Stadium in 
1957. From salty to spicy 
jalapeno, at Rocky Peanut you will 
find “nuts to your taste that win 
first place.”

For AFD m em bers:
BLUE CROSS

Now you can have
the best 
for less.

AFD members want the best for themselves and their families. 
In health coverage, the best has been Blue Cross and Blue Shield 
of Michigan for more than a half-century.

Now, through an Industry rating change, AFD members can 
enjoy the benefits of being Blue for much less than before. 
You’ll have the advantage of the most widely recognized 
and most widely accepted health card of all.

Even with the new, lower rates, you can choose from several 
benefit options with various levels of co-pays and deductibles. 
Select what best meets your needs and your budget.

With Blue, you can also buy dental, vision, hearing and 
prescription drug coverage at a nominal extra charge.

If you've wanted Blue Cross coverage but hesitated 
because of the cost, ask now about the new, dramatically 
reduced rates.

For information on AFD's Blue health coverage options, call 
Judy Mansur at 1-800-66-66-AFD

Blue C ross 
Blue Shield 
Blue Care Network
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S U P P O R T  T H E S E  A F D  S U P P L IE R  M E M B E R S
AUTHORIZED LIQUOR AGENTS: Brown &  Williamson Tobacco ........(810) 350-3391

lleishev Chocolate U S.A .. (810) 3X0-2010
M & M Mars ...................................... (810)887-2397
Philip Morris USA ........................... (313)591-5500
RJ Reynolds..........................  (810) 475 56(H)
Sherm's Candies ...............  ...........  (517)756-3691
Wolverine Cigar Company .... (313)554-2033

CATERING/HALLS:
Country House Catering.............................(5 17) 627-2244
Emerald Food Service.......................... (810) 546-2700
Gourmet House Inc.................................... (810) 771-0300
Karen's Kale at North Valley .................. (810) 855-8777
Nutrition Services.......................................(517) 782-7244
Penna's of Sterling......................................(810) 978-3880
Southfield Manor.......................................  (810) 352-9020
St. George Cultural Center........................ (810) 335-8869
St Mary's Cultural C en ter..........................(313)421-9220
Tina's Catering..........................................  (810)949-2280

DAIRY PRODUCTS:
American Dairy Association....................  (517) 349-8923
Bemea Food Serv ice ..........................I -800-688-9478
Dairy Fresh Foods, Inc................................(313) 868-5511
Golden Valley Dairy ..................................(810) 399-3120
Independent Dairy Inc.................................(313) 246-6016
London's Farm Dairy..................................(810) 984-5111
McDonald Dairy Co .................................(800) 572-5390
Melody Farms Dairy Company................. (313) 525-4000
Milk-O-Mat................................................ (313)864-0550
Pointe Dairy................................................ (810)589-7700
Stroll's Ice Cream ....................................... (313) 568-5106
Superior Dairy Inc...................................... (810) 656-1523
Tom Davis &  Sons Dairy........................... (810) 399-6300

EGGS & POULTRY:
Linwood Egg Company .............................(810) 524-9550
Loewenstcin Poultry................................... (313) 295-1800

FISH & SEAFOOD:
Seafood Intcmational/Salasnck, Inc........... (313) 368-2500
Tollman Fisheries ................................  (906) 341-5887
Waterfront Seafood Company..................  (616) 962-7622

FRESH PRODUCE:
Aunt Mid Produce Co...............................  (313) 843-0840
Detroit Produce Term inal.......................  (313) 841-8700
Sunny side Produce ............................ (313) 259-8947
Vitale Terminal Sales.................................(313) 843-4120

ICE PRODUCTS:
America's Ice. Inc. ........................... (313) 491-9540
Midwest Ic e .........   (313)868-8800
Union Ic e ...................  (313)537-0600

INSECT CONTROL:
Rose Extermination (Bio-Scrv)................. (313) 588-1005

INSURANCE:
Alphameric^ Insurance Agency................ (810) 263-1158
America One .............................................(517) 349-1988
American Principal G roup........................ (810)540-8450
Arabo & Arabo Insurance Assoc................(810) 352-1343
Blue Cross/Blue Shield.............................1-800-486-2365
Capital Insurance Group............................ (810) 354-6110
CoreSource.................................................(810)792-6355
Gadaleto. Ramsby & Assoc....................... (517) 351-4900
Golden Dental ...........................................(810) 573-8118
Great Lakes Insurance Services................ (810) 569-0505
Health Alliance Plan (810) 552-6000
IBF Insurance Group. Inc (810)354-2277
Kanter Associates . . (810) 357-2424
Frank McBride J r . Inc .........................  (810)445-2300
M.ko& Assoc ...............  (810)776-0851
Monroe-George Agency............................(810) 489-9480
Murray. Benson. Recchia ............ (313)831-6562
North Pomtc Insurance ........................... (810) 358-1171
Rocky Husaynu & Associates ............... (810) 557-6259
SelectCarc.........................................  (810)637 5391
Smawi Insurance Group ........... (8 10) 357-8916
The Wellness Plan (313) 369 3900
Willis Conoon Corp of Ml .........  (810)641-0900

MANUFACTURERS:
Amato Foods ............................................ (313) 295-3337
Bil Mar Foods............................................. 1-800-654-3650
Eden Foods................................................ (517)456-7424
Fine Manufacturing...................................(810)356-1663
Gerber Products Co.................................... (810)350-1313
Groeb Farms ............................................ (517)467-7609
Home Style Foods. Inc...............................(313) 874-3250
Jacggi Hillsdale Country Cheese...........  (517) 368-5990
Kalil Enterprises, Inc..................................(313) 527-7240
Key West Soda Life Preserver .............  (-305) 296-0005
Kraft General Foods..................................(313) 261-2800
Michigan (Pioneer) Sugar.........................(517) 799-7300
Monitor (Big Chief) Sugar........................(517) 686-0161
Nabisco. Inc................................................(810)478-1350
Nestle Food Company...............................(810) 380-3670
Red Pelican Food Products ........................ (313) 921-2500
Singer Extract Laboratory........................ (313) 345-5880
Stadium Club Foods. Inc............................(810) 332-8530
Strauss Brothers Co................................... (313) 832-1600
Tony's Pizza Service................................. (810) 634-0606

MEAT PRODUCERS/PACKERS:
Country Preacher....................................... (313)963-2200
General Provision. Inc ............................(313) 393-19(H)
b W Grnhbcl Sons. Inc ........... (313) 567 80(H)
Hartig Meats ................................. (313) 832 2080
Hygrade Food Products (.31.3) 464 2400
Kowalski Sausage Company .............. (313) 87.3-8200
LKL Packing. Inc ................................. (313) 8.3.3-1590
Metro Packing ..................................... (.313) 894-4369

MEDIA:
The Beverage Journal 
Biniih Newspapers 
C&G Publishing. Inc- 
Daily Tribune
Detroit Free Press ................
Detroit News
Detroit Newspaper Agency ..
(iannelt National Newspapers 
Macomb Daily
Michigan Chronicle............
Outdoor Systems Advertising 
WDIV-TV4 
WJBK-TV2 
WWJ-AMAVJOl-FM 
WWWW-AM/FM

NON-FOOD DISTRIBUTORS:
Advanced Formula Products. Inc............... (313) 522-4488
Albion Vending ........................................ (517)629-3204
Items Galore. Inc .......................................(810) 774-4800
Ludinglon Distributors................................(313)925-7600

POTATO CHIPS/NUTS/SNACKS:
Better Made Potato Chips ........ ................. (313) 925-4774
Country Preacher......................................  (313) 963-2200
Detroit Popcorn Company....................  1-800-642-2676
Fnto-Lay. Inc............................................. I-800-24FRITO
Gcmiack Pistachio Co............................  (313)393-2000
Grandma Shearer's Potato Chips............... (313) 522-3580
Kar Nul Products Company....................  (810)541-7870
Michigan Popcorn & Fast Food Supply....(313) 861-3535
Michigan Rainbow Corp............................. 313-365-5635
Nikhlas Distributors (Cabana)................... (313) 571 -2447
Variety Foods. Inc....................................... (810) 268-4900
Vitncr Snacks.............................................(313) 365-5555

PR0M0TI0N/ADVERTISING:
Advo System ......................................(313)425-8190
Intro-Marketing.....................................  (810)540-5000
J K Kidd &. C o ..................................  (8101 647 6601
J R Marketing-Promotions........................(810) 296-2246
J DA Associates.......................................  (313)393-7835
PJM Graphics.............................................(313)535-6400
Promotions Unlimited, Corp...................... (800) 992-9307
Safeguard Business Systems.....................(810) 548-0260
Stanley's Advertising & Disl .................... (313) 961-7177
Stephen's Nu-Ad, Inc................................. (810) 777-6823

RESTAURANTS:
The Golden Mushroom ........................... (810) 559-4230
Palace Gardens........................................... (810) 743-6420

SERVICES:
AARMCO Security...................................(810) 968-0707
A Catered Affair........................................(313) 393-5311
AirPagc .................................................... (810)547-7777
Akram Namou. C.P A.............................  (810) 557-9030
American Mailers...................................  (313) 842-4000
Amentcch Pay Phone Services ............ I -800-441 -1409
AMNF.X Long Distance Service ............ (810)559-0445
Bcllanca. Beattie. DcLisle.......................  (313) 964-4200
Builcn Tamhlm Stcensma & Assoc..........  (616) 949-0490
Cellular One .......................................  (313) 590-1200
Central Alarm Signal................................  (313) 864-8900
Century Marketing ................................ (419) 354-2591
Chcckcare Systems....................................(313) 263-3556
CIGNA Financial Advisors.......................(810) 827-4400
C&J Parking Lot Sweeping. Inc................ (801) 759-3668
Community Commercial Realty Ltd (810) 569-4240
Dean Witter Reynolds. Inc......................  (810) 258-1750
Detroit Edison Company ........ ..................(313) 237-9225
Dialogue Marketing............. ......................(810) 827-4700
Dynasty Funding....................................... (810) 489-5400
Eco-Rite. Inc...............................................(810) 683-2063
Follmer, Rudzewicz& Co.. CPA.............  (810) 355-1040
Food Industry Professional Network......... (810) 353-5600
Garmo & Co.. C PA ...................................(810) 737-9933
Goh's Inventory Service............................(810) 353-5033
Great Lakes Data Systems.........................(810) 356-4100
Indcpcndance One

Investment Group................................. 1-800-622-6864
Infinity-Communications Corp...................(810) 442-0067
Karoub Associates..................................... (517) 482-5000
Law Offices-garmo & Garmo...................(810) 552-0500
Market P ros............................................... (810)349-6438
Menczer & Urcheck P C.. CPA ................ (810) 356-1620
Metro Media Associates............................(810) 625-0700
Michigan Bell ..............  (810)221-7310
Midwest Autotel....... (810)960-3737
MoncyGrant (RIO) 305-7057
Multi-gard/Audio Alert .......... (313) 562-2850
Nationw ide Communications .(810)968-0412
Network Real Estate Services (810)539-0900
Ncxicl Communications (810)213-3100
Paul Meyer Real Estate.............................(810) 398-7285
PC Pro Shop (810(853-6680
PC Specialties ........................................... (248)594-3255
Polo) Packing Co.......................................  (313) 893-4228
REA Marketing ......................................(517) 386-9666
Franki Smith's Re J Carpel Keun...............(810) 645 5800
Peter Ragcas. Attomcy/CPA ..................(313) 961 -84(H)
Point of Sale Demo Service .....................(810) 887-2510

I-8(H) 292-2896 
(6I6| 459-1567 
(810) 756 8800 
(810)541 3000 
(313)222-6400 
(313) 222-2000 
(313)222-2325 
(810) 680 99(H) 
(810) 296-0800 
(313)963 5522 
(313)556-7147 
(313)222-0643 
(810)557-2000 
(313)222-2636 
(313)259-4323

Sal S. Slumoun. C P A .................................(810) 424-0®
Scsi & Scsi. Attorneys............................... (810) 2*58-6060
Edward A. Shuttle, P C., Attorney......  (810) 2*8-2010
Southfield Funeral Home.................  iHKli v # ® ®
Statewide Financial Services...........  (810) 932-®®
Thomas P. Soltys. C PA .....................  (616) 698-8133
Tclcchcck Michigan, Inc................... (810) 354-3000
Transactive Corporation........................... (404) 381-6747
Travelers Express Co..........................  | 800 328-5071
Ullracom Telecommunications.........  (810) 350-2020
Vend-A-Matic...........................................(810) 585-7700
Voice Mail Systems, Inc........................ (810) 398-0707
Western Union Financial Scrivces...........  (810) 449-)|®
Whitcy’s Concessions............................  (313)278-5207
Wolverine Real Eslatc Scrivces...............  (810) 353-7100
WSB Advisors........................................... (810)594-1000

STORE SUPPLIES/EQUIPMENT:
A & B Refrigeration..................................(313) $65-24®
All-American Cash Register.................... (313) 561-4141
Ameri-Copy......................................  1-800-888-1®}
Belmont Paper & Bag Supply...............  (313)491-0®
Bolhn I jhc l Systems......................  I 800 882-5141
Brchm Broastcr Sales........................  (517) 427-30®
Brinkman Safe..................................  (810)7)9-10®
Cool Industries ...............................  (313) 343-3711
DC I Food Equipment .......................  (313 ) 369-10®
ENVIPCO ......................................... (810) 615-93®
First National Pallet Rental .............  |3 I4 | 469-2211
Hobart Corporation ..........................  (313)697 )070
International Bankard Service...........  (810) 569-3082
MMI Distributing......................................(313) 582-4400
Metro Equipment Inc..................................(313) 571-6655
Michigan Bale Tie Company....................(313)925-1196
Midwest Butcher & Deli Supply...............(810) 588-1810
Murray Lighting Company................  (313)341 -0416
National Food Equipment & Supplies < H10) 960-7292
North American Interstate .......  .... . (810)54)16®
POS Systems Management. Inc .......  1810 ) 689-46®
Refrigeration Engineering. Inc...........  (616) 453-244J
The Rib House...................................  (313) 274-7M0
Sales Control Systems....................... (HIOl 356-07®
Saxon. Inc ......................................... (8I0M98-2M
Taylor Freezer.................................  (313) 525-250
TOMRA Michigan.............................  iK10) 589-®®

WH0LESALERS/F00D DISTRIBUTORS:
Bremer Sugar..............................................(616) 772-901
Capistar, Inc...............................  <517)699-3®}
Capital Distributors................................... (313) 369-2U7
Centra! Foods....................................... (313)933-26®
Consumer Egg Packing..........................  (810) 3S4-S3H
Dairy Fresh Foods, Inc................................ (313)868-5511
Dan French Inc ................................  1810)544-110
Detroit Warehouse Co................................. (31.3)49115®
EBY-Brown. Co ................................  I *00-532-601
Family Packing Distributors...................  (810) 644-53®
Fnodland Distributors.........................  1313) '23-210
Garden Foods ..........................  (713i'84-201
Gourmet International. I n c .............  1-800-875- 5551
Grand Gourmet Specialties, Inc (616)975 34®
H & O Distributors.............................  (313)493401
Hamilton Quality Foods.....................  ( 313) 728-190
The Happy H ive.................................  (313) 562-20
I & K Distributing..............................  (313)491 - 5 0
J.F W alker.........................................  (5 l7 )787-00
Jerusalem Foods............ ....................  (313) 5)8-1511
Kay Distributing..................... ...................(616) 527-01®
Kccblcr Co...........................................  1313 ) 455-26®
Kehe Food Distributors .....................  I - 800-888-401
Kramer Foods Company ...................  (810)585-6141
Lipan Foods.......................................  (X10) 469-01)1
Mclnemcy-Millerc Bros....... (3 1 3 ) 8 3 3-8660
Midwest Wholesale Foods ................  iHIO) 744-22®
Miesel/Sysco Food Service .............. (313 ) 397 7990
Mucky Duck Mustard Co .............  (810)683-5750
Norquick Distributing Co.................... (313) 522-10#
Northwest Food Co of Michigan .. ( 3 1 3 ) 368 23®
Riviera Food Corp......................... .....  (313) 5)8-)0#
Robert D Arnold & Assoc..................  (810)635-4411
S Abraham & Sons............................  (810) 754-0220
Sacked Ranch......................................  (517)762-506
Sam's Club—Hazel Park..................  (810) '88-44#
Sam s Club—Southfield ...................  (810) 354-11®
Sandler-Stone Co ...............................  (810)674-11®
Scot I j d  Foods. Inc...................... .........  (419)228-3141
Sherwood Foods Distributors...... ....  (313) .366-310
State Fair Wholesale...........................  (313) 893-46®
State Wholesale Grocers ....................  (313) 567-704
Spartan Stores. Inc   (313)455-14®
Sunlight Distributors .........................  (810)742-36®
Super Food Services................................  (517)777-1101
Superior Fast Foods. Inc   (810)296-7111
Tiseo s Frozen Pizza Dough............... (810) 566-5710
Tony's Pizza Service ....................  1800-247-153.
Trepco Imports ..............................  (810) 546-301
Value Wholesale ...............................  (810) 967 29)0
Weeks Food Corp................................. (810) 727-35®
Ypsilanti Food Co-op..............................  (313)4*3-15®

ASSOCIATES:
American Syncrgistics.....
Basket C ase............  ......
Herman Rubin Sales Co . 
Livcmois-Davison Florist 
Muinich's Boats & Motors 
Sigma Associates. Inc
Wilcden & Assoc ........
Wolverine Golf Club. Inc

.313)427-4444
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BAKERIES:
Ackroyds Scotch Bakery & Sausage ......  (3131 537-1ISI
Archway Cookies........................................ (616)962-6205
Aw rev Bakeries. Inc............................... (313) 522 1100
Dolly'Madison Bakery .............................. (41*)) 691-3113
Inlersiale Brands Corp................................ (313) 591 -4132
koepplinger Bakeries. Inc..........  . (810) 967-2020
Oven Fresh Bakery .....................................(313) 255-4437
S & M Biscuit Distributing ....................... (313) 893-4747
Schafer Bakery ........................... (810)294-9166
Sunshine/Salcmo...............  .........  (810) 352-4343
Taystce Bakeries........................................ (810)476-0201

BANKS:
Coinenea Bank ........................................(810) 370-5204
First Federal of Michigan ......................... (313) 965-1400
First of America—S.E.M ..........................(810) 399-5501
Greenfield Mortgage C o .......................  (313) 274-8555
Madison National Bank............................. (810) 548-2900
Michigan National B ank......................... 1-800-225-5662
N B D . . N A ............................................... (313) 225-1581
Standard Federal Bank ............................. (810)637-2543

BEVERAGES:
Absopure Water Co ..................................  1-800-334-1064
Action Distributing (810)591-3232
American Brokers Association (810) 544-1550
Anheuser-Busch Co.................................... (800) 414-2283
Arizona Beverages (810)777-0036
Bacardi Imports. Inc (810)489-1300
Barton Beers  (810)549-4730
BellinoQuality Beverages. Inc ..(313)946-6300
The Boston Beer Company (313)441-0425
Brooks Beverage Mgt . Inc (616)393-5800
Brown-Forman Beverage Company ... (313)453-3302
Cadillac Coffee............................................ (313) 369-9020
Canadian Arctic Beverage........................... (416) 676-0201
Canandaigua Wine Co..................................(313) 753-5673
Central Distributors..................................... (313) 946-6250
Coca-Cola Bottlers of M I............................(313) 397-2700
Consolidated Wine & Spirits.......................(810) 772-9479
Coors Brew mg Co.................................... (313) 451-1499
Decanter Imports......................................... (810) 344-6644
E & J Gallo Winery ................................... (810) 643-0611
Easiown Distributors .................................(313) 867-6900
Everfresh Beverages.................................... (810) 755-9500
Fay go Beverages. Inc................................... (313) 925-1600
Frankenmuth Brewery................................. (517) 652-6183
General Wine ........................ (313i 867-0521
Great Lakes Bev erage ...................... (313) 865- 39(H)
Great Lake- Marketing (313) 527-1654
Great State Bev erage .. .............. (313) 533-9991
Guinness Import Company (810) 786-9176
Heublein (313)594-8951
Hiram Walker & Sons. Inc (8 IOi 948-8913
House of Seagram 18IO) 262-1375
Hubert Distributors Inc (810) 858-2340
Intrastate Distributing.................................(313)892-3000
J Lew is Cooper Co .................................... (313)835-6400
L & L Wine World (810) 588-9200
Lifestyle Beverage Corp...............................(708) 503-5433
Lotts Distributors......................................... (313) 336-9522
Metro Beverage Inc...................................... (810) 268-3412
Miller Brewing Company (414)259-9444
Mohawk Distilled Products 1-800-247-2982
Nantucket Nectars . .  (617)789-4300
Nestle Beverages (810)380-3640
Oak Distribuling C om pany........................(810) 674-3171
PabM Brewing C o ............................  1-800-935-6533
Padding ion Corp ........................  (313)345-5250
Pepsi Cola Bolding Group -  Detroit 1-800-368-9945

-Howell 1-800-878-8239
- Pontiac (810)334-3512

Petilpren. Inc............................................... (810)468-1402
Powers. Dim...............................................  (810)682-2010
R M. Gilligan. Inc (810)553 9440
Royal Crown C ola.............................  (616) 392-2468
San Benedetto Mineral Waters .............. (313) 847-0605
Scrv-L'-Matic Corporation ............. (313) 243-1822
Seven-t'p of Detroit ... .. (313)937-3500
Stroh Brewery Company.............................(313)446-2000
Thompson Beverage Co............................. (313) 439-2404
Tn-Couniy Beverage ........................... (313) 584-7100
Cnibrcw IS A  (954)784-2739
Coned Distillers 1 S A (810)629-7779
Universal Ginseng and Beverage. Inc........ (810) 754-3800
Vintage Wine C o '.................. ....................(810) 294-9390
Viviano Wine Importers. Inc....................... (313) 883-1600
Warner Vineyards........................................(616) 657-3165
West End Soda & Fruit Brew......................(810) 231-5503

BROKERS/REPRESENTATIVES:
Bob Arnold & Associates.........................  (810) 646-0578
DMAR. Inc ........................................ (810) 553-5858
The Grees'on Company................................(810) 305-6100
Hanson Faso Assoc....................................  (810) 354-5339
J.B. Novak & Associates.............................(810) 752-6453
James K. Tamakian Company.................... (810) 424-8500
McMahon & McDonald. Inc....................... (313)416-7000
Merit Sales Corp .........................  <SI0i 569-3634
Paul Inman Associates .. 1810) 626-8300
Sales Mark (313) 207-7900
Stark & Company ..................................  (810)851-5700
Trcpco  (810)546-3661
UBC M arketing.....................................  (810) 574 11(H)
VIP Food Brokers International............  (313) 885-6156

CANDY & TOBACCO:
AC Courvilie Inc. . . . .......................(313)863-3138

Oscar Mayer & Company..........................(810) 488-3000
IVIkic Meal Process,ng (906) 353-7479
Potok Packing Co (313)893-4228
Ray Plcva Pioducls ...........................(616) 228-5000
Smith Meal Packing. Iik (313)458-9530
Southern Sausage. Inc ... ( 313) 369 8902
Strauss Brothers Co .. . ........ (313)832-1600
Swift-Ecknch ......................................(313)458-9530
Texas Brand. Inc .. . (708)526-0620
Winter Sausage Mlg . Inc (810)777-9080
Wolverine Packing Company (313)568-1900
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Each participating manufacturer will contribute to 
MDA a "CENTS PER CASE" amount on total 

shipments during the program:

July 28, 1997 through September 5, 1997

Please support Muscular Dystrophy & "Jerry's Kids" 
by participating with ads & displays, identifying 

with "Aisles of Smiles" point-of-sale, the following
promoted products.

PLEASE DISPLAY THESE PRODUCTS ... HELP JERRY'S KIDS

Bush's* Baked Beans 28  oz 
Dole Fresh Salads
Florida's Natural Premium Grapefruit Juice 64  oz 
Florida's Natural Premium Orange Juice 64  oz 
Glad Handle-Tie Trash & Tall Kitchen Bags 10 ct 
Hawaiian Punch Frozen Drink 12 oz 
Heinz Squeeze Ketchup 28  oz 
Hungry Jack Frozen W affles 12 .5  oz 
Ice Mountain Spring W ater 1.5 Ltr 128 oz 
2 4  oz Sport Bottle
Land O Lakes American Cheese Singles 12 oz 
Land O Lakes Chunk & Cheddar Cheeses 8 oz 
Mardi Gras Towels Single Roll 
Mrs Butterworth's Syrups 2 4  oz 
Old El Paso Salsa 20  oz

Pet Stain Remover or Carpet Wizard 22 oz 
Snackwell's Yogurts 6 oz 
Star-Kist Chunk Light Tuna - Oil/Water 9 oz 
Star-Kist Solid White Tuna - W ater 6 oz 
Stain Devils 1.7 oz
Tampax Flushable Tampons 30  or 46  ct 
Totino's Party Pizzas 9 .8  10.9 oz
Totino's Pizza Rolls 7 .5  oz or Nachos 7 oz 
Turkey Store Lean Ground Turkey 1 .25 lb 
or Extra Lean Ground 11b 
Turkey Store Breast Roasts or Breast 
Tenderloins
Turkey Store Seasoned Cuts .8125  lb 
Welch's Frozen Grape Juices - Purple or 
White 12 oz

Midwest Division
DETROIT
SAGINAW

GRAND RAPIDS 
TOLEDO

CINCINNATI
COLUMBUS

FT. WAYNE 
INDIANAPOLIS LOUISVILLE

See your SALES MARK representative 
for all details & appropriate materials.

Your Full Service Broker
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