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AFD offers 
Pathway to 
Food Safety

AirTouch Cellular and AFD cellular 
phone program just got better!

The AFD is pleased to announce the revised AirTouch 
Cellular program for AFD members and their employees. This 
new offer is an illustration of the continued partnership 
between AirTouch Cellular and AFD, and offers extremely 
competitive rates as well as new services. Turn to page 8 for 
specific features and benefits of the new program!

If your store received 
unfavorable attention in the 
remit Detroit Free Press 
series on store sanitation, 
then you need the Pathway 
to Food Safety training kit. 
This total training program 
can be conducted right in 
your store! Your employees 
will receive the basic 
information about food safety 
in six 15 minute time blocks 
using videos. After 
completing the program your 
employecs will understand 
the importance of food safety.

With the Pathway to Food 
Safety program you can train 
25 employees for about $10 a 
person. After that it is less 
then 50 cents per employee to 
train new employees by 
deeply restocking your 

of handouts and 
quizzes.

You can begin a full food 
program with complete 

training program for only 
(plus lax. shipping and 

handling) Please call Dan 
Reserves at (248) 557-9600 to 
order or see order form on

Scholar’s Mom says thanks!
Dear AFD,
When a staff member of the Detroit News called us she 

stated that the News was featuring a student of the week from 
Wayne, Oakland and Macomb counties on a weekly basis in 
their metro section. My son, Tim was the first student featured 
from Macomb county thanks to the information submitted to 
them by the AFD. He also was very excited that he was 
chosen for this recognition by the Detroit News.

Tim is very grateful for the scholarship he received because

See Scholar, page 8

FMI 1999 Industry Convention
Special reduced rates and room block 

for AFD members
AFD is pleased to offer a special group rate plan for our 

members who attend the FMI 1999 Supermarket Industry 
Convention and Educational Exposition at McCormick Place 
in Chicago. May 2 through 4. This is the largest industry event 
in the Western Hemisphere and AFD can make it affordable 
and easy for you to attend.

AFD's group advantage package offers a $125 discount per 
person off show registration (regularly $325). an orientation 
and tour by FMI staff and free coupons redeemable at the 
Inside Edge Store. FMI's on-site source for the latest industry 
publications and support materials. Plus, we have arranged 
guaranteed room blocks at the Chicago Hilton and Towers. .  
great hotel for this convention. To sign up. call Dan Reeves at 
the AFD office (248) 557-9600 or see page 23 for more details. 
Then we’ll meet you in the Windy City!

Melody Farms set to scoop up ice 
cream business

In a rare coincidence, two separate companies with the 
same name, the Stroh Brewery Co. and Stroh’s Ice Cream 
Co. may be on the sales block. If sales go through, it would 
mean the end of a 148-year-old family owned brewery and a 
name synonymous with Detroit.

There is a strong rumor brewing that the Stroh Brewery 
Co. is negotiating a sale to Pabst Brewing Co. of Milwaukee. 
Pabst would then sell some Stroh brands to Milwaukee-based 
Miller Brewing Co. Stroh officials have denied the rumor.

The three-way deal, if consummated, would mean more 
sales and market share for Miller, the nation’s number two 
brewer behind Anheuser-Busch of St. Louis.

It is speculated that Pabst would continue to market several 
of Stroh’s best-known brands, such as Old Milwaukee and 
Schlitz. Other brands would be acquired and marketed by 
Miller.

In 1989, Stroh announced it had reached an agreement in 
principle to sell the company to Coors Brewing Co. in 
Golden, Colorado, for $350 million, but the deal fell through.

Stroh was established in Detroit in 1850 by Bamhard 
Stroh, a German immigrant. Today, the brewer produces 
more than 20 brands and exports beer to more than 70 
countries.

As of press time. Melody Farms L.L.C. was in the due- 
diligence phase of acquiring Detroit-based Stroh’s Ice 
Cream Co., a deal that would combine two of Detroit’s 
largest ice cream makers.
See Stroh, page 8

Hollywood Nights, AFD's 
Annual Trade Dinner

Friday, February 12, 1999

This year we honor 
Don Gundle, who is the 
retiring chairman of 
Crossmark. For more 
information, see page 21.

Visit our Web site at: h ttp ://w ww.cstorecentral.com/afd.htm

http://wMw.cstorecentral.com/afd.htm
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President’s Message

Deck the Halls 
with Nutri-Facts

by Joe Sarafa
Although the holidays are the busiest 

time of the year, I have a request that 
will add a small burden to your busy 
schedule now but could save a lot of 
grief later on. Talcing action may help 
avoid a situation where we might all be 
forced to comply with a mandatory law. 
I’m speaking of the posting of Nutri- 
Facts. As you deck the halls with 
boughs and lights, don’t forget to hang 
up the Nutri-Facts point-of-purchase 
nutrition information in your 
perishables departments.

Government officials are making 
unannounced inspections to verify that 
retailers across the country have posted 
the most recent nutrition information 
for produce, seafood, meat and poultry 
items. Federal regulations allow

retailers flexibility in displaying this 
information as long as it is visibly 
posted or available at all times in the 
appropriate departments. It is critical 
that all grocery retailers post the most 
recent, approved government data. If 
there are not enough retailers posting 
the information, mandatory nutrition 
labeling regulations will be enacted. 
This means a mandatory “Nutrition 
Facts” label on every cut of meat and 
every produce item at retail. Failure 
to comply with the potentially 
mandatory regulations could result in 
fines and criminal penalties.

The most current Nutri-Facts 
charts have the following publication 
date in the lower right-hand comer: 
Beef & Veal, 3/95; Pork & Lamb, 3/ 
95; Chicken & Turkey, 3/95; Seafood, 
7/96; Fruits, 7/96; Vegetables, 7/96. 
These charts contain nutrition 
information for meats and produce 
and are available on FMI’s Web site 
(http://www.fmi.org/consumer/ 
nutrifacts) and from FMI’s 
Publications and Video Sales 
Department (202) 429-8298. The 
materials on the Web site can be 
easily downloaded and reproduced.

The Grocery Zone By David Coverly

W e w ould lik e  to take th is  

opportunity to w ish you and  

yo ur fam ily  a  H appy H oliday  

and a  healthy, prosperous 

N ew  y e a r from  a ll o f us a t

Working Hard 
for our Members

Overpayment
problem
resolved

Paul Garana is the owner of A&B 
Party Store in Utica and he had 
inadvertently overpaid on his Blue 
Cross/Blue Shield premium back in 
March. He was having a very 
difficult time getting Blue Cross to 
return his overpayment and, by 
September, was very frustrated. So 
he called AFD.

AFD Membership Representative 
Sylvia Youhana jumped in to help. A 
short time later, Paul called back, very 
excited and happy. He had received a 
check from Blue Cross for the over­
payment -  all his money, to the 
penny.

“Just in time for Christmas, Sylvia 
made my day,” said Paul. And Paul 
Garana’s call made our day too.

If AFD can be of assistance, don’t 
hesitate to call us at (248) 557-9600.

AFD MEMBERS: 
We want to hear 

from you!
The AFD Food & Beverage Report 

will print new product releases as 
space permits. The service is free to 
AFD members. Each month we also 
write feature stories about our 
members businesses. If you would 
like to see your name on the pages of 
the AFD Food & Beverage Report, 
call Tom or Ray Amyot at 
(248) 557-9600.
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Legislator Profile

Dr. Paul DeWeese has the 
prescription for good government

by Kathy Blake
Dr. Paul DeWeese is dedicated to 

helping people the best way possible 
and as an emergency room physician, 
he has helped many people, one at a 
time. Now he wishes to greatly 
increase the numbers of people in his 
care as state representative of the 67th 
district, which includes parts of 
Livingston and Ingham counties 
between Detroit and Lansing.

Dr. DeWeese has been an emergency 
room physician for 17 years. He served 
as assistant medical director in the 
Emergency Department at Eaton Rapids 
Community Hospital, was a full-time 
member of the emergency department 
staff at Owosso Medical Center and is 
board certified in internal medicine.

He has decreased his hours in the 
emergency room over the last year and 
a half to campaign as a Republican for 
the 67th district. DeWeese ran against 
Democrat Bill Keith to replace 
Representative Dan Gustafson, who 
will complete his final term this year 
due to the new term limits.

Dr. DeWeese has chosen another 
avenue for serving people and with his 
background, he believes he will be a 
thoughtful and know ledgeable advocate 
on healthcare issues. In 1980, he went 
on an international tour to study the 
healthcare systems of Britain, the Ivory 
Coast of West Africa, Yugoslavia, 
Canada and the United States. This 
experience has helped Dr. DeWeese 
develop his life-long interest in how 
communities provide access to health 
care to their citizens.

In 1989, he was instrumental in the 
creation of the Medical Access Project 
to provide basic medical care for the 
indigent. “I brought together a 40- 
member coalition to act on it. Then we 
asked the Red Cross to implement the 
project," says DeWeese. The project is 
designed to help Ingham, Eaton and 
Clinton county residents, especially 
working people with no health 
insurance. The Capitol Area Red Cross 
administers the plan which allows 
patients to pay a percentage of the 
medical fees based on their level of 
poverty. If a person is at the 100 
percent poverty level, they get free care. 
Pharmacies, hospitals and doctors have 
participated by decreasing fees for this 
program.

Dr. DeWeese will certainly be an 
advocate for providing healthcare to all. 
DeWeese doesn’t believe government 
centralization, as promoted by Hillary 
Clinton, is the answer. “I don’t think

any caring person wants to 
see people without healthcare, 
my concern is with the 
mechanism of how to achieve 
it." DeWeese explained.

One plan Dr. DeWeese 
favors is for the state to 
provide tax credits to 
businesses that provide health 
insurance for employees.
"The plan would target 
businesses employing people 
with lower income. If the 
state provided tax credits, 
small businesses would be 
more likely to provide health 
insurance,” DeWeese 
believes.

DeWeese saw another major area of 
need in the quality of education our 
children are receiving. As the father of 
three school-age boys, DeWeese 
became concerned with the schools. 
Looking for ways to improve children’s 
future, he founded the TEACH 
Michigan Education Fund in 1990.
"It’s an advocacy organization whose 
purpose is to promote parental choice in 
education," says DeWeese. The 
organization promotes charter schools, 
which are privately sponsored public 
schools, and cross-district choice laws. 
A group of parents can create a charter 
school by going to a chartering agency 
such as a local board of education or a 
public university. Then the charter 
school can receive funding of $6,000 
per student. “Charter schools are 
customer driven. A school cannot 
survive if a family doesn't choose the 
school. The school has to be focused 
on the needs of the students and 
families,” says DeWeese. TEACH 
Michigan counts as its greatest 
accomplishment to date the passage of 
charter school legislation that resulted 
in the creation of 130 public school 
academies.

As for public schools, DeWeese is 
concerned that teachers need to be 
given more authority to maintain a 
disciplined classroom environment. 
DeWeese said "Teachers need to be in 
control of the classroom to create a 
peaceful learning environment. We 
also need to get parents more involved 
in homework and at school.” This is 
one of the educational issues that 
DeWeese will pursue.

Other concerns he views as 
prominent relate to decreasing 
government regulation of businesses, 
improving the infrastructure of the

roads, continuing to decrease taxes and 
returning tax dollars and decision­
making power to local government 
versus state government.

Governor Engler appointed Dr. 
DeWeese to the Michigan Municipal 
Bond Authority, which provides short 
term loans for local units of 
government, and the Crime Victims 
Compensation Commission. DeWeese 
served on the Ingham County Board of 
Health for two years.

Dr. DeWeese graduated from Wayne 
State University’s School of Medicine 
and Hope College in Holland,
Michigan. He served as president of 
the student congress in medical school. 
He served his residency in internal 
medicine at Blodgett Memorial Medical 
Center in Grand Rapids. He was an 
emergency room physician at McLaren 
Hospital in Flint before moving on to 
Eaton Rapids Community Hospital and 
Owosso Medical Center.

DeWeese lives in Williamston with 
his wife, Mary Grace Finn DeWeese 
and their three sons, ages 15, 12 and 10.

Dr. DeWeese describes himself as 
“having an enduring passion for making 
people’s lives better.” He adds, "I 
really value using my time and energy 
to make life better for people and being 
involved in public life gives me the 
opportunity to help many more people 
than I can as a physician.”

When asked whether people called 
him "Doctor” or “Representative,” he 
responded, “It depends on where I’m at. 
If I’m in Lansing, I’m Representative, 
at the hospital I'm Doctor and at home 
I’m Dad.”

To reach Dr. DeWeese, call 
(517) 331 -7032 or fax to him at 
(517) 655-6660.

Calendar
February 12
AFD 83rd Annual Trade Dinner
Penna’s. Sterling Heights 
See information on page 21 
(248) 557-9600

February 19-21 
MARKETECHNICS 
Sponsored by F M l
New Orleans, LA 
(202) 452-8444

March 23 - 25 
Branding America 
Conference & Expo 
Charlotte, North Carolina 
1-888-654-8873

April 18 - 20
F M l Supermarket Pharmacy 
Conference 
Baltimore, MD 
(202) 452-8444

April 27 & 28
15th Annual AFD Trade Show
Burton Manor, Livonia 
(248) 557-9600
May 2-5
FM l Supermarket Convention & 
Educational Exposition 
Chicago, Illinois 
See AFD Group Rate 
information, page 23 
(248) 557-9600

Statem ent of O w nership

The AFD Food & Beverage Report 
(U S PS  082-970; ISSN 0894-3567) is 
published monthly by the Associated 
Food Dealers of Michigan at 18470 
W. 10 Mile. Southfield, M l 48075. 
Material contained within The AFD 
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. Sen d  address  
changes to AFD Food & Beverage 
Report, 18470 W. 10 Mile, Southfield. 
M l 48075.

ADVERTISERS: For information on 
advertising rates and data, call AFD, 
Ray Amyot, 18470 W. 10 Mile, South- 
field, Ml 48075, (248) 557-9600 or 
(517) 386-9666.

AFD  works closely with the following
associations:

D
DISTRIBUTORS

NATIONAL 
GROCERS 
ASSOCIATION

FOOD INDUSTRY ASSOCIATION EXECUTIVES
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Legislative Update

PACA license fee 
phase out completed

Electronic 
Funds Transfer 

(EFT) ’99
Electronic Funds Transfer (EFT) is 

a Treasury Department initiative 
implementing the Debt Collection 
Improvement Act of 1996 which 
requires that all federal payments 
(other than tax refunds) be made 
through EFT by January 1999. This 
includes Social Security, veterans 
benefits, federal salaries, vendor 
p ayments, etc. EFT '99 was 
projected to save the federal 
government $100 million annually. 
However, the Treasury Department 
has waived the electronic payments 
requirement. Because several issues 
remain unresolved and because many 
benefit recipients do not have bank 
accounts, the agency has decided to 
continue to allow recipients of 
government benefits to continue to 
receive checks by mail.

Social Security 
Taxable Wage 

for 1999
In October, the Social Security 

Administration announced that 
maximum earnings subject to Social 
Security taxes will increase from 
$68,400 to $72,600 in 1999. The 
employee tax rate for combined 
S o c ia l Security and Medicare will 
remain at 7.65 percent - 1.45 percent 
for Medicare and the 6.2 percent 
S oc ia l Security portion will apply to 
the new maximum earning limit of 
$72,600. This means that the 
maximum tax paid by employers and 
employees will increase from 
$4,240,8O to $4,501.20. For the self- 
employed. the tax rale will stay at 
153 percent in 1999 and the 
maximum tax paid will rise from 
$8,48,60 to $9,002.40.

Attention 
wholesalers and 
manufacturers
Do you have a new product,

new package for an old product, a 
new variety of your existing 
product or any other product- 
related news? We want to feature 
your items' The AFD Food & 
Beverage Report will print new 
Product releases as space permits. 
TV service is free to AFD 
members There is a $50 fee for 
non-members For more 
information, call Ray Amyot at 
(248 ) 557-9600

Retailers are required to have a 
PACA license if they have annual 
invoice costs in excess of $230,000 
for fresh and frozen produce. 
Wholesalers are required to have a 
PACA license if they do any volume 
of business in fresh and frozen fruits 
and vegetables. Pursuant to the 
Perishable Agricultural Commodities 
Act of 1995, the license fee for retail 
and wholesale grocers is being phased

out over a three year period. This 
phase out ended November 15, 1998. 
This reflects a major victory for 
grocers, AFD, N.G.A. and FMI after 
50 years of paying unnecessary 
license fees.

Grocers must still renew their 
PACA licenses but they are no longer 
required to pay a renewal fee. Failure 
to file a renewal application for your 
PACA license may subject you to a

new license fee. After November 15, 
newly covered retail and wholesale 
grocers will pay a $100 administrative 
fee for a PACA license. Any 
questions regarding PACA license 
requirements can be answered by a 
PACA representative at (800) 495- 
PACA, or by calling the N.G.A. 
Government Relations Department at 
(703) 437-5300.

H O B A R T
Detroit Sales/Service Center

43442 N. 1-94 Service Drive 
Belleville, MI 48111

New and Used Equipment Sales

Equipment Sales: 
(734) 697-7060

Service:
(800) 783-2601

Baking Equipment 
Meat Processing 
Food Preparation

Parts/Supplies: 
(734) 697-5444

Film: 
(800) 822-6236 

X ped x Company

Warewashing 
Cooking Equipment 

Weigh/Wrap

HMR Solutions
A uthorized  Repair Center for A ll Vulcan Products.

15% SAVINGS
ON HOBART SERVICE CHARGES

Present this coupon to  your H obart service technician and save 
15%  on all charges. Valid at H obart D etroit Branch only. 

O ne coupon per service call.
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News Notes

Cats rule over dogs in pet supplies
Cat care products account for 32 percent o f 

sales in pet supply market
The U.S. pet supplies market reached $4 billion with a growth of 7 percent in 

1997, according to The U.S. Pel Supplies Market, a timely new report from 
New York City-based research firm. Packaged Facts. Dogs contributed 31 
percent of the market share.

The U.S. Pet Supplies Market shows strong growth in a relatively mature 
market over the past five years, boosted by the development of pet superstores 
and the growth in cat ownership.

Pet superstores gain prominence
Starting from 0 percent in the mid 1980s, chain pel superstores have grown 

to become the second-ranking retailer of pet supply products, holding an 
estimated 25 percent of the market, just trailing mass merchandisers 
(discounters such as Wal-mart and Kmart) with 27 percent of sales, by 1997. 
Independant pet stores' share halved from 30 to 15 percent from 1985 to 1997.

Fish accounted for 14 percent and birds a 12 percent share of the pet supply 
market.

Kmart looking for a 
supermarket partner

Kmart Chairman and CEO Floyd Hall told analysts that the company is 
considering combining with a major supermarket chain or food 
wholesaler to expand its grocery selection at its bigger stores. According 
to Hall, the move would also cut Kmart's expenses because it would be 
able to work with suppliers directly and avoid third-party distributors.

Study finds bran cereal helps 
protect against colon cancer

A new study finds Kellogg’s® All Bran® cereal to be a substantially more 
effective form of wheat bran fiber in reducing the risk of developing colon 
cancer than unprocessed (raw) wheat bran. The research, headed by the United 
States Department of Agriculture (USDA) Agricultural Research Service, was 
presented to the American Chemical Society.

Human and animal studies have consistently associated the consumption of 
wheat bran fiber with decreased risk of colon cancer. This latest study suggests 
that the efficacy of wheat bran in the prevention of colon cancer is enhanced 
when it is processed into ready-to-eat cereals when compared to unprocessed 
(raw) wheat bran.

Dearborn Sausage adds warehouse
Dearborn Sausage built a 24,000-square-foot shipping and sales warehouse 

with an additional 12,000 square feel of cold storage, eliminating its need to 
lease space at Michigan Cold Storage Facilities in Taylor.

Sales growth was part of the reason Dearborn Sausage invested $3.5-4 
million to expand its operation. Annual sales increased from $14.2 million in 
1995 to about $21 million.

"Streamlining the shipping operation and improving shelf life of hams and 
sausages were major factors in the decision to build,” says Todd Meier, vice 
president of sales and marketing.

Having the additional on-site cold storage and the new temperature- 
controlled packaging plant enables greater shelf life for the products due to 
fewer temperature changes. “The fewer times that finished foods such as 
sausages and hams go through temperature changes, the longer the shelf life 
and the higher the quality they will have,” said Meier.

Dearborn Sausage produces hot dogs, sausages, hams, bologna and other 
processed meats for the food service industry, private labels, restaurants, hotels 
and retail stores.

Regardless of the nature of your business.

Liquor law hassles can be a sobering experience.

When it comes to liquor law regulation, Michigan is 
one of the toughest states in the country. Bars and 
restaurants represent only a small fraction of the 
businesses affected. Airlines, retail department 
stores, hotels, non-profit organizations, political 
committees and a broad spectrum of other entities 
can be shut down for non-compliance.

The law firm of Abbott, Nicholson, Quilter, Esshaki & 
Youngblood PC. in Detroit is proud to announce that 
Thomas J. Giachino — a recognized Michigan liquor law 
expert — has joined the firm. A former Michigan assistant 
attorney general, Giachino represented the Michigan 
Liquor Control Commission for 23 years. He is qualified 
to help companies in metro Detroit deal with Michigan’s 
regulatory and administrative liquor law hurdles.

Abbott, Nicholson, Quilter, Esshaki & Youngblood, PC, 300 River Place Suite 3000, Detroit, Ml 48207-4291 (313) 566-2500 fa x  (313) 566-2502 e-mail: anqeyQanqeycom
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Survey shows strong supermarket involvement in community
Supermarkets make strong 

community partners, demonstrating a 
high level of commitment to their 
neighbors. This is according to 
Community Relations Activities & the 
Supermarket Industry, a new FMI 
publication based on a survey of 
member companies.

With participation varying by size, 
the average number of community 
relations projects that supermarkets 
undertake each year range from 52 for 
smaller operations to 290 for larger 
ones

W IC
Reminder
WIC will not accept 

the following:

• Redeemed coupons received by 
the department after 60 days from the 
starting date indicated on each 
coupon.

• Coupons redeemed before the 
starting date and after the expiration 
date printed on the coupon.

Please advise all cashiers and staff 
of the importance of closely 
reviewing the dates on all WIC 
coupons.

Important WIC 
Telephone Numbers
If you have questions regarding 

payments, call Pauline Vanek:
(517) 335-8936

If you have questions regarding 
your WIC application or your WIC 
contract, call your Vendor Relations 
Analyst (see list below). If you do not 
know your analyst's name, call the 
Vendor Relations Unit:
(517) 335-8937

Ana Archer. (517) 335-8927
Rose Hughes. (517) 335-9203
Tom Loveland, (517) 335-8882
Mike Perrelli, (517) 335-9201
FAX. (517) 335-9514

From partnering with schools to 
working with food banks, 
supermarkets are closely involved for 
a variety of reasons. It allows them to 
give something back to their 
communities and helps stores win 
recognition and customer loyalty.

“Probably more than any other 
business in the community, the 
supermarket represents a focal point 
for many people because food is so 
central to our everyday lives,” said 
Ken Robb, senior vice president, 
marketing, at Dick’s Supermarkets in

Plateville, Wisconsin.
“A strong community relations 

program, along with good in-store 
customer relations, will endear the 
retailer to his or her customer in a 
way that no other program can,” he 
said.

“Participating in community 
activities also helps supermarket 
recruitment efforts and improves 
company morale. Partnering with 
youth development groups or schools 
is also a good way to build bridges to 
future employees and helps to

improve the image of the industry as a 
career opportunity.

Top program areas that 
supermarkets participate in are food 
banks at 82 percent; community 
group partnerships at 77 percent; 
special events at 76 percent and 
school/youth groups at 72 percent.

Key community relations activities 
include donating funds (84 percent); 
publicizing programs (68 percent) and 
partnering with local groups (64 
percent).

STOP
CASHIER THEFT!

If you lose as little as $10.00 per day, you can pay for an 
entire system in a matter of months. Contact us for details.

Professional 
Security 
Services

13400 WEST SEVEN MILE ROAD • DETROIT, Ml 48235

1-800 -551 -V IEW
In te rn e t: http://www.99panic.com email: sales@99panic.com
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AirTouch Cellular and AFD offer new, improved cellular phone program
Here is a rundown of the cellular 

phone program features and benefits 
AFD now offers to its members:

• Rate plans as low as $ 12.99/ 
month/Iine for AFD members in the 
Detroit/Flint AirTouch market 

•Rate plans as low as $15.99/ 
month/line for AFD members in the 
Greater Michigan 
AirTouch market

•Digital rate plans that include 
bundled airtime minutes

•Reduced rates or monthly access 
and per minute charges

•Waiver of activation fee with a

three year service agreement
•Reduced rates for calls made 

outside your AirTouch Cellular Home 
Coverage service area

•Special discounts for member’s 
employees

•No monthly access charge for the 
following features (usage fees apply):

- Call Waiting
- Call Forwarding 

Three Way Calling
- Detailed Billing
- AirTouch Cellular Basic Voice 

Mail
And you’ll continue to receive:

•The largest digital cellular 
coverage area in the combined Ohio 
and Michigan markets

•Customer care available 24 hours, 
every day and airtime free from your 
AirTouch Cellular phone by dialing 
611.

•Value-added benefits available 
such as 411 Connect Directory 
Assistance, Mobile to 
Mobile packages, Roadside 
Assistance Plan, Cellular Guard Plus, 
Mobile Pay, and
Paging to help you get the most out of 
your wireless needs (monthly and

airtime charges 
may apply)

•A variety of phones and 
equipment to choose from

The revised AFD program is now 
available to all members and their 
employees with a two year service 
agreement. Current AirTouch 
Customers also qualify. To sign up 
for this new program call 1-800- 
AirTouch, or visit your local 
AirTouch Sales & Service Center or 
Authorized Agent. Restrictions 
apply.

Stroh, continued from page 1

In April, Dairy Farmers of 
America, the largest U S. dairy 
cooperative, bought a minority 
interest in Melody Farms, the dairy 
subsidiary of Farmington-Hills-based 
Melody Foods Inc. Since then, 
according to Melody Farms CFO Bill 
Fowler, the company has been 
interested in expanding through 
acquisition.

Fowler added that if the sale goes 
through, Melody Farms would keep 
the Stroh’s Detroit ice cream plant 
open and possibly expand it. Senior 
management would also be kept in 
place.

Ohio businessman Stuart Giller 
bought Stroh’s Ice Cream in 1990, 
when sales were 1.5 million gallons a 
year. In 1997 sales were 4.3 million. 
Its market share also increased last 
year by 1.5 percent to 14 percent in 
the half-gallon market.

Rodney George, president of 
Melody Farms L.L.C. is looking to 
close the deal by the end of the year.

Scholar, continued from page 1

it is helping him pursue a degree in 
journalism at Wayne State University. 
He is working to put himself through 
college so he truly appreciates any 
assistance he receives.

I would like to take this 
opportunity to thank the AFD for 
their continued support of the higher 
education process. Your organization 
does an outstanding job providing 
opportunities for young people to 
pursue college degrees. The golf 
outing that they sponsor along with 
all the corporate support from 
participating sponsors is truly a 
wonderful event. When Tim, my 
husband and I attended the dinner at 
the golf outing we were very 
impressed with the wonderful support 
and with how well the event was run.
It was impressive to see the number 
of students recognized and to hear of 
their accomplishments.

Sincerely,
Jeanne M. Schulte

you either have ! t  or you don’t

This Year Adds To Your
Holiday Cheer With A Special Price On the 750ml!

LIMITED TIME!!
OFF PREMISE

$21.23
S h e l f  P r i c e  $ 2 4 . 9 5

$4.03
Chivas Regal Off-Premise 
Code Size Cost Shelf 
1646-7 750ml $21.23 $24.95

ON PREMISE

$20.82
PER OZ

Happy Holidays 
from Seagram Americas

T  0  0  R D E R C A L L :
1-888-NWS-MICH OR 1-888-MICH-NWS

697-6424 642-4697

Stock up NOW before the Ian. 24 Price Increase!
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Retailer Profile

Smart Santas Shop at Sax Drug
and Gift Shop

Mark Klar is surrounded by all that glitters...in Sax Drug & Gift Shop.

by Ginny Bennett
Sax Drug and Gift Shop is the kind 

of store where customers quickly pop 
in for milk or a prescription because 
of good prices and emerge an hour 
later with items they never intended 
to buy but were just simply 
irresistible. Shoppers can always find 
something new to add to their 
collections. The store is divided into 
a drugstore, gift and card shop, and a 
party store. From fine perfumes and 
teddy bears to aromatherapy candles 
and birthday greeting cards, Taylor 
residents find they have many reasons 
to stop and shop.

Located on Wick Road between 
Pardee and Telegraph, Sax Drug and 
Gift Shop is the anchor in a strip mall 
owned by Mark Klar. A November 
Grand Opening celebrated a recent 
total renovation of the mall exterior 
and the store interior. Sax offers a 
full pharmacy with his partner, 
pharmacist Bob Armstrong and a 
complete Hallmark card and gift 
shop, in addition to the groceries, 
liquor, beer, wine and lottery sales of 
a typical party store.

For 25 years the store has been in 
the same location in the heart of 
Taylor. Klar bought it in 1985. The 
renovation is an aggressive move on 
Klar’s part to face the competition 
head-on from a new Rite Aid, Arbor 
Drugs and a Walgreens. All of these 
stores are locating within one mile of 
Sax Drug and Gift Shop. “It’s

Pharmacist Bob Armstrong 
and Mark Klar

tough,” says Klar. “This job took 
seven months of planning and six 
months to do the work. But now 
everything is new.”

“It has been financially difficult 
and extremely time consqming,” he 
adds. This final remodel followed 
several years of small expansions that 
took place over the years. In 1985 the 
store was 6,600 
square feet. Two 
other expansions 
plus the purchase 
of the adjacent 
space (formerly 
the Book Cellar) 
brings today’s 
total square 
footage to 
15,600.

According to 
Klar, in many 
ways the 
remodeling was 
far more difficult 
than building a 
new store. The 
fact that they 
never closed was 
both an
advantage and a disadvantage. It was 
difficult to work around customers 
but good that customers never 
stopped shopping. The effect is that 
everything really is new. It is 
brightly illuminated with every new 
shiny surface from the coolers, to the 
ceiling, floors, counters, fixtures and 
colorful products. The SavMor name 
helps, too. It allows him to be 
independent and act like a chain. 
Klar’s goal is that his customers will 
walk into the new Arbor Drugs, Rite 
Aid or Walgreen’s and they won’t be

impressed.
The Hallmark card and gift shop is 

very time consuming and labor 
intensive. Klar sends employees for 
special training and also visits 
numerous gift and special 
merchandise shows to keep abreast of 
the latest fad. “I need to order from 
dozens of suppliers instead of just a 

few,” says Klar, 
“although 
Hallmark is very 
helpful.”

The product 
mix seems to be 
especially 
appropriate for the 
Taylor
community. The 
neat little 
bungalows along 
Wick Road have 
big yards adorned 
with statuary and 
garden ornaments. 
Taking a peek 
behind the doors 
would likely 
reveal some of 

Sax’s special gift items that have 
been added to cherished collections. 
From Precious Moments, one of 
Hallmark’s most sought after lines, to 
Ty’s phenomenally best selling 
Beanie Babies, Sax Drug and Gift 
Shop can fulfill the wishes of the most 
discriminating collector. And for any 
Santa, gift shopping here would be a 
real pleasure. There really is 
something for everybody on the list.

Klar has special incentives for his 
neighborhood gift shop and card 
customers. Sax shoppers can sign up 
for a loyalty card. On their birthday

they can purchase at a 20 percent 
discount and they can attend two 
special sales events, one before the 
Christmas holiday and the other in the 
spring. For these sales, the store 
closes on Sunday afternoon and then 
reopens at 7:00 p.m. That evening 
purchasers are eligible for a 20 
percent discount. And every day 
loyalty card customers receive a $5 
discount on a $50 sale.

Klar treats customers fairly by not 
creating an artificial market for hard- 
to-find items like the Beanie Babies. 
Originally he advertised when a 
shipment was expected but he 
discovered that customers were 
coming from as far as Cincinnati 
leaving his regular customers out of 
luck. He has learned to put the items 
out without any special 
announcement and limit the number 
of toys each person can purchase of 
the same item. Everyone appreciates 
being treated fairly and it doesn’t 
create so many headaches. “After 
all,” says Klar, “I want to keep the 
customers in my neighborhood 
happy.”

He has heard nothing but good 
things about the store’s new look.
His intention is to give first class 
customer service. The pharmacy fills 
prescriptions in just fifteen minutes 
and a circular counter encourages 
clerks to pass on both sides of the 
counter to guarantee that the busiest 
cash register is always well staffed. A 
quick in and out is guaranteed-for a 
focused shopper, that is. Klar is 
usually in the aisles along with his 
employees to make a special effort to 
help people find what they are 
looking for in the new layout. He is 
confident he can compete with the big 
chains when it comes to price and 
product, plus his pharmacy is faster 
and his service is friendlier.

Over the years Mark Klar has 
collected an experienced professional 
staff and many loyal customers.
When it comes to cherished 
collections, Mark and his devoted 
wife Nori would agree that their three 
wonderful children is the kind that 
really counts.
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Attention Associated Food Dealers 
M em b ers 3  Member Employees

Choose AirTouch Cellular and Get

2,000
Free Minutes a Month

For Three Months.
Plus a Free Phone.
All with a two-year service agreement.

With association rates from AirTouch, you really 
are well connected—especially now that the 
benefits of membership include getting reliable 
and convenient cellular service from AirTouch at 
a lower group rate. So take advantage of this 
special offer. After all, what good is meeting all 
the right people if you can’t stay in contact?

A i r T o u c h

It could change your lifer

Endorsed by

ASSOCIATED FOOD DEALERS 
OF MICHIGAN

For more information visit an AirTouch Sales &  Service Center 
or Authorized Agent near you, or call:

1 - 8 0 0 - A I R T O U C H
E very  tim e you  use y o u r  phone in y o u r home m arket, AirTouch Cellular m akes a  contribution to y o u r Association at no charge to you.

New activations only. Limited to certain pricing plan. Plan includes three months' free AirTouch Extras (a package ottering unlimited weekend calling from Saturday a.m. through Sunday p.m. and AirTouch Roadside Assistance) 

Credits for airtime and AirTouch Extras appear on 2nd through 4th bills; tree airtime ends on 5th bill and AirTouch Extras continues at $10.99 per month until canceled. Unlimited and included airtime in Home calling ana 

only. Additional airtime, roaming, toll, long distance, and taxes extra. Phone model may vary by location. Credit approval and other restricbons apply. Limited-time otter.
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MICHIGAN
LOTTERY

Get what you 
really want 
this holiday 
season - big 
commissions.
(Sure beats another tie!)

YOUR WIN UP TO
$ 1 , 0 0 0 , 0 0 0

CASH!

W ith  M ich igan  Lottery instant tickets like $1,000 ,000  

G ift, Jingle B ills  and Season ’s G reetings, you r 

custom ers w ill be g iv ing  you w hat you rea lly  w an t -  

the biggest profits and  highest com m iss ion s  of the 

year. H o lid ay  tim e is the biggest sa les pe riod  o f the 

year, and M ich igan  Lottery in s tan t tickets make great

gifts. T h a t ’s w hy  you shou ld  stock up on these

popu la r gam es and d isp la y  them  prom inently. 

You ’ ll thank yourself.
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Lottery Lowdown

Seven years of increased sales

by Com m issioner B ill M artin

Wrapping up our seventh 
consecutive year of increased sales, 
the Michigan Lottery is celebrating its 
best fiscal year ever! While the final 
numbers aren’t yet in, we are excited 
about the 2.5-percent increase we saw 
in 1998. Considering the United 
States lottery industry overall posted a 
mere 0.3-percent increase in sales in 
this past year-the lowest in recent 
memory-we’re proud to have risen

above the trend. Retailers statewide 
must take much of the credit for this 
success; my sincerest thanks to each 
of you.

The other part of the equation is a 
solid product lineup that appeals to a 
wide player base. While player 
interest varies from game to game, in 
Michigan we are fortunate to have 
three tried-and-true products that 
continue to perform well year after

Personnel Needed 
to Install THEIR

Personnel Needed 
to Install OUR 
Ventless Fryer:

The Chester Fried Ventless Fryer 
won’t send you through the roof.
Your profits are the only thing that will go through the roof when you 
purchase the Chester Fried Total System Program for your food service 
operation. You'll have no installation costs, no costly roof modifications, 
no mulitple vendors. And the ventless fryer's revolutionary air filtration 
system eliminates irritating smoke and grease laden vapors.

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

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

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

e q u i p m e n t  KENWORTH
INCORPORATED food  eq u ip m en t co.

5350 E. Davison - Detroit, Ml 48212 1200 Godfrey S.W. - Grand Rapids, Ml 49503

year- Daily Games, instant tickets, 
and The Big Game. This past year 
sales increased by 9.3 percent on the 
Daily Games, 7.9 percent on the 
instant tickets and 7.6 percent on The 
Big Game.

Instant games are the fastest- 
growing product segment for the 
Michigan Lottery, and it’s not too 
hard to see why. In fiscal 1998. 
Michigan Lottery players were 
introduced to no less than 42 new 
instant games; in 1999, there will be 
at least 48 new games available!
With that many different games to 
choose from, your Lottery customers 
won’t have time to lire of them!

Michigan Lottery instant tickets 
are always a good purchase, but 
during the holiday season there’s an 
even greater reason to stock a full 
selection of holiday-theme games. 
With a variety of price points and 
play styles to choose from. Lottery 
games make the perfect stocking 
stuffer.

This year’s holiday lineup includes 
five festive games! Topping the list is 
“$ 1,000,000 Gift.” a $10 ticket with 
an instant cash prize of $1 million. 
The $5 “Jingle Bills" game will help 
ring in the holiday season with a top 
prize of $250,000. Boasting a top 
prize of $25,000, the $2 "Seasons 
Greetings” is sure to bring good 
cheer. There are also two $1 games 
sure to make anyone's holiday merry 
and bright. “Frosty the Doughman” 
offers a top prize of $2,000 and 
players can ring in 1999 with “New 
Year’s Cash” and a top prize of 
$ 1,999.

Look for updates on these and 
other new products in Gameline and 
stay in close contact with your 
Lottery representative to get the latest 
news for the coming year.

Happy Holidays!
In closing, I want to wish you and 

your families a very safe and happy 
holiday season. As we prepare for a 
brand new year, I want to thank you 
for your hard work and dedication.
The enthusiasm and support you show 
on a daily basis for the Lottery’s 
products has a direct impact on the 
Lottery's success each year; I cannot 
stress that enough.

A s  I have stated m any tim es in the 

past, the Lo tte ry  is o n ly  as strong as 

i t ’ s re ta ile r base, and it ’ s c le a r to me 

that M ic h ig a n  has the best network of 

lo tte ry  re ta ile rs in  the country. I am 

tru ly  heartened at the prospect of all 

we can a cco m p lish  together in 1999. 

Best w ishes!
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S. Africa.

Spartan promotions
Spartan Stores, Inc. announced the promotion of Pete 

Lima to the position of Director of Transportation, and 
John Sutphin to the position of Director of Warehouse 
Operations.

Pete joined Spartan in 1971 as a grocery warehouse 
associate, accepting a position in the parts department 
of Spartan’s Fleet Maintenance later that same year.
Pete continued his career in Fleet Maintenance with 
promotions to Supervisor, Superintendent and Manager. 
In 1990 he accepted the position of the Manager of 
Transportation.

As director of transportation, Pete’s accountabilities 
will include the operational leadership of the Grand 
Rapids and Plymouth Traffic and Transportation 
departments. He will report directly to Mike Frank, 
Vice President of Logistics.

Pete is a graduate of Grand Valley State University 
with a degree in Behavioral Science, and is active in the 
Michigan Truck Safety Commission, National Private 
Truck Council, and Food Distributors International.

John joined Spartan in 1988 as Grocery Warehouse 
Supervisor. He was later promoted to Plymouth 
Warehouse Manager, and most recently served as 
Perishables Warehouse Manager.

John has a bachelor’s degree from Davenport 
College with majors in business and social science, and 
has over 26 years experience in the grocery distribution 
industry.

John will be accountable for the operational 
leadership of the General Merchandise, Perishables and 
Grocery warehouses as well as other distribution and 
support facilities. He will also report directly to Mike 
Frank, vice president of logistics.

People

Thermodyne 
and Polar King 
name regional 

manager
Polar King International, Inc., 

manufacturer of outdoor fiberglass 
one-piece walk-in coolers and 
freezers, and Thermodyne 
Foodservice Products, Inc., 
manufacturer of precision 
conductive cooking systems, have 
named Gary Knuth as midwest 
regional manager.

Knuth joins Polar King and 
Thermodyne with responsibility for 
sales and marketing for eight 
midwest states. A graduate of the 
University of Wisconsin at Stevens 
Point with a Bachelor of Science 
degree in Business Administration, 
Knuth brings 24 years of high- 
profile account sales experience in 
the food service industry as national 
sales manager for a food product 
manufacturer and regional sales and 
marketing director for one of the 
country’s major foodservice 
industry publications. He is a 
member of the International Food 
Service Manufacturers’ Association.

Beer and wine 
association elects 

new officers
Members of the Michigan Beer & Wine Wholesalers 

Association elected a new slate of officers at their recent 
Annual Meeting at The Grand Hotel on Mackinac Island. 
Elected as officers of one of the state’s strongest business 
trade associations were J. Lewis Cooper, Jr. as chairman, 
James Quasarano as vice chairman, and Howard Wolpin as 
treasurer.

Chairman Lewis Cooper, Jr. is Chairman of J. Lewis 
Cooper Company in Detroit, Michigan. He has completed 
two-year terms as treasurer and vice chairman of the 
association and serves as a member of the association’s 
board of directors, the executive committee and is a past 
chairman of the group’s Public Affairs and Wine 
Committees.

New elected vice chairman Jim Quasarano is president 
and general manager of Eastown Distributors Company in 
Highland Park, Michigan. He serves as a member of the 
association's board of directors and executive committee. In 
recognition of his many contributions to the association, Jim 
was this year’s recipient of the association’s prestigious Key 
Man Award.

Newly elected treasurer Howard Wolpin is vice president 
and general manager of Great Lakes Beverage Company in 
Detroit, Michigan. He serves on the association’s executive 
committee and is a past trustee on the MB & WWA 
Employee Benefit Trust Board.

Retailers: Carry Michigan's #1 Pre-Raid Phone Card!
Want Higher Profit Margins on 

Phone Card Sales? Call for

FULLY INSURED! 
GUARANTEED!
A Michigan-based 
Company Serving 

Michigan 
Retailers!

TO ORDER CALL 
Telecents Communications
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LOWFAT

Melody Farms’ Premium 
Egg Nogs and Creamy New

Ice Cream flavors are sure to add a 
festive touch to Holiday gatherings. 

Stock up for a season of Merry Melodies!

ICE CREAMf a r m s  ICECREAM

MOY IN MINT ICE CREAM 

HALF GALLON (1.89 111

HALF GAL

fa rm s®
Call our Customer Relations Department 
1 -800 -68 6 -6866  (Option 2)
Open Monday-Friday 7:00 a.m. to 6:00 p.m
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G rand R apids S alas C enter 
3741 Pa tte rs o n  Avenue 
G rand R apids. M l 49512 
(6 1 6 ) 9 4 2 -0 3 0 0

Coca-Cola Bottling Company of Michigan
M adison H e ig h ts S alas Can 
3 2 5 0 0  N o rth  Avis 
M adison H e igh ts, M l 40071 
(2 4 0 ) 5 05 -1 2 40

m o un t P leasan t Sa les C en t 
0 0 0  S o u th  A dam s 
M o un t P leasan t. M l 4 0 0 5 0  
(517) 773-6951

3 3 0 0  S ou th  C rsyte  Road 
Lansing. M l 40917
(517) 3 2 2 -2 6 0 0

Ran Duran S ales C 
100 Coca-Cola P ri
B elleville . M l 40111

1031 H a s tin g s  Road 
Traverse C ity. M l 4 9 6 0 6  
(6 16 ) 947-4150 (7 3 4 ) 397-6541
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AFD on the ScenePeople

Spartan’s Jim Swaboda named 
ECR co-chair

Jim Swoboda, director of strategic business development for Spartan Stores, 
Inc., has been named the new operating committee co-chair for the Joint 
Industry project on Efficient Consumer Response (ECR).

Swoboda joins Mike Maurer, director of industry affairs at The Procter & 
Gamble Company, the co-chair representing grocery industry suppliers. 
Swoboda will represent industry distributors.

Swoboda joined Spartan as a general merchandise service merchandiser in 
1982. Since then, he has served as general merchandise buyer, grocery buyer, 
grocery purchasing manager, director of grocery and general merchandise/ 
health & beauty care purchasing and director of logistics and distribution 
technologies before taking his current position.

Gleaners
co-founder retires

Gene Gonya, co-founder of Gleaners Community Food Bank of Greater 
Detroit is retiring in December after more than 21 years of feeding the hungry 
and disadvantaged. In addition to Gleaners, he was instrumental in the 
formation of Second Harvest and the Michigan Council of Food Banks.

When Gene Gonya brought surplus food from the family farm to the city for 
free distribution, he found that area feeding agencies had no means of storing 
and handling large donations of food. So he helped launch Gleaners in 1977 to 
solicit surplus food, store it safely and distribute it directly to organizations that 
are direct providers to the hungry of our communities.

Gonya. a former brother in the Jesuit religious community is endearingly 
called the “father of food banking,” and was featured in the August 1993 issue 
of Readers Digest. Gonya has served on the advisory committees and boards of 
many service organizations including COTS, and the Mariner’s Inn. Crains 
Detroit Business named Gleaners Community Food Bank the best managed 
not-for-profit in 1990.

ASIC

MORTGAGE
Residential Mortgage Broker

Residential & Commercial • Leasing 
• Factoring • Financial Services

NOW OPEN:
• Commercial Financing Department 

• SBA Loans

B IL L  K H ID H IR
41113 Dequindre Road 
Troy, Michigan 48098

T e l. (2 4 8 ) 8 7 9 -6 1 6 2
Pager (313) 780-5338

Endorsed by AFD
To Learn More Call

1- 800 - 809-0878

In  a w o rld  o f  technology, 
People m a k e  the  d ifference.™

o r
pay phone services

AFD’s Harley Davis with Marilyn Jonas of Danny’s Food Market in 
Bay City. Harley is giving Marilyn a copy of the AFD Food & 

Beverage Report article that profiled her store.

New coupon customer Joe Salamey, owner of 
Liquor Locker in Port Huron.
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News & Views from Detroit Edison

Detroit Edison offers the gift of energy savings with LightWise, 
a professional lighting service for business customers

By Tonya Duncan

As you prepare your business for 
the holiday rush, lighting may be the 
last thing on your mind. Sure, your 
lights come on when you flip the 
switch, but are they:

• Providing the optimal light levels 
needed to present products in your 
business in the best light?

• Ensuring the security of your 
customers and employees?

• Giving you the best value for the 
money you spend each month?

Detroit Edison wants to help make 
your bottom line shine even brighter 
this season by offering a special 
discount on its LightWise 
professional lighting service.

From now through January 1, 1999

Detroit Edison is offering a 10 
percent discount on all lighting 
audits for the inside of your 
business and a free survey of your 
exterior lighting service if you 
purchase an interior audit!

By taking advantage of this offer 
you will receive the following:

• The opportunity to save up to 50 
percent on your electric bill

Great
partnerships begin 

with TRUST. 
Lasting 

partnerships are built 

on CONFIDENCE.

It's great when you find someone who under- < 

stands what you want and is there to help you

reach your goals. That s why, as Michigan s 

est electric utility, we developed our Partner 

In Excellence program. This program teaches 

select food service equipment partners how 

analyze your unique energy needs in order to 

reduce your overall operating costs. I t '  an 

way to begin a rewarding r e l a t i o n s h i p  

works. For a complete list of q u a l i f i e d  

Excellence specialists in your

We

business c o u ld haveever

• Suggestions on improving the 
appearance of your business to make 
it more appealing to customers

• Recommendations on bettering 
the security around your business

• Hassle free installation of the new 
lighting system at hours convenient to 
you

• A comprehensive written report 
that provides a fixture by fixture 
analysis of your current lighting 
system and detailed recommendations 
for improvement

• Financing Options - Whether you 
are looking to improve lighting for 
appearance, productivity, security or 
savings, Detroit Edison offers smart, 
effective energy solutions that 
directly improve your bottom line. 
Give your business the gift of energy 
savings this holiday season. Get 
LightWise today by calling 1-888- 
LIGHT-DTE (1-888-544-4838). For 
more information visit our web site at 
http://www.detroitedison.com.

New GMA report 
reveals 30 percent 
growth in grocery 

packaging recovered 
for recycling

The total amount of grocery 
packaging recovered for recycling 
doubled between 1980 and 1990, and 
grew an additional 30 percent 
between 1990 and 1993, according to 
the update to GMA’s “Grocery 
Packaging in Municipal Solid Waste.”

The report also shows that the 
amount of grocery packaging 
disposed of in landfills and 
incinerators decreased 34 percent on a 
per capita basis since 1980, and that 
total grocery packaging is 10.5 
percent of all discarded municipal 
solid waste.

‘This report will be instrumental in
our advocacy efforts at the state 
level,” said Elizabeth Seiler. GMA 
Director, Environmental Affairs. The 
report, which tracks the amount of 
grocery packaging generated, 
recovered and discarded from 1970, 
and makes projections to the year 
2000, was unveiled at the recent New 
York Department of Environmental 
Conservation’s 7th Annual Recycling 
Conference. —GMA
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Leaders at 
Oscar Party!

$ 1 0 ,0 0 0 .0 0

6:00 p.m.
Cockta il reception  

7:30 p .m  
D in n e r

Friends
Theme!

$ 2 ,0 0 0 . 0 0

Musical Guests:
• One table of ten (10) for dinner 
•Two (2) company photos in

slide show
• Corporate signage at the dinner
• 1/8 page ad in the 

Food &  Beverage Report

• Three (3) tables of ten (10) for 
dinner (VIP Seating)

• Fifteen ( 15) company photos in 
slide show

• Tide Sponsorship signage for: 
musical entertainment, photo 
booth or centerpieces

• Full page ad w / spot color in the 
Food & Beverage Report

• Use of four (4) company products 
at dinner (or four additional 
slides

• $500 for each additional table

• One table of ten (10) for dinner 
(Preferential Seating)

• Five (5) company photos in 
slide show

• Corporate signage at the dinner
• 1/4 page ad in the 

Food & Beverage Report
• Use of one company product at 

the dinner (or one additional slide)
• $650 for each additional table

• Two (2) tables of ten ( 10) for dinner 
(Prime Seating)

•Ten (10) company photos in slide show
• Corporate signage at the dinner
• 1/2 page ad w / spot color in the 

Food & Beverage Report
• Use of two (2) company products at dinner 

(or two additional slides)
• $600 for each additional table
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Products

Plastic package for Miller Lite, MGD, and Icehouse features 
technological breakthrough to ensure freshness

"Unbreakable," "lightweight" and 
"enjoy at stadiums and beaches” are 
not thoughts normally associated 
with beer bottles in the United States. 
Until now.

Miller Brewing Company 
announced that it is debuting a new 
specially developed, recyclable 
plastic bottle in six major 
metropolitan areas across the country 
in November and early December. 
Miller is the first US. brewer to offer 
plastic bottles for widespread retail

distribution.
Miller's plastic bottle, initially 

available in 20-ounce and one-liter 
single-serve packages of Miller Lite, 
Miller Genuine Draft and Icehouse 
was introduced in Los Angeles, 
Phoenix/Tucson, Norfolk, Miami, 
Dallas/Fort Worth and San Antonio. 
Additional roll out plans will be 
determined based on consumer and 
retailer response to the package.

Developed in conjunction with

Continental PET Technologies, a unit 
of Owens-Illinois Inc., Miller’s 
plastic bottle achieves the same four- 
month shelf life as glass bottles and 
aluminum cans, and keeps the beer as 
fresh during that period as in glass or 
aluminum. The plastic bottle is 
seven times lighter than glass. The 
multi-layer design and special barrier 
layers in this plastic package, a 
proprietary technology of 
Continental PET Technologies, allow

the natural carbonation of the beer to 
be effectively maintained while 
preventing air from harming product 
freshness and drinkability.

Miller Lite and Icehouse will be 
sold in brown bottles and MGD will 
be in clear packages, the same as 
with glass bottles.

The 20-ounce plastic bottles 
feature a widemouth opening and a 
resealable screw-on cap with a 
special design that helps insure 
product freshness and drinkability.

New Veal Bacon 
makes debut

Bacon ranks as one of 
Am erica's favorites-whether it’s 
side-by-side with an enticing 
omelet or the beginnings of the 
traditional sandwich favorite. 
Now, look for a new option 
beyond traditional bacon with 
veal bacon.

This bacon item is one of the 
new veal products developed by 
the National Cattlemen's Beef 
Association (NCBA). NCBA 
worked with SYSCO, the 
country’s largest food service 
distributor, to position the SYSCO 
Imperial Veal Bacon in the food 
service marketplace. D&W Food 
Center, Inc. recently introduced 
the retail bacon product, sold in a 
12-ounce package, to it’s 25 
outlets in western Michigan. 
Swissland Packing Co., of 
Ashkum, Illinois, manufactures 
the bacon for D&W; Catelli 
Brothers, o f Collingswood, New 
Jersey, produces the bacon for 
SYSCO.

77 % of traceable foodborne 
illnesses are the result of 
improper food handling!

Pathway
to Food Safety

Introducing A F D s  NEW and INNOVATIVE approach to food safety training. 
Major benefits include: This program will:

•While in training your employees ‘Train hourly employees on the basic
never leave the store, steps to food safety

•All training is conducted in 6 blocks Introduce your managers to the
of 15 minutes each seven HACCP principles

The kit includes:
Management Training Manual 
• Program Certificates 

Consumer Handouts • Store Posters 
Food Safety Materials

7 Video Presentations • 
Handouts and Quizzes

Implement a full food safety program with complete training materials for only

$249 p lu s  tax, sh ipp ing  an d  hand ling

Send m e___ employee
training program kits

I agree to pay $249.00 for each kit - 
plus tax, shipping and handling.

Payment is as follows:

Pathway to food safety

Address___________________ ____________

City____________________________________

St ate/Zi p _______ / _______________________

Phone ( ) _________ Fax (______________

□  Bill me  Enclosed 

 Charge to my credit card

Bankcard Number

□  m c  v is a _________
Exp. Date

Authorized S ignature

Date

Associated Food Dealers of Michigan
18470 w Ten Mile Rd . Southfield. Ml 48075 
P h o n e  248 557-9600 Fax: 248 557-9610

The product formulation for 
both the retail and food service 
veal bacon products is identical. 
The bacon contains nearly 50 
percent fewer calories and 25 
percent less fat than regular pork 
bacon. Veal bacon also can 
satisfy those consumers who may 
not eat pork bacon, but still crave 
that sought-after smoked flavor. 
For food service, each 10-pound 
case contains about 250 portions 
with a slice count of 25 slices per 
pound. The retail veal bacon, sold 
in a 12-ounce package, comes 16 
packages in each 12-pound box.

If you need any more 
information please contact: 
National Cattlemen’s Beef 
Association at (312) 467-5520.
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The Food Marketing Institute is pleased to extend
The FMI

G roup A d v a n ta g e
to members of the Associated Food Dealers of Michigan to attend:

The 1999 Supermarket Industry Convention and 
Educational Exposition

May 2-4 McCormick Piece - Chicago. Illinois
There are so many benefits to the State Association Program. These are just a few:

*38% Discount- Save $125 per participant on the cost of *Orientation & Tours- A complimentary service
registration. conducted by an FMI staff member.

* Hotel Accommodations- get guaranteed hotel room blocks at the *Coverage- With more that 1,300 exibitors, 50 
Chicago Hilton & Towers. seminars, networking breakfasts, idea

* Bonus Coupons- take advantage of the latest industry exchanges and other events packed into 3 days,
publications and support materials with $90 worth of bringing a group ensures that all important
coupons redeemable at the Inside Edge store. events are covered.

Fax Back Enrollment
(Please complete the following & fax it back to AFD @ (248) 557-9610

_____ Yes, I want to participate in the FMI Group Advantage Program.

Name:___________________________  Company:__________________
Address:______________________________________________________
Phone:_________________ Fax:_________________Number Attending:_
Number of Hotel Rooms Needed:_____ -single_____-double_____ -suite.

Electronic Imaging, Design and Printing Phone 8 10-777-6023 • Fax 010-777-1434

17630 East Ten Mile Road • Eastpointe, Ml 40021
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It’s The People That Make 
Budweiser Number One

Anheuser-Busch was bom out o f the joining of two families and of two 
principals: product quality and personal excellence. In 1860 Eberhard 
Anheuser, a prosperous soup manufacturer, purchased the failing Bavarian 
Brewery in St. Louis. Adolphus Busch married Eberhard’s daughter Lilly, and 
soon began working as a salesman. Adolphus became a full partner in 1869.

During the early years, Eberhard and Adolphus brought the brewery back 
from the brink of destruction three times. Following Eberhard’s death in 1880, 
Adolphus became company president. Adolphus was a master at understanding 
and utilizing both technology and marketing principals. For example, he 
revolutionized the industry by introducing refrigerated rail cars. He was also 
the first U.S. brewer to pasteurize and bottle beer. In addition, he introduced 
the eagle as the corporate logo in 1872. Adolphus’ business card is a true 
testament to his marketing savvy; he gave business associates a pocketknife 
with a peephole containing his portrait. His innovations and marketing genius 
brought Budweiser from a home-town favorite, to a beer that all o f America 
could enjoy.

Budweiser was introduced in 1876, but it wasn’t until the 1950s that it 
became an industry leader. In fact, wholesalers used to add Budweiser to their 
routes as a secondary brand. Goebel and E & B, to name a few, were much 
more popular; they were also less expensive.

Adolphus died in 1913 and his son, August Busch Sr., and grandson, 
Adolphus Busch III, led the brewery through World War I, prohibition, the 
Great Depression and World War II. During these difficult times, August Sr. 
was concerned with both keeping his workers employed and keeping the 
company solvent. During prohibition, non-alcoholic beverages, ice cream, 
bakers yeast, refrigerated cabinets, and auto truck bodies were added to the 
Anheuser-Busch portfolio. For example, five million cases o f a cereal beverage 
called Bevo were sold in 20 countries.

Immediately after prohibition ended in 1933, the Busch’s refocused their 
energies on Budweiser. August Jr. presented his father, August Sr., with a 
Clydesdale hitch to help celebrate the end of prohibition. This began the long 
tradition of the now famous Budweiser Clydesdales. Although the ban was 
repealed and the Busch’s were celebrating, personal crisis and the burdens of

Adolphus Busch

by: D anielle M acD onald
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Meet Bill Jones
Continuing the Anheuser-Busch 

tradition of quality

Bill Jones

Great leaders, both 
professionally and personally, are 
the norm at Anheuser-Busch. In 
the local arena, Bill Jones, regional 
vice president, has proved himself 
professionally, and is now 
becoming a real-life example of 
the good Samaritan. Bill has only 
worked for one company. From 
1976 to 1980, Bill attended 
Washington University in St.
Louis, and received a bachelors of 
accounting. He worked as a 
summer intern at Anheuser-Busch 
during those four years.

After he graduated from 
college. Bill was offered a full­
time position with Anheuser- 
Busch in the project marketing 
department. In 1980, he left his 
family and moved to Los Angeles.
“My mother always taught us to 
leave home and go Find our own 
place in the world," said Bill. 
Working for Anheuser-Busch also 
made it easier to leave. Bill 
traveled three weeks out of every 
month. "I met friends all over the 
country." he explained. "I went to 
the neighborhood basketball court 
to shoot hoops every Saturday 
afternoon Before long there were 
enough guys on the court to play a 
game."

Bill was never in one position 
for long. In 1981. he became a 
route pre-salesman in Slymar, 
California. In 1983, he was 
promoted to area manager back in 
Los Angeles. He was in charge of 
the African American market in

Los Angeles and Nevada. 
“Anheuser-Busch realized long 
ago that minorities were an 
important business market," 
explained Bill. Anheuser-Busch’s 
relationship with minorities has 
never been just one way. Since 
1979, Anheuser-Busch has helped 
raise $156 million dollars for the 
United Negro College Fund. 
“Different cultures are what adds 
value and character to an area,” 
said Bill.

In 1984, Bill was promoted to 
district manager in Oakland, 
California. He was only in 
Oakland for a year, but it was long 
enough to meet and marry Phyllis. 
In 1985, he was promoted to 
division administrator, so Bill and 
Phyllis moved to Sacramento, 
California for the next four years. 
During that time, William II, their 
first child was bom.

In 1990, Bill was promoted to 
national budget coordinator in St. 
Louis. It was at this time that Bill 
and Phyllis started opening up 
their home to needy children. They 
adopted Ryan in 1991. Over the 
next few years Bill received 
numerous promotions in St. Louis: 
executive assistant to the vice 
president of sales in 1991, national 
field sales manager in 1993, and in 
1994 they moved to Detroit for a 
sales director position. In 1995,
Bill was promoted to regional vice 
president in charge of Michigan. 
Wisconsin. Minnesota. North 
Dakota, and South Dakota

In 1998, Bill and Phyllis 
brought seven needy children into 
their home, ranging in ages from 
three to 11 years old. Plus, they 
had a baby girl in 1997. They 
currently have ten children living 
at home. “The most important 
thing we can teach these children 
is structure and guidelines,” 
explained Bill. "If they can 
understand consequences, they can 
learn to make their own 
decisions.” Bill told 11-year-old 
Evita that there were advantages 
for getting high grades in school.
“I told her I would be disappointed 
with low grades, and that I would 
be the first person meeting with 
the teacher if she got good 
grades.” After receiving a call, Bill 
left work in the middle of the day 
to meet with Evita’s teacher about 
her A grade.

Every Saturday night the Jones 
family sits around their two 
kitchen tables, and everybody has 
to say something good that they 
did during the week. “One of the 
girls said that she was able to just 
be a kid that week,' explained 
Bill. Children with problems at 
home grow up really fast, and 
many times they have to raise 
younger brothers and sisters. Bill 
insists that his children enjoy just 
being kids.

Here’s some food for thought 
this holiday season. "If every 
person would take care of just one 
child, many of society's problems 
would be gone," said Bill The 
Jones family is a living testament 
to “being your brothers' and 
sisters' keeper." It truly is the 
strength of character and the 
commitment o f employees at 
Anheuser-Busch that make 
Budweiser number one

A pockelknife which fe a tu red  a pho to  o f  
A dolphus Busch in the peephole.

Continued from page 24

war made for difficult times. 
August Sr. died in 1934. His son, 
Adolphus III took over the helm, 
and dedicated himself to aggres­
sively marketing Budweiser. His 
efforts were stifled when World 
War II began, and Anheuser- 
Busch was asked to commit 
company resources to the war 
effort.

Adolphus III died in 1946, and 
his brother August Busch Jr. was 
named president. History has 
judged August Jr. as one of 
Anheuser-Busch's most dynamic 
leaders. He is compared to the 
innovative genius of the first 
Busch leader - Adolphus. For 25 
years August Jr. orchestrated an 
expansion of Anheuser-Busch. For 
example, he opened eight regional 
breweries, increased annual sales 
from 3 million barrels to more 
than 34 million barrels, and 
introduced Busch beer. He is 
credited with taking Budweiser 
into the national arena. But the 
most important thing August Jr. 
spear-headed was making 
Budweiser the number one beer in 
the country in 1957.

August Busch III, the current 
leader, became the fourth 
generation of his family to head 
the company when he was named 
president in 1974 and CEO in 
1975. Under his leadership, the 
company opened three new 
breweries, introduced new brands, 
acquired Sea World, launched the 
largest brewery expansion project 
in the company’s history, 
diversified into container recovery, 
and metalized label printing. Until 
the mid 1980s, Budweiser was 
primarily a domestic beer. August 
III is credited with bringing 
Budweiser into the global market.

During 
prohibition, 
Anheuser- 

Busch made 
non-alcoholic 

beverages such 
as Bevo.
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Convenience Store Corner

-  good for Convenience Stores105th Congress
The 105th congress 

adjourned after approving a 
massive $520 billion 
spending bill. Overall, the 
results o f the 105th Congress 
have been very good for the 
convenience store/petroleum 
marketing industry. Here are 
some o f the NACS 
accomplishments:

• Defeat of the tobacco settlement 
legislation that would have raised 
tobacco excise taxes by $ 1.00 per 
pack and would have placed in 
jeopardy our industry's ability to sell 
this product without FDA’s oversight 
and approval.

• Victory in the U.S. Court of 
appeal which ruled FDA lacks the 
authority to regulate tobacco. NACS 
was the only retail trade association to 
participate in the suit.

• Defeat of the minimum wage 
increase that would have increased 
the wage rale by $ 1.00 per hour.

• Defeat of an effort to eliminate 
all access fees at ATM machines.

• Significant changes to the 
Occupational Safety and Health 
Administration’s (OSHA) workplace 
violence recommendations. The 
recommendations, while in part still 
objectionable to NACS, were 
significantly changed compared to 
their first release in April, 1996.

Convenience 
store sales by 

product 
category

Percent of dollar sales

Tobacco 27.6%
Beer 14.0
Packaged beverage 13.6.0 
Foodservice 12.0
Candy 4.7
General

merchandise 3.9
Salty snacks 3.8
Milk products 3.4
Publications 2.6
Edible grocery 2.1

Top beer brands 
in convenience 

stores
The top 25 beer brands in 

convenience stores increased 
dollar volume by more than 
$1.1 billion last year.
Industry leaders Anheuser- 
Busch Companies, Miller 
Brewing Company and Coors 
Brewing Company combined 
for over 80 percent o f the 
market share. Here are the
top 10.
Brand Market
Name Share
1. Budweiser 21.9 %
2. Bud Light 15.0
3. Miller Lite 8.5
4. Coors Light 6.4
5. Busch 5.0
6. Natural Light 4.4
7. Busch Light 2.9
8. Miller Gen. Draft 2.7
9. Miller High Life 2.1
10. Milwaukee's Best 1.9

Source: A C N ielson  A nnual

The National Grocers Association 
Annual Convention and Exposition

January 27-31 Moscone Convention Center • San Francisco, California

The 1999 N.G.A. Convention spotlight is on Solutions —  How to compete more effectively, how to 
operate more efficiently, and how to serve your customers more profitably.

And solutions abound at the N.G.A. Convention!

SOLUTIONS— in its 30+ educational sessions, including:
• Operation Neighborhood Watch: Beating the Supercenters
• Reinventing the Supermarket: a Destination Center for Lifestyle Choices
• Center Stores: Taking Back Our Business
• Meeting the Needs of a Diverse Workplace
• Food Safety Issues: What Does it Mean to My Customer and to My Operation?
• Home Meal Solutions: Implementing the Successful Game Plan

SOLUTIONS— in the Exhibit Centers, featuring leading manufacturers grouped by their focus on these real 
solutions:

• Branded and Private Label Products • Healthy Lifestyles
• Home Meal Solutions - New Profit Centers
• Creative Store Design • Store Fixtures and Equipment
• Operations and Technology • Marketing
• Human Resources

SOLUTIONS— in the Conferences-Within-the-Convention: The Joint Marketing Conference and the Human 
Resources Conference

■ Tours of San Francisco area retail formats
• Grocers-PEC Golf Tournament 
- The National Best Bagger Competition
• Creative Choice Awards for Advertising and Merchandising
• Food Safety Training and Certification Course
• Headline entertainment featuring 

Suzanne Somers 
The Oak Ridge Boys

For complete information call N.G.A. at (703) 437-5300.
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Winners named in 12th Annual 
Truck Driving Championship

Twelve finalists were awarded top 
prizes during an awards ceremony 
and banquet at the 12th Annual Food 
Industry Truck Driving 
Championship October 24-25 in 
Nashville. Tennessee, immediately 
preceding the 1998 Food Industry 
Productivity Convention & 
Exposition. One hundred-and-six of 
the food industry’s best truck drivers 
completed in this popular event 
sponsored by Food Distributors

Ecco D’oro Adds 
Marketing and 

Sales Executives

Ecco D’oro Food Corporation of 
Barrington, Illinois has added Linda 
Fontana. 51, as vice president of 
marketing and Bill Egan, 58, as vice 
president of field sales to its 
management team. Additionally, 
Fontana was elected to the board of 
directors and executive committee of 
the private label pasta manufacturer.

"Linda and Bill bring significant 
strength t o  o u r  marketing and sales 
el f o r t s  a s  a  r e s u l t  of their foodservice 
e x p e r i e n c e . "  s a i d  Craig Smith, 
president of Ecco  D’oro.

Fontana’s responsibilities at Ecco 
D’oro i n c l u d e  corporate 
communications, corporate identity, 
marketing and new product 
development. Egan is charged with 
developing and directing a broker 
network f o r  f o o d  s ervice and industrial 
sales. "Both will use their strong 
leadership skills to build the firm’s 
pm ale label franchise, strengthen 
existing business and increase 
revenues," said Smith.

Egan brings 30 years experience in 
sales Prior to joining the pasta 
producer, he managed sales and 
marketing programs for the Stouffer 
Corporation, a division of Nestle 
Food Services. In this role, he 
supervised sales and marketing 
activities of area managers and broker 
representatives serving foodservice 
customers in the commercial, 
healthcare and education sectors A 
graduate of Marquette University. 
Egan and his wife Sally reside in 
B alav ia. III

International and Rider 
Transportation Services, along with 
several other corporate sponsors.

All drivers participating in the 
annual event had superlative driving 
records, and had won company, state, 
regional or national competitions to 
qualify for the Food Industry Truck 
Driving championship.

First place winners in the three 
categories of competition—20/22- 
foot straight truck; 28-foot tractor/

trailer; and 48-foot tractor/trailer— 
each received a $2,000 travel award, 
$500 cash, a grand prize trophy, and 
an Olympic-type medallion. Second 
and Third place winners also received 
cash prizes and trophies. Ryder 
Transportation Services sponsored the 
awards banquet and the prize awards.

Other event sponsors included 
Coca-Cola USA, J.J. Keller & 
Associates, Kellogg Company, 
Magline, Inc., Minute Maid, Thomas

M. Williams & Associates, and 
Utility Trailer Manufacturing 
Company.

James Avink, L&L/Jiroch 
Distributing Company of Wyoming, 
Michigan won second place in the 20/ 
22-foot Straight Truck Category.

Steve Telep, Gordon Food Service 
of Brighton, Michigan, won first 
place in the 28-foot Tractor/Trailer 
Category.

You've gotta be nuts not to be a member of AFD!
Your competition is and they are making money lots of 

money saving on AFD services and benefits.

Why aren't you?
Retailers have found that through the savings and commissions 

they receive by using just one or two of AFD’s wide range of 
services that they can actually pay for their membership dues 

and have a lot of money left over.
What a bargain!

AFD is working hard for you— why not help us to help you!
□  Ameritech Payphone Services 

□  Blue Cross Blue Shield Health Care Options
□  Coupon Redemption Service
□  M astercard/V isa Discounts

□  Telecheck/ACS Checking Services
□  AirTouch Cellular Service 

□  North Pointe Liquor Liability Insurance
□  AFD W orkers Compensation Fund

To find out more about these services and how AFD members are 
saving on other programs like these, please call Dan Reeves at AFD

(248) 5 5 7 -9 6 0 0 .
Belonging to the AFD Doesn’t  Cost It Pays!
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Gourmet and specialty food markets feed
more Americans

The American palate for gourmet quality steadily improves

Average Market Basket Spending

C ustom er

S egm ent

W ith
Specialty

Foods

W ithout
Specialty

Foods

All Customers $94.24 $48.77

Top 10% Customers $129.18 $77.75

Top 20% Customers $118.02 $70.05

A steadily increasing part o f the American 
public is taking pleasure in the offerings o f the 
quality food market. As a result, sales o f 
gourmet foods and beverages through all 
retail channels have increased steadily to 
almost $39 billion in 1997, according to The 
U.S. Gourmet/Specialty Foods Market, a new 
study from Packaged Facts, the New York 
City-based research firm.

A greater number o f people perceive more 
expensive and higher quality food products 
are affordable luxuries, so marketers are able 
to target a larger population for their 
products.

A cuppa “good" coffee
Americans will pay more for better coffee 

experiences. Flavored coffees, for example, are the 
favored types o f specialty coffees, accounting for 
approximately 30 percent o f coffee sales. As sign of 
these changes, there were 5,600 coffee cafes, espresso 
bars and carts in the United States in 1996-double the 
1994 figure.

More choices in basic categories
Marketers are developing more options in the pasta 

category. The Mendocino Pasta Company’s World 
Cuisine label offers California Szechwan and Thai 
Black Bean flavors of folded fettuccine. Meanwhile, 
consumption of cheese has increased 30 percent in the 
last 10 years, reaching an average of 36 pounds per 
person annually.

Ethnic flavors on Main Street
Salsa now outsells ketchup, and traditional Thai 

ingredients such as coconut milk and lemongrass are 
now being incorporated into everyday eating. At the 
same time, the ethnic composition of the United States 
is rapidly changing. Besides representing sizable new 
markets on their own, ethnic populations are having a 
profound effect on the nation’s taste buds.

Documenting the role of specialty foods
Willard Bishop Consulting conducted a market analysis for the National 

Food Distributors Association (NFDA) to understate the impact o f specialty 
foods on a retailer’s better customers. During the holiday season, when 
specialty foods play an important role in retail food sales, this study is of 
particular importance. Here are some of the key findings from that study:

1. Specialty foods can make up a large percentage of a 
household’s spending in any given category.

Customers who purchase specialty foods in a given category are particularly loyal 
to specialty foods in that category. For consumers purchasing specialty products in 
a given category, on average, 64 percent of their total spending in that category is 
for specialty food products.

Depending on the category, average customer spending on specialty foods (for 
customers purchasing specialty foods) accounts for between 42 and 100 percent of 
their spending in that category.

2. Consumers who purchase specialty foods also tend to 
purchase mainstream items, i.e. non-specialty, from the same 
category

While specialty foods spending comprises a significant percentage of customer 
spending in a particular category, many consumers who purchase specialty foods 
also purchase mainstream products on the same trip.

3. Specialty foods are particularly important to a retailer’s 
most important shoppers.

The market basket analysis demonstrates that not only do many of a retailer's 
more important shoppers purchase specialty food products, but they also account for 
a disproportionate percent of specialty food sales.

•The top 10 percent of customers account for between 25 and 32 percent of 
specialty food sales in a given category.

• Better customers, i.e., the top 20 percent by spending, account for between 38 
and 52 percent of the specialty food sales in a category.

On the flip side, the analysis reveals that only 20 percent of the specialty food 
sales come from the bottom 50 percent of the customer base. This calls out the 
importance of specialty food products for a retailer's own better shoppers as well as 
the competitor’s better shoppers.

4. Customers who purchase specialty foods are even better 
customers that the average customer in the segment.

As you’d expect, market baskets that contain specialty foods have a higher ring 
than market baskets that don’t. In fact, for the average customer, market baskets 
with specialty foods are almost twice as high as those without.

The real acid test is comparing market baskets with a specialty foods to total 
weekly spending. This analysis reveals that top customer market baskets with 
specialty foods are almost 9 percent higher than average weekly spending for top 
customers. When you consider that specialty food produces account for about 8 
percent of that market basket, it’s clear that specialty foods drive up top customer 
spending.

5. Specialty foods represent profitable sales for the retailer.
Not only are specialty foods important to retailers because of their own better 

customers, but specialty foods also represent value to the bottom-line because that 
are generally sold at regular retail price.

Specialty foods are typically a higher-margin product for retailers. Our market 
basket analysis illustrates that customers tend to pay full price, i.e., full-margin, for 
specialty foods.

When it comes to the impact on the bottom line and the appeal to their better 
customers, retailers can't ignore the value of carrying specialty food products.
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CLASSIFIED
MAYFAIR MKT FOR SALE— Detroit location. 
Grand River at W Chicago. 10.000 sq. It 
Supermarket, SDM. Lottery. WIC Building 
optional Serious, qualified inquiries only. Call 
Pete or Paul George for details at (313) 933- 
6151
FIXTURES FOR SALE— Birmingham Store 
Remodeling 24 ft meat case. 24 ft deli case. 24 
ft. produce case. 14 door walk-in cooler. 8 ft 
dairy case. 12 ft open “prepared food' case. 
(248) 644 4641 Ask for John

FOR SALE—Liquor Store w/Lottery. Beer & 
Wine 2400 sq ft Completely renovated 3 years 
ago New Equipment South of Schoolcraft, east 
of Southfield Road $249,000+ inventory Very 
motivated seller Call Re/Max Exec Prop. Brian 
Yaldoo at (248) 806 9100 (Pager)

SUPPLIERS: Looking for ways to increase your 
market visibility? Let the AFD show you how. 
Promotional opportunities through membership 
limitless Call Dan Reeves at (248) 557-9600

NEWBURGH RD STORE FOR SALE—
Liquor. Lotto. Deli Business for sale Lease only, 
3550 sq ft building Terms negotiable Call BBA 
Associates at (313) 389-3700 
FOR S A L E : E C O R S E  SUPERMARKET—
SDD SDM and Lotto 9650 sq ft Great location, 
great visibility Business. Building 8 Land Terms 
negotiable Call BBA Associates at (313) 389 
3700

PARTY SHOPPE DELI— Great Royal Oak 
location Lotto. Frozen Coke. SDM/Store sales—' 
$9,000 'w eek Lotto sa les— $3,800 /w eek, 
Business $165,000 w/ $80,000 down Call Rick 
at (248) 656 1923 or (248) 545 3500 
FOR SALE BY OWNER— Country Party Store 
Beer. Wine. Liquor Lotto & Movies 20 minutes 
south of Lansmg $11.000+ avg /week Lotto 
sales Growing business—$325,000/land & 
business Call Doug at (517) 694 4558 after 2 
pm  SERIOUS INQUIRIES ONLY 

DETROIT STORE FOR SALE—
SDD SDM Lottery 3 000 sq ft . $20 ,000 
average weekly sales Asking $400,000 for 
bus iness^ 75.000 for building. Terms negotiable 
Ask tor Steve at (313) 896-8030.

MARKET DELI FOR SALE—3.300 sq ft Ann 
Arbor, central University of Michigan campus 
location student clientele Owner is retiring All 
newly remodeled including new equipment Call 
(734) 741 8303. ask tor Bill

GAYLORD BUILDING FOR SALE—3.600 sq 
ft across from new Post Oflice Ideal for Party 
Store or Convenience Store $198,000 Ask for 
Don Mitrzyk at (517) 732-9422

LIQUOR STORE & PHARMACY w / LOTTERY 
FOR SALE—5.000 sg It Between Chalmers & 
Conners Ask lor Mike at (313) 331 0777 
SDO LICENSE FOR SALE—Commerce 
Township Call Madison National Bank at (248) 
548 2900 ext 2244

SOD LICENSE FOR SALE—City of Allen Park 
Can Madison National Bank at (248) 548 2900. 
ext 2244

RESTAURANT & BAKERY—Low investment/ 
Great income Established restaurant/bakery with 

n equipment supplies and 40 seats. 
HoweilBrighton area Loyal customer base and 
great location Ideal lor expansion such as full 
service restaurant last food or party store 
•95 000 Call (313) 961-3131 
FOR SALE—F our (4) door, reach-m cooler, 
asking $500 Call Sam Sheena at (248) 288 
4774
ESTABLISHED PARTY STORE—Port Huron. 
Ml Highly populated high traffic area SDD, SDM 
and Lotto Owner retiring Call (810) 985-5702 
leave message
PARTY STORE—40 x 60' Beer, wine Located 
On mam street New roof, newer heat and A/C 
12 door walk in  cooler Great potential Business 
$7500/Wk lottery $4S00/wk Asking $65,000 for 

$90 000 lor building Call Earl at (313)
4078

FOR SALE— 2 each walk-in coolers. 8' x 10' — 
$1500 8 x  14' $2500 Bernie's Country Store
(517) 592 8221.557 9600 

•EMPLOYERS WANTED*—Reach candidates 
for any job openinig with an employment ad m the 
Employment Guide Newspaper. Michigan s 
Largest Employment Weekly Call Brian 

at (800) 752 8926

Value-Added Products gaining popularity 
in traditional departments

Today it is possible to find a 
preparation shortcut for every meal - 
melon balls for breakfast, sliced 
vegetables for kids’ lunches and 
chopped chicken for a stir-fry dinner. 
FMI’s Trends in the United States 
Consumer Attitudes and the 

Supermarket. 1998 reveals that over 
65 precent of shoppers purchase some 
type of value-added product at least 
once a month. Items such as pre-cut 
cleaned and ready-to-cook vegetable

items and pre-cut, cleaned and bagged 
salads continue to grow in popularity. 
And, retailers are anticipating further 
growth.

According to recently released 
Food Marketing Industry Speaks 
1998 data, almost 17 percent of 
produce department operators feel 
that the greatest growth area would be 
value-added produce. Another 
department experiencing growth in 
the value-added product arena is the

meat department. Speaks data reveal 
that value-added meat products would 
amount to 14 percent of meat sales by 
the year 2000, compared to 6.7 
percent on 1997.

Washing, chopping, shredding and 
packaging are what add value to the 
fruit and vegetable products. Speaks 
data show that the most prevalent 
value-added produce item offered is 
coleslaw.

When you visit a salad bar, 
you  m ake your ow n  

choices. You build your salad 
with ingredients to suit your 
taste and nutritional needs.

When it comes to health care 
coverage and the Blues, just as 
at a salad bar, you can make 
your own choices too...if you 
belong to AFD. You can choose 
from M anaged Traditional, 
Blue Preferred PPO, and Blue 
Care Network HMO. Each has 
advantages that might better 
suit you at different stages in 
your life.

You can also select from side 
dishes like prescription drugs, 
dental and vision coverage — all 
from the leading provider of 
health care benefits in Michigan. 
No other health care company 
has a larger network or better 
selection of doctors and hospitals.

With AFD-endorsed Blue cov­
erage, you get the best coverage 
available at the best post 
price and value. Contact 
health care/salad bar 
Judy Mansur and let her "toss 
around a few ideas for you. 
Her number is 1-800+56-66- AKD.

expert

F or y o u .  For life .
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AUTHORIZED LIQUOR AGENTS:
General Wine & L iquor......... (248) 852-3918
National Wine & S p irits ......(888) 697-6424
...................................................(888) 642-4697

Encore Group/ Trans-Con. Co......... (888) 440-0200

BAKERIES:
Ackroyd's Scotch Bakery

& Sausage...............................(313) 532-1181
Archway Cookies........................(616) 962-6205
Awrey Bakeries. Inc.....................(313) 522-1100
Dolly Madison Bakery ............... (517) 764-5516
Interstate Brands Corp................. (313) 591 -4132
JCs Distributing......................... (810) 776-7447
Koepplinger Bakeries, Inc............(248) 967-2020
Oven Fresh Bakery...................... (313) 255-4437
S & M Biscuit Distributing........ (313) 893-4747
Taystee Bakeries.......................... (248) 476-0201

BANKS:
The ATM Network..................... (888) 808-9ATM
The ATM Company................... (352) 483-1259
Convenience Mortgage Corp.......(800) 474-3309
Cornelius Systems.......................(248) 545-5558
Madison National Bank... ...........(248) 548-2900
Michigan National B ank........... 1-800-225-5662

BEVERAGES:
Absopure Water Co...................... 1-800-334-1064
Action Distributing..................... (810) 591-3232
Anheuser-Busch Co..................... (800) 414-2283
Arcadia Brewing Co.................... (616) 963-9520
Arizona Beverages..................... (810) 777-0036
Bacardi Imports, Inc.................... (248) 489-1300
Bellino Quality Beverages, Inc. .. (313) 946-6300
Brooks Beverage Mgt., Inc......... (616) 393-5800
Brown-Forman Beverage Co.......(313) 453-3302
Central Distributors.................... (313) 946-6250
Coca-Cola Bottlers of MI

..... Auburn Hills (248) 373-2653
Madison Heights (248) 585-1248
......... Van Buren (734) 397-2700
........ Port Huron (810) 982-8501

Coffee Express............................(734) 459-4900
E & J Gallo Winery.....................(248) 647-0010
Eastown Distributors...................(313) 867-6900
Faygo Beverages, Inc...................(313) 925-1600
General Wine & Liquor Corp...... (313) 867-0521
Great Lakes Beverage................ (313) 865-3900
Hiram Walker & Sons, Inc.......... (248) 948-8913
Hubert Distributors. Inc............... (248) 858-2340
Intrastate Distributing................. (313) 892-3000
J. Lewis Cooper Co......................(313) 835-6400
L & L Wine World ......................(248) 588-9200
Metro Beverage Inc..................... (810) 268-3412
Miller Brewing Company........... (414) 259-9444
Mohawk Distilled Products....... 1 -800-247-2982
Nestle Beverages........................ (248) 380-3640
NAYA, U SA .......... ....................(248) 788-3253
Oak Distributing Company........(248) 674-3171
Pabst Brewing Co.......................  1-800-935-6533
Pepsi-Cola Bottling Group

-  Detroit...... .................. . 1-800-368-9945
-H ow e ll..............................1-800-878-8239
-  Pontiac ...............................(248) 334-3512

Petitpren, Inc. ..............................(810) 468-1402
Powers, Dist.................................(248) 682-2010
Red Hook Beverage Co..............(248) 366-0295
R.M. Gilligan, Inc. .....................(248) 553-9440
Royal Crown Cola............. .........(616) 392-2468
Seagram Americas............. .........(248) 553-9933
Seven-Up of Detroit................... (313) 937-3500
Stroh Brewery Company............ (313) 446-2000
Tri-County Beverage....... ...........(248) 584-7100
UDV-North America.......... - ..... (313) 345-5250
Viviano Wine Importers, Inc....... (313) 883-1600
Warner Vineyards....................... (616) 657-3165

BROKERS/REPRESENTATIVES:
Bob Arnold & Associates...........(248) 646-0578
The Grecson Company...............(248) 305-6100
Hanson & Associates, Inc........... (248) 354-5339
J.B. Novak & Associates........... (810) 752-6453
James K. Tamakian Company....(248) 424-8500
P.uil Inman Associates............... (248) 626-8300

I Linsenhart.......... ............... (248) 737-7100
Mark................................. (313)207-79(8)

"The Sell G roup"....................... (810) 574-1100

CANDY & TOBACCO:
A.C. Courville Inc......................................... (248) 863-3138
Brown & Williamson Tobacco.... (248) 350-3391
JC's Distributing........................................... (810) 776-7447
Philip Morris USA........................(313) 591 -5500
R.J. Reynolds................................................ (248) 475-5600

CATERING/HALLS:
Emerald Food Service.................................. (248) 546-2700
Karen s Kafe at North Valley..... (248) 855-8777
Nutrition Services......................................... (517) 782-7244
Penna's of Sterling........................................ (810) 978-3880
Southfield Manor.......................................... (248) 352-9020
St. Mary's Cultural Center............(313) 421-9220
Tina's Catering.............................................. (810) 949-2280

DAIRY PRODUCTS:
Dairy Fresh Foods, Inc..................(313) 868-5511
Golden Valley D airy.................................... (248) 399-3120
London's Farm Dairy....................(810) 984-5111
McDonald Dairy Co...................................... (800) 572-5390
Melody Farms Dairy Company ... (313) 525-4000
Pointe Dairy Services, Inc.............(248) 589-7700
Stroh’s Ice Cream.......................................... (313) 568-5106
Superior Dairy Inc......................................... (248) 656-1523
Tom Davis & Sons Dairy............ (248) 399-6300

EGGS & POULTRY:
Linwood Egg Company............ (248) 524-9550
Montgomery Egg.......................(517) 296-4411

FISH & SEAFOOD:
Seafood International/

Salasnek, Inc............................................ (313) 368-2500
Tallman Fisheries......................................... (906) 341-5887
Waterfront Seafood Company.... (616) 962-7622

FRESH PRODUCE:
Aunt Mid Produce Co................................. (313) 843-0840
Sunnyside Produce.....................................(313) 259-8947

ICE PRODUCTS:
Union Ic e .................................................... (313) 537-0600

INSECT CONTROL:
Rose Extermination (Bio-Serv) (248) 588-1005

INSURANCE:
Alphamerica Insurance Agency .. (810) 263-1158
Blue Cross/Blue Shield.............  1-800-486-2365
Capital Insurance Group.............(248) 354-6110
CoreSource / Presidium..............(810) 792-6355
Gadaleto, Ramsby & Assoc.........(517) 351-4900
Golden Dental............................. (810) 573-8118
Great Lakes Insurance Services... (248) 569-0505
IBF Insurance Group, Inc............ (248) 354-2277
Frank McBride Jr., Inc................ (810) 445-2300
Miko& Assoc..............................(810)776-0851
North Pointe Insurance............... (248) 358-1171
Rocky Husaynu & Associates....(248) 988-8888
Willis Corroon Corp. of MI........ (248) 641-0900

MANUFACTURERS:
Anthony's Pizza.......................... (810) 731-7541
Ecco D'oro Food Corp................. (810) 772-0900
Eden Foods................................. (517) 456-7424
Fine Manufacturing.................... (248) 356-1663
Gerber Products Co..................... (810) 350-1313
Home Style Foods, Inc................ (313) 874-3250
Jaeggi Hillsdale Country Cheese...... (517) 368-5990
Kraft General Foods................... (313) 261-2800
Monitor (Big Chief) Sugar......... (517) 686-0161
Nabisco, Inc.................................(248) 478-1350
Nestle Food Company................ (248) 380-3670
Plex-LabCorp............................. (810) 754-8900
Red Pelican Food Products......... (313) 921 -2500
Singer Extract Laboratory..........(313) 345-5880
Strauss Brothers Co.....................(313) 832-1600

MEAT PRODUCERS/PACKERS:
BarS Foods................................(248)414-3857
Burdick Packing Co.................... (616) 962-5111
Country Preacher........................(313) 963-2200
Hartig Meats...............................(313) 832-2080
Hygrade Food Products..............(248) 355-1100
Kowalski Sausage Company......(313) 873-8200
Metro Packing........................... (313) 894-4369
Nagel Meat Processing Co..........(517) 568-5035

Pelkic Meat Processing...............(906) 353-7479
Potok Packing Co......................... (313) 893-4228
Strauss Brothers Co...................... (313) 832-1600
Swift-Eckrich............................... (313)458-9530
Wolverine Packing Company......(313) 568-1900

MEDIA:
The Beverage Journal................  1-800-292-2896
Booth Newspapers....................... (616) 459-1567
C&G Publishing, Inc.................... (810) 756-8800
CBS-WYCD

Young Country Radio............... (248) 799-0624
Daily Tribune.............................. (248)541-3000
Detroit Free Press........................ (313) 222-6400
Detroit News................................ (313) 222-2000
Detroit Newspaper Agency......... (313) 222-2325
Gannett National Newspapers.... (810) 680-9900
Macomb Daily............................. (810) 296-0800
Michigan Chronicle..................... (313) 963-5522
OK Communications, Inc............. (301-657-9323
Outdoor Systems Advertising....(313) 556-7147
WDIV-TV4 ................................ (313)222-0643
WJBK-TV2 ................................ (810) 557-2000
WWJ-AM/WJOI-FM.................. (313)222-2636
WWWW-AM/FM....................... (313) 259-4323

NON-FOOD DISTRIBUTORS:
Advanced Formula Products.......(313) 522-4488
Items Galore, Inc.......................... (810) 774-4800
Scon Pet....................................... (765) 569-4636
Toffler Marketing........................ (810) 263-9110

POTATO CHIPS/NUTS/SNACKS:
Better Made Potato Chips...........(313) 925-4774
Country Preacher........................ (313) 963-2200
Detroit Popcorn Company......... 1 -800-642-2676
Frito-Lay, Inc..............................1-800-24FRITO
Germack Pistachio Co................. (313) 393-2000
Grandma Shearer's Potato Chips......(313) 522-3580
Jay's Fods.................................... (800) 752-5309
Kar Nut Products Company....... (248) 541-7870
Michigan Rainbow Corp............. (810)-365-5635
Nikhlas Distributors (Cabana).... (313) 571-2447
Rocky Peanut.... .........................(313) 871-5100
Variety Foods, Inc....................... (810) 268-4900
Vitner Snacks............................. (810) 365-5555

PRODUCE
Ciaramitaro Bros. Inc........... (313) 567-9065

PR0M0TI0N/ADVERTISING:
Market Advantage...................... (248) 351-4297
PJM Graphics............................. (313)535-6400
Promotions Unlimited 2000 ....... (248) 557-4713
Stanley's Advertising & Dist....... (313) 961-7177
Stephen's Nu-Ad, Inc...................(810) 777-6823
RESTAURANTS:
Copper Canyon Brewery............ (248) 223-1700
The Golden Mushroom.............. (248) 559-4230
Palace Gardens........................... (810) 743-6420

SERVICES:
AirPage Prepay & Talk Cellular . (248) 547-7777
AirTouch Cellular....................... (313) 590-1200
American Mailers....................... (313) 842-4000
Ameritcch Pay Phone Services... 1-800-441-1409
AMNEX Long Distance Service......(248) 559-0445
AMT Telecom Group................. (248) 862-2000
Automated Collection Systems ... (248) 354-5012
Bellanca, Beattie, DeLisle.......... (313) 964-4200
Cellular One—Traverse City...... (616) 922-9400
Central Alarm Signal.................. (313) 864-8900
Check Alert.................... .............(616) 775-3473
Checkcare Systems..................... (313) 263-3556
CIGNA Financial Advisors........ (248) 827-4400
Community Commercial

Realty Ltd............................... (248) 569-4240
Dean Witter Reynolds, Inc.......... (248) 258-1750
Detroit Edison Company............ (313) 237-9225
Follmer, Rudzewicz

& Co., CPA ...........................(248) 355-1040
Garmo & Co.. CPA ....................(248) 737-9933
Goh's Inventory Service............. (248) 353-5033
Great Lakes Data Systems..........(248) 356-4100
Jerome Urcheck, CPA ................(248) 619-0955
Karoub Associates......................(517) 482-5000
Law Offices-Garmo & Garmo .... (248) 552-0500 
Market Pros................................(248) 349-6438

Merchant Card Services...............(517) 321-1649
Metro Media Associates...............(248) 625-0700
MoneyGram.................... (800) 642-8050, x6953
Nationwide Communications...... (248) 208-3200
Nextel Communications...............(248) 213-3100
Paul Meyer Real Estate................(248) 398-7285
PC Specialties............................... (248) 594-3255
POS Systems................................(517) 321-1649
Quality Inventory Services...........(810) 771-9526
REA Marketing............................(517) 386-9666
Frank Smith's Red Carpet Kcim........ (248) 645-5800
Sal S. Shimoun, C P A ...................(248) 593-5100
Southfield Funeral Home.............(248) 569-8080
Harold T. Stulberg, R.E., Broker

24 Hours..................................(248) 351-4368
Telecheck Michigan, Inc............. (248) 354-5000
Travelers Express Co....................1-800-328-5678
Western Union Financial Senvces.....(248) 449-3860
Whitey's Concessions................. (313) 278-5207

STORE SUPPLIES/EQUIPMENT:
Belmont Paper & Bag Supply....(313) 491 -6550
Bollin Label Systems................1-800-882-5104
Brehm Broaster Sales...............(517) 427-5858
DCI Food Equipment...............(313) 369-1666
Envipco..................................... (248) 471-4770
Great lakes Gumball................. (248) 723-5113
Hobart Corporation.......................(313) 697-3070
National Food Equipment

& Supplies...............................(248) 960-7292
North American Interstate........... (248) 543-1666
POS Systems Management. Inc. . (248) 689-4608
Refrigeration Engineering. Inc. ... (616)453-2441
Taylor Freezer............................. (313) 525-2535
TOMRA Michigan...................... 1-800-610-4866

WH0LESALERS/F00D DISTRIBUTORS:
Capital Distributors.................. (313) 369-2137
Central Foods............................(313) 933-2600
Consumer Egg Packing Co........ (313) 871-5095
Dairy Fresh Foods, Inc...............(313) 868-5511
Detroit Warehouse Co.................. (313)491-1500
EBY-Brown, Co........................... 1-800-532-9276
Family Packing Distributors.......(248) 644-5353
Fleming Company......................(330) 879-5681
Garden Foods.............................(313) 584-2800
Gourmet International. Inc......... 1-800-875-5557
Great Lakes Wholesale..............(616) 261-9393
Habfus Trading Company. Ltd.... (810) 754-2250
Hamilton Quality Foods............(313) 728-1900
I & K Distributing.....................(313) 491-5930
JC's Distributing...... ...................(810) 776-7447
J.F. Walker................................. (517)787-9880
Jerusalem Foods.........................(313) 538-1511
Kay Distributing.........................(616) 527-0120
Keebler Co...................................(313)455-2640
Kehe Food Distributors.............1-800-888-4681
Lipari Foods............................1 -(810) 447-3500
Mclnemey-Miller Bros...............(313) 833-8660
Midwest Wholesale Foods........ (810) 744-2200
Norquick Distributing Co........... (313) 522-1000
Pointe Dairy Services, Inc7

Vie De France........................ (248) 589-7700
Robert D. Arnold & Assoc......... (810) 635-8411
S. Abraham & Sons.................... (248) 353-9044
Sam's Club—Hazel Park........... (248) 588-4407
Sherwood Foods Distributors.....(313) 366-3100
State Wholesale Grocers........... (313) 567-7654
Spartan Stores, Inc...................... (313) 455-1400
Super Food Services.................. (517) 777-1891
Tiseo’s Frozen Pizza Dough.......(810) 566-5710
Trepco Imports.......................... (248) 546-3661
Value Wholesale........................ (248) 967-2930
Weeks Food Corp....................... (810) 727-3535
Ypsilanti Food Co-op................ (313)483-1520

ASSOCIATES:
American Synergistics................(313) 427-4444
Canadian Consulate General......(313) 567-2208
Livemois-Davison Florist...........(248) 352-0081
Minnich's Boats & Motors......... (810) 748-3400
Wileden & Assoc........................ (248) 588-2358
Wolverine Golf Club. Inc............(810) 781-5544

•12481546-3661 pack -Em Enterprises................(313) 931-7000
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Season's
Greetings,

Attract New Customers Eliminate Bad Check I j ) s s

Keep Current Customers Reduce Bank Card Charges

Increase Floor Traffic Add Extra Revenue

Increase Average Sale Attractive On-Screen 
Advertising

Increase One-Stop 
Shopping 24 Hour 7-Days-A- Week 

Service

“We WtoA, tyou Sa^e and

Sales
Service
Leasing

3800 W. Eleven Mile 
Berkley, MI 48072 

(800) 333-8645

Amusements - ATM ’s - Payphones - Vending
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