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S n c x G k f n 0 :
An American pastime

There is no doubt -  
America loves to snack. 
Snacks have evolved 
throughout this century into a 
more than $15 billion-a-year 
industry. Interestingly, about 
one-third of the U.S. 
population qualifies as 
“heavy users” of snacks, 
consuming two-thirds of the 
total snack volume and heavy 
users exist in every age, sex, 
and life cycle group.

You could say that snacks 
form part of our national 
identity because the 
relatively low cost of most 
snacks, coupled with their 
universal availability, 
transcends economic and 
social boundaries.

Snacks are not just for 
snacking...only four out of 
every 10 eatings occur at 
home as a snack. Almost 35

percent of snacks are 
consumed as part of an in- 
home meal, and 14 percent 
are carried from home. 
Another 6 percent of snacks 
are consumed in restaurants 
or other food service 
environments, at convenience 
stores, or from vending 
machines.

Heavy snack users pay 
attention to nutrition labels as 
often as non-users, yet they 
are somewhat less concerned 
about dieting, health, and 
nutrition issues.

Inside you will find 
information on America's 
favorite snacks, from apples 
to tortilla chips and 
everything in-between. So, 
open up a bag of your favorite 
treat, grab a can of pop and 
read on!

Danny’s sale
As of press time, this 

publication has learned that 
an agreement in principal has 
been signed to sell seven 
Danny’s supermarkets to a 
group of corporations headed 
by George Yono.

Yono purchased one

in the works
Danny's store last year.

The seven stores will be 
supplied by Nash Finch/Super 
Foods. No word yet on 
whether the Danny’s name 
will be retained.
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AFD and Coke team up 
for scholarships

The Associated Food 
Dealers of Michigan (AFD) 
and Coca-Cola have partnered 
again to raise money for the 
AFD Scholarship Program.

Front May 10 through 
November 28, the AI D 
Scholarship Fund will receive 
a donation for each placement 
of a Coca-Cola electric single­
serve cooler near your 
checkout area. For each case 
of 20 ounce, 1 liter and non- 
carbonated product that exceed 
prior year's purchases, Coca- 
Cola will increase their 
donation to this worthwhile 
cause.

There are additional 
benefits for the retailer; the 
three stores that raise the most

money for the Scholarship Fund 
will win 100 cases of free 12 
pack cans, the next seven stores 
will receive 50 cases of free 12 
pack cans.

“Last year over $39,000 was 
. We need your help to 

surpass 1998’s contribution," 
says Joe Sarafa, AFD President.

The AFD Scholarship 
Program provides academic 
scholarships for deserving 
youths in the food industry This 
one-year renewable scholarship 
is awarded to Michigan High 
School Seniors, College 
Freshman, Sophomores, and 
Juniors who excel in academics 
and are either employed in the 
food industry or have parents 
who are.

Ink dry on merger of National 
Wine & Spirits and R.M. Gilligan
It's final. National Wine & 

Spirits, purchased R.M. 
Gilligan in early May. “We 
have combined to form a 
preeminent sales force for the 
spirits division in Michigan," 
said Smoke Wallin. National 
Wine & Spirits corporate 
executive vice president.
This merger only affects 

Michigan. National Wine & 
Spirits will continue to 
distribute beer, wine and liquor 
in Illinois, Indiana and Ken­
tucky.

R.M. Gilligan is currently 
the broker for Hiram Walker, 
which is owned by Allied 
Domecq. Starting on June 3, 
R.M. Gilligan will be the 
broker for all Allied Domecq 
products. Thirty days later. 
National Wine & Spirits will 
become the Authorized 
Distribution Agent for Allied 
Domecq.

In short, R.M. Gilligan will 
be the sales arm, and National 
Wine & Spirits will be the

distribution center. Orders will 
be placed through National.

The sales office will be 
located at R.M. Gilligan's 
current headquarters in 
Farmington Hills. National's 
distribution center in 
Brownstown will also continue 
to be utilized. According to Jay 
Donaldson, executive vice 
president of sales for R.M. 
Gilligan, “this merger will affect 
retailers in a very positive way. 
Retailers will receive increased 
sales and delivery service.”

Beginning July 1st, orders will 
be placed through National Wine 
& Spirits for the following 
products: Arrow Cordials, 
Canadian Club Whiskey, 
Carolans Irish Cream. Grand 
McNish Scotch, Hiram Walker 
Cordials, Jameson Irish Whis­
key, Jose Cuervo Tequila,
Kahlua, Makers Mark, Nikolai 
Vodka, Royal Canadian,
Smirnoff Vodka and Tequila 
Rose, to name a few.

Visit our Web site at: http://w Hw.cstorecentral.com /afd.htm

http://wHw.cstorecentral.com/afd.htm
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USDA issues 
WIC vendor sanctions

by Joe Sarafa
AFD President
On March 18, the U.S. Department 

of Agriculture (USDA) issued final 
regulations to mandate uniform 
sanctions for the most serious vendor 
violations of the WIC program. Here 
are the key provisions of the new 
regulations:

• In most cases, disqualification 
from the Food Stamp Program will now 
trigger mandatory disqualification from 
the WIC program. No appeals will be 
permitted.

• Vendors convicted of trafficking in 
food instruments or selling firearms, 
ammunition, explosives or controlled 
substance in exchange for food 
instruments are subject to permanent 
disqualification, unless participant

access would be inadequate or the 
vendor had “an effective policy and 
program in effect to prevent 
trafficking and the ownership of the 
vendor was not aware of, did not 
approve of, and was not involved in 
the conduct of the violation."

• A single incidence of the sale of 
alcohol or tobacco for food 
instruments will result in a 3-vear 
disqualification.

In response to vendors' comments, 
the new rules now require a pattern of 
certain types of activities before the 
mandatory disqualification sanctions 
will be imposed. Violations of this 
type include: (1) charging 
participants more than the current 
shelf or contract price; (2) claiming 
reimbursement for an amount greater 
than a store's documented inventory; 
(3) charging for food not received by 
the participant; or (4) providing credit 
or non-food items in exchange for 
food instruments. However, once a 
pattern of any of these activities has 
been established, the vendor will be 
subject to a mandatory 3-vear 
disqualification.

In addition. USDA created a 
separate offense for a pattern of 
providing unauthorized food items in

exchange for food instruments. (For 
an example, substituting a non-WIC 
cereal for a WIC-approved cereal.) 
Violations of this provision will be 
subject to a mandatory 1-year 
disqualification.

The vendor disqualification 
provisions took effect on May 17 and 
must be implemented by the State 
agencies no later than May 17, 2000.

If food stamps are a critical part of 
your business and WIC is not, you 
may wish to revaluate your 
participation with WIC!

Let’s play golf!
Foursomes are filling fast for the 

AFD Annual Golf Outing, Thursday, 
July 22 at the Wolverine Golf Course. 
To reserve yours, call Tom Amyot at 
(248) 557-9600. Then I’ll see you on 
the links!

FNS issues new regulations 
for food stamps

On April 30, the Food and 
Nutrition Service (FNS) issued final 
rules that broaden federal discretion 
in authorizing food stores to 
participate in the Food Stamp 
Program.

Among the most significant 
changes to the law were those related 
to FNS’ authority to base 
authorization on a retail outlet’s 
business integrity and reputation:

• FNS now may withhold 
authorization for more types of 
misconduct by owners, officers, or 
managers, including activities not 
related to the food stamp program, 
such as theft, bribery, or falsification 
or destruction of property. This 
provision was narrowed from the 
FNS’ original proposal, which would 
have extended to non-managerial 
personnel misconduct as well.

• FNS may now hold all stores in
a chain accountable for food stamp | 
violations personally committed by 
owners or officers of a multi-store 
tlrm. Again, this provision was 
narrowed from the original proposal, 
which extended to non-managerial, 
personnel violations of the food 
stamp program.

In addition, some new rules were 
written directly into law by 
Congress, without FNS input. This 
includes pre-authorization visits by 
FNS to selected retail outlets, as well 
as the establishment of a minimum 
six-month waiting period before 
stores that initially fail to get 
authorization can reapply to 
participate in the food stamp 
program.
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Special Report: Snacks

Jays makes aggressive Michigan moves

by Michele MacWilliams
As a kid, I remember enjoying Jays 

Potato Chips. They came in a can and 
their taste was distinctive -  
deliciously salty and crisp. Jays 
slogan, “Can’t stop eating 'em!” 
certainly rang true with me.

This year, to celebrate the 
company's 70th anniversary, Jays is 
reintroducing the can that I enjoyed as 
a child. My, how time flies!

Jays Foods is a Chicago-based 
company that has a long and colorful 
Midwest history. Started in 1929 by 
German-born Len Japp as Japp’s 
Potato Chips, the company was 
compelled to change its name during 
World War II. for obvious reasons.

Jays was a privately owned 
corporation, operated by the Japp 
family, until Borden purchased it in 
the early 1990s. Jays was sold again 
and became one of the Eagle Snack 
lines.

In a move that is uncommon in this 
day of mergers and acquisitions -  
when large companies have an 
insatiable appetite for smaller, family- 
owned businesses -  the Japp family 
bought back their company.

According to Jim O’Shea, senior 
district sales and branch manager, 
sales had slipped under the direction 
of the larger companies. The Jays 
brand was built on the type of 
customer service that privately held 
companies can offer. A Jays

Governor appoints 
Storey to Liquor 

Control Commission
Governor John Engler today 

appointed James M. Storey of Holland 
to the Liquor Control Commission, 
which is responsible for the licensing of 
the manufacture, distribution, and retail 
sale of all beer, wine, distilled spirits 
and mixed spirits in Michigan. The 
commission is also responsible for the 
enforcement of the state’s liquor laws 
and the collection of excise and specific 
taxes on liquor products in Michigan.

Storey most recently was manager of 
community affairs for SEMCO Energy 
Gas Company. Previously, he served as 
president of the Michigan Strategic 
Fund, executive director of the 
Wurtsmith Base Conversion Authority, 
community services manager for 
Consumers Power Company, press 
secretary for the Michigan House of 
Representatives Republican Caucus, 
and circulation director of the Sault Ste 
Marie Evening News. Storey was

employee for less than two years, 
O’Shea's job is to raise the level of 
service that Jays provides to its 
customers, so that both product and 
service are superior. “We have a 
great product line,’ says O’Shea. 
“Once service matches the quality of 
our chips, we’ll have it made in the 
shade.”

To that end he is committed. 
Already Jays has purchased seven 
new trucks to service the Metro 
Detroit and Southeast Michigan area. 
The Jays distribution center for 
Eastern Michigan is located in 
Ferndale. Currently Jays drivers 
service the Metro Detroit suburbs, 
while independent drivers cover the 
city.

From its Ferndale office. Jays is in 
the midst of an aggressive hiring and 
training program. Since O’Shea 
started with the company, he has 
hired 21 new employees. He looks

People

educated at the University of Michigan 
and finished his studies in 1972. He is 
appointed as a Republican hearing 
commissioner to replace Phillip 
Arthurhultz, of Lansing, for a term 
expiring June 12, 2002.

New Director for AIR PAGE
Dean Aye is the new director of 

operations at AIR PAGE Pre Pay & 
Talk Cellular located in Oak Park.
Aye was formerly the dealer channel 
director at Ameritech and has 15 years 
experience in the retail marketing 
field.

In his new position, as of May 24, 
Aye will handle the day-to-day 
operations, overseeing employees and 
helping to expand AIR PAGE’S 
prepaid cellular.

Together with Sam Barash, the 
CEO of AIR PAGE Cellular, they plan 
to take the company’s success story to 
new and exciting levels of 
achievement.

for those people who view their jobs 
as sales associates, not route drivers.

In addition to quality potato chips 
made with 100 percent com oil, Jays 
also produces Tortilla Chips, meat 
snacks, dips, pretzels, peanuts, pickles 
and cotton candy -  something for 
everyone.

Sales is in his blood
Jim O'Shea has held a long and 

illustrious career in the sales business. 
Working for Brown & Williamson 
Tobacco, he called on the same stores 
for cigarette sales that he now courts 
for potato chips. Selling snacks was a 
career move that he made out of the 
desire to do the right thing for his 
family.

As new laws governing tobacco 
came into effect, O’Shea saw the 
writing on the wall. He retired early 
from Brown & Williamson and joined 
the Jays team.

“Jays is a great challenge. Sales is 
in my blood. Now I’m teaching great 
customer service to Jays staff and 
drivers,” O’Shea enthuses.

For Jim O’Shea, the challenge is 
exciting. With a fine product line and 
a staff that is learning fast, O’Shea 
believes he can take the company’s 
slogan “Can’t stop eating ’em!” and 
change it slightly for his purposes. 
When dealing with the retail trade, 
“Can’t stop buying ’em!” will be 
more appropriate.

Campbell leaves 
DAGMAR

Mark Campbell, DAGMAR 
president, accepted a new position 
within his company, Hormel. He will 
be calling on Sam’s Club (Wal Mart) 
in Bentonville, Arkansas.

Tim Siedlaczek. DAGMAR vice- 
president, will be replacing Campbell.

AFD congratulates Siedlaczek on 
his new position and also on the new 
addition to his family. He and his 
wife, Rita have a new baby girl. AFD 
wishes Mark Campbell well in his 
new position in Arkansas. Mark can 
be reached at (501) 464-9449.

Gietzen named to 
FMI committee

Jeff Gcitzen, president and CEO of 
D & W Food Centers Inc in Grand 
Rapids, was recently appointed to the 
position of chairman of the public 
affairs committee for the Food 
Marketing Institute AFD congratulates 
Mr Gietzen on his new role.

Managing the Total Store: 
Operations Course, 
an FMI presentation
W estern Michigan University
Kalamazoo
(202) 452-8444

June 20-24
Electric Foodservice Council 
Overview o f the Foodservice 
Industry
OGE Foodservice Technology 
Center
Oklahoma City. OK 
(919) 553-5800

July 22
AFD Annual Scholarship Coif 
Outing
Wolverine Golf Course 
Macomb, MI 
(248) 557-9600

September 21-22 
Beverage Journal Holiday Trade 
Show, Sponsored by AFD 
Burton Manor. Livonia 
(248) 557-9600

October 2-6 
National Frozen Food 
Convention
Boston, Massachusetts 
(703) 821-1350
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Special Report: Snacks

acks and our industry

This issue of the AFD Food A 
Beverage Report is dedicated to the 
snack food industry. And who among 
us doesn’t love to snack? Much of the 
information that we are using for this 
issue comes from the Snack Food 
Association. Their studies of consumer 
snacking behavior reveal a paradox. In 
an era of heightened health 
consciousness, consumption of snack 
foods is at record levels and rising.

This phenomenon is explained, in 
part, by the growth in reduced-fat, low- 
fat, and no-fat snacks. However, these 
items still only represent approximately 
5 to 6 percent of the snack category 
sales. Although Americans are 
constantly striving to lose weight, they 
won't give up their snacks!

The growth in the snack category is 
coming both from new low-fat and no­
fat products and from traditional 
favorites. However, the former have 
not cannibalized the latter. Rather, 
“better for you” snacks are bringing 
incremental growth to the category 
because they’re being purchased 
largely by consumers who may not 
have previously bought snacks. 
Traditional snackers still want their 
chips.

Challenges for the future
Pricing and competition are the two 

issues that the Snack Food Industry 
holds as the most significant in 
affecting the snack industry in the 
next five years. Manufacturers feel

Noelle’s Crispy 
Treats win AWMA 

taste test
Noelle’s Sweet Treats is proud to 

announce that Noelle’s Crispy Treats, 
made exclusively with Kellogg’s Rice 
Krispies’ Cereal, was the winner of 
the Taste Test contest for the snack 
division at the AWMA Show in 
Orlando!

The AWMA Show was held 
February 25-27th at the Orange 
County Convention Center.

Available in 24 or 48 count, 
individually wrapped, shelf packs or 
96 count shippers, Noelle’s Crispy 
Treats are decorated with chocolates 
and other toppings.

Assortment includes: Chocolate 
with caramel, chocolate with nuts,
chocolate with caramel and pecans,

c hocolate with caramel and nuts, and 
chocolate with sprinkles. Contact 
your Lipari representative for more 
information.

that pricing and competition will have 
the greatest impact on their future. 
Next is understanding a rapidly- 

changing marketplace that has new 
dieting habits. Adapting to these 
changes can be costly, particularly 
since the marketplace is so 
unpredictable to begin with. What 
was popular and acceptable one day, 
can change instantly.

Consolidation in the marketplace is

another growth obstacle.
Consolidation is becoming more 
frequent and not just between snack 
manufacturers, but between retailers 
as well. This presents an increasingly 
competitive marketplace, where more 
and more snack products vie for 
shrinking shelf space.

Government regulations and 
labeling laws will also provide snack 
manufacturers with added obligations.

However, the future of the snack 
industry remains bright, particularly 
with consumers’ consistent desire for 
snacks. As the population continues 
to grow, there will always be a 
demand to satisfy. And, with the 
increasing demand from the 
international market, opportunities to 
grow the snack industry are 
immeasurable.
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Potato chips top 
snack list

Children six to 12 and men 18 to 
34 are the heaviest users of potato 
chips. Among heavy users, however, 
potato chips are the number-four 
snack of choice when consumed at 
home -  usually in the afternoon or 
evening -  falling behind ice cream 
and frozen yogurt, fruit, cookies and 
brownies. Sweet baked goods also 
compete as an in-home snack 
alternative to potato chips.

Potato chips are particularly well 
developed as a meal component, 
playing a significant role as a side

Special Report: Snacks

dish in daily meals. For example, 
when potato chips are consumed, they 
are eaten as part of an in-home meal 
50 percent of the time. Of in-home 
meals, potato chips accompany lunch 
32 percent of the time and dinner 18 
percent of the time. When eaten with 
a meal, the menu most often includes 
some type of sandwich and beverage. 
Fruit and soup, salad, or vegetable are 
also common. Proof that 
convenience plays a strong role in 
America’s eating habits, potato chips 
are carried from home 18 percent of 
the time.

Potato chip snacking behavior
Consumption 
Frequency 
Heavy user profile 
Preferred eating occasion 
Also on the menu 
Share of eatings 
Competing snacks 
Healthfulness ratings 
Trends

Eaten most often, of all snack foods 
three or more times in two weeks 
children 6-12; men 18-34 
In-home lunch 
Sandwich and beverage

4 in ' • V j * 1T  / " " w  /
Ice cream/yoguit. fruit, cookies/brownies 
'Bad for you"
Potato chips play important role as side dish

Ma Keebler 
breaks out 

secret recipe

Detroit’s Hometown 
Favorite!

cookie was introduced by Ma 
Keebler, head recipe developer for 
Keebler Company, at a special elf 
assembly.

Homestyle Soft Batch® Cookies 
I are a variety of the existing Soft 
I Batch cookie line. With a soft, right- 
j from-the-ovcn taste and texture, these 
I cookies are chock full of high-quality 

ingredients like chunks ol semi-sssed 
chocolate, oatmeal and plump raisins, 

j The big. soft cookies are packaged in 
red. upright cartons created especially 

i for the new line.
The ness line comes at a time vs hen 

snacking habits are changing. 
According to a recent Business Wire 
report. Americans are turning trom 
the better-for-> on" products and 

; embracing more indulgent IihkJs.
With 12 big cookies per package, 

ness Keebler Homestyle Soli Batch 
Cookies deliscr 50 percent more 
cookies per package than the leading 
high-end brand, at a retail price of 
S2 00 Homestyle Soli Batch 
Cookies are asailablc nationally in 
three sarielies. Chocolate Chunk. 
Double Chocolate Chunk and 
( )atmeal Kaisin

\l D I HOIKS. HI A IK \C.f Kl IHW I . Jl M 1000



Tortilla chips: 
Not just for 

snacking
Unlike potato chips, which are 

most popular with lunch, when 
consumed as part of a meal, tortilla 
chips are as likely to be served 
with lunch as with dinner.

Tortilla chips are preferred by 
households headed by younger 
women and professionals, making 
heavy users adults under age 45.
In fact, heavy usage of tortilla 
chips diminishes as the age of eater

Special Report: Snacks

Petit Beret 
cookies debut

- j ,  •fyt-.T lT  BFR;;r

—
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Peek Freans has new deliciously 
decadent cookies, Petit Beret, 
available in stores this spring. Petit 
Beret, (French for “Little Hat”-the 
shape of the cookie) will complement 
the existing line of Peek Freans 
premium cookies and biscuits by 
offering a richer, sumptuous, fudge- 
coated cookie in three distinct 
varieties.

The Petit Beret line features Fudge 
Truffle, Creme Caramel and Black 
Forest, filled with naturally flavored 
chocolate, caramel, and cherry filling, 
respectively.

The cookies are packaged in a new, 
distinctive white box, each with an 
original illustration of Tara, a young 
woman in Paris whose memories are 
recounted in a series of romantic 
vignettes printed on the back.

The suggested supermarket retail 
price is $2.49 per 5.6 ounce package. 
For further information, retailers 
should contact their specialty food 
broker or distributor, or call (973) 
503-4000. Peek Freans premium 
imported cookies are made by 
Christie Brown & Co. of East 
Hanover, N.J., a division of Nabisco, 
Inc.

rises. Tortilla chip consumption 
appears disproportionately high 
among “DINKs” (Double Income, 
No Kids), under age 45 with no 
gender skew.

Despite the strength of tortilla 
chips as a meal component, they 
are not a high ranking choice 
among heavy users as a snack 
item. Tortilla chips were the 
number-five snack of choice 
behind ice cream and frozen 
yogurt, fruit, cookies and 
brownies, and chips.

Tortilla chip snacking behavior
Consumption Growing
Frequency Two or more times in two weeks
Heavy eater profile Adults under 45, no gender skew
Preferred eating occasion In-home meals
Also on the menu Beverage, sandwich, fruit
Share of eatings: 1.3 in 10
Competing snacks: Ice cream/yogurt, fruit, cookies/

brownies, potato chips
Healthfulness rating “Not too bad” or “better”
Trends Tortilla chips fit well in a range of

eating occasions

Because o f the w ide range 
in custom ers’ tastes, Tony's 
Pizza has a variety o f pizzas 

to add to 
your freezer case.

We can satisfy your 
custom ers’ craving for pizza 

and hind profits in 
your pizza aisle.

Tony's Pizza Service o f M ichigan 
4695 N. MiddlevilJe Road 

M iddleville, MI 49333 
Ph( >ne: 616-795-0220 o r 

1-877-271-9490
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Special Report: Snacks

Pretzels are viewed as a 
healthy alternative

Not only are pretzels continuing to benefit from their reputation as a 
low-fat snack, but they have very broad appeal among all age, sex and 
life cycle groups.

Like popcorn, pretzels have a very high rating as a healthy product, 
and the labeling requirements under the Nutrition Labeling and 
Education Act have further increased the number of heavy user 
homemakers who rate pretzels as "good for you.”

Although the evolution of pretzels to a mainstream snack coincides 
with increased consum er health consciousness, heavy users of pretzels 
are quite loyal to the segment when choosing a snack. Pretzels are the 
number-one in-home snack choice among heavy users. Fruit, however, 
is a strong competitor for pretzels.

Pretzel snacking behavior
Consumption 
Frequency 
Heavy eater profile 
Preferred eating occasion 
Also on the menu 
Share o f eatings 
Competing snacks 
Healthfulness rating 
Trends

Growth continuing over time
Three or more times in two weeks
Children under 12; Adults 18-44
In-home snack
Beverages
1.1 in 10
Fruit
“Okay” or "Good for you”
Heavy users are very loyal

r> i a r. S

A tte n tio n  SD D  & S D M  R etailers  
D o n ’t Lose  Y o u r L iq u o r L icense  

B ecau se  ...

- an employee sells to a minor
- an employee sells to an intoxicated person
- an employee does not check identification

Training your employees is the best protection1 The Associated Food Dealers of 
Michigan is hosting two TIPS training seminars, which will teach you how to sell 
alcohol for off-premise consumption -  within the law Upon completion of a short test 
you will be TIPS Certified

The benefits of becoming TIPS certified are numerous. The Liquor Control 
Commission looks favorably upon stores with TIPS trained personnel. Trained 
employees can reduce or limit your liability And you can reduce your liquor liability 
insurance premiums if at least 75% of your staff is certified

The two and half hour training seminar is taught by a certified instructor and includes 
an audio visual presentation, a question and answer session and take home 
material. Call AFD today to register at (800) 66-66-AFD; seating is limited.

Here are the details

Monday, June 28, 1999 at 9:00 a.m.
AFD Office

18470 West Ten Mile Rd 
Southfield. Ml 48075 

(800) 66-66-AFD

AFD Members 
Non-Members

$30.00
$40.00

Co-sponsored by an AFD endorsed program- 
North Pointe Liquor Liability Insurance company

-  DOlSY — 
★  MADISON ★
-  BAKERY —

BETTER MADE 
POTATO CHIPS

D irect Delivery on a Full Line o f  
Donuts, Sw eet Rolls, Snack Cakes, and Pies

We're Always Baking Something Good!

(517) 796-0X45 Filx (517) 796-0914

C R O S S  a n d  PETER S C O .
DETROIT 4 8 213  • (313) 925 -4774

8..... AFD FOOD & BEVERAGE REPORT. JUNE 199*)



Snack nuts are clearly skewed to 
nailer, older households, but with 
irong contingent of “affluent 

ngles,” and to a lesser degree. 
DINKs.' Of note, adults 55 and 
Ider -  particularly males -  are the 
eavy users of snack nuts. Unlike 
host savory snack segments, 
children are least likely to eat 
nack nuts.

Like microwavable popcorn,

Special Report: Snacks

Snack Nuts:
A traditional favorite

snack nuts are almost exclusively 
an in-home snack item. Evenings 
are best for snack nut 
consumption, but eatings also 
occur regularly in the afternoon 
and morning.

Heavy users of snack nuts are 
fairly loyal to the segment, with 
fruit chosen almost as often as 
snack nuts at snack occasions.

Mistic brings 
out summer 

chillers
Mistic recently introduced Italian 

Ice Smoothies™ and Sun-Valley 
Squeeze® drinks 
in four flavors 
ach. Italian Ice 

Smoothies are a 
little bit sweet 
and a little bit 
tart. They 
come in 12- 
ounce glass 
bottles. The 
flavors are 
Lemon Ice,
Tutti-Frutti,
Cherry Ice and 
Blue
Raspberry.

The
varieties of 
Sun Valley 
Squeeze are 
Orange Bliss,
Mango Dream, 
Strawberry Sizzle and Fruit Rage. 
These beverages are vitamin-fortified 
with fresh fruit flavors and come in 
20-ounce PET plastic bottles.

Contact your 7-UP representative 
or call American Bottling Company at 
(313) 937-3500 for more information

Nikhlas moves 
in order to 

expand product 
lines

Nikhlas Distributors. Inc. has 
moved their warehouse to 1776 East 9 
Mile Road. They are expanding their 
line to include wholesale vending.

Nikhlas continues to be the 
supplier of Cabana and other fine 
snacks and will soon carry other new' 
products. For more information, 
please call Nikhlas Distributors, at 
(248) 582-8830.

Snack nuts snacking behavior
Consumption 
Frequency 
Heavy eater profile 
Preferred eating occasion 
Also on the menu 
Share of eatings 
Competing snacks 
Healthfulness Rating 
Trends

Flat
'  Three of p S te  times in two weeks 
, Adults 45+

In-home snack 
Beverage 
0.8 in lO  
Fruit

Clearly an in-home snack

AFD’s - 
Newest 

Endorsed 
Service 

Provider!

Leading Edge 
Technology, 
Experience 
& Service!

^  ONLY LICENSED MICHIGAN COMPANY

% SM!CH!GAN
Consistently Voted #1  fo r Custom er 

Service in the Industry!

t

ECURITY

• Utility 
Payments

•Pre-Paid 
Phone Cards

•Check Cashing/ 
Advances

MONEY ORDERS
1-248-304-1900
Building Quality in a Crowing Market 

Discover Security Express Money Orders
S E C U R IT Y  E X P R E S S  O F F E R S  YO U:

• Profits from Increased Store Traffic 
• Low Cost

• Money Orders In Seconds
• Speed Reporting and No Bookkeeping

• Expert Sales Consultation

Security Express Money Orders

1 - 2 4 8 - 3 0 4 - 1 9 0 0
AFD FOOD & BEVERAGE REPORT. JUNE 1999..... 9



Product
Release
Bulletin

H ig h e r  P r o f i t s  G u a r a n t e e d

c m *

c" V

4 5 ^
Prices start at less than $ 2 0 0 . 0 0

For more information on our complete nacho and 
chili programs and supplies, call us at

(313) 835-3600
or

(800) 642-CORN

Topping stays heated in its own 
sealed bag until you are ready to 
serve it Tortilla chips are packed m 
single servings

No mess No waste Less hassle 
More profits

L o o k  a t  t h e s e  f e a t u r e s !
• Small Footprint •

Self Contained Uses less than 2 square feet of counter space

• Maintenance-Free •
No cans to scrape No pumps to scrub

• Stays Fresh Longer •
Toppings stay fresh for days Chips are packed in single servings

• Saves Time •
No mixing No mess No cleanup 

• No Waste ■
No stale or broken chips No topping build up Control inventory

• No Worries •
Backed by a 3 year pads and labor warranty

Call Today!

CRN
C O M P A N Y

www detroitpopcom com 

Phone (313)835-3600 
Fax (313)835-4287
Toll Free (800) 642-CORN

Detroit Popcorn Company Inc ■ 1 2843 Greenfield Road - Detroit Ml 4 8 2 2 / • (313 ) 835 -3 6 0 0 -<800 ' 642 -CORN

Special Report: Snacks

Ready-to-eat Popcorn 
is popular with women

Ready-to-eat popcorn differs 
greatly from other savory snacks in 
that it appeals mostly to women under 
45 who head large families, is usually 
consumed outside the home by itself, 
and is rated by 75 percent of heavy 
user homemakers as “okay" or even 
better, "good for you.”

Consumption of ready-to-eat 
popcorn, which is also

disproportionately high among 
“younger singles" and “DINKs” 
occurs mostly in the evening when 
eaten as an in-home snack. Only 7 
percent of ready-to-eat popcorn 
eatings are with an in-home meal, 
likely because little else is consumed 
with ready-to-eat popcorn -  it's eaten 
alone 40 percent of the time.

Ready-to-eat Popcorn snacking behavior
Consumption
Frequency
Heavy Eater Profile
Heavy Eater Life Cycle Segment
Preferred Eating Occasion:
Also on the menu 
Share of eatings 
Competing Snacks 
Healthfulness Rating 
Trends

Flat to weak
Two or more times in two weeks 
Females 18-44; males 18-34 
Younger singles; DINKs 
Away from home 
Beverage, but mostly consumed alone
0.5 m 10 
Fruit
“Okay" or “Good for you”
High volume occurs outside the home

Regardless of the nature of your business...

Liquor law hassles can be a sobering experience.

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

The law firm of Abbott, Nicholson, Quiher, Esshaki & 
Youngblood PC in Detroit is proud to announce that 
Thomas J Giachino — a recognized Michigan liquor law 
expen — has joined the firm A former Michigan assistant 
attorney general. Giachino represented the Michigan 
Uuuor (Control Commission tor 23 years He ls (qualified 
to nelp companies in metro Detroit deal with Michigan's 
regulatory and administrative liquor law hurdles

Abbott. Nicholson, Quilter. I wshaki & Yixmghkxxl, K . VK) liner Place Suite- -VXX). IX-rnxt Ml 482074291 (315) 566-2500 lax (315) 566-2502 muil anqryfa anejeyam

MciiiIxt ( omnxTual law \ltilutes W till l ixk |x ix len t Firms In l*nixi|\il t hx-n WnrklwMk
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Special Report: Snacks
Microwavable popcorn: 
A home movie favorite

Almost without exception, 
microwavable popcorn is strictly an 
in-home snack item. Eighty-six 
percent of eatings occur as an in-home 
snack, with a surprising 20 percent as 
a snack in the morning. Still, 50 
percent of microwavable popcorn 
eatings occur in the evening.

Of all savory snack segments, 
microwavable popcorn has the highest 
rating as a healthy product. What’s 
more, low-fat versions of 
microwavable popcorn are well-

developed in terms of consumer 
awareness versus other savory 
snacks.

Perhaps most important, heavy 
users of microwavable popcorn are 
extremely loyal to the segment -  as 
the second choice for a snack, fruit 
lags behind. Similarly, 
microwavable popcorn is consumed 
by itself 45 percent of the time and is 
rarely consumed with other food 
items. A beverage is by far the 
preferred accompaniment.

Microwavable popcorn snacking behavior
Consumption Peaking
Frequency Two or more times in two weeks
Heavy eater profile: All except 65+
Heavy Eater Life Cycle Segment Traditional Families; DINKs
Preferred Eating Occasion In-home snack
Also on the menu Beverages
Share of eatings 1.4 in 10
Competing Snacks Fruit, ice cream'yogurt
Healthfulness Rating "Okay" or "Good for you"
Trends Heavy users are very loyal to segment

THE MONEY 
MACHINES.

E A R N  O U T S T A N D IN G  PR O FITS O N  
ELECTRO FREEZE SO FT SERVE,YO G URT, 

SLUSH, S H A K E S , A N D  FR O ZEN  C O C K TA ILS.

■  Choose from a complete line of high production 
single flavor, twist flavor, floor model, or space­
saving countertop units.

■  Electro Freeze machines take only a small 
amount of floor space and yet generate some of 
the highest margins in the foodservice industry: 
up to 80%!

■  We offer the finest quality freezers on the 
market with proven reliability, durability,

energy-efficiency, and ease of cleaning and 
maintenance

■  We ll provide you with a customized cost and 
profit analysis to help you get started. Whafs more, 
we ll be happy to assist with merchandising and 
after-sale service.

■  Electro Freeze is one of the leading manufac­
turers in soft serve, yogurt and slush with over a 
half-century of experience.

I O R  M ORE INFORM ATION, CONTACT YOUR LOCAL ELECTRO FREEZE DISTRIBUTOR

FOOD
EQUIPMENT 

) INCORPORATED
5350 E Davison • Detroit. Ml 48212 

(800) 899-9DCI

Rocky Peanut 
has new candies 
and trail mixes
The Rocky Peanut Company is 

proud to introduce new bulk and 
packaged trail mixes and candies. 
Eleven new and exciting trail mixes, 
and 15 sugar-free candies are now 
available in bulk and in best-selling 
deli trays.

The products are the latest additioa 
to the company’s complete line of 
nuts, dried fruit, candy and more.
Ask your local Rocky Peanut sales 
representative about riding the wave 
of private label success with these 
new products.

Jeff’s Sodas 
comes to Detroit

K E M W O R T H
f o o d  e q u i p m e n t  co .

1200 Godfrey S W • Grand Rapids, Ml 49503 
(616) 243-8863

Jeff s Sodas are making a splash in 
Detroit, thanks to OJ. Distributors. 
Jeff s Sodas pack soda fountain taste 
into a glass bottle. The sodas are 
made with real milk and cream, plus 
controlled carbonalion and amazingly 
are 97 percent fat-free.

The sodas are available in six 
flavors: Lemon Dream. Orange 
Dream. Berry Dream. V anilla. 
Chocolate and Diet Chocolate. The 
sk>das come in 9.5 ounce easy grip 
bottles with rcsealable caps to 
presets c freshness. For more 
information, contact Ed Koch of OJ. 
Distributors at (313) 533-9991
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Does your 
supplier have the 
purchasing power 

to get you the 
best price?

When retailers can buy competitively, they can sell and compete more 
effectively. That’s why Spartan Stores, Inc. takes an aggressive approach 

to securing as many price advantages for our customers as possible. 
Our experienced buying capabilities, tremendous buying power and 

unique programs such as Pallet Pro allow us to lower the cost of goods. 
We currently purchase product for 475 Spartan stores and over 5,500 

subsidiary retail operations. If you let us, we can get you the best price, too.

Take Advantage of Our Strengths.

Visit our web site at www.spartanstores.com

AFD FOOD & BEVERAGE REPORT, JUNE 1999......13
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Free “We Card” training sessions offered to retailers Special Report: Snacks

TO M R A
Kellogg Company has two new 

flavors of its Rice Krispics Treats1' 1: 
Peanut Butter Chocolate and Cocoa. 
The new flavors of these snacks are 
the latest equity extension of the 
Kellogg’s Rice Krispies Treats 
Squares line which is currently more 
than a $300 million brand globally. 
“These flavors were chosen because 
they are the most frequently requested 
variations of the original Rice 
Krispies Treats recipe." says Karen 
Kafer, director of communications. 
Kellogg USA.

The new products will be sold in 
four sizes: single, 8-count, 16-count 
and 30-count bags, and will be 
available nationwide beginning this 
month.

Pop-Tarts Pastry Swirls™, a flaky 
pastry, are experiencing tremendous 
success in its first few months, 
already exceeding brand expectations 
and selling out in approximately one 
third of supermarkets. As a result.
Kellogg introduces new Wild 
Magicburst Pop-Tarts™, which are 
topped with "magic" sprinkles that 
change colors when toasted to reveal 
a variety of red, yellow, blue and 
green color. The color-changing 
sprinkles are a food innovation that is
not currently out in the market 
Inside the new Pop-Tarts is blue and 
white striped filling and blue- 
raspberry flavor. Wild Magicburst 
joins Wild Tropical Blast. Wild 
Watermelon and Wild Berry which 
were introduced late last year

Kellogg’s offers new 
snack alternatives

Kellogg Company introduces 
SNACK-a-longs™, pre-assembled 
snacking kits containing one 
strawberry Kellogg’s® Nutri-Grain® 
bar, one 6.75 ounce Minute Maid®, 
Calcium Enriched Fruit Punch drink 
box, a Kellogg’s character toy, a 
napkin and a Kellogg’s Com Pops or 
Froot Loops Cereal Snack Bag-all 
packed in a reusable see-through 
plastic carrying case.

The SNACK-a-Iongs can be 
enjoyed anytime and anywhere since 
they do not require refrigeration. The 
SNACK-a-longs will be sold in retail 
delis and meal-solution centers, a first 
for Kellogg.

TOMRA has installed more than 2500 machines in over 600 stores state wide. 
By providing the highest quality equipment and service to back it, TOMRA has 
gained the respect and trust of the retail industry. Now you too can receive the 

same benefits of reverse vending as the big chains are.

Call today to find out the options available for your store.
1-800-610-4866 Ext. 301

'Supplies not included

The Michigan Coalition for 
Responsible Tobacco Retailing will 
hold free “We Card" program training 
seminars this month.

Each seminar is two hours in 
length and designed to provide front­
line retail employees with information 
about Michigan laws and the FDA 
regulations. It also covers training 
information and techniques on how to 
stop youth access to tobacco products.

The “We Card” program provides 
classroom training that is beneficial 
for those in the retail community 
involved in sales of age-restricted 
products like tobacco and alcohol.

Session dates are as follows:

Southfield 
Tuesday,June 15 
Holiday Inn Southfield 
26555 Telegraph Road 
(248) 353-7700 (for directions) 
Session: 10:00 a.m. to Noon

Flint
Wednesday, June 16 
Holiday Inn 
5353 Gateway Centre 
(810) 232-5300 (for directions) 
Session: 10:00 a.m. to Noon

Lansing
Thursday, June 17 
Best Western Midway Hotel 
7711 W. Saginaw Highway 
(517)627-8471 (for directions) 
Session: 10:00 a.m. to Noon

All business owners, managers and 
store employees are invited to 
participate in this valuable, 
interactive, skill-building session. 
Participants will receive free “We 
Card” display and training materials. 
Refreshments are provided.

For reservations, please call 
1-888-872-4603.

• No down payments

• In house financing with flexible
terms

• All service costs included for the
life of the lease

• Immediate 3rd party pick-up
where qualified

• Manufacturers’ coupon programs

• 38+ service techs & customer
service reps state wide

• Distributor participation in the
upper and lower peninsula

S 15.62 a day or less*

$ 22 .85  a day or less*

Pla*tu A
r ]  (iUu 0 ;

• I

Isn't it time you consider 
reverse vending for your 

store?
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FRUIT RACE

ORANCE BLISS

STRAWBERRY SIZZLE

I I A T  N I A /"T "! 0
PREMIUM PACKAGING

CONTACT YOUR 7 UP REPRESENTATIVE!
MEGORY
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Death Should Not Be A Taxable Event
You Can’t Take it With you....
But why not leave it to them ?

Settling your bill
Estates. Gated residences, 

chauffeurs, private country clubs, 
private schools for the kids. Media 
stories flourish about estates such as 
these and the legal battles over them.

From prenuptial agreements, to 
divorce, to death, families struggle to 
keep what they believe is rightfully 
theirs. Remember the highly 
publicized estate battles of television 
producer Mark Goodson, and Miami 
Dolphins owner Joe Robbie? Each of 

I their families faced astronomical tax 
burdens when they died.

According to the Madison Business 
Journal the Robbie family apparently 
owed $47 million to the IRS. That 
required selling the Miami Dolphins 
to pay for it. In the Robbie's case, that 
still leaves his heirs with slightly less 
than that. Hardly starving orphans by 
any stretch of the imagination.

Blood, sweat and years
Still, a less newsworthy, yet 

similar version of this scenario could 
happen to your family. Many small, 
independent business people are apt to 
face estate battles without being 
prepared.

You, like many, started the 
business some thirty years ago, and 
nurtured it putting in 12-hour days, 
and 7-day weeks. You put your heart 
in it. Worked side by side with your 
children since they were old enough 
to bag groceries, and stock shelves, 
teaching them every nuance of this 
complicated business from the ground 
up

You grew together as a family and 
as a business from one store to 
several. Employees have been family 
friends since you can remember.

But the reality is that your heirs 
may never be able to offer this great 
family heritage to their children They 
may have to face liquidation once 
they inherit the business.

The top estate tax rate is 55% (for 
over $3 million in assets). Remember, 
this will be levied on all your assets: 
all real estate including your home, 
your business, any stock and bond 
portfolio, your 401 K plan (which

on excluding any insurance products. 
This is what the N.G.A. means when 
it calls this tax “unfair.”
The Millionaire Next Door

Even if you don't own a family 
business, but are a salaried executive 
for any number of businesses serving 
the food industry, you could be at 
risk. Let’s assume you have been with 
the company for 30 years.

All through those years the 
company matched your maxed 401 K 
contributions. The stock market 
soared In the last four years alone, 
the Standard and Poors Stock Index 
has more than tripled.

You have accumulated a healthy 
retirement nest egg. According to 
your last brokerage statement, your 
401 K has $350,(MX). The home you 
bought in 1970 for $70.(XX). a modest 
family house, is now assessed at 
$425,(XX).

The cabin up north, you bought for 
$20,000 in 1979, is now worth 
$125.(XX). Remember the Merck 
shxk you bought in 1960 for $8,500? 
It could have a current valuation 
(appreciation and splits) of $650,000 
Forget it. Uncle Sam likes your 
balance sheet.

You may not consider yourself 
wealthy, but Uncle Sam docs. 
Currently the federal government 
allows estates of $650,(XX) or less to

pass from one generation to the next 
without taxing them (from 37% to 
55%). True, an exception to the 
$650,000 limit occurs when passing 
assets from husband to wife or vice 
versa. Because if both are U.S. 
citizens, the survivor can inherit an 
unlimited amount free of federal 
estate taxes. But then what?

Taxing Death: 
a grave history

The current federal estate has been 
in effect since 1916. The original 
legislation provided a $50,(XX) 
exemption with marginal tax rates 
ranging from 1% to 10%, for estates 
over $10 million. In 1924, concerned 
about the erosion of the base for 
estate taxes through lifetime gifts. 
Congress enacted the first -  gift tax 
with rates from 1% to 25%.

This gift tax was repealed two 
years later, but was reinstated in 
1932. Donors were allowed a $50,000 
exemption and a $5,000 annual 
exclusion per donee. During the years 
1943-1976 the basic provisions of the 
federal estate and gift tax laws 
remained substantially unchanged.
The law allowed a $60.000 estate tax 
exemption with tax rates ranging 
from 3% to 77%.

The gift tax exemption was fixed 
at $30, 000 with an annual exclusion

of $3,000 per donee. During this 
period the gift tax rates were lower 
than the estate tax rates, making gifts 
more attractive.

With the Tax Reform Act of 1976 
(TRA) the structure of the federal 
estate and gift tax changed.

This Act unified estate and gift 
taxes with a single rate structure TRA 
provided for a maximum tax rate of 
70%.

With the Economic Recovery Tax 
Act of 1981 (ETRA), the estate and 
gift tax was substantially changed 
with a graduated increase in the 
equivalent exemption to $6(X).(XX) in 
1987.

The marginal lax rate was 
decreased from 70% to 55%, all limits 
on the marital deduction were 
removed, and the annual gift tax 
exclusion was raised to $ 10,000

With the Deficit Reduction of 
1984, the Tax Reform Act of 1986. 
and the Omnibus Budget 
Reconciliation Acts of 1987, 1990, and 
1993, various changes were made in 
Estate and Gift lax laws.

The 1986 Tax Act also instituted 
the generation-skipping tax on 
transfer to grandchildren and more 
remote descendants.

With the Taxpayer Relief Act of 
1997, Congress provided for an 
increase in uneven increments in the 
unified credit to an equivalent of a $1 
million exemption by the year 2006. It 
also allowed for a special exclusion 
for qualified family owned business 
and other provisions.

Currently the top Estate and Gift 
tax rate is 55% with a rate of 37% on 
assets in excess of $625,000 (the 
current equivalent exemption).

A marital deduction is allowed on 
all assets passed from one spouse to 
another. There is also an unlimited 
charitable deduction.

There is a $10,000 per year, per 
donee annual exclusion from gift 
taxes and a $1 million generation 
skipping lifetime exemption allowed 
with an effective rate assessed of 80% 
on money transfers to grandchildren 
after use of the $1 million exemption

See Killing the Death Tax 
page IK

heirs will also have to pay federal 
income tax on) and everything else 
that you’ve already paid income tax 
16 Al l) F(X)I) it BEVERAGE REPORT. JUNE 1‘XW



PTER ALL

7 kinds of ba
HEY; MAYBE YOU COULD BE A VEGE

Mmmm. Hops and barley.
For beer drinkers, there's nothing quite like a generous

serving of pilsner beer.
What's pilsner you ask? For our brewmaster, it ’s simple. It's a 

bright, golden beer crafted In the strict pilsner tradition. A beer 
that uses only fresh, choice hops from the Pacific-Northwest, and 
seven kinds of barley for flavor. A beer that's filtered three times 
for smoothness. A beer you know as Miller Lite.

But enough talk. Who's ready for seconds?

THE GREAT TASTE OF A TRUE PILSNER BEER.
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Killing the Death Tax in 106th Congress
There are two “Death Tax” bills 

coming to the 106th introduced 
Congress. The Campbell bill, Estate 
and Gift Tax Reduction Act, (S 38) 
has already been introduced into the 
Senate in 1999.

A companion bill, the Dunn/ 
Tanner bill, was scheduled to drop in 
February. This would phase out the 
estate tax over ten years by reducing 
the estate tax rates by five percentage 
points each year.

This bill obviously spreads out the 
pain of the loss of this revenue to the 
Federal Government over ten years.

The second bill is the Kyle/Cox 
bill or the Family Heritage 
Preservation Act. (HR86, S56) which 
calls for immediate elimination of the 
death tax has also been introduced.

In order to pass tax cuts, congress 
has to be able to find the lost revenues 
to the budget in other areas.

With the first budget surplus in 30 
years, $66 billion, it appears at first 
glance this may be possible.

Democrats are committed to 
setting aside 100 percent of the 
surplus to fix Social Security. While 
Republicans still have not reached a

consensus on what to do with the 
surplus, the party faces the same 
budgetary and tax cut hurdles this 
year as last year.

However, passage of any tax 
measure funded by the surplus would 
violate budget rules. Therefore, it will 
be very difficult for the 106th 
congress to pass a large tax relief 
package until the Social Security 
issue is resolved.

What to do?
For most of us, no matter what the 

size of the estate, the goal is to have

as much go to the intended heirs as 
possible.

With estate taxes running as high 
as 55% they are among the highest of 
all federal taxes. A simple will won’t
do.

Estate planning is a must to help 
control how much of your estate goes 
to Uncle Sam and how much goes to 
your family.

The plan you decide on will be as 
individual as your circumstances, 
there is no one size fits all.

Software abounds which promises 
you both an easy “do it yourself" will 
or estate planning, quick and easy. 
You can also get plenty of free advice 
from those whose motivation is to sell 
you product.

For the maximum peace of mind, 
check with a certified financial 
planner, an attorney who specializes 
in estate law, or your accountant. If 
this sounds expensive, it could be, but 
not nearly as expensive as not being 
properly prepared.

Absurd economics
Aside from the personal financial 

and time costs incurred in a feeble 
attempt to save your family’s 
inheritance, there are many other 
economic absurdities, according to 
the National Grocers Association.

The lowest estate tax rate (37%) 
is almost as high as the highest 
income tax rate (39.6%). Moreover, 
it's being imposed on earnings and 
assets that have already been subject 
to income, social security and other 
taxes at the state and federal level.

• It is currently cheaper to sell the 
family owned business rather than 
pass it to one’s heirs. What business 
can stay competitive being taxed at | 
55%? Over 70% of family businesses 
and farms do not survive through the 
first generation, and 87% do not make 
it to the third.

• Small business employs almost 
60% of the workforce, creating about 
two-thirds of the new jobs in the U.S. 
since 1970. Tax laws should 
encourage the perpetuation of these 
businesses.

• If the estate and gift taxes had 
been eliminated in 1971, 262,000 jobs 
would have been created by 1991

• With Americans living longer. 
need to encourage saving and 
investing Instead the estate tax 
discourages this, as the more one has 
at death, the more he/she has to pay 
the government

• Reducing the lax burden on 
businesses and individuals will spur 
economic growth, increase

pay phone services

Endorsed by AFD
To Learn More  . Call

1 - 800 - 809-0878
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investment through a reduction in the 
cost of capital and create new jobs 
through business growth.

• The estate tax amounts to only 
1% of total federal revenues while 
costing the government and taxpayers 
65 cents per dollar collected for 
compliance and enforcement.
(Source: Payne, Unhappy Returns, 1991)

Don’t suffer silently
With all the personal absurdities, 

and all the economic absurdities it is 
no wonder the N.G.A. has fought to 
repeal the estate tax for several years.

Whether or not the 106th congress 
will repeal it as advocated in the 
Family Heritage Preservation Act, or 
phase it out as proposed in the Estate 
and Gift Tax Reduction Act, or do 
nothing, remains to be seen.

While the support for the reduction 
or appeal is gathering strength, your 
U.S. congressional representatives and 
senators need to hear from you. The 
N.G.A. has put together the list, Estate 
Tax Action Plan, of actions you can 
take to boost chances for estate tax 
repeal in the 106th Congress.

National Grocers 
Association Estate 

Tax Action Plan

1. If your members of Congress co­
sponsored estate tax elimination, write 
and thank them and ask them for 
continued support. (N.G.A. provides a 
sample letter and list of co-sponsors)

2. If your district has sent a new 
Representative to congress write a 
letter and tell them that estate tax 
repeal is a top priority of yours.

3. Contact other individuals/ 
companies/organizations and ask 
them to join the campaign. (Forms are 
available from N.G.A.)

4. N.G.A. wants testimonials from 
grocers. If you have any anecdotes 
regarding the impact of the federal 
estate tax on your business operation, 
let them know your story.

5. Forward copies of everything to:

N.G.A.
Government Affairs Department 

1825 Samuel Morse Drive 
Reston, VA 20190-5317

Remember the estate tax:
• Threatens family-owned businesses
• Penalized families
• Re-taxes the already taxed income
• Destroys the American dream
• Imposes the highest marginal tax rates
• Stifles employment opportunities
• Punishes success
• Discourages capital formation
Eliminating the federal estate tax remains the number one priority for the 

N.G.A. The success and strength of N.G.A.'s political efforts are directly 
attributable to grocers like yourself providing grassroots support on the local 
level. Don't forget...Death should not be a taxable event!
-Reprinted with permission of the Wisconsin Grocers Association

Food prices
should remain a bargain
Barring unforeseen weather 

disasters, consumers can expect food 
prices to remain at or near their 
current levels. Experts say oil and 
commodity prices should continue to 
drop, which will likely ensure that 
food continues to be a solid value for 
consumers.

Thanks to improved productivity 
in the food industry, consumers are 
spending a record low 6.6 percent of 
their disposable household income 
on food. Competition will continue 
to flourish and raising prices will not 
be a viable option for most 
manufacturers.

P erfect fo r F ath er’s Day!
Value Added Packaging 

Available Through

Seagram Americas

Crown Royal 750 ml with 
Enclosed Crown Royal 

Golf Club &
Golf Shoe Spike Cleaner

No Up-Charge!
Code Off-Premise Shelf 
7315-7 $17.83 $20.96

$37.56 pro fit per case.

Crown Royal 750 ml with 
Enclosed Commemorative 

Millennium Key Chain

No Up-Charge!
Code Off-Premise Shelf 
7238-7 $17.83 $20.96

Limited Quantities!
6-Bottle Increments Only!

'm m w

Chivas Regal 750 ml 
with Money Clip!

No Up-Charge!
Code Off-Premise Shelf 
7234-7 $24.65 $28.98

$51.96 p ro fit p e r  case!

you e ithe r hove 1 “̂  o r you don’t

L im ited  Q uantities!
6-Bottle Increments Only!

craw RCTAl • MPWTID ill t *  80ITU • STICK0 CANADIAN (WlSTY • «7\ AACOKX 8Y tfXUMt (80 PROOF) • AOStPh t  StAGHAAl 4 SONS. NEW YOW. NY

T O  0 R D
1-888-NWS-MICH

697-6424

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

642-4697
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Fresh Dairy Products Since 1950
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Michigan Liquor Control Commission hearings slated this month

The Michigan Liquor Control 
Commission will hold public 
hearings at 10:00 am, Tuesday, June 

I 22 and 10:30, Wednesday, June 23, 
1999 at the Park Place Hotel, 300 
East State Street, Traverse City. The 
hearings will be held in the Leelanau/ 
Torch Room.

The Tuesday public hearing is to 
consider proposed amendments to the 
Commission’s administrative rules 
which would eliminate repetitious, 
outdated or unneeded existing rules,

simplify the administrative processes 
or reduce administrative burdens 
affecting applicant or licensees.

Copies may be obtained by 
contacting the Lansing Office at: 
MLCC, Attention Kenneth Wozniak, 
Commission Aide. 7150 Harris 
Drive, Lansing, MI. 48909, 
telephone: (517) 322-1359 or fax: 
(517) 322-5188. The proposed 
amendments would become effective 
15 days after filing with the Secretary 
of State.

Written comments must be 
received by June 24, 1999. Persons 
needing accommodations for 
effective participation in the meeting 
should contact Wozniak a week in 
advance to request mobility, visual, 
hearing, or other assistance.

The Wednesday hearing is the 
semi-annual public hearing as 
provided by the Michigan Liquor 
Control Code for the purpose of 
hearing complaints and receiving the 
views of the public.

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

All interested persons are invited 
to attend the hearings to present data 
and views orally or in writing. 
Anyone unable to attend may submit 
comments in writing to Wozmak at 
the above address.

July 1 is the deadline 
for beverage 

alcohol special 
occupational taxes
The Bureau of Alcohol. Tobacco 

and Firearms (ATF) reminds retailer 
of the due date for special 
occupational tax payments.

Special taxes are due July 1 each 
year from retailers and wholesaler 
of liquor, wine and beer products 
(including 3.2 beer, wine coolers, 
beer coolers and mixed drinks)

The tax applies to all types of 
sales such as: retail, wholesale, 
package sales, by-the-drink sales, or 
site consumption and off-site 
consumption sales.

Businesses are subject to this tat 
even if there is no direct fee for 
beverage alcohol, such as when 
drinks are provided only to 
customers who pay a general fee fur 
other services.

This situation often applies to 
limousine services, florists, airport 
lounges, clubs and similar types of 
businesses.

Annually, retailers must pay 
$250, and wholesalers must pay 
$500 for each place of business. 
ATF reminds taxpayers that it is in 
the taxpayer’s interest to pay the 
taxes on time. Interest and 
penalties are added to delinquent 
payments.

Renewal registration and return 
forms will be in the mail beginning 
in May. If a business liable for the 
tax does not receive the forms by 
mid-June, call the nearest ATF Field 
Division office.

Taxpayers should complete the 
forms and mail them, along with J 
check or money order, by July 1 to 
the ATF address listed on the 
instruction sheet accompanying the 
forms.

For further information, contact 
ATF’s office of Public Information 
(202) 927-8501). or visit ATF’s wcl> 
site at www atf trcus.gos

TAYSTEE BAKING
A DIVISION OF METZ BAKING COMPANY 

(810) 772-0055 • Fax (810) 772-494G
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We've really got your number... with Lu ck y  7 's . It's the latest $5 instant game from 

the Michigan lottery, giving your customers the chance to win up to $250,000 instantly. And witl 

commission on every ticket you sell, “7" could definitely be your lucky number, too.

Get ready to sell it actively, and display it 7 's  "rolls your way" on May 24
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Food stamps will continue to be honored
The state is not in contract with an EBT vendor

The State of Michigan Family 
Independence Agency, (FNS), has 
become aware of at least one 
company that has been approaching 
stores in Michigan suggesting that 
they represent Michigan or the 
Michigan Electronic Benefits 
Transfer contractor. While we do not 
have all the details at this time, a 
situation potentially comparable also 
occurred recently in Wisconsin, with 
a company pressuring the stores to 
immediately purchase POS equipment

or be left out of the EBT system. In 
addition, this company told stores that 
paper coupons should no longer be 
accepted.

The State of Michigan is not 
currently under contract with an EBT 
vendor and has not yet begun 
implementing an electronic food 
stamp system. Therefore, at this time 
no company has been specifically 
designated by the State to provide 
EBT services. You should contact the 
nearest FNS Field office if you are

approached by any company claiming 
to represent the State or the State’s 
EBT vendor. In addition, no date has, 
or will be, set for stores to stop 
accepting paper coupons properly 
presented by food stamp customers.

The Detroit FNS Field Office may 
be contacted at (313) 226-4930; the 
Grand Rapids Field Office is at (616) 
954-0319.

The Retailer Advisory Committee 
will be kept completely informed of 
activities within EBT. We ask that

you alert your members or store 
managers as appropriate so that no 
preventable misunderstandings cause 
retailers or their customers concern. 
While we certainly encourage the 
availability of choice for retailers who 
wish to consider suppliers of POS 
services, it is important that retailers 
have the correct information to make 
sound business decisions.

If you have any questions, please 
contact David Mork at 
(517) 335-6015.

EBT Council discusses pilot 
interoperability program

The Electronic Benefits Transfer 
(EBT) Council discussed the pilot 
EBT interoperability program in 
Quest® states and recommended 
changes to the Quest® Operating 
Rules. The program began in March 
1999 and is scheduled to run through 
August 31, 1999. The pilot program 
may be extended one month due to 
technical difficulties within some 
states delaying their interoperability 
until mid-March 1999.

The EBT Council voted to create a 
Strategic Expansion Workgroup to 
look at new technologies and 
additional programs where EBT can 
expand. The EBT Council's Rules 
Committee offered several 
amendments to the Quest® Operating 
Rules.

NACS supported amendments to 
strengthen the requirements for use of 
dual marked cards-cards with both a 
Quest® mark and another network

icon-by adding training requirements 
for benefit recipients. NACS also 
supported an amendment to have 
faster adjustments made to benefit 
accounts.

NACS, along with FMI and other 
retailers on the EBT Council, opposed 
an amendment to allow states to place 
the Quest mark on a card one year 
prior to that state offering benefits 
under Quest® Operating Rule. The 
amendment passed by a 13-5 vote. 
States supported this amendment 
because of the cost savings associated 
with not reissuing cards.

Retail organizations opposed the 
measure because of the confusion it 
would cause both recipients and 
retailers if a benefit recipient tried to 
use their card for a Quest transaction 
prior to having those transactions 
approved by the state, therefore 
having the transaction denied.

Retailers busted for 
EBT fraud...

11 store owners face 20 years
EBT-the paperless method of processing government entitlements at 

store level is designed to limit fraud. But beware-the system can still be 
abused.

Federal and state investigators in Connecticut have ended a 13-month 
investigation of food retailers (mostly independents) and shoppers who 
collaborated in submitting bogus food stamp purchases on the shoppers 
EBT cards. The merchants then shared the credited revenue with the 
customers in cash.

Undercover agents exchanged over $150,000 with store owners in a 
sling operation. The charge is first degree larceny and conspiracy...with 
up to 20 years in jail. Many of the customers were also indicted.

NACHA’s Payments conference
At the Payments '99 Conference 

sponsored by the National Automated 
Clearing House Association (NACHA) 
and the National Council for Uniform 
Interest Compensation, new 
technologies and Food Stamp fraud 
were discussed in relation to EBT 
programs. Smart card technology 
advances and biometrics were 
discussed in relation to delivering and 
deterring fraudulent activities 
associated with electronic payments of 
federal and state benefits to recipients.

Gerald Cannaday of the Texas 
Department of Health discussed the 
preparation of a pilot program of joint 
procurement for EBT using hybrid 
card technology in Texas and New 
Mexico. The magnetic strip will 
deliver traditional benefits, while 
smart card technology will deliver 
benefits under the Women. Infant and

Children program. During the pilot, 
Texas will track retailer costs 
associated with updating and installing 
systems to read the new technologies 
in an effort to determine cost sharing 
algorithms.

EBT has also decreased Food 
Stamp fraud, allowing investigators to 
obtain a list of transactions by store 
and amount. In addition, the use of a 
PIN has cut back on the fraudulent 
activities. The Baltimore City Food 
Stamp Trafficking Unit estimated their 
savings to be over $4 million between 
June 1995 and January 1999 by 
disqualifying almost 7,000 recipients 
found guilty of fraudulent food stamp 
activities. Possible future EBT card 
applications in other areas was also 
discussed For example, in Ohio, a 
case study exists on a potential EBT/ 
transit partnership.

Foodservice product 
information database 
available on internet

International Food Distributors 
Association (IFDA) and Sales 
Partner Systems (SPS) have 
announced that the PROFILE Data 
warehouse is open to all 
foodservice channels and the 
public via the Internet as o f April 
15th. Previously, this information 
was made available only to 
foodservice distributors and 
brokers who would then provide 
the information to their 
foodservice customers.

The PROFILE data warehouse 
contains information on 
foodservice products from over 
200 manufacturers This data 
includes nutrition, ingredients.

sales and marketing, and 
packaging information.

The information is available by 
clicking on the button titled 
PROFILE ShowCase located on 
the foodprofile.com web site. 
Information can be searched and 
retrieved by manufacturer, 
category. UPC and SCC product 
codes. The service is free of 
charge. Users must register 
however to access item level detail 
information. Registration is 
performed on line and is 
instantaneous. Registration is a 
one-time event. For more 
information refer to the 
foodprofile com web site or call 
(904) 672-8434
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CALLING ALL GOLFERS (AND HACKERS): ggj

Swing into Summer and 
Get on the Right “Course” 

for Education at the
1999 AFD

ip Scholarship Golf Outing!
Thursday, July 22,1999 

at Wolverine 
Golf Course

TO a.m. Shotgun S ta rt
Any way you slice it, it’s time to plan for 

the future. Start now with an AFD 
Scholarship Golf Outing Sponsorship 

and help educate kids from YOUR 
^Industry. This year, AFD plans to award 

25 academic scholarships.

Complete Eagle, Birdie and Par 
Sponsorship Packages and General 

Foursome are now available. 
Call Tom Amyot at (248) 557-9600 

P )  to reserve yours.nen
HI MM

Associated Food Dealers of Michigan
Working Hard for our Members
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G r e a t

T a s t e s !

G r e a t

B a r g a i n s

Pride of 
CaliforniaP I C ^ N U T

Stroll’s officially 
exits beer business

Corporate Headquarters
7001 Chicago Road • Warren, Michigan 48092 
(8 1 0 )2 6 8 -4 9 0 0  • F a x  (81 0) 2 6 8 -6 6 2 7  

Manufacturers of Excellent Food Products Since 1928

As reported in the AFD Food & 
Beverage Report in December, Stroh 
Brewery Company, the nation’s 
fourth largest brewer, is selling out of 
the beer business. The agreement 
became Final April 30 for Stroh to sell 
its Henry Weinhard’s and Mickeys 
brands to Miller Brewing Company, 
and the balance of its beer brands and 
its Lehigh Valley (PA) brewery to 
Pabst Brewing Company. Miller, the 
nation’s second largest brewer, will 
acquire Pabst’s Tumwater, 
Washington brewery. This 
transaction is being financed by a 
$185,000,000 Senior Credit Facility 
arranged by Lehman Brothers, Inc.
In additon, Lehman Brothers acted as 
financial advisor on the transaction.

Pabst, the nation’s fifth largest 
brewer will obtain the brand families 
of Stroh's, Old Milwaukee. Schlitz, 
Schaefer. Old Style. Schmidt's, Lone 
Star. Special Export. McSorley’s, 
Schlitz Malt Liquor, and Rainier.

“Although it is sad to end Stroh’s 
149-year brewing tradition, given the 
highly competitive nature of the U.S. 
beer industry and the efficiency and 
productivity gains that will be 
realized as a result of this transaction, 
we believe these agreements make

sense for all companies involved," 
said William L. Henry. President and 
Chief Executive Officer of Stroh 

Stroh will continue to operate its 
five breweries under a transition 
services agreement until production 
can be shifted to a Pabst or Miller 
brewery. Stroh will initially retain all 
of its hourly employees More than 
75 percent of its salaried employees 
will also be retained to provide 
services in support of the production 
and distribution of the former Stroh 
brands through the end of 1999 

After production is shifted from the 
Stroh-owned breweries, Stroh will 
seek to sell these facilities, either as 
operating breweries or for alternative 
use. Stroh will continue to operate the 
breweries in Pennsylvania. 
Washington. Oregon. Texas. North 
Carolina and Wisconsin until 
production is shifted.

The Stroh Companies. Inc. will 
continue to be headquartered in the 
River Place complex in Detroit. The 
company will continue to own and 
manage its 300 River Place building, 
pursue its real estate interests in 
Detroit and throughout the U.S. and 
will continue to oversee its portfolio 
of financial assets.

S T E P H E N ’ S

E le c t ro n ic  D e s ig n , Im a g in g  &  P r in t in g
17630 E ast Ten Mile Road • Eastpo in te , Michigan 40021

p h o n e  (0 1 O) 7 7 7 - 6 5 2 3  • Fax (0 1 ° )  7 7 7 - 1 4 3 4
website: http://www.nuad.eom • E-maih help@nuad.com

A LITTLE COLOR GOES A

• Full Service Printing
• Full Service Design Team 

• Insert Advertising a Specialty 
State-of-the-Art Electronic System

• World-Class Printing at a
Down-To-Earth Price!
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NOW HEAR THIS!
loTn*T DA'I T 3 « «

S O N Y
HOME ENTERTAINMENT 

SYSTEMS
COMPLETE W UH A 

HUGE 01”  TUI

Tell your customers to enter 
the Daily 3  &  4  Sound 

Explosion Sweepstakes with 
their non-winning M id-D ay  

and Evening tickets.Top 
prizes are S O N Y  Home 

Entertainment Systems with a 
huge 61" TV, DVD, 2 0 0  disc 

changer and full surround 
sound stereo. Plus there are  
plenty more high-powered 

sound prizes.

ion
S O N Y .

SHELF STEREO SYSTEMS
N m iH H M I M H

SONY.
RACK STEREO SYSTEMS

wire « m *  a  t i i H i i  
m b  » r  m u u  r m u

AUDIO/VIDEO PRIZES!
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Retailer Profile

Business breezes 
blow favorably for Tradewinds

Lucy and Mike Ray is

by Ginny Bennett
As customers leave Tradewinds 

Liquor and Wine they receive one 
final thank you, a sign on the door 
says, “Our business realizes that... 
without you there is no me.”

Tradewinds owner Majid 
(Mike) Rayis insists that 
customers receive the kind of 
service that will make “them” 
want to return to see him. He also 
insists that customers are able to 
shop in nice surroundings and are 
able to find and buy everything 
they need. He is doing something 
right, obviously, as the store 
begins its sixth year under his 
ownership.

The 7,000 square-foot building 
is located between Six and Seven 
Mile Roads on Livernois in 
Detroit’s 12th precinct. Going 
south on Livernois from Eight 
Mile one passes tiny storefronts 
reminiscent of charming shops in a 
small city. There are also several

completion. Mike says this is a 
good place to do business. The 
police are responsive and other 
shopkeepers in the area are 
friendly and good to work with 
Everyone works hard to keep up 
appearances.

Mike knows that reliable good 
customer service brings his clients 
back Recently he completed a 
refreshening of the store and its 
entrance, the third time he has 
renovated since he bought

Tradewinds just five years ago. 
New paint and bright graphic art 
are topped off with a bright, new 
red awning. The pride Rayis 
shows in his store is reflected in 
the faces of customers that are 
proud to shop there. Everyone 
gets in and out quickly, but for 
the few minutes they spend at 
Tradewinds, they are made to

feel at home and among friends. 
Approximately 13 employees, 
part- and full-time, work there 
and Mike or his wife Lucy are 
usually on hand to make 
customers feel welcome. The 
manager/bookkeeper has been 
with the store since Rayis bought 
it live years ago

Immaculate throughout, the 
store is well organized, efficient 
and filled to the brim with 
products.

Alcoholic beverages are the 
biggest sellers and wine has built

the Tradewinds reputation. There is 
an amazing display of items on the 
selling floor and a 3,000 square foot 
second story filled with cases of 
liquor and wine ready to bring down 
on a conveyor belt at a moment’s 
notice.

Rayis’ knowledge of fine wine 
and his upscale selection is partly 
responsible for his success. His 
customers rely on him to keep them 
abreast of the latest find or of a hot 
new best seller. He is able to pass 
on information about harvests and 
vintages and the wine business in 
general. Even his supplier’s reps 
like to hear what Mike 
Rayis knows about the 
latest trends and what is 
selling.

The Rayis' have two 
children, Helen, 19 and 
Allen, 17. They help 
out in the store when 
needed. Allen likes 
basketball and Helen 
likes the “mall." Mike 
doesn’t have too much 
time for hobbies. If 
anything, he likes to do 
a lot of his own repairs 
and finds that he has his 
limits but he is pretty 
handy around the house 
and in the store

Tradewinds is Rayis’ 
sixth store. He 
previously owned 
Nugget Party Shoppe,
Mike’s Party Place,

M ike’s Pizza and Deli, L&M 
Market and Mike’s Mini Mart. 
Unique in its design. Tradew inds 
has an unusual ceiling 
architecturally, with huge 
illuminated circles and a lit and 
mirrored center square. Within 
the store are a Chinese carryout, 
pharmacy, clothing shop, and deli 
All these spaces are leased from 
Tradewinds.

Fitting all these departments 
into a 7,000 square-foot building 
is tight, but makes for a lull, 
bustling atmosphere.

Using the space wisely has 
enabled Rayis to offer his 
customers a one-stop shopping 
experience. He knows that if 
Tradewinds can provide the 
products and services his 
customers need, he won’t lose 
sales to other stores down 
Livernois or in the suburbs

Keeping up the product lines, 
and giving great customer service 
is what Tradewinds is all about. 
Mike Rayis eagerly shows his 
appreciation to customers which 
keeps bringing in gusts o f 
customers, and blowing away the 
competition.

Majid (Mike) Rayis just celebrated his 5th anniversary as the owner o f Tradersinds.

new, attractive strip malls that 
have just been built or are nearing
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Welcome to the /Yew
cic

S M ’;
The latest and greatest holiday items will be displayed and discounted

i The Associated Food Dealers has purchased the 
| MLBA Beverage Journal Holiday Trade Show %

Exhibitors will be introducing new products. Be the first to 
see new promotional products and ideas for the millennium.

Special trade show-only pricing will be available. 

Meet and network with industry leaders. A

m ark your Calendars!
Tuesday, Septem ber 2/

from 5:00 10:00 p. m.

W ednesday, Septem ber 22
from 3:00 - 8:00 p.m.

B urton M anor
Livonia, Michigan

IJou will save money at the
Journal holiday Show!

For m ore inform ation, 
call B ecky at (248)  '

5 5 7 - 9 6 0 0
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Lottery Low down

A “Sound” idea for Michigan Lottery Players!

By Commissioner Don Gilmer

Michigan Lottery players 
throughout the state could soon have 
an ear for winning. The Lottery kicks 
off summer with “Sound Explosion,” 
our latest Daily 3 & 4 second-chance 
promotion! June 21 marks the start of 
this six-week second-chance 
sweepstakes, during which the 
Lottery will award hundreds of 
exciting Sony audio and video 
merchandise prizes.

Each week for six weeks, there 
will be 10 grand-prize winners of

home entertainment centers; 10 
second-prize winners of rack stereo 
systems; 30 third-prize winners of 
shelf stereo systems; and 100 fourth 
prize winners of portable compact 
disc players.

Players enter by sending in two 
non-winning midday wagers and two 
non-winning evening wagers for 
either Daily 3 or Daily 4 drawings 
conducted between June 21 and July 
31. 1999. Grand-prize winners will 
be announced during the telecast of

77 % of traceable foodbome 
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. 
M ajor benefits  include: Th is  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:
7 Video Presentations • Management Training Manual 

Handouts and Quizzes • Program Certificates 
Consumer Handouts • Store Posters 

Food Safety Materials

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

$249 plus tax, snipping and handling

yes* Send m e___ employee
training program kits

Pathway to  fo o d  S a ta n

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

Payment is as follows:

□  Bill me | | Enclosed

I | Charge to my credit card

Bankcard Number

□  MC nvISA
Ctty

Siaie/nu 

Ptione ( )

Exp. Date

Authorized Signature

Fax (
A s s o c ia te d  F o o d  D e a le rs  o f  M ic h ig a n

II to  '& 4 7 0 ,*  Ten Mil« Rd SouthfteW Ml 48075
Phone 248 557-960C F a* 248 557 9610

the “Road to Riches’ game show on 
July 3, 10. 17, 24, 31 and August 14. 
1999.

Watch for “Sound Explosion" point 
of-sale promotional items in the 
coming weeks!

New Central System
The activation of the Lottery’s nevt 

central computer system brings mam 
worthwhile changes in wagering, 
reporting and GVT equipment. 
Following are just a few of the exciting 
improvements:
Wagering Changes
* Up to 10 panels per ticket, except 
Daily 3 & 4 (“Smartplays" up to 12 
panels).
* The Big Game and Daily 3 & 4 
available up to 20 multi-draws.
* Lotto multi-draw tickets with a 
minimum of five panels generate 
"Smartplays."
* Instant and on-line tickets with prizes 
$25 or less validate automatically
w ithout the Yes/No cashing option.
* Wheel key will be activated.
New GVT
*An improved scanning device.

* Larger viewing screen — up toeighi 
lines of information.
* Improved instant ticket inventory 
reporting.
B etter Reporting
* One combined weekly settlement; 
one Tuesday EFT settlement per wed
* Bonus commission reported on 
weekly invoice.
* Reprint of last instant ticket order 
placed through terminal available.
* Printout of all instant games 
available for ordering on a single 
ticket.
* Daily sales reports show- instant 
game cashes and settled book 
information for that day and on-line 
information.

M illio n -D o lla r  R eta ile rs
I recently had the opportunity to 

present commemorative plaques to 
several Michigan Lottery retailers 
achieved the $ l,000.000 mark in fiscal 
1998 sales It was a pleasure to see 
these Lottery retailers in action, and I 
extend my gratitude to all of you!

The following Michigan Lottery 
retailers met or exceeded $1,000,000 in 
Lottery sales in fiscal 1998 
Angelos Food Specialties. Benton 

Harbor
Barrel & Bottle Party Store. Detroit 
Boulevard Food Center. Detroit 
Calumet Tobacco A Gift. Detroit 
Cherry Belt Parts Store. Inkster 
Cox Beer Store. Temperance 
Food Farm Market. Detroit 
Glass Bottle Shoppe. Detroit 
Headquarters Parts Store. Detroit 
Hugos Tobacco A Gifts, Warren 
Light House Liquor. Oak Park

See Lottery, Page 32



WELCOME

NATIONAL
TEAMS UP WITH

R.M. Gilligan
TO FORM MICHIGAN'S 
PREMIER AUTHORIZED 
DISTRIBUTION AGENT!

MANY RETAIL BENEFITS, 
INCLUDING:

•MORE PRODUCTS! 
•MORE SERVICE! 
•MORE CHOICES!
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L ottery , continued from  page 30

M & K Party Store, Warren 
Meijer #20, Grand Rapids 
Meijer #23, Lansing 
Meijer #29, Burton 
Meijer #32, Canton 
Meijer #34, Royal Oak 
Meijer #55, Sterling Heights 
Meijer #65, Utica 
Meijer #68, Westland 
Meijer #105, Chesterfield 
Meijer #123, Southgate 
MGM Food Center, Detroit 
New Northend Market. Oak Park 
New Super Fair Foods, Detroit 
Oak Liquor and Wine, Oak Park 
Oakland Liquor Party Shoppe.

Southfield

Paper Palace Bookstore, Hamtramck 
Sax Discount, Taylor 
Stop N Shop, Saginaw 
Toma Foods, Dearborn

New Instants!
June marks the debut of four hot 

new instant games. The $2 “Wild 
Time Doubler" goes on sale June 3, 
and offers prizes up to $30,000. The 
$1 “Michigan Riches," available on 
June 7, will keep players’ pockets full 
of cash with a $3,000 top prize. 
“Michigan Riches" also marks the 
first time actual photographs have 
been incorporated into Michigan 
Lottery instant games (photos 
provided by the Michigan Travel

Bureau). After June 14, the $2 “Fat 
Cat” will have them meowing for 
more with a $20,000 top prize. 
Another $1 game, “Firecracker 
5000,” debuts on June 24. and offers a 
red-hot $5,000 top prize.

Nick Garmo. MGM Food Center

For secu rity .

For fitn e ss.

For protection.

For you. For life,
For convenience.

For options.

For re lia b ility .

For so many reasons, choose

Blue Cross  
Blue Shield  
Blue Care Network
of Michigan

For information about Blue Cross coverage available to AFD 
members, please call Judy Shaba at 1-800-66-66-AFD

wv/w.bcbsm.com

Blu« Cross Blue Sh ield ot M ich iga n  and Blua Care N e tw o rk  are ind ependent licen see s  oI the Blue Cross and Blue Sh ield A sso c ia tio n  

©  1990 Blue Cross Blue Sh ield of M ich igan

L ottery  Com m issioner Don 
G ilm er presented  plaques to all 
1998 m illion-dollar sellers at th» 
ATD T rad e  Show.

Mark Klar. Sax Discoount

Issam Yatooma <& Marilyn Sesi of Band
& Bottle Part) Store

Vino Hesano o f Glass Bottle Shoppe

Ray Toma o f Toma Foods

Gerald Burgam o f Stop N Shop

H i t t  Vm u A Ai<W tiarthv. 
Oak I j ifu o r  A Win*
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serviceGreat
Full line 

supplier of nuts, 
m eat snacks

and candy

KAR NUT PRODUCTS CO. • FERNDALE, Ml 48220 • www.karsnuts.com
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Legislator Profile

API) on the Scene

L ipari Foods Show

Gary Woronchak reports for Dearborn
by Kathy Hlake 
A lter a 25-year career of 

observing and writing about the 
news. State Representative Gary 
Woronchak joined the other side to 
become a news maker this year.
As a freshman Republican 
legislator, W oronchak represents 
the 15th district in Dearborn.

He began his newspaper career 
as a reporter for the Dearborn 
Press di Guide, a twice-weekly 
paper serving Dearborn and 
Dearborn Heights. He followed 
local politics in Dearborn, with not 
only a journalistic interest but 
from an educational standpoint as 
well: he holds a bachelor’s degree 
in political science from the 
University of Miehigan-Dearborn.

W oronchak was promoted to 
editor of the Dearborn Press & 
Guide, a position he held for 16 
years before the newspaper 
downsized and eliminated his job. 
He was then free to run for 
political office. "I had considered 
running for the state house seat 
back m the mid-’80s but didn't 
because it wouldn't have been 
ethical for me to run for an office 
while working at a newspaper,'' 
W oronchak explained.

He ran in 1996, for the state 
representative seat he currently 
holds, but lost that first round. 
Back to the newsroom, he went to

recent school tragedies, 
Woronchak has worked with other 
representatives on legislation to 
increase the penalty for possession 
of explosives.

W oronchak has lived in 
Dearborn for 40 years attending 
Dearborn schools and graduating 
from Edsel Ford High in 1973. 
"Dearborn hasn't stopped its " 
growth in the past 25 to 30 years 
mainly because of the Ford Motor 
Company.' says Woronchak.

Representative Woronchak is 
also known in Dearborn for the 10 
years he hosted Mayor Michael 
G uido's monthly call-in cable TV 
show. "The M ayor's Forum." 9

He is active in the Dearborn 
Chamber of Commerce. Dearborn 
Goodfellows, the Dearborn 
Homecoming Festival and more. 
He currently serves on the 16th 
Congressional District Republican 
Executive Committee and on the 
Wayne 16th District Republican 
Executive Committee.

Representative Woronchak is 
married and they have a 21-year 
old daughter. To reach 
Representative Woronchak, call: 
(517) 373-0847, Email: 
gworonchakt® house.stale.mi.us or 
write: State Representative Gary 
Woronchak, State Capitol. POBoi 
30014, Lansing, Ml 48909-7514.

Marili Gras iIcl outturns />ur attendees in ferin e trutads as 
they entered the l.iftart Foods Show on Mas Sth

VU

API)  would like to H l t / i  Mr 
Jim l.i/Hiri a Happy Birthday'

Jim Cowels from 
Tiny's Deli poses in 
the Winter Sausage 

booth

u'ork as
managing editor 
at The Daily 
Tribune of 
Southeast 
Oakland County, 
until he took 
leave to run 
again for the 
representative 
seal. This time 
he was 
successful.

In his first 
term of House 
duty,
Woronchak is serving on the 
following committees: Tax 
Policy; Great Lakes and Tourism; 
Senior Health. Security and 
Retirement; and Regulatory 
Reform. As vice-chair of the lax 
policy committee, Woronchak 
worked on a bill for the income tax 
reduction. It passed, reducing 
personal income taxes by 1/2 ol I 
percent in 1/10 increments over 
tbc next five years. "The total 
savings to taxpayers is $1 billion 
per year,” Woronchak says.

"T he theme this year is cutting 
taxes," Woronchak says. There are 
many ideas on lax cuts floating 
around the Legislature. The tax 
policy committee is looking at 
ways to cut single business tax 
rates. One idea is to deduct

healthcare expenses from taxable 
income for the single business tax.

“While we’re still in times of 
prosperity, we need to lower the 
tax burden on families, seniors and 
businesses,' Woronchak says.

One step forward for senior 
citizens is to improve the 
homestead property tax credit.
The tax policy committee is 
working on a bill that would raise 
the dollar amount of the credit and 
increase the number of seniors 
receiving it.

Woronchak says in addition to 
lax cuts, another major concern for 
him is improving the safety of 
citizens. "It's most important that 
we take measures to make sure 
people arc safer in their homes and 
streets,” he asserts. With the

Thom Ijpan
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News from Detroit Edison

MPSC gives green light to choice

The Michigan Public Service 
Commission (MPSC) recently set a 
course for how all Michigan residents 
and businesses will think about their 
electric service. On March 8, the 
MPSC issued orders clearing the way 
for Electric Choice in Michigan.

These orders give customers the 
option to choose an alternative 
electric supplier. Under Electric 
Choice, customers can continue to 
buy electricity generated from their 
existing utility, or they may buy 
electricity from another company.

The transmission and distribution 
of electricity, which includes the 
wires and lines that carry electricity 
from the power plants to homes and 
businesses, will remain fully 
regulated by state and federal 
agencies. Michigan utilities, such as 
Detroit Edison, will still own and 
operate their transmission and 
distribution systems, and will 
continue to be responsible for services 
such as tree trimming and restoring 
power after a storm.

Electric Choice To Be 
Phased-In

Electric Choice will be phased-in 
beginning in late 1999 with a limited 
number of customers having the 
opportunity to choose. On January 1, 
2002, all customers will have the 
opportunity to choose an alternative 
electric supplier.

Throughout the phase-in period, 
Michigan utilities will make some of 
their electric capacity available for 
competition. Alternative electric 
suppliers will bid for the right to buy 
electric system capacity in Michigan. 
Suppliers who successfully bid will 
re-sell this capacity as well as energy 
products and services to residential 
and commercial customers located in 
Detroit Edison and Consumers 
Energy service territories.

Although the levels of customer 
participation will be limited during 
the phase-in period, customers may 
receive solicitations directly from 
alternative energy suppliers. Some 
customers may choose to combine 
their electrical loads into a buying 
pool, a process commonly referred to 
as aggregation. It is likely there will 
be both for-profit aggregators, such as 
alternative electric suppliers, and non­
profit aggregators, such as trade or 
homeowners associations.

In addition to developing the 
business and information systems 
necessary of Electric Choice, Detroit 
Edison is launching several new 
programs and tools to support the 
needs of suppliers and customers.

Other key elements of 
Electric Choice

Consumer Protections
The MPSC is reviewing the process 

for licensing alternative electric 
suppliers. This will help protect 
against marketplace abuses such as 
cramming (adding services without the 
customer's knowledge) and slamming 
(switching a customer’s account 
without authorization).

Customer Education
The MPSC has initiated a voluntary 

working group, known as the CHOICE 
Advisory Council, to develop a 
recommendation for a statewide 
Electric Choice communications 
campaign. The CHOICE Advisory 
Council membership includes Detroit 
Edison, Consumers Energy, AARP, 
Michigan Manufacturers Association, 
The Heat and Warmth Fund (THAW) 
and other interested parties.

Fair Competition
The MPSC is also reviewing rules 

for Electric Choice participation by 
affiliates of local electric utilities.

For more information on Electric 
Choice, please visit one of the 
following web sites:

Detroit Edison: HYPERLINK 
http://www.detroitedison.com/home/ 
electricchoice/customersupport.html or 
www.detroitedison.com/home/ 
electricchoice/customersupport.html 

or MPSC: HYPERLINK http:// 
ermisweb.state.mi.us/mpsc/electric/ 
restruct/http://ermisweb.state.mi.us/ 
mpsc/electric/restruct/

One company has emerged as a powerful leader in the uunutuaMr 
energy marketplace. It’s DTE Energy -  a leader that offers today's,
business world an extraordinary level of energy management.
■— r" ’ w
At DTE Energy, we have all the resources in place to help business 
and industry achieve fully customized energy solutions. Working 

with all of our affiliates, we can relieve you of capital 
BwsJptaiicing costs, development costs, technical headaches and 
M tn p an ce  worries. We can even provide on-site, capital-intense 
Ivw nanagem ent and on-going energy risk management.

the strength and experience ol Detroit Edison at our core 
o even more to help you realize true customized energy 
lent solutions.

on-regulated energy, the formula for single-source 
simply e=DTE. DTE Energy.

*

Mich ■9un
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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 at (313) 933-6151.
DOWN RIVER PARTY STORE FOR SALE—High 
traffic area. Well established - in business for 
42 years. SDM, SDD, Lotto Building and 
business. Terms available Contact Mike Kelly, 
State Business Brokers (810) 469-3333.
ARE YOU SEEKING QUALITY 
EMPLOYEES FOR YOUR BUSINESS?— 
Reach job candidates quickly with a recruitment 
ad in Michigan largest all employment weekly 
paper. Call Brian Greenlee at the Employment 
Guide—(800) 752-8926, ext 230 
FOR SALE— Troy SDD License, Call—(248) 
399-4813, ask for Sami.

10,000 SQUARE FOOT Super Market for 
Sale— Store & Fixtures Dearborn location. Call 
Wilson at (248) 582-9088 
FOR SALE BY OWNER—2000 sq ft. Party 
Store on lake in Irish Hills Great location on 
major road (US 12). Just miles from Michigan 
International Speedway Beer, Wine, Liquor, 
Deli and Bait. 2000 sq. ft. living quarters plus 2 
lots w/lake access $350,000 plus inventory 
Call Sandy at (517)431-2525 
GROCERY STORE FOR SALE — One of a 
kind Great Birmingham area location with 
tremendous opportunity. Full line of groceries, 
meats, produce, liquor, beer & wine. Currently 
not open evenings, Sundays or holidays 3.000 
sq. ft. w/full basement. Great lease. Asking 
$395,000 olus inventory ($100,000 or less) 
Volume over $8000,000. Call (248) 644-4925 
for more information.
FOR SALE—Ice cream dipping merchandiser 
Master-Blit model WDD88 (91"w x 28'd x 37"h) 
Stainless steel top with white exterior body 
Displays 16 flavors and stores 14 Excellent 
condition $1,195 or best offer Call (517) 723- 
5500 and ask for Dave.
PARTY SHOPPE—Beer & wine, grocery, lotto, 
frozen Coke, money orders, fax. Store sales 
SlO.OOO/week Lottery sales $3,800/week 
Business $160,000 w/ $80,000 down 
$1,425/month lease Call (248) 545-3500.
FOR SALE—Bagel & Donut shop Troy area 
(19 Mile & Dequmdre) All new equipment Turn 
key operation, just walk in and take over the 
register to start making money today1 Asking 
S84.B61 Terms available Call Foster Realty at 
(810) 463-1000
FOR SALE—Transformer 750KVA, 26-door 
frozen cooler, almost new w/compressor Call 
Kenny at Xtra Foods, (313) 824-1144 
WATERFORD PARTY STORE—Beer, wine, 
lotto & more. Great location near lakes! All new 
equipment Turnkey operation 1976 sq ft. 
Asking $179,000 + inventory Business only. 
Call Re/Max Exec Properties, Brian Yaldoo 
(248) 737-6800.
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 for Bill 
FOR SALE— 2 each, walk-in coolers, 8' x 
10'—$1500 8' x 14'—$2500 Bernie's Country 
Store (517) 592-8221.557-9600 
LIQUOR STORE & PHARMACY w/
LOTTERY FOR SALE—5,000 sq ft Between 
Chalmers & Conners. Ask for Mike at (313) 331- 
0777
ITALIAN MEAT MARKET & SPECIALTY 
STORE—in Warren Beer. Wine & Lotto 3,1000 
sq ft free standing building w/plenty of parking 
Low hours Lots of potential Serious calls only 
at (810)470-0762

AL'S PARTY STORE—2.400 sq ft Beer, wine 
and lottery Lottery sales $4,500/wk. store sales 
$8.000/wk Asking $7,500 for business and 
$120,000 for building Ask for Al at (313) 864 
4078
FOR SALE—Chester Fried Ventless Fryer 
(older model) $2500, (4) door reach-in cooler 
$1200, (4) door reach-in cooler $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
FOR SALE—Convenience Store and much 
more Owner retiring Excellent Northern 
Michigan location w view of Lake Charlevoix 
SDD, SDM & Groceries S300.00 gross annual 
sales Large attached living quarters plus (4j 
rental units 1 66 acres w/targe garage and 566 
ft road Irontago $450,000 Call tor more info 
1 616 582 7711
CODY DRUGS FOR SALE—SDD SDM

and Lotto Upscale Detroit neighborhood Full 
lino ol Grocery Greeting Cards Health/Beauty 
Approx JOOO sg *1 Vory Busy well established 
Don t miss out on this gold mme1 Call Mark Sitlo 
at (313) 272-7878 or (248) 866 7655

Retailer alert:
It is illegal to import cigarettes 

without a license!
It has come to the attention of AFD 

that some retailers are by-passing 
local licensed tobacco wholesalers 
and are directly importing cigars from 
manufacturers without first obtaining 
an Unclassified Acquirers Tobacco 
Tax License. If you are going to act 
as an importer you must first apply to 
Michigan Department of Treasury for 
a license, pay a $10 fee and once 
approved, purchase a stamp for the 
products being imported. Each month

you will be required to remit the 
tobacco taxes due to the state.

Failure to possess an Unclassified 
Acquirers License could lead to 
confiscation of tobacco products on 
your premise and fines from the 
Department of Treasury.

To receive an Unauthorized 
Acquirer Tobacco Tax License 
application you can contact Dan 
Reeves at AFD at (248) 557-9600.

Working hard for our 
members

Tracy Findlay from IntraState 
Distributors made a sales call ai 
Busch’s Valu-Land. Doug Busch 
met him at the door holding up the 
AFD Food & Beverage Report, 
which featured an ad introducing! 
new product, called Snapple 
Elements. Doug jokingly asked 
why he had not been informed 
about the new product. 
Coincidentally, the purpose of 
Tracy’s sales call was to introduce 
the new Snapple product.
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AFD on the Scene

Scenes From AFD’s Trade Show

The team from Tom Davis & Sons Dairy' were selling Ashby's Sterling Ice Cream 
franchising concepts.

AFD's 15th Annual Buying Trade Show on April 27 & 28. 1999, was a huge success.

AFD presents Larry Stamos from Kar Nut Products a farewell plaque. Best o f luck in 
Florida Larry; we will miss you! Mark Karmo from Golden Valley Food Center. Larry 
Stamos. Nick Nicolay from Kar Nut Products, and Joe Sarafa from AFD (left to right)

*1 ( h i
n u

Michigan Grape & Wine Industry Council educated retailers about Michigan Wines.

The Canadian Exhibitors ’ Pavilion offered retailers the chance to see. sample, and 
smell unique products from Canada.

The 1999 Trade Show theme was AFD All-Stars. The winners for best decorated booths 
were: Rocky Peanut (shown), Naya Water and Quality' Inventory. Congratulations!!

On behalf of the AFD Board, we sincerely thank Faiez Asmary from General 
Wine & Liquor and Chris Zebari from Pepsi-Cola for their dedicated 
leadership as the 1999 Trade Show Co-Chairmen. In addition, the committee 
was very important to the show’s success.

Rodney George 
Melody Farms Mike LaFollette 

CrossMark
Fred Dally 
Medicine Chest Brian Douglas 

Rocky Peanut
Thom Welch
Hollywood Supermarkets Dick Bey 

Bee Hive Market
Alaa Naimi
Thrifty Scot Supermarket Joe Stevens 

Taylor Freezer
Gary Davis
Tom Davis & Sons Dairy Gary Pavicic 

PMl-Eisenhart
Joe O'Bryan
American Bottling Company Todd Shaya 

Frito-Lay
Vickie Clark 
Melody Farms

Mark your calendars for AFD 's 16th Annual Buxing Trade Show on 
April 18 & 19. 2000.

Miller Brewing Company hosted a ruf fle for a Miller Lite Championship Mirror; all 
proceeds went to AFD's worthwhile causes. Thank sou Miller1

Spei lal thanks lo Paris Time l< e for donating all the ii e throughout the entire Trade 
Show, and Millet Brewing Company for raising mimes for AFD's worthwhile 

i auses We sim ercls apprei late sour support.

Thirty-six companies, including Gusto Packing, offered show specials in the Sherwood 
Foods Pavilion.

A F D  1 O O D  A: B E V E R A G E  R F P O R T .  J I  M :  1 9 9 9 .  3 7



SUPPORT THESE AFP SUPPLIER MEMBERS
M a rk e t  P r o s ............. ...............................(248) 349-6438

AUTHORIZED UQUOR AGENTS:
G e n e r a l  W i n e  &  L i q u o r ............( 2 4 8 )  8 5 2 - 3 9 1 8

N a t i o n a l  W i n e  &  S p i r i t s ........ ( 8 8 8 )  6 9 7 - 6 4 2 4

......................................................................( 8 8 8 )  6 4 2 - 4 6 9 7

Encore G roup / T rans-C on, C o ............ ( 8 8 8 )  4 4 0 - 0 2 0 0

BAKERIES:
A c k ro y d 's  S c o tc h  B a k e ry

&  S a u s a g e ........................................... ( 3 1 3 )  5 3 2 -1 1 8 1

A rc h w a y  C o o k i e s ..................................( 6 1 6 )  9 6 2 -6 2 0 5

A w re y  B a k e r ie s , I n c ............................. ( 3 1 3 )  5 2 2 -1 1 0 0

D o lly  M a d is o n  B a k e r y ...................... ( 5 1 7 )  7 9 6 -0 8 4 3

In te r s ta te  B ra n d s  C o rp .........................( 3 1 3 )  5 9 1 -4 1 3 2

J C 's  D i s t r i b u t in g .................................... ( 8 1 0 )  7 7 6 -7 4 4 7

K o e p p lin g e r  B a k e r ie s ,  I n c ................ ( 2 4 8 )  9 6 7 -2 0 2 0

O v e n  F re s h  B a k e r y .............................. ( 3 1 3 )  2 5 5 -4 4 3 7

S &  M  B is c u i t  D i s t r i b u t in g ............( 3 1 3 )  8 9 3 -4 7 4 7

T a y s te e  B a k e r i e s ....................................( 2 4 8 )  4 7 6 -0 2 0 1

BANKS:
T h e  A T M  N e tw o r k ...................................................... ( 8 8 8 )  8 0 8 -9 A T M

T h e  A T M  C o m p a n y ........................... ( 3 5 2 )  4 8 3 -1 2 5 9

C o n v e n ie n c e  M o r tg a g e  C o r p ..........( 8 0 0 )  4 7 4 -3 3 0 9

C o rn e l iu s  S y s t e m s ............................... ( 2 4 8 )  5 4 5 -5 5 5 8

K P N  T e c h n o lo g ie s  ( A T M s ) .......... ( 8 0 0 )  5 1 3 -4 5 8 1

M a d is o n  N a tio n a l  B a n k .................... ( 2 4 8 )  5 4 8 -2 9 0 0

M ic h ig a n  N a tio n a l  B a n k ................1 -8 0 0 -2 2 5 -5 6 6 2

N o r th  A m e r ic a n  I n t e r s t a t e .............. ( 2 4 8 )  5 4 3 -1 6 6 6

BEVERAGES:
A b s o p u re  W a te r  C o ..............................1 -8 0 0 -3 3 4 -1 0 6 4

A c tio n  D i s t r i b u t in g ............................. ( 8 1 0 )  5 9 1 -3 2 3 2

A llie d  D o m e c q  S p ir its  U S A ..........( 2 4 8 )  9 4 8 -8 9 1 3

A n h e u s e r - B u s c h  C o .............................( 8 0 0 )  4 1 4 -2 2 8 3

A r c a d ia  B re w in g  C o ............................( 6 1 6 )  9 6 3 -9 5 2 0

A r iz o n a  B e v e r a g e s ............................. ( 8 1 0 )  7 7 7 -0 0 3 6

B a c a rd i  Im p o r ts ,  I n c ............................ ( 2 4 8 )  4 8 9 -1 3 0 0

B e ll in o  Q u a li ty  B e v e r a g e s ,  In c . ... ( 7 3 4 ) 9 4 7 -0 9 2 0

B ro o k s  B e v e ra g e  M g t.,  I n c .............( 6 1 6 )  3 9 3 -5 8 0 0

B ro w n -F o rm a n  B e v e ra g e  C o .........( 3 1 3 )  4 5 3 -3 3 0 2

C e n tra l  D i s t r i b u t o r s ........................... ( 3 1 3 )  9 4 6 -6 2 5 0

C o c a - C o la  B o tt le r s  o f  M I

............................................A u b u r n  H il ls  ( 2 4 8 )  3 7 3 -2 6 5 3

..................................M a d is o n  H e ig h ts  (2 4 8 )  5 8 5 -1 2 4 8

.................................................V a n  B u re n  (7 3 4 )  3 9 7 -2 7 0 0

................................................ P o r t  H u ro n  (8 1 0 )  9 8 2 -8 5 0 1

C o ffe e  E x p r e s s ...................................... ( 7 3 4 )  4 5 9 -4 9 0 0

E  &  J  G a llo  W i n e r y ............................ ( 2 4 8 )  6 4 7 -0 0 1 0

E a s to w n  D i s t r i b u t o r s ......................... ( 3 1 3 )  8 6 7 -6 9 0 0

F a y g o  B e v e ra g e s , I n c ............................( 3 1 3 )  9 2 5 -1 6 0 0

G e n e ra l  W in e  &  L iq u o r  C o r p .......... ( 3 1 3 )  8 6 7 -0 5 2 1

G re a t  L a k e s  B e v e r a g e .........................( 3 1 3 )  8 6 5 -3 9 0 0

H u b e r t  D is tr ib u to rs ,  I n c .......................( 2 4 8 )  8 5 8 -2 3 4 0

In tra s ta te  D i s t r i b u t in g ..........................( 3 1 3 )  8 9 2 -3 0 0 0

J. L e w is  C o o p e r  C o ................................( 3 1 3 )  8 3 5 -6 4 0 0

L  &  L  W in e  W o r l d ................................( 2 4 8 )  5 8 8 -9 2 0 0

M e tro  B e v e ra g e  In c ............................... ( 8 1 0 )  2 6 8 -3 4 1 2

M ille r  B re w in g  C o m p a n y ..................(4 1 4 )  2 5 9 -9 4 4 4

N e s tle  B e v e r a g e s ....................................( 2 4 8 )  3 8 0 -3 6 4 0

N A Y A , U S A ............................................ ( 2 4 8 )  7 8 8 -3 2 5 3

O .J . D is tr ib u t in g ,  In c ........................... (3 1 3 )  5 3 3 -9 9 9 1

O a k  D is tr ib u t in g  C o m p a n y ........... (2 4 8  ) 6 7 4 -3 1 7 1

P a b s t B re w in g  C o ...................................1 -8 0 0 -9 3 5 -6 5 3 3

P c p s i-C o la  B o tt l in g  G ro u p

- D e t r o i t .............................................1 -8 0 0 -3 6 8 -9 9 4 5

-  H o w e l l .........................................1 -8 0 0 -8 7 8 -8 2 3 9

- P o n t i a c ............................................ (2 4 8 ) 3 3 4 -3 5 1 2

P e t i tp r e n , I n c ..............................................( 8 1 0 ) 4 6 8 -1 4 0 2

P o w e rs . D is t ............................................... (2 4 8 ) 6 8 2 -2 0 1 0

R ed  H o o k  B e v e ra g e  C o .......................( 2 4 8 )  3 6 6 -0 2 9 5

R .M . G il l ig a n , I n c ...................................( 2 4 8 )  5 5 3 -9 4 4 0

R o y a l C ro w n  C o l a ............................... (6 1 6 )  3 9 2 -2 4 6 8

S e a g ra m  A m e r ic a s ............................... ( 2 4 8 )  5 5 3 -9 9 3 3

S c v c n -U p  o f  D e t r o i t ...........................( 3 1 3 )  9 3 7 -3 5 0 0

S tro h  B re w e ry  C o m p a n y ................. (3 1 3 )  4 4 6 -2 0 0 0

T n -C o u n ty  B e v e r a g e ......................... (2 4 8  ) 5 8 4 -7 1 0 0

U D V -N o rth  A m e r ic a ...........................(3 1 ? )  3 4 5 -5 2 5 0

V iv ia n o  W in e  Im p o rte rs , In c ..........(3 1 3 )  8 8 3 -1 6 0 0

BROKERS/REPRESENTATIVES:
A c o s ta - P M I .............................................. (2 4 8 ) 7 3 7 -7 1 0 0

B o b  A rn o ld  &  A s s o c ia te s ................. (2 4 8  ) 6 4 6 -0 5 7 8

C ro ssM a rk  ..............................................( 3 1 3 )  2 0 7 -7 9 0 0

e rk e rt  A m e r ic a n ......................................(8 1 0 )  5 7 4 -1 1 0 0

T h e  G rc e s o n  C o m p a n y ............................................. (2 4 8 )  .305-6100

H a n so n  &  A s so c ia te s , In c ..................(2 4 8 )  3 5 4 -5 3 3 9

J B N o v a k  A  A s s o c i a te s ...................(8 1 0 )  7 5 2 -6 4 5 3

Ja m e s  K T a m a k ia n  C o m p a n y ..... (2 4 8 )  4 2 4 -8 5 0 0

P au l In m an  A s s o c ia te s .............................................. (2 4 8  ) 6 2 6 -8 3 0 0

T r e p c o ........................... ............................(2 4 8  ) 5 4 6 -3661

CANDY & TOBACCO:
A  C . C o u rv i l le  In c ................................(2 4 8 )  8 6 3 -3 1 3 8

A m e r ic a n  V e n d in g  &  S a l e s .......... ( 2 4 8 )  5 4 1 -5 0 9 0

B ro w n  &  W il l ia m s o n  T o b a c c o . . . .  ( 2 4 8 )  3 5 0 -3 3 9 1

J C 's  D i s t r i b u t in g .................................. ( 8 1 0 )  7 7 6 -7 4 4 7

P h il ip  M o m s  U S A .............................. ( 3 1 3 )  5 9 1 -5 5 0 0

R .J . R e y n o ld s ......................................... (2 4 8 )  4 7 5 -5 6 0 0

CATERING/HALLS:
E m e ra ld  F o o d  S e r v i c e ......................(2 4 8 )  5 4 6 -2 7 0 0

K a re n 's  K a fe  a t  N o r th  V a l l e y ...... (2 4 8 )  8 5 5 -8 7 7 7

N u tr i t io n  S e r v i c e s ............................... ( 5 1 7 )  7 8 2 -7 2 4 4

P e n n a 's  o f  S t e r l i n g ..............................( 8 1 0 )  9 7 8 -3 8 8 0

S o u th f ie ld  M a n o r ................................ (2 4 8 )  3 5 2 -9 0 2 0

S t. M a ry 's  C u ltu r a l  C e n t e r ............. (3 1 3 )  421  -9 2 2 0

T in a 's  C a te r in g ......................................(8 1 0 )  9 4 9 -2 2 8 0

DAIRY PRODUCTS:
D a iry  F re s h  F o o d s , I n c ..................... (3 1 3 )  8 6 8 -5 5 1 1

G o ld e n  V a lle y  D a i r y ........................( 2 4 8 )  3 9 9 -3 1 2 0

L o n d o n 's  F a rm  D a i r y ........................( 8 1 0 )  9 8 4 -5 1 1 1

M c D o n a ld  D a iry  C o ...........................( 8 0 0 )  5 7 2 -5 3 9 0

M e lo d y  F a rm s  D a iry  C o m p a n y  ... (3 1 3 )  5 2 5 -4 0 0 0

P o in te  D a ir y  S e rv ic e s ,  I n c .............. ( 2 4 8 )  5 8 9 -7 7 0 0

S tr o h 's  Ic e  C r e a m ................................ (3 1 3 )  5 6 8 -5 1 0 6

S u p e r io r  D a iry  In c ...............................(2 4 8 )  6 5 6 -1 5 2 3

T o m  D a v is  &  S o n s  D a i r y .............. (2 4 8 )  3 9 9 -6 3 0 0

EGGS & POULTRY:
L in w o o d  E g g  C o m p a n y ............... ( 2 4 8 )  5 2 4 - 9 5 5 0

M o n tg o m e r y  E g g ..............................( 5 1 7 )  2 9 6 -4 4 1 1

FISH & SEAFOOD:
S e a fo o d  In te rn a t io n a l /

S a la s n e k , I n c .................................. (3 1 3 )  3 6 8 -2 5 0 0

T a l lm a n  F i s h e r i e s .............................. (9 0 6 )  3 4 1 -5 8 8 7

W a te r f ro n t  S e a fo o d  C o m p a n y ...... (6 1 6 )  9 6 2 -7 6 2 2

FRESH PRODUCE:
A u n t  M id  P r o d u c e  C o .................... ( 3 1 3 )  8 4 3 -0 8 4 0

S u n n y s id e  P r o d u c e ......................... ( 3 1 3 )  2 5 9 -8 9 4 7

ICE PRODUCTS:
M id w e s t  I c e  C o .................................. ( 3 1 3 )  8 6 8 -8 8 0 0

P a r ty  T im e  Ic e  C o ............................ ( 8 0 0 )  3 2 7 -2 9 2 0

U n io n  I c e ...............................................( 3 1 3 ) 5 3 7 - 0 6 0 0

INSECT CONTROL
R o s e  E x te r m in a t io n  (B io - S e r v )  ( 2 4 8 )  5 8 8 -1 0 0 5  

T r i - C o u n ty  P e s t  C o n t r o l ............. ( 8 1 0 )  2 9 6 -7 5 9 0

INSURANCE:
A lp h a m e r ic a  In s u ra n c e  A g e n c y  .. (8 1 0 )  2 6 3 -1 1 5 8

B lu e  C ro s s /B lu e  S h i e l d ..................1 -8 0 0 -4 8 6 -2 3 6 5

C a p ita l  In s u ra n c e  G r o u p .................. (2 4 8 )  3 5 4 -6 1 1 0

C o re S o u rc e  /  P r e s id iu m ................... (8 1 0 )  7 9 2 -6 3 5 5

G a d a le to ,  R a m s b y  &  A s s o c ............(5 1 7 )  3 5 1 -4 9 0 0

G o ld e n  D e n ta l ........................................ (8 1 0 )  5 7 3 -8 1 1 8

G r e a t  L a k e s  In s u ra n c e  S e rv ic e s . . .  (2 4 8 )  5 6 9 -0 5 0 5

IB F  In s u ra n c e  G ro u p , In c .................(8 1 0 )  7 7 4 -5 3 0 0

F ra n k  M c B rid e  J r . ,  In c .......................(8 1 0 )  4 4 5 -2 3 0 0

M ik o &  A s s o c .........................................(8 1 0 )  7 7 6 -0851

N o r th  P o in te  I n s u r a n c e .....................(2 4 8 )  3 5 8 -1171

R o c k y  H u sa y n u  &  A s s o c i a te s ......(2 4 8 )  9 8 8 -8 8 8 8

W illis  C o rro o n  C o rp . o f  M I ........... (2 4 8 )  6 4 1 -0 9 0 0

MANUFACTURERS:
A n th o n y 's  P i z z a ....................................(8 1 0 )  7 3 1 -7541

E c c o  D 'o ro  F o o d  C o rp ........ ...............(8 1 0 )  7 7 2 -0 9 0 0

E d e n  F o o d s ..............................................(5 1 7 )  4 5 6 -7 4 2 4

F in e  M a n u f a c tu r in g ............................(2 4 8 )  3 5 6 -1 6 6 3

G e rb e r  P ro d u c ts  C o ............................. (8 1 0 )  3 5 0 -1 3 1 3

H o m e  S ty le  F o o d s , In c .......................(3 1 3 )  8 7 4 -3 2 5 0

Jacggi H illsdale Country C h eese .........(5 1 7 )  3 6 8 -5 9 9 0

K ra ft  G e n e ra l F o o d s ...........................(3 1 3 )  2 6 1 -2 8 0 0

M o n ito r  ( B ig  C h ie f )  S u g a r .............(5 1 7 )  6 8 6 -0161

N a b is c o , In c ............................................. (2 4 8 )  4 7 8 -1 3 5 0

N e s tle  F o o d  C o m p a n y ................... (2 4 8  ) 3 8 0 -3 6 7 0

R ed  P e lic a n  F o o d  P r o d u c ts .............(3 1 3 ) 9 2 1 -2 5 0 0

S in g e r  E x tra c t L ab o ra to ry  ..............(3 1 3 )  3 4 5 -5 8 8 0

S tr a u s s  B ro th e rs  C o ............................. (3 1 3 )  8 3 2 -1 6 0 0

MEAT PRODUCERS/PACKERS:
A le x a n d e r  &  H o m u n g  .................... (3 1 3 )9 2 1 -8 0 3 6

B a r S  F o o d s ............................................( 2 4 8 ) 4 1 4 -3 8 5 7

B u rd ick  P a c k in g  C o ............................(6 1 6 )  9 6 2 -5 1 1 1

C o u n try  P r e a c h e r ................................ (3 1 3 )  9 6 3 -2 2 0 0

G a in o P s  M ea t P a c k in g ......................(5 1 7 )  2 6 9 -8161

H a n ig  M e a t s ........ ................................ (3 1 3 )  8 3 2 -2 0 8 0

H y g ra d e  F ood  P r o d u c t s ...................(2 4 8 )  3 5 5 -1 1 0 0

K o w a lsk i S au sa g e  C o m p a n y ........(3 1 3 )  8 7 3 -8 2 0 0

M etro  P a c k in g  ..............- .......... _ . . .  (3 1 3 )  8 9 4 -4 3 6 9

N a g e l M e a t P ro c e s s in g  C o ............... ( 5 1 7 )  5 6 8 -5 0 3 5

P a c k  "E m  E n te r p r i s e s ........................ ( 3 1 3 )  9 3 1 -7 0 0 0

P e lk ie  M e a t  P r o c e s s in g .................... ( 9 0 6 )  3 5 3 -7 4 7 9

P o to k  P a c k in g  C o .................................. ( 3 1 3 )  8 9 3 -4 2 2 8

S tr a u s s  B ro th e rs  C o ..................... . ( 3 1 3 )  8 3 2 -1 6 0 0

S w if t -E c k r ic h .......................................... ( 3 1 3 )  4 5 8 -9 5 3 0

W o lv e r in e  P a c k in g  C o m p a n y ........( 3 1 3 )  5 6 8 -1 9 0 0

MEDIA:
T h e  B e v e ra g e  J o u r n a l ...................... 1 -8 0 0 -2 9 2 -2 8 9 6

B o o th  N e w s p a p e r s ............................... (6 1 6 )  4 5 9 -1 5 6 7

C & G  P u b lis h in g . In c ........................... ( 8 1 0 )  7 5 6 -8 8 0 0

C B S -W Y C D

Y o u n g  C o u n try  R a d i o ..................... ( 2 4 8 )  7 9 9 -0 6 2 4

D a ily  T r i b u n e .......................................... ( 2 4 8 )  541 -3 0 0 0

D e tro it  F ree  P r e s s .................................. (3 1 3 )  2 2 2 -6 4 0 0

D e tro it  N e w s .............................................(3 1 3 )  2 2 2 -2 0 0 0

D e tro it  N e w s p a p e r  A g e n c y ............. (3 1 3 )  2 2 2 -2 3 2 5

G a n n e t t  N a tio n a l N e w s p a p e r s ......(8 1 0 )  6 8 0 -9 9 0 0

M a c o m b  D a i l y ......................................... (8 1 0 )  2 9 6 -0 8 0 0

M ic h ig a n  C h r o n ic l e ..............................( 3 1 3 )  9 6 3 -5 5 2 2

O K  C o m m u n ic a t io n s , In c ....................(3 0 1 -6 5 7 -9 3 2 3

O u td o o r  S y s te m s  A d v e r t i s i n g ..... (3 1 3 )  5 5 6 -7 1 4 7

W D IV -T V 4  ............................................ ( 3 1 3 )  2 2 2 -0 6 4 3

W J B K -T V 2  ............................................ (8 1 0 )  5 5 7 -2 0 0 0

W W J -A M /W J O I -F M ....................... ( 3 1 3 )  2 2 2 -2 6 3 6

W W W W - A M /F M .............................. ( 3 1 3 )  2 5 9 -4 3 2 3

NON-FOOD DISTRIBUTORS:
A d v a n c e d  F o rm u la  P r o d u c t s ..........(3 1 3 )  5 2 2 -4 4 8 8

Item s  G a lo re , I n c .....................................( 8 1 0 )  7 7 4 -4 8 0 0

S c o t t  P e t ...................................................... ( 7 6 5 ) 5 6 9 -4 6 3 6

T o f f le r  M a r k e t in g ..................................(8 1 0 )  2 6 3 -9 1 1 0

POTATO CHIPS/NUTS/SNACKS:
B e tte r  M ad e  P o ta to  C h ip s ................. (3 1 3 )  9 2 5 -4 7 7 4

D e tro it  P o p c o rn  C o m p a n y .............I -8 0 0 -6 4 2 -2 6 7 6

F r ito -L a y , In c .........................................1-8 0 0 -2 4 F R IT O

G e rm a c k  P is ta c h io  C o ....................... (3 1 3 )  3 9 3 -2 0 0 0

G randm a S hearer’s Potato C h ip s ........(3 1 3 )  5 2 2 -3 5 8 0

J a y 's  F o d s ................................................. (8 0 0 )  7 5 2 -5 3 0 9

K a r N u t P ro d u c ts  C o m p a n y ..........(2 4 8 )  541 -7 8 7 0

N ik h la s  D is tr ib u to rs  (C a b a n a ) ......(3 1 3 )  5 7 1 -2 4 4 7

R o c k y  P e a n u t ......................................... ( 3 1 3 ) 8 7 1 -5 1 0 0

V a rie ty  F o o d s , In c ................................(8 1 0 )  2 6 8 -4 9 0 0

V itn e r  S n a c k s ........................................(8 1 0 )  3 6 5 -5 5 5 5

PRODUCE
C ia r a m i t a r o  B r o s .  I n c ................( 3 1 3 )  5 6 7 - 9 0 6 5

PR0M0TI0N/ADVERTISING:
J .R  M a rk e tin g  &  P r o m o tio n s .......( 8 1 0 ) 2 9 6 -2 2 4 6

J D A .I n c .....................................................( 3 1 3 )  3 9 3 -7 8 3 5

M a rk e t A d v a n ta g e  ...............................(2 4 8 )  351 -4 2 9 6

P JM  G r a p h i c s ........................................( 3 1 3 ) 5 3 5 -6 4 0 0

P ro m o tio n s  U n lim ite d  2 0 0 0  ..........(2 4 8 )  5 5 7 -4 7 1 3

S ta n le y 's  A d v e rtis in g  &  D i s t ...... (3 1 3 )  961 -7 1 7 7

S te p h e n 's  N u -A d , In c ..........................(8 1 0 )  7 7 7 -6 8 2 3

RESTAURANTS:
C o p p e r  C an y o n  B r e w e r y .................(2 4 8 )  2 2 3 -1 7 0 0

T h e  G o ld e n  M u s h r o o m ................... (2 4 8 )  5 5 9 -4 2 3 0

P a lac e  G a r d e n s ..................................... (8 1 0 )  7 4 3 -6 4 2 0

SERVICES:
A A A  M ic h ig a n ..................................... (3 1 3 )  3 3 6 -0 5 3 6

A irP a g c  P rep a y  &  T a lk  C e llu la r  . (2 4 8 )  5 4 7 -7 7 7 7

A irT o u c h  C e l lu la r ................................(3 1 3 )  5 9 0 -1 2 0 0

A m e r ic a n  M a i l e r s ................................(3 1 3 )  8 4 2 -4 0 0 0

A m e r ite c h  P ay  P h o n e  S e rv ic e s ... I -8 0 0 -8 0 9 -0 8 7 8

AM NEX Long Distance S e rv ice ------ (2 4 8 )  5 5 9 -0 4 4 5

A M T  T e le c o m  G r o u p .................... (2 4 8  ) 8 6 2 -2 0 0 0

A u to m a ted  C o lle c tio n  S y s te m s  ... (2 4 8 )  3 5 4 -5 0 1 2

B e llan ca , B ea ttie . D e L is l e ....... (3 1 3 )  9 6 4 -4 2 0 0

C e llu la r  O n e — T ra v e rs e  C i t y .........(6 1 6 )  9 2 2 -9 4 0 0

C en tra l  A larm  S ig n a l ....................... (3 1 3 )  8 6 4 -8 9 0 0

C h eck  A le r t ............................................ (6 1 6 )  7 7 5 -3 4 7 3

C h c c k c a re  S y s te m s ........ ~..................(3 1 3 )  2 6 3 -3 5 5 6

C IG N A  F in a n c ia l  A d v i s o r s ........... (2 4 8 )  8 2 7 -4 4 0 0

C o m m u n ity  C o m m e rc ia l

R ealty  L td ...........................................(2 4 8 )  5 6 9 -4 2 4 0

D ean  W itte r  R e y n o ld s . In c .............. (2 4 8 )  2 5 8 -1 7 5 0

D e tro it E d iso n  C o m p a n y ...............  ( 3 1 3 ) 2 3 7 -9 2 2 5

Follmer, R udzevocr A  C o , CPA — (2 4 8 ) 3 5 5 -1 0 4 0

G a rm o  A  C o .. C P A  ................. ..........(2 4 8 )  7 3 7 -9 9 3 3

G o b 's  In v e n to ry  S e r v i c e ..................(2 4 8 )  3 5 3 -5 0 3 3

G re a t L ak e s  D a ta  S y s te m s -----------(2 4 8 )  3 5 6 -4 1 0 0

Je ro m e  U rch ec k . C P A  . .... (2 4 8 )  3 5 7 -2 4 0 0 . x25 7

K a ro u b  A s s o c ia te s ---- ----------------- (5 1 7 )  482  5 0 0 0

L aw  O f fic e s -G a rm o  A  G a rm o  —  (2 4 8 )  5 5 2 -0 5 0 0

M e rc h a n t  C a rd  S e r v i c e s _____ ___(5 1 7 )  321-1649

M e tro  M e d ia  A s s o c i a te s ...................( 2 4 8 )  625-0700

M o n e y G r a m ............. ...............( 8 0 0 )  6 4 2 -8 0 5 0 . x6953

N a tio n w id e  C o m m u n ic a t io n s ........(2 4 8 )  208-3200

N e x te l  C o m m u n ic a t io n s ...................( 2 4 8 )  213-3100

P a u l M e y e r  R e a l E s t a t e .................... (2 4 8 )  398-7283

P O S  S y s t e m s -------------------------------- (5 1 7 )  3 2 1 -1 6 #

P ru d e n t ia l  S e c u r it ie s ,  In c ........ ......... ( 2 4 8 )  9 3 2 -4 4 #

Q u a li ty  In v e n to ry  S e r v i c e s ..............(8 1 0 )  771-9526

R e ta i l  A c c o u n t in g  S e rv ic e  ................ (3 1 3 )  368-8235

R E A  M a r k e t i n g ................. .................. ( 5 1 7 )  3 8 6 9 6 6 6

Frank Sm ith 's R ed  C arpet K e im _____(2 4 8  ) 645-5800

S a l S . S h im o u n , C P A  ........................ ( 2 4 8 )  5 9 3 -5 1 #

S o u th f ie ld  F u n e ra l H o m e ............... (2 4 8 )  5 6 9 -8 0 #

H a ro ld  T . S tu lb e rg , R .E ., B ro k e r

2 4  H o u r s .............................................( 2 4 8 ) 3 5 1 - 4 3 #

T e le c h e c k  M ic h ig a n , In c .................. (2 4 8  ) 3 5 4 -5 0 #

T ra v e le r s  E x p re s s  C o .........................1 -800 -328-5678

W estern Union F inancial S e r iv c e s_(2 4 8 )  888-7423

W h ite y 's  C o n c e s s io n s ...................... ......................... (3 1 3 )  278-5207

STORE SUPPUES/EQUIPMENT:
B e lm o n t  P a p e r  &  B ag  S u p p l y .....(3 1 3 )  491-6550

B o llin  L a b e l S y s te m s ........................1 -8 0 0 -8 8 2 -5 1 0

B re h m  B ro a s te r  S a l e s .......................( 5 1 7 )  4 2 7 -585

D C I  F o o d  E q u i p m e n t .......................( 3 1 3 )  3 6 9 -1 6 #

E n v ip c o ..................................................... ( 2 4 8 ) 4 7 1 -4 7 7

G r e a t  lak e s  G u m b a l l ..................... .... (2 4 8 )  723-511:

H o b a r t  C o r p o r a t io n .............................(7 3 4 )  6 9 7 -3 0 7

K a n s m a c k e r ............................................ ( 5 1 7 )  37 4 -8 8 0 ?

N a tio n a l  F o o d  E q u ip m e n t

&  S u p p l i e s ........................ ................(2 4 8 )  960 -7292

N o r th  A m e r ic a n  I n t e r s ta t e ............. (2 4 8  ) 5 4 3 -1666

P le x -L a b  C o rp ........................................ (8 1 0 )  75 4 -8 9 0 1

R e fr ig e ra tio n  E n g in e e r in g , I n c . ... (6 1 6 )  453-2441

T a y lo r  F r e e z e r ...................................... (3 1 3 )  5 2 5 -2 5 3 0

T O M R A  M i c h ig a n .............................I - 8 0 0 - 6 1 0 - 4 8 #

WH0LESALERS/F00D DISTRIBUTORS:
C a p ita l  D i s t r i b u to r s ........................... (3 1 3 )  .369-2137

C e n tra l  F o o d s ................. .......................( 3 1 3  ) 9 3 3 -2 6 0 0

C o n s u m e r  E g g  P a c k in g  C o ............. (3 1 3 )  871 5095

D a iry  F re sh  F o o d s . I n c ...................... ........................  (3 1 3 )  868-5511

D e tro it  W a re h o u se  C o ........................(3 1 3 )  491 1500

E B Y -B ro w n , C o ............................. . 1 -8 0 0  532  927 0

F a m ily  P a c k in g  D is t r ib u to r s ..........(2 4 8 )  6 4 4 -5 3 5 3

F le m in g  C o m p a n y ............................. (3 3 0 )  879-5681

F lip p in  D is t r i b u t in g ................... ....... (9 0 6 )  7 8 9 -9562

G a rd e n  F o o d s ........................................ (3 1 3 )  5 8 4 -2 8 0 0

G o u rm e t  In te rn a tio n a l, In c ............. I -8 0 0 -8 7 5 -5 5 5 7

G re a t  L a k e s  W h o le s a le ..................... (6 1 6 )  261 9393

H a m ilto n  Q u a lity  F o o d s ................. (3 1 3 )  7 2 8 -1 9 0 0

I &  K D i s t r i b u t in g .............. ............... (3 1 3 )  491 5930

J C 's  D i s t r i b u t in g ..................................(8 1 0 )  776 -7447

J .F . W a l k e r .......................... ...................(5 1 7 )7 8 7 -9 8 8 0

J e ru sa le m  F o o d s --------- ---------------- (3 1 3 )  538-1511

K a p s  W h o le sa le  F o o d s  ................. . (3 1 3 )  5 6 7 6 7 1 0

K a y  D is t r i b u t in g ..................................(6 1 6 )  5 2 7 -0120

K e e b le r  C o ................... ............................ (3 1 3 ) 4 5 5  2640

K e h e  F o o d  D is t r i b u to r s -------- -----1 -8 0 0  888-4681

K ra m e r F o o d  C o ...................................(2 4 8 )  851 9045

L ip a r i  F o o d s ........................- ............I-< 8 10 ) 447  3500

M c ln e m c y -M ille r  B ro s ..................... (3 1 3 )  8 3 3  8660

M id w e s t W h o le sa le  F o o d s  — ....... (8 1 0 )  7 4 4 2 2 0 0

N o rq u ic k  D is tr ib u tin g  C o .................(3 1 3 )  522  1000

P o in te  D a iry  S e rv ic e s , Inc ./

V ie  D e  F r a n c e .................... — ...... (2 4 8 )  5 8 9 -7700

R o b e rt  D. A rn o ld  A  A sso c ..............( 8 1 0 )6 3 5 -8 4 1 1

S A b rah am  A  S»KiN (2 4 8 )  3 5 3 -9044

S am 's  C lu b — H a ze l P a r k ------------(2 4 8 )  588 -4407

S h e rw o o d  F o o d s  D is t r ib u to r s .......(3 1 3 )  3 6 6 -3100

S ta te  W h o le sa le  G ro c e rs  ............... (3 1 3 )  5 6 7 -7 654

S p a rta n  S to re s , Inc ------------------- (3 1 3 )4 5 5 -1 4 0 0

S u p e r  F o o d  S e r v i c e s ......................... (5 1 7 )7 7 7 -1 8 9 1

S u p c rV a lu  C e n tra l  R eg io n  (9 3 7 )  3 7 4 -7874

T is e o 's  F ro z e n  P iz z a  D o u g h  . . ( 8 1 0 ) 5 6 6 -5 7 1 0

T re p c o  I m p o r t s ........................... .........(2 4 8  ) 546-3*61

V a lu e  W h o le sa le  ( 2 4 8 ) 9 6 7 -2 9 )0

W e ek s  F o o d  C o rp --------------- — —  (8 1 0 )  7 2 7  3535

Y p c d n t i  F o o d  C o -o p  < )i U 4 8 3 - I5 2 0

ASSOCIATES:
A m eric an  S y n e r g i m c s ------------- (3 1 3 ) 4 2 7  4444

C a n a d ia n  C u m u la te  G e n e ra l (3 1 3 )  5 6 7 -2 2 ®

L iv e m o is -D a v iso n  F l o m l ----------- (2 4 8 )  3 5 2 4 ® l

M in n ic h 's  B oats A  M o to rs  (8 1 0 )7 4 8 -3 4 0 0

W iled e n  A  A vvot <248) 588-2151

W o K e n n e  G o lf  C lu b . U*c.---------- (1 1 0 )  781 -5544
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Attract New Customers • Eliminate Bad Check Loss 
Keep Current Customers * Reduce Bank Card Charges 
Increase Floor M fic  • Add Extra Revenue
Increase One-Stop Shopping » 2 4  Hour, 7-Days-A-Week Service

3800 W. Eleven Mile Rd. • Berkley, MI 48072 • (800) 333-8645
SALES -  SERVICE -  LEASING 

AMUSEMENTS -  ATM's -  PAYPHONES -  VENDING



CROSSMARK.

Enjoy These “Premium Dairy Products” 
Represented by CROSSM ARK - Michigan

s  Alpine Lace Cheeses 
^  Benecol Spreads
s  Better 'n Eggs & All Whites Egg Substitutes 

Blue Bonnet Spreads 
^ County Line Cheeses 
v  Dean's Refrigerated Dips 
• /  Egg Beaters Refrigerated Egg Substitute 
S  Elf & Booth Herring 
S  Farm Rich Refrigerated Creamers 
J  Fleischmann's Margarines 
S  Florida's Natural Grower's Pride 

Concentrated Orange Juice 
S  Florida's Natural Pure Premium Orange Juice, 

Grapefruit Juice, & Arizona Iced Tea 
J  Healthy Choice Cheeses 
v Horizon Organic Eggs 
J  Horizon Organic Milk & Dairy Products 
v  International Delight Flavored Creamers 
s  Kaukauna Cold Pack Cheese Cups 
^  Kozy Shack Puddings 
v' Land 0  Lakes Butter, Margarine, Cheese, & 

Sour Cream

J  Land 0  Lakes Country Morning Blend 
s  Land 0  Lakes Spread With Sweet Cream 
s  Miceli Ricotta, String, Parmesan, &

Italian Cheeses
s  Mallard Refrigerated Pasta & Sauces 
s  Move Over Butter Spread 
S  Naturally Yours Sour Cream 
s  Nikos Feta Cheese 
v' Olivio Spread 
^  Parkay Spread
s  Reddi wip Whipped Cream & Topping 
v' SAF Perfect Rise Yeast 
v' Second Nature Liquid Egg Products 
^ Simply Potatoes
S  Smart Balance Spread & Cheese Singles 
S  Smartbeat Spread & Cheese Singles 
S  TCBY Yogurts 
v” Touch Of Butter Spread 
S  Treasure Cave Blue Cheese 
J  Win Schuler Bar Scheeze & Cheeseballs 
s  YoCrunch Yogurts

CROSSMARK.
S a l e s  & M a r k e t i n g

Central Region
DETROIT GRAND RAPIDS 

LOUISVILLE TOLEDO

With Offices In:
CINCINNATI FT. WAYNE
COLUMBUS INDIANAPOLIS
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