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Working hard for our members.

“Gray Market” 
cigarettes come under 
fire

See page 3

The "small world” of the 
Glass Bottle Shoppe
• See page 20

Representative Shulman 
is a friend of small 
business
• See page 24

Avoiding liability when 
releasing employees
• See page 32

The "Feel Good” Store
A guest ed ito ria l by Jim  
M itchell
• See page  34

Lottery warns of 
new scams
• See page 45

M ichigan’s fertile soils, 
moderate climate, abundance 
o f water and innovative 
technology have helped our 
farmers be among the most 
efficient in the world.

Reminder:
Return
P A C A

registration
This is just a reminder to 

continue filling out your 
PACA registration that the 
U.S. Department of 
Agriculture is mailing to you.

As you know, as of 
November 1998. wholesale 
and retail grocers are exempt 
from paying PACA license 
fees. However, wholesale 
and retail grocers must still 
register with USDA's PACA 
Department. If you do not 
return the registration. 
USDA/PACA could fine you 
$50.

Please be sure that your 
registration form has your 
company designated as either 
a wholesale grocer or a 
retailer. Otherwise. PACA 
will bill you for license fees.

Michigan leads the nation 
in the production o f ten crops 
and ranks fifth or higher in 38 
crops. The M ichigan food 
and agriculture industry adds 
$30 billion to the state’s

After several stalled 
attempts, electric de­
regulation is now becoming a 
reality. Soon businesses will 
have the choice of who to 
buy their electricity from. 
AFD has partnered with two 
companies to provide AFD

members with considerable 
savings on electrical costs, 
subject to certain restrictions. 
Call Dan Reeves at AFD. 
(248) 557-9600 to get in on 
the ground floor o f this 
member-only benefit.

D espite  rain showers, approxim ately  2 ,000 sen iors en jo yed  a 
p icn ic  lunch an d  enterta inm ent at the N inth A n n u a l A F D  Sen ior  

Picnic. M ore p hotos on pages 36  & 38.

Free seminar gives peek 
into the future 

of food industry
The Associated Food 

Dealers of Michigan invites 
you to attend a special 
presentation for the retail 
food industry. The 
presentation will take place 
on Tuesday. October 26 at 
8:00 p.m. in the Southfield 
Manor. This free seminar.

sponsored by AFD. will 
explore the future of the food 
industry in Southeast 
Michigan and how 
competition will impact your 
business. This information is 
intended to be a valuable tool 
to take stores into the next 
millennium.

economy annually.
In this issue we profile 

Michigan companies and 
provide information on 
products that are grown and 
made in Michigan. Take a

look! There are many reasons 
that we can all be proud of 
our great state. Made in 
M ichigan products and 
businesses begin on page 8.

Electric de-regulation 
is soon to be reality

Tobacco 
taxes to 

increase
New excise tax rates on 

tobacco products, and 
cigarette papers and tubes 
become effective on January 
1. 2000 and January 1. 2002. 
Per 1000 cigarettes, the 
excise tax increase from $12 
to $17 on January 1, 2000, 
and then to $19.50 on 
January 1,2002. As a result 
of the tax increase, a floor 
stock tax will be imposed on 
January 1. 2000 and January 
1.2002. Retail and 
wholesale grocers should 
monitor and manage their 
inventories in anticipation of 
the tax .-NGA

Visit our Web site at: http://www.estorecentral.com/afd.htm

M i c h i g a n ’s  A g r i c u l t u r e  R a n k i n g

1st carrots (fresh market)
black beans small red beans
blueberries apples
cherries (tart) snap beans (processing)
cranberry beans floriculture wholesale sales
cucumbers (for pickles)
Easter Lilies 4th
geraniums sugar beets
hanging flower baskets plums
navy beans cauliflower
bedding petunias concord grapes 

cucumbers (fresh market)
2nd ice cream
bedding plants sweet cherries
celery tomatoes
dry beans grapes
other dry beans light red kidney beans
gladioli
Niagara grapes 5th
hanging baskets, petunias carrots (processing) 

mushrooms
3rd pears
asparagus strawberries
dark red kidney beans

Hollywood 
buys J&J

On August 9. Hollywood 
M arkets completed the 
purchase o f J&J Market on 
Opdyke Road in Bloomfield 
Township. Bill Welch of 
Hollywood said that 
negotiations with Nash Finch, 
owners of J&J, began in May.

Hollywood owns an 
18,000 square-foot store just 
north of J&J, which they 
closed in order to move into 
the former J&J facility. They 
renamed the store as a 
Hollywood Market.

Welch says the new store 
needs extensive remodeling, 
which is being undertaken 
while the store remains open.

http://wwN.cstorecentral.com/afd.htm


FOR THE COOLEST; MOST
REFRESHING BEVERAGES 

IN THE BUSINESS,
'

YOU'RE GETTING
W A R M E R

For more information
Coldwater 
Detroit
Flint 
Grand Rapids 
Howell 
Kalamazoo 
Lachine (Alpena) 
Lansing
Milan 
Mt. Pleasant

(517)279-8436

Pontiac r v  
Port Huron1 • * 

\  \  Saginaw 
Z  ■“* St. Joseph 

;• Traverse City
.V S  i  S  West Branch

(517) 546-2777  
(616) 226-6400  
(517) 379-3264  
(517) 321-0231 
(734)439-2451  
(517)772-3158  
(616)347-6663  
(248) 334-3512  
(810) 987-2181 
(517) 755-1020 
(616) 927-6904 
(616)946-0452  
(517)345-2595
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T he M ich igan  D epartm en t o f 
T reasury  in form ed  A FD  in 
S ep tem ber that there  have been 
apparen t v io la tions o f  state law  on 
the re im porta tion  o f  “g ray  m arke t” 
cigarettes.

It appears that c igare ttes , w hich 
do  not m eet legal labeling  
requ irem ents, m ay be fo r sale at 
M ich igan  retail loca tions. The 
D epartm ent is rev iew ing  w hether

legal action  m ay be necessa ry  to 
co rrec t th is  s ituation .

A FD  re ta ile rs  m ay have 
inadverten tly  becom e invo lved  in 
these  transac tions.

L eg isla tion  is expec ted  th is  fall 
to  ban im port o f  these  c igare ttes 
in to  M ich igan . A ny re ta ile r w ith 
th is  p roduct on the sh e lf  shou ld  be 
aw are  that if  the bill is signed , it 
m ay  have im m edia te  effect.

T he  D epartm en t o f  T reasu ry  is 
p repared  to take p rom pt action. 
F urtherm ore , the c igare tte  
com pan ies  have filed  law su its 
again st com pan ies  that they 
believe are pedd ling  gray  m arket 
c igarettes . (S ee re la ted  story in 
box to right.)

It is im portan t to check  your 
inven tory  fo r these  p roducts  and 
d ispose  o f  them  b efo re  action  is 
b rought again st y o u r store.

The Grocery Zone By David Coverlx

Philip Morris 
files gray 
market 
lawsuit

Philip M orris U.S.A. has filed 
suit against five com panies and 
four individuals that have sold or 
distributed “gray market” 
versions of the com pany’s 
flagship M arlboro brand " - 
cigarettes. The suit was filed in 
federal court in Indianapolis. 
Gray market products are 
manufactured for export but re­
imported into the US by a third 
party for domestic sale at a 
lower price. Gray market 
products are different from those 
manufactured for sale 
domestically. Differences 
include the absence o f federally 
required health warnings, 
differences in packaging, quality 
control in the distribution 
process and the absence of 
“Marlboro M iles” required for 
participation in certain 
promotional programs.

The defendants in the suit are 
Allen Distributors, Inc.; Allen 
Food Mart, Inc.; Blue Grass 
Distributors, Inc.; Kocolene 
Marketing Group. Inc.; AF&E, 
Inc.; and four individuals 
associated with these companies.

Similar suits have been filed 
by R.J. Reynolds and Philip 
Morris in Illinois, California, 
Florida and Kentucky.

AFD family 
grows

Congratulations to Judy Shaba, 
AFD services director, and her 
husband Mazen on the birth of a son, 
Nicholas Ma/.en Shaba born on July 
2 1. 1999

Congratulations also to Danielle 
M acDonald, special events and 
publications director, and her husband 
Alan on the birth of a son. Stuart 
Dawson MacDonald born on 
September 10, 1999.
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Guest Editorial

A “Solution Selling” solution
By John R. Block
There is a lot o f talk these days 

about “Solution Selling,” what some 
people see as the solution to making 
the superm arket easier for shoppers 
to shop.

The idea is to change the way the 
stores are designed, and put things 
together according to meals. So if 
you want to make an Italian dinner, 
you go to one place in the store and 
you’ll find everything Italian, from 
the bread to the pasta, from the sauce 
to the sausage.

T h a t's  a great idea, on the surface. 
And in some cases it might actually 
work. If you 're  shopping for just a 
meal or two, it might actually be 
more convenient.

But it causes tremendous 
problem s in store design, in store 
staffing, and it would be expensive 
to put freezers and coolers in various 
locations around the store. Then, 
you’d have to stock some products 
in more than one location- 
sometimes, several more. So it's  not 
as easy as it sounds.

It w ou ld  be 
expensive  to  p u t 

f re e z e rs  a n d  coo lers 
in  v a r io u s  lo ca tio n s 

a ro u n d  th e  s to re .

As someone who shops in a 
supermarket at least twice a week, 
however, I think it could just cause 
more confusion. You usually go to a 
store with a pretty good idea of what 
you want, and if you’re familiar with 
the store you know where to find it.

To me, the solution is simple.
And it 's  one that may give 
independent retailers a built-in 
advantage. Just keep stores from 
getting so big that they take all day 
to shop.

I think back to when I was a boy 
and my grandfather ran a Red and 
White Grocery Store in Knoxville. 
Illinois. That was a small corner 
store, and it was successful for many 
years. O f course, times have 
changed-and they continue to do so. 
Most stores like his are a thing of the 
past.

Or are they? Today, they just 
look differently, and they’re called 
convenience stores. Many are 
carrying an increasing variety of 
products, and they are filling an

The idea 
is to 

change 
the way 

the stores 
are 

designed, 
and put 
things 

together 
according 
to meals.
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important niche in the community.
But beyond that, today’s 

supermarket of 35,000 or 40,000 
square feet is a much friendlier, 
easier-to-navigate environm ent than 
today’s monster mega stores that sell 
everything from toothpaste to tires. 
Even some o f our so-called 
conventional supermarkets are much 
too big, supposedly so to provide 
enough variety. But it’s out of 
control. How many kinds of 
breakfast cereal do we really need?

In some stores, it’s getting 
ridiculous. You want to buy 
something, but to find out the price 
you have to carry the product three 
aisles over to a scanner on the wall. 
What happened to thinking about the 
customer, anyway?

H ere’s a future scenario for you, 
and it’s not too much o f an 
exaggeration:

Shopper in Aisle 7: “Excuse me, 
can you tell me where the spices 
are?”

Voice-activated kiosk: “What 
kind of spices do you want?”

...today’s superm arket of 
35,000 to 40.000 square feet 

is a much friendlier, 
easier-to-navigate 

environment than today’s 
monster mega stores...

Shopper: “red pepper, poultry 
seasoning, and oregano.”

Voice-activated kiosk: You will 
find the red pepper and the oregano 
in the Dinner Sector, Ethnic 
subsection, Italian subsub-section, in 
Aisle 232. Walk a half-mile north, 
then go east in Aisle 232 
approximately one-eighth o f a mile. 
The spices will be on the rack to 
your right between the Italian 
sausage case and the canned pasta 
sauce. For the poultry seasoning, go 
to Dinner Sector, poultry subsection, 
in Aisle 331. From the Italian 
subsubsection, walk one-third o f a 
mile north to the “Big Chicken” 
sign, then walk one tenth of a mile 
west. The poultry seasoning will be 
on a rack to your left, between the 
spiced stuffing mixes and the basting 
sauces.”

“For a printed map of the above 
directions, please press ‘Print M ap’ 
on your Kiosk Keypad.

Thank you. and have a nice day.”

Calendar
Novem ber 7-9
R etail F ood Safety Conference 
S h era to n  In n er H arbo r Hotel 
B altim ore , M D  
Fax (202) 429-4529

N ovem ber 9-10 
Superm arket Foodservice 
Short Course
O ’H are  H ilton  H otel, C hicago 
(202) 862-1498

N ovem ber 14-16 
Retail Store D evelopm ent 
W.J. M ariott H otel 
A tlanta , GA 
(202) 452-8444

N ovem ber 11-12 
Retail Electronic Payment
System s
M arrio tt Inner H arbor 
B altim ore , M D  
(202)429-4589

Novem ber 23 
AF D  A nnual Turkey Drive 
A F D  & its m em bers g ive  turkeys 
to needy  fam ilies acro ss  M etro 
D etro it
(248) 557-9600

Statem ent o f Ownership

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

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

PO STM ASTER : Send address
changes to AFD Food & Beverage 
Report, 18470 W. 10 Mile. Southfield, 
Ml 48075.

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

AFD works closely with the following 
associations:

N O *

FOOD INDUSTRY ASSOCIATION EXECUTIVES



Proudly Represents these fine Products...

INDIAN SUMMER

30095 Northwestern Hwy. • Farmington Hills, MI 48333
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Returnables come under scrutiny
from bringing more dirty containers 
into food stores.

M ichigan is one o f 10 states with 
bottle recycling laws. Maine, where 
voters enacted a law the same day 
M ichigan did, expanded theirs about 
decade later to include noncarbonatec 
beverages and now has the broadest 
program in the nation.

The Container Recycling Institute, 
a nonprofit group that promotes 
recycling, says states like Michigan 
should adapt their bottle laws to the 
times.

“The beverage market has changed 
rather markedly since Michigan 
passed its law,” said Pal Franklin, 
executive director o f the Arlington, 
Va., institute. “These beverages—if 
they had existed 20 years ago—  
clearly would have been included."

Tom George of Harbortown 
Market in Detroit says that expanding 
the law would force him to use more 
o f his store to accept cans and bottles. 
“ If we had to take back everything, 
we probably would have to look at 
cutting down the number of items we 
carry,” he said.

M aine’s system, which lets 
consumers return containers to stores 
or redemption centers, has worked 
well, said Stan Millay of the Maine 
Department o f Agriculture’s Division 
o f Quality Assurance and 
Regulations.

The Tellus Institute expects to 
complete its study next year.

Curbside recycling on 
the increase

As a committed corporate citizen 
to recycling, The Coca-Cola 
Company Civic Action Network 
believes that comprehensive curbside 
and drop-off recycling programs are 
the best solution to litter and 
responsible solid waste management 
rather than current forced deposit 
proposals.

The April edition of BioCycle 
magazine presented the results of 
their annual “State of Garbage in 
America” survey. It found that 
curbside recycling programs in the 
United States have increased 5.6 
percent since 1997. More than 139 
million people now have access to 
curbside recycling in their 
communities. Also, seven o f the top 
ten states with curbside recycling 
programs (serving more than 70 
percent o f its citizens) are not forced 
deposit states. These states include: 
Florida, Indiana, Maryland,
Minnesota, New Jersey, Rhode Island i 
and Washington.

This survey is based on data 
gathered from solid waste and 
recycling officials nationwide.

2 LOCATIONS

CO

NEWS

Flint & Saginaw

Suburban News
2320 W. Pierson 

Unit 15 
Flint, MI 48504 

810-785-4200 Fax 
810-785-4100

W hen M ichigan voters approved 
the bottle deposit law in 1976, for pop 
and beer bottles, no allowance was 
made for iced tea, fruit juice or bottled 
water.

As a result, consum ers routinely 
return cans for which they paid 
deposits but just as routinely throw 
the others out.

Now, as consum ers’ tastes have 
changed, recycling advocates are 
pushing to expand the law to include 
non carbonated beverages.

The state also is looking at the

issue. It has awarded a $45,000 
contract to the Tellus Institute, a 
Boston consulting firm, to study 
whether or how the M ichigan law 
should be revised.

Supporters o f an expanded bottle 
bill say the change is an overdue 
modernization that would bring 
cleaner streets and streams.

“W e’re happy with the way it’s 
working. It has dramatically reduced 
the amount o f litter on roadsides and 
diverted bottles and cans from 
landfills,” said Dennis Fox,

Critics say simply 
expanding the law would 
mean additional burdens 
to retailers and possible 

health hazards.
environm ental policy specialist for the 
M ichigan United Conservation Clubs. 
“W e’d like to see noncarbonated 
beverages added to the list.

C ritics say simply expanding the 
law would mean additional burdens to 
retailers and possible health hazards

Suburban News
24808 Romano 

Warren, MI 48091 
810-756-4000 

Fax 810-756-4060

Metro Detroit
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Michigan Sugar Company is a  subsidiary o f  Im perial Sugar Company.

In  1 8 9 9 , o u r  p la n t  in  C a ro , M ic h ig a n , f irs t o p e n e d  its  d o o rs  

to  p ro cess  th e  p ro u d  h a rv e sts  o f  loca l s u g a r  b e e t g ro w ers  

in to  p u re ,  n a tu ra l  sugar. T oday , y o u r  fa m ily  en jo y s  th e  sam e

q u a li ty  s u g a r  y o u r  

g ra n d p a re n ts  a n d  g rea t-  

g ra n d p a re n ts  w e re  p ro u d  to  p lace  

o n  th e ir  tab le s  -  P io n e e r  S u g a r

W h ile  te c h n o lo g y  c o n s ta n t ly  re sh ap e s  o u r  

lives, p e o p le  c o n t in u e  to  m a k e  th e  Pioneer®  

d iffe ren c e . F ro m  th e  fam ilie s  w h o  

n u r tu r e  th e  su g ar b e e t c ro p s  to  th e  

m e n  a n d  w o m e n  in  o u r  fac to rie s , w e h o n o r  th e ir  c o m m itm e n t  to  q u a li ty  

a n d  c o n t in u o u s  im p ro v e m e n t o v e r th e  p a s t 10 0  years.

The Pioneer tradition continues...

AFD Food &  Beverage Report, October 1999....7



Michigan’s Kowalski expands operations

The apple blossom  is our state 
flower and more than one billion 
pounds o f M ichigan-grown 
apples w ere picked last year 
making them  one o f the state’s 
most im portant crops.

M ichigan ranks third 
nationally in apple production, 
and leads the nation in Jonathans 
and Northern Spys.

Kowalski Sausage Co. is expanding 
operations in Hamtramck after 
receiving hefty tax abatements. The 
com pany also will benefit from a state 
grant program for cash-strapped cities 
to pay for infrastructure 
im provements. Kowalski will spend 
$2.3 million on its expansion and 
boost its 100-employee workforce by 
10.

For financially strapped

Hamtramck, the property and income 
taxes from the expansion project is 
badly needed.

The Hamtramck City Council 
voted to create an Industrial 
Development District which will 
allow Kowalski to apply for an 
abatement and grant 50-percent tax 
abatements over 12 years for the 
expansion.

Kowalski President Michael

Kowalski said the company was at the 
crossroads. He said competition and 
trends in the meat-processing business 
forced the com pany to make 
expansion plans for its production 
area.

Kowalski has two plants in 
Michigan and are m ajor producers of 
franks, sausages, bologna, smoked 
kielbasa, corned beef and Bavarian 
ham.

MDA recognizes 
Kroger for $1 

Million in 
donations

The M ichigan Kroger Company 
recently topped $1 million in 
donations to the Muscular Dystrophy 
Association over the past ten years.

Since 1989, Kroger has supported 
MDA with a variety o f programs 
including product sales with Kroger 
suppliers such as Nabisco, A&W and 
7UP; auctions; and a corporate lock­
up, in which officials are “jailed” and 
secure donations for MDA during 
their confinement.

Kroger stores in southeastern 
Michigan also sell Shamrocks Against 
Dystrophy in February and March and 
Stars during August. The two 
promotions raised almost $86,000 for 
MDA in 1998.

Makin’ it Hot 
in Michigan!

Cherries
European settlers began 

planting cherry trees along the St. 
Lawrence River and in the Great 
Lakes area after they arrived in 
the New World.

Their work helped lead the 
way for one of the state’s 
sweetest crops.

Today, some people think 
Traverse City should be called 
Cherry City. That may not be a 
far fetched idea for the Cherry 
Capital o f the World.

An estimated 225 million 
pounds o f tart cherries were 
harvested in Michigan in 1997.

Almost 78 percent of the 
nation’s red tart cherries are 
grown here, and the state ranks 
fourth in sweet cherry production 
with 27,000 tons harvested last 
year.

SEE YOUR FRITO-LAY 
SALESPERSON FOR MORE DETAILS
ON OUR NEW FLAMING HOT LINE.
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Soybeans
Michigan fanners planted 1.9 

million acres o f soybeans in
1998, up 250,000 acres from the 
previous year.

And that num ber is likely to 
continue growing as soybeans 
become more popular.

Soy products are 
biodegradable and non toxic, 
making them ideal for use as 
ink, paint thinner, fuel and wood 
substitutes.

Soybeans also are used for 
food products, such as soy 
sauce, tofu, soy milk and 
vegetable burgers.

Made in Michigan

Michigan Apple Contest 
for retailers offers $10,000 in prizes

In order to boost M ichigan apple sales, the M ichigan Apple Committee will 
hold a contest to encourage retailers to display and advertise M ichigan apples 
and apple products from now through October 31, 1999. Multiple cash prizes 
ranging from $2,000 to $50 will be offered and everyone who enters will get a 
special prize. To qualify, retailers must advertise Michigan apples in the 
newspaper, on a flyer or circular, or in a radio or television commercial, or set 
up a special in-store display. Any promotional activity must use the word 
“M ichigan” or the M ichigan apple logo. Contact the M ichigan Apple 
Committee at (517) 669-8353 for contest materials, rules and entry forms.

Blueberries
Seventy-six million pounds of 

M ichigan blueberries were 
harvested in 1997. Nearly 45 
percent o f  all the cultivated 
blueberries grown in the United 
States cam e from M ichigan in 
1997.

Sandy glacial soils and high 
water tables make M ichigan’s 
western shoreline ideal for 
growing the tasty fruit.

Three Michigan 
vineyards take 

top awards
October is M ichigan Wine Month 

as well as Made in Michigan month. 
Wines from three M ichigan grape- 
growing regions earned "Best of 
Show” in the recent Michigan State 
Fair W ine Competition, Michigan 
Department of Agriculture (MDA) 
Director Dan W yant announced, A 
total o f 174 wines from 16 Michigan 
wineries were entered in the 
competition. The wine experts on the 
judging panel awarded 21 gold 
medals, 33 silver medals and 37 
bronze medals.

The “Best of Show - W hite” honor 
went to Chateau Chantal for its 1998 
Proprietors Reserve Chardonnay, 
produced from grapes in the Old 
Mission Peninsula appellation (a 
federally-recognized wine-producing 
region).

The "Best o f Show-Red” award 
went to Fenn Valley Vineyard’s 
Cappricio (NV). It was produced 
from a blend o f predominantly 
Chambourcin and Chancellor grapes 
from the Fennville and Lake 
Michigan Shore area of Southwest 
Michigan.

And Best of Show-Specialty” was 
awarded to L. Mawby Vineyards’ 
Blanc de Blanc Brut Sparkling Wine. 
Winemaker and grape grower Larry 
Mawby has been producing wine on 
the Leelanau Peninsula o f northern 
Michigan since 1975. He was 
recently named one of the US Great 
Sparkling Wine Producers by Wine 
Hnthusiast magazine.

Hunting for Big Buck#?

The Original Hunters Sausage by Kowalski

It’s what you’re looking for.
Look for it carefully in its new camo package.

b W A L S I U

Stack'em high and watch'em fly. 

Please contact the Sales Department at (313) 873-8200
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Made in Michigan

Kroger reenters Detroit market
A new 54,000-square-t'oot Kroger 

store will open on the southwest 
com er o f G ratiot and Lappin near 
Seven Mile Road in Detroit. 
Scheduled to debut in mid-2000, 
Kroger is eager to reenter the Detroit 
market and is looking for other 
possible sites.

Kroger closed its Detroit stores in

the early and mid-1980s. The new 
Detroit store is one o f many that will 
be built in M ichigan by the end of 
2000.

K roger’s new store will be part o f  a 
78.000-square-fool retail strip mall 
that will house other retailers and a 
Detroit Police mini-station. The strip 
will be called The Shops at Northeast 
Village which will be developed by

Southfield-based First Commercial 
Realty & Developm ent Co., Inc.

Up to 250 em ployees will be 
needed to staff the new store. 
M ichigan’s Kroger employees 
number 10,000.

Kroger has its headquarters in 
Cincinnati and is the nation’s largest 
supermarket chain. It was founded in 
1883 and has 83 stores in Michigan.

Cucumbers
Some people believe 

rubbing cucum ber slices on the 
skin makes it softer, helps 
bleach freckles and soothes 
sunburns.

Others enjoy the crisp taste 
o f this low-fat, inexpensive and 
widely available vegetable.

W hatever the reason for 
buying them, Michigan farmers 
are pleased to be the top- 
ranked producers of cucumbers 
used for pickling and fourth 
ranked fresh market cucumber 
producers in the United States.

Growers picked 130,000 
tons o f cucumbers for pickling 
in 1998.

Free cherry 
promotion 

materials for 
retailers

The Cherry M arketing Institute 
(CMI), a national promotion 
organization for cherries, has new 
point o f sale materials available to 
retailers to promote cherry products. 
There are also ad slicks for February 
National Cherry Month and ad week 
materials for George W ashington’s 
birthday/President’s Day.

In addition, CMI will supply free 
consumer recipe brochures for in­
store distribution. New for this 
holiday season is a four-color holiday 
baking brochure. The brochure 
features recipes that use cherry pie 
filling, dried cherries, maraschino 
cherries and canned sweet cherries.

CMI, located in Lansing, 
M ichigan, is funded by US cherry 
growers. Michigan produces 75 
percent of the nation’s tart cherries 
and 30 percent o f the processed sweet 
cherries. Tart cherries are generally 
used as an ingredient in baked goods, 
while sweet cherries are processed as 
maraschino cherries or used in ice 
cream and yogurt. However, both tart 
and sweet cherries have many uses 
and are available in numerous retail 
products.

To order the cherry promotion 
materials or for additional 
information on in-store cherry 
promotions, contact Joe Lothamer at 
the Cherry Marketing Institute at 
(517) 669-4264 or e-mail him at 
jlothamer@cherrymkt.org

Group Savings
G r o u p  S a v i n g s

Individual Service
AAA Michigan is pleased to announce a partnership with the 

AFD which allows us to offer you and your employees the 

opportunity to join the state’s leading membership organization, 

at a special group rate. Benefits include:

For Your B usiness

• A  highly-perceived employee benefit at no 

adm inistrative cost to you

For You and Your Employees

• Eligibility to apply for group discounted auto and hom e insurance* 

via convenient autom atic account deductions

.  24-hour, prepaid Emergency Road Service

.  Free TripTiks®, TourBooks* and maps, plus member-only values 

on cruise and tour packages

• Exclusive savings of up to 20% or more at 

thousands of retailers across Michigan and the U.S.

To find out more or 
to enroll your company, 

call Judy Shaba at 
248-557-9600

In partnership with

\ Group 
Services

family of companies.. Insurance underwritten by A uto C lub Insurance Association
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A v a i l a b l e  f r o m  

A n h e u s e r B u s c h . . .

bit r  W m t b i.u e  a g a v e  Necw 
And A N a  ix j r a l  f l a v o r ®  
^PORTED THQUILA A NDLB«
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T he Perfect Snacking Concept
Unique and D iffe ren t  
Boost Sales 
M axim ize Penny Profit  
Display A nyw here
G uaranteed Sale

Made in Michigan

Amerisweet onions 
fill harvest gap

INTRODUCING...

Beverage Report, October 1999

Dry Beans
W ith 3 15,000 acres o f dry 

edible beans grown in Huron, 
Tuscola, Bay and other Michigan 
counties, it’s no wonder our state 
is a leading producer o f dry 
edible beans.

Almost half, or 150,000 acres, 
of M ichigan’s bean crop is made 
up o f navy beans.

Black, cranberry, kidney, pinto 
and other beans are also grown in 
M ichigan. And more than 503 
million pounds of beans were 
harvested from late summer to 
mid-autumn.

New Kroger 
opens in Taylor

A new Taylor Kroger that opened 
in Septem ber at 7000 M onroe is 
nearly twice as big as the store it took 
the place o f at 9 7 5 1 Telegraph. 
Equipped with self-service check­
outs, ready-to-eat meals, and a florist, 
the store will feature U-scan Express 
lanes to allow shoppers with 15 items 
or few er to scan their own goods, bag 
them and pay by credit or debit cards 
or by feeding cash or a check into the 
machine. The new state-of-the-art 
store em ployees 200.

Michigan 
Artesian water 
is new kid on 

the block

T here’s a new sweet onion 
available that fills the gap 
between the end o f the Vidalia 
sweet onion season and the 
beginning o f the South American 
import season. The Amerisweet

which took about 10 years to 
develop is cultivated near Grand 
Rapids. Mark Breimeister, 
president o f AAA Produce 
Exchange Inc., in Sylvan Lake, 
helped develop the onion.

A k’wa W ater started bottling 
Artesian water in June from a vast 
natural aquifer located beneath 
Ortonville, M ichigan. The company 
was named A k’wa, which is Greek 
for water.

“The pristine quality o f all 
A k’w a’s product lines are guaranteed. 
We use state o f the art filtering, 
bottling and testing equipment. We 
feel that both natural artesian and 
deionized spring water are the best to 
present to today’s health conscious 
and educated consumers,” says 
Dominic Bologna, Regional Sales 
Manager.

A k’wa Natural Artesian Water 
and A k’wa Purified Artesian Spring 
W ater are available in 12 oz, 1/2 
Liter, 1 liter, 1-1/2 liter as well as five 
gallon dispenser bottles and coolers.

A k’wa also provides custom 
design deionization systems for 
commercial and industrial 
applications. Both waters are 
available in house brands or private 
labeling. For more information, call 
Dominic or M ark Bender at (810) 
752-0173.

Celery
Kalamazoo-area farmers 

took advantage of rich muck 
soils in the region more than 
100 years ago and created the 
U.S. celery industry.

That heritage has not been 
lost, as the state continues to 
be the second largest grower, 
with 103 million pounds 
harvested annually.



T e n d e r  H a r v e s t .

Shopp ing  Basket 
Total D o llar R ing

T ender H arv est baby foods d riv e  overa ll sales.

•  T h e  av erage  baby 
fo o d  b u y e r’s to ta l 
d o lla r  rin g  is h ig h e r  
w h en  T ender H arvest 
foods a n d  ju ices are 
a  p a r t  o f  th e ir  
sh o p p in g  b a sk e t

The organic baby food 
today’s moms want.

O rg a n ic  bab y  fo o d ’s p o p u la r ity  is grow ing .

•  T h e  o rg an ic  bab y  fo o d  in d u stry  has 
g row n  60 %  o v e r  th e  last 2 years.1

T en d er H a rv e s t leads th e  w ay in  o rg an ic  
baby  food.

•  In  ju s t o v e r  o n e  y ear o f  d is tr ib u tio n , 
T en d er H a rv e s t sales h a v e  g row n  to  tw ice  
th e  size o f  an y  o th e r  o rg an ic  baby food.2

A  c o m p le te  lin e  o f  o rg an ic  baby foods for 
your custom ers.

•  T ender H arvest baby foods are m ade w ith ­
o u t a rtific ia l co lors, flavors, p re se rv a tiv es 
o r  any  ad d ed  sugar o r  s ta rch .

Organic & Original Recipes from  Gerber
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AFD/AAA Partnership-Group rates, individual service
Since January 1999, 95 AFD 

businesses and their em ployees have 
saved money, time and worry through 
the AFD/AAA G roup Services Auto 
Insurance Plan. In our continuing 
effort to provide you with quality 
service and programs, the Associated 
Food Dealers o f M ichigan is pleased 
to provide several ways to save 
money through the AAA Group 
Insurance Plan.

Insuring your auto and home

through AAA is a wise choice since 
we are M ichigan’s leading auto 
insurance provider. Even better, there 
are many ways you can save on your 
AAA G roup Auto Insurance 
prem ium s. Discounts are available 
for insuring multiple vehicles or 
products (i.e. auto and home); 
installation o f safety and anti-theft 
devices; maintaining a good driving 
record; and for new drivers 
com pleting A A A 's “Teaching your

Teen to Drive" program.
The AFD/AAA Group Plan offers 

24-hour claim service and 
competitive rates on both auto and 
homeowners insurance, as well as 
many membership benefits. These 
include 24-hour pre-paid Emergency 
Road Service; free maps.  
and Tourbooks® (personalized and 
regional travel guides); and access to 
AAA Travel for member-only 
discounts, upgrades and extra

H O B A R T
D etro it S ales/Serv ice C en te r

43442 N. I-94 Service Drive 
Belleville. MI 48111

New and Used Equipment Sales

Equipm ent Sales:
(734) 697-7060

Service:
(800) 783-2601

Baking Equipment 
Meat Processing 
Food Preparation

Parts/Supplies:
(734) 697-5444

Warewashing 
Cooking Equipment 

Weigh/Wrap

HMR Solutions
A u th o r iz e d  R e p a ir  C e n te r  fo r  A ll  V u lc a n  P ro d u c ts .

15% SAVINGS
OW H O B A R T  S E R V IC E  C H A R G E S

Present this coupon  to  your Hobart service technician and 
save 15% on all charges.Valid at Hobart Detroit Branch only.

O ne coupon per service call.
Expires 12/31/99

amenities on cruise, tour and vacation 
package arrangements. Membership 
also provides special discounts o f up 
to 20 percent or more at retailers 
across the state and the U.S. through 
A  ̂A ’s Show Your Card and Save® 
program.

Contact AAA G roup Services at 1- 
800-AAA-M ICH to find out if you 
qualify for these or other valuable 
discounts.

Sugar Beets
M ichigan sugar beet farmers 

harvested 160,000 acres o f crop 
in 1998 and M ichigan ranked 
fourth in the nation for 
production.

It takes only 12 beets to make 
one pound o f sugar, which is 
identical in chemical formula, 
nutritional value, taste, 
appearance and sweetening 
powers to cane sugars.

Beets are made into various 
sugar products, including brown, 
white and confectioner’s sugars.

Beet pulp, a sugar beet by­
product, is processed into cattle 
feed.

M olasses, another by-product, 
is used to make citric acid, 
vinegar, yeast, antibiotics and 
other products.

Grapes
Michigan ranks fourth 

nationally in grape production, 
with nearly 61,000 tons o f grapes 
picked from commercial 
vineyards.

Cool spring breezes o ff Lake 
M ichigan help grapes resist 
premature budding. Moderate 
evening temperatures in early 
autumn allow enough time for 
grapes to ripen on the vine.

Harvest begins in August, and 
peaks in late September and early 
October. Concord grapes used to 
make jam s, jellies, preserves and 
grape juice, are the most popular 
kind o f grape grown here, with 
45,000 tons produced in 1998.

Niagara’s also are popular and 
can be used for wines and fresh 
market sales.
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7 Up Family-Pleasers in the 2-Liter Plastics:

The Taste Will Haunt You... 
till you get some more!

. . .



I n t r o d u c i n g
M A R T E L L  s Scissy Sister

etonne
DE MARTELL

A unique b lend o f  fine  
cognac and natural flavors 

including hazelnut.

'phisH eated & 
C ontem porary

R efresh ing S traigh t over  
ice o r  w ith  y o u r  fa v o r ite  
m ix er

P ro d u ced  & B ottled in 
Cognac, France

by

M A R T E L L

Size Code On Premise Off Premise Shelf
$4.99 $5-09 $5.98

$14.17 $14.45 $16.98
e to n n e  • a  b l e n d  o f  c o g n a c  a n d  n a t u r a l  f l a v o r s  • 2 5% a l c o h o l  b y  v o l u m e  (50 p r o o f )  • i m p o r t e d  b y  m a r t e l l  & co . • n e w  y o r k .  n y

200 ML 9747-0 
750 ML 9762-0

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

697-6424 642-4697
E N JO Y  O U R  Q U A L IT Y  R E S P O N S IB LY SEAGRAM AMERICAS - NEW YORK, NY
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A Michigan Institution
S ince  the days o f  its foun ta in  

sto res w ith  m arb le  co u n te r  tops. 
S anders has b ecom e a M ich igan  
in stitu tion . F o r the last 125 
years. Sanders has p rov ided  the 
finest quality  ch oco la tes, 
cand ies, and its signa tu re  ice 
cream  topp ings to cu stom ers 
a round  D etro it and around the 
w orld . A s w e en te r the next 
century . S anders rem ains 
com m itted  to con tin u in g  its 
trad ition  o f  o ffering  the finest 
q uality  p roducts and serv ice.

To bette r serve its custom ers. 
Sanders has appoin ted  
N B F D istibu to rs as its only  local 
full line, full serv ice D SD  
distributor. N B FD . 
headquartered  in Taylor, 
M ich igan , carrie s the  n a tio n ’s 
largest se lection  o f  confections, 
inc lud ing  bulk  candy, dried 
fru its and nuts, snack m ixes, 
boxed  choco la tes and upscale 
bars from  m anufactu re rs such 
as T oblerone, L indt. G hiradelli. 
and G uyla in  am ong others. 
N B FD  also  has the latest in kids 
novelties and in teractive candy: 
they  b ring  in new  item s on a 
daily  basis to keep custom ers 
on the cu tting  edge. N B F D 's 
custom ers include leading chain 
and independent grocery, 
produce and candy  stores 
th roughout the country. Sanders 
chose N B FD  because o f  the 
co m p an ies ' shared philosophy 

i tow ard  quality  and custom er 
service.

N B FD  has recently 
strengthened its p resence in the 
D SD  segm ent to serv ice its bulk 
candy program s in grocery 
stores th roughout M ichigan.
The Sanders line is a perfect fit 
for N B FD . the "C andy 
Specialists." N B FD  will handle 
all your needs for Sanders 
products. W orking w ith 
Sanders, they can  provide a 
com plete range o f 
m erchandising services, such as 
display sh ippers and special 
prom otions. N B FD  w ill also 
c a m  the full line o f  Sanders

trad itional ho liday  and seasonal 
products.

In add ition  to its p rofessional 
m erch an d isin g  field  force , 
N B F D  has an o u tstand ing

C u s to m er S erv ice  D epartm en t 
in th e ir  hom e office  in Taylor. 
M I. T h e ir C u s to m er S erv ice 
R ep resen ta tiv es can  help  w ith  
all y o u r candy  questio n s

reg ard in g  th e ir  en tire  line o f  
bu lk  co n fec tio n s and novelty  
can d ies  as w ell as the  S an d ers  
line. In M ich ig an , you  can  reach  
N B F D  at 313 -2 9 2 -1 5 5 0 .

Hometown Products Homotown Service
Sanders is proud to announce the appointment of NBFD 

as a full line Distributor for Sanders products.
NBFD will provide full seasonal promotions and more!

C e leb ra ting  its second  cen tu ry  
of qua lity  p roducts .

Attention new NBFD customers..
Mention this ad for $ 1 0 .00 Off 

Any Purchase of $ 2 5 0 . or More!
Expiration Date Nov. 30, 1999

Call for a catalog, or place your order today... 
1 313-292-1550  or Fax 1 313-292-1822
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Celebrating its second decade 
of quality service 

with America’s largest 
selection of bulk candy, 
dried fruits & nuts, snack 

mixes, count goods 
& novelty candies.



Lottery Lowdown

Editor's N ote: As the driving force behind this commission increase, AFD thanks 
the Michigan Lottery fo r  being a good partner.

Lottery Retailers Look Forward to Higher Commissions!

Lottery retailers will have their 
first opportunity to collect the 
increased instant ticket sales 
commission on October 11, 1999, 
when M onster Match -  the Lottery’s 
new $2 Halloween-themed ticket hits 
counters. M onster Match offers a top 
prize o f $31,000 -  a sweet treat your 
custom ers will surely enjoy! 
Holiday-themed tickets have always 
been a popular item with customers, 
so keep an ample supply of Monster 
Match tickets on hand, and you're 
sure to scare up bigger commissions!

The sale of M onster Match tickets 
w on't be your only chance to grab the 
new 7 percent sales commission in 
October! On October 25, Captain 
Cash, another $2 instant ticket, is set 
to sail onto ticket counters. Captain 
Cash is destined to be another popular 
seller, with up to 10 ways to win and 
a $25,000 top prize!

Bonus Commission Expands!
Michigan Lottery retailers will have a 
lot to celebrate in year 2000! In 
addition to the sales commission 
increase on $2 instant tickets, the 
M ichigan Lottery is also expanding 
retailers bonus commissions 
beginning January 1, 2000.

Redeemed prizes over $100,000 
will earn the selling retailer a flat 
$2,000 bonus commission as of 
January 1. The $2,000 bonus applies 
to top prizes in The Big Game, 
M ichigan Lotto, Keno, Cash 5 and the 
instant games. Additionally, retailers 
will continue to receive the existing 
2-percent bonus commission for 
prizes between $601 and $100,000.

These increased commissions 
make Lottery ticket sales an even 
more profitable part o f your day-to- 
day business. I encourage you to take 
advantage of both the commission 
increase and the bonus commission 
expansion by prominently displaying 
point-of-sale materials for $2 tickets 
and on-line games in your stores, 
informing customers when you sell 
winners and asking for the sale.

New Instants! In addition to the 
introduction of M onster Match and 
Captain Cash -  the $2 instant tickets 
mentioned above -  October also 
marks the debut of three more 
exciting new instant games. The $ 1 
Rake It In goes on sale October 4, and 
offers a top prize up to $5,000. On 
October 11, the $5 High Score will 
give players the opportunity to score a 
lot of extra pocket change with a 
$200,000 top prize. Good Times 
Roll, another $1 game debuting on 
October 18, offers a $3,000 top prize.

B y Commissioner Don Gilmer

I am pleased to announce great 
news regarding M ichigan Lottery 
retailer commissions! Over the next 
few months, each and every M ichigan 
Lottery retailer will be enjoying 
com m ission increases for both instant 
and on-line ticket sales.

M ichigan Lottery retailers will 
receive a 7-percent sales commission 
for all $2 instant games introduced

during fiscal year 1999-2000 
(O ctober 1, 1999 through September 
30, 2000). That means you will 
receive a 14-cent sales commission on 
every $2 instant ticket you sell during 
this one-year period! You will also 
continue to receive the 6-percent 
commission on sales o f all other 
Michigan Lottery instant and on-line 
games.

Personnel Needed 
to Install THEIR

Personnel Needed 
to Install OUR 
Ventless Fryer:

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

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

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

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

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

E Q U IP M E N T  KENWORTH
INCORPORATED food e q u ip m e n t CO.

5350 E. Davison - Detroit, Ml 48212  1200 Godfrey  S.W. - Grand  Rapids, Ml 49503
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News & Views from  D etroit Edison
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Y2K readiness and your business
In August the Chaldean Iraqi 

Association o f  Michigan sponsored a 
seminar on Y2K and Electric Choice. 
Approximately 200 members o f  the 
Association heard presentations from  
Detroit Edison’s Y2K Program  
Manager, Jim Roosen and Electric 
Choice Program Manager, James 
Gessner. Here are excerpts from  their 
presentations.

Y2K Program Progress 
Three years in the 

making...We’re Ready
They say those things you have to 

work the hardest for in life are those 
most worth having. Ask the numerous 
employees and business partners that 
worked on our Year 2000 Program 
and I think they'll agree. Three years 
o f hard work by as many as 700 
people on the project has paid off.

On June 30. the company sent two 
letters, one to the Nuclear Regulatory 
Commission (NRC). the other to the 
North American Electric Reliability 
Council (NERC). advising the groups 
that the company has all mission- 
critical systems necessary to generate 
and transmit electricity ready for the 
change to the new millennium.

The letters chronicle the successful 
outcome o f a journey that began in 
1996. During that time we 
inventoried, assessed, repaired or 
replaced, and tested about 140.000 
critical software programs and 
susceptible devices involved in our 
operations to generate and distribute 
electricity.

Fermi 2 Continues in a 
Leadership Role

Out o f the 103 nuclear plants 
across the country, Fermi 2 is one of 
68 that achieved Y2K ready status by 
June 30, 1999. The company has 
completed work for those systems 
required for the operation of the plant 
as well as contingency plans to 
mitigate the impact of Y2K-induced 
events at key rollover dates. The 
Nuclear Energy Institute in 
communicating on Y2K status of the 
US. nuclear industry, reported that 
"no safety problem has been found 
that would cause an unsafe response 
and no component has been found that 
cannot be fixed in the nation's nuclear
fa c i l it ie s ‘

Our fossil fuel plants were year 
2000 ready on May 30, well ahead o f 
numerous other utilities. We tested 
individual power plant units by 
advancing control systems dates to 
2000. The plants operated 
successfully in this induced
“millennium mode."

We are a crucial link
W e're very much aware of the 

crucial link we provide to almost 
every aspect o f society. And we 
realize we have an obligation to serve 
our customers in our everyday work, 
as well as when faced with challenges 
such as those that Y2K brings.
W e’ve worked hard to keep our 
customers informed of our progress 
via the media, bill inserts, brochures,

our web site on the Internet and our 
Year 2000 Information Line, 1-888- 
464-3376.

W e’ve also shared our Year 2000 
Program and progress first hand with 
more than 15,000 people who 
attended more than 100 seminars, 
forums and Y2K panels Detroit 
Edison either hosted or participated in 
across Southeastern M ichigan.

W hat are customers doing 
to prepare?

One o f the questions I pose to 
people who attend our presentations 
is: Do you know how Y2K may affect 
your household or business and have 
you taken steps personally to prepare? 
From minor inconveniences such as 
the incorrect time on a VCR to the

See Edison, page 21

I
I t’s great w hen you find som eone who u n d ers tan d s  

w hat you w ant an d  is th e re  to help  you reach  yoi 

goals. T h a t’s why, as M ichigan’s largest e lec tric  ,  

utility, we developed  o ur P a rtn ers  in E x cellence 

program . This p rogram  te ac h e s  se lec t food serv ice  

equipm ent p a rtn e rs  how to analyze your unique 

energy  service n eeds in o rd e r to reduce  your 

overall o perating  costs. I t’s a  g rea t way to  begin 

a rew arding  relationship . And it works. For a  

com plete  list o f qualified P a rtn e rs  in Excellence 

spec ialis ts  in your a rea , call us a t 1-313-235-7744. 

We'll in troduce you to som e of th e  b est p a rtn e rs  

a  b usiness could ever have.



Retailer Profile

A model “small world”

(l to r) Sharon, Veno and Angie in the Glass Bottle Shoppe

by G in n y  B ennett 
V en o  H e sa n o 's  life  has b een  a 

series  o f  " i t 's  a  sm all w o rld "  
ev en ts.

O ne  o f  the first w as  w hen  V eno  
w as a  teen ag er. E ven  as a young  
boy  w o rk in g  in h is  fa th e r’s s to re  
he had  a v is ion  o f  o w n in g  h is  ow n 
s to re  one  day . H e ev en tu a lly  
knew  w h ich  s to re  he w an ted  and 
today  he is the  o w n e r o f  that 
s to re -G la ss  B ottle  S ho p p e  at 95 4 0  
G ree n fie ld  in D etro it. He likes  to 
te ll how  he passed  by  the sto re  at 
the age o f  15. p eek ed  in and 
d ec id ed  th a t one  day  he w ou ld  
o w n  it. H ow  he cam e  to ow n  it is 
a “ sm all w o rld ” sto ry , too.

V eno  is the o ld e st o f  seven 
ch ild ren . H e has five  b ro the rs  and 
one s is te r w ho  all began  caree rs  
w o rk in g  fo r th e ir  fa ther. S abri. at 
B o u lev ard  & M cG raw  M arket in

D etro it. V e n o 's  d ream  cam e true 
w hen , as a p a rtn e r w ith  his father, 
he pu rch ased  G lass  B ottle  Shoppe.

"B u y in g  the sto re  w as a sm all- 
w orld  s to ry ,"  e x p la in s  V eno. 
"W h en  I m et m y w ife-to -be  V ick i,
I w as su rp rised  to le a m  that her 
ne ig h b o r ow ned  the sto re  I had 
a lw ays w an ted . E ven tua lly  the 
n e ig h b o r so ld  the sto re  and  then a 
few  years la te r w hen  it w as again  
put on  the m arket, I fina lly  bought 
it." T ha t w as 25 years  ago  on 

A ugust 26 , 1974.
V eno  bought his 
d a d 's  share  in 1982.

B ro ther R om eo  
H esano, o w n e r o f 
P ilg rim  Party  Shoppe 
in P lym outh , w orked 
at G lass  B ottle  
Shoppe until he w ent 
out on h is own.

T he  store is 4 ,000  
square-feel now  but 
w as m uch sm aller in 
the beg inn ing . V eno 
bought the barber 
shop  nex t d o o r and 
expanded  in to  the 
space. E ven tua lly  he 
bu ilt on to  the orig inal 
build ing . W hen the 
bottle  law  took effec t 
in 1980, he w as ready 
w ith am ple  sto rage 
area  fo r the 
re tu rnab les. A lthough 
b igger now , the 
bu ild ing  looks about 
the sam e as it did

w hen  it w as bu ilt in 1960.
T h e  ex tra  space a llow s for 

adeq u a te  sto rage  and  open  areas 
beh ind  the  p lex ig lass. W ith in  this 
sto rage  a rea  V eno  d em onstra tes  
uncanny  o rgan iza tional sk ills. H is 
back room  cou ld  be a m odel for 
o th e r s to res. T h e  b reak  area  is neat 
and the bo ttle  area  is im m aculate. 
W hen  custom ers  re turn  bo ttles  and 
cans  they put them  in a bin w hich 
is w hisked  aw ay  to the so rting  area  
in the back  room . All the d rips are 
con ta in ed  in the bin. V eno  takes 
responsib ility  fo r keep ing  
every th ing  neat. “ It is a  lo t o f 
w o rk ,” he says. He is a lw ays at the 
store. “ I have a system  that w orks 
fo r m e,” he says. “ D eliveries  m ust 
be ro ta ted  right aw ay. L ife w ould  
be sim p ler if  I cou ld  learn to 
d e legate ,"  he laughs. “ M aybe I 
cou ld  rest m ore ,"  he says, know ing  
that it is n 't  likely. He takes pride 
in how  his store looks.

"I have a lot o f  respec t fo r my 
custom ers,” says V eno. “ I call 
them  by nam e and treat them  like I 
like to be tre a led -fa irly ."  O ne 
custom er g reeted  V eno and  w hen 
she left he said , “ It is a sm all 
w orld , her m o ther and g randm other 
w ere  clients a t m y fa th e r’s store 
and now  she shops here ."

V eno H esano has respect for 
A FD  too, and the positive  effec t it 
has had on his business. He uses 
A FD  serv ices extensively . H esano 
finds that he can rely on A FD  staff 
to answ er his questions and he gets 
personal help  w ith p rogram s like

B lue C ross  H ealth  Insurance  and 
L D M I long  d is tance  phone 
serv ice . H e serves as a trustee  for 
the  A F D  W o rk e r’s C om pensa tion  
p rogram .

Furtherm ore , tw o  o f the three 
H esano  ch ild ren  have w on A FD  
scho larsh ip s. T h e  oldest,
A n thony , won an  A F D  scho larsh ip  
in 1994. He is a g raduate  o f 
M iam i U niversity  o f  O hio . The 
o ld est dau g h te r G ina, a  M ichigan 
S tate U niversity  senior, w on an 
A F D  scho la rsh ip  in her freshm an 
year. D ana, h is  youngest, enters 
M SU  th is  fall. V en o ’s free tim e is 
d iv ided  betw een  an occasional 
sum m ertim e basketball gam e and 
h is d ed ication  to  D etro it C atholic  
C en tra l H igh School, his alm a 
m ater.

L ike V eno, son A nthony  also 
a ttended  C atho lic  C entral. V eno 
an tic ipated  that h is son w ould 
a ttend  there  and toge ther with 
o thers fo rm ed  a board  o f d irectors 
to p rov ide fo r the sch o o l’s 
developm ent. In return  for the 
"g rea t” educa tion  he and h is son 
received , V eno  has devo ted  m uch 
o f  h is free tim e to giv ing  back by 
fund-raising  and has helped  raise 
upw ards o f  a  coup le  o f m illion 
do lla rs  fo r the school.

V eno has kep t his w orld  small 
by choice. A t one tim e he flew  his 
ow n plane. Som e years ago he 
ow ned  a few  Subw ay stores w ith a 
bro ther-in -law , but they have sold 
them  and today he is content to 
m ake certa in  G lass B ottle  Shoppe 
runs sm oothly. It keeps him  busy 
and probably  w ill con tinue to, 
s ince none o f  h is ch ildren  have 
expressed  an in terest in w orking in 
the store. “T hey th ink it is too 
m any hours,” says V eno. He 
agrees, but know s that it takes time 
to be as organized  as he w ants to 
be. N ext, m aybe he w ill w ork on 
his delegating  skills.
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Edison 
Continued from page 19

ability to appropriately regulate the 
heat or air conditioning in your home 
via a programm able thermostat, use 
your personal com puter, or ensure 
your security system works properly, 
it’s prudent to think ahead. O ur Year 
2000 Home Checklist brochure 
outlines some o f the steps custom ers 
can take to prepare.

Teamed efforts
M eeting the Y2K challenge is a 

team effort, not something 
accomplished in a vacuum. Utilities 
working with other utilities, 
municipalities and major businesses, 
and corporations working together all 
share a common goal -  the safety of 
their customers and communities.

Earlier this year we hosted a series 
of seminars so state and local 
governments could leam not only 
about our progress, but also that o f 
partnering groups in 
telecommunications, water and 
sewage, gas and state emergency 
organizations.

We continue to work with major 
utility industry associations and 
organizations, as well as customers, 
vendors and key units of government 
to gather information and share 
information on Y2K issues. The 
company also is in close contact with

suppliers critical to company 
operations and is continually 
assessing their progress on Year 
2000.

In April, we participated in a 
NERC telecommunications drill that 
simulated partial loss o f voice and 
data communications required to 
operate U.S. and Canadian electric 
power grids. Our back-up 
telecommunications systems worked 
as designed and the drill assured us 
that our interconnected electric utility 
partners also were ready.

On Sept. 8-9, 1999, we participated 
in a second NERC drill designed to 
simulate operation o f the electrical 
system under Y2K-imposed 
scenarios. The drill gave us an 
opportunity to rehearse for the Dec.
31 to Jan. 1, 2000 rollover. The 
objectives we set for the drill were 
passed with flying colors. Those 
objectives included demonstrating the 
ability to effectively deploy 
personnel, using backup 
communication systems and 
implementing some contingency 
plans.

W hat plans do our major 
customers have?

It’s also important that we know

See Edison 
Page 30

NEW MARKETING TOOL 
AVAILABLE TO HELP INCREASE 
SALES OF MICHIGAN PRODUCTS

Research shows that M ichigan consum ers prefer to 
purchase Michigan products, but many find it d ifficult to 
identify M ichigan products at the retail level.

The Select M ichigan  logo is inexpensive and easy to 
use and helps consumers identify M ichigan grown or 
processed products through the use o f eye-catching 
point-of-sale materials. A test market o f the program 
led to a 13.2% increase in sales o f Michigan products.

For more information about how you can incorporate 
the Select M ichigan  logo into your marketing program, 
contact:

M ichigan Departm ent o f Agriculture 
Select Michigan Program 

517-373-1104 
www.m da.state.m i.us

A 1 i  i T Y  .promise
As m u c h  a s  vou  n e ed  a  cell p h o n e  to  s ta y  c o n n ec te d  to  th e  w o rld , you  n e ed  a  p h o n e  
c o m p a n y  v ou  c a n  d e p e n d  o n  even  m o re . T h e  n ew  A irT o u ch  P ro m ise  g ives y o u  a 
s ix -p o in t c o m m itm e n t (o m o re  flex ib le  a n d  m o re  re sp o n siv e  c u s to m e r  serv ice . All 
to  h e lp  y ou  do  w h a t yo u  n e ed  to  do  w h ile  d o in g  m o re  o f w h a t you  w a n t to do.

T h e  A irT o u ch  P ro m ise  is n o t o n lv  a  p le d g e  to  a n sw e r  v o u r  q u e s tio n s  d a v  o r  n ig h t. 
It s o u r  c o m m itm e n t to  p ro v id e  th e  b e s t  serv ice  lo r  v o u r w ire less p h o n e . So. il 
y o u 'v e  ev e r  w a n te d  to  live life on  y o u r te rm s , now  you  can .

A>k a b o u t o u r  sp ec ia l ra te s  fo r th e  A sso c ia ted  F o o d  D eale rs  m e m b e rs  a n d  th e ir  
em p lo y ees . Visit a n  A irT o u ch  S e rv ice  C e n te r  o r A u th o rized  A gent n e a r  vou. I*or 
m o re  in fo rm a tio n  call.

I-8OO-AIRTOUCH
w w w .a ir to u c h .c o m

I n d o r s e d  I,

RFO
Associated Food Dealers of M ichigan

Certain restrictions and exclusions apply Call 1-800-AIRT0UCH (800-247-8602) or visit any AirTouch Cellular store (or specific details
O 1999 A» Touch

A i r T o u c h ’ /
Vi* >MI ran. jf* f

NOW YOU 
PHONE SERVICE 

IS BUILT 
AROUND 

A PROMISE.

NOT A 
COMPROMISE.

-
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Key numbers for 1999

By Michael J. LoGrasso, CLU, ChFC 
Sage/nark Consulting, Inc.

Each year new criteria mark the limitations to various Federal 
programs. Automatic cost-of-living adjustm ents are made to tax 
and Social Security benchm arks. Because o f the range o f and the 
timing o f the release o f that information, it can be difficult to track 
down some o f the key financial figures that will uniquely identify 
1999.

Knowledge is power! As we enter the last few months o f 1999, 
knowing the rules can help you save money. This is true whether 
you wish to maximize a deductible contribution to a 401 (k) plan, 
monitor a distribution from an IRA or are simply dealing with a 
Social Security benefit.

Use this chart to m onitor some o f the key financial factors that 
may make a difference in your tax returns for 1999. You have a 
couple o f months left to talk with your tax advisor to make 
adjustm ents now that may benefit you at tax time.

Qualified Plans
Annual Deferral Limit for 4 0 1(k) plans $10,000
Defined Contribution Limit $30,(X)0
Defined Benefit Limit $130,000
Annual Com pensation Limit $160,000

I n c o m e  T a x e s
Personal Exemption $2,750
Standard Deduction (married) $7,200
15% Income Tax Bracket (joint) Less than $43,050
15% Income Tax Bracket (single) Less than $25,750
28% Income Tax Bracket Breakpoint (joint) $43,050
28% Income Tax Bracket Breakpoint (single) $25,750
31% Income Tax Bracket Breakpoint (joint) $104,050
31% Income Tax Bracket Breakpoint (single) $52,025
36% Income Tax Bracket Breakpoint (joint) $158,550
36% Income Tax Bracket Breakpoint (single) $79,275
39.6% Income Tax Bracket Breakpoint (joint) $283,150
39.6% Income Tax Bracket Breakpoint (single) $141,575

E s ta te ,  G i f t  &  G S T  T a x e s
Unified Credit Equivalent $650,000
Annual Gift Exclusion $10,000
GST Exclusion $1,010,000

S o c ia l  S e c u r i t y
Social Security W age Base $72,600
Retirement Earnings Limit (65-69) $15,500
Earnings Limit (under 65) $9,600

C r e d i t

I C a r d

I
C e n t e r

A T M  S A L E S  &  S E R V I C E

M o s t  r a p i d l y  g r o w i n g  A T M  c o m p a n y

i n  t h e  i n d u s t r y

A F D  M e m b e r  D i s c o u n t s  A v a i l a b l e

2 7  O f f i c e s  N a t i o n w i d e ,  a l l  S t a f f e d  w i t h  

C e r t i f i e d  S e r v i c e  T e c h n i c i a n s

BETTER MADE 
POTATO CHIPS

C R O S S  A N D  PETERS C O .
DETROIT 4 8 2 1 3  • (313) 9 2 5 -4 7 7 4

A s k  A b o u t  o u r  R e v e n u e  a n d  

A d v e r t i s i n g  G u a r a n t e e s

Credit Card Center
23953 Industrial Park Drive • Farmington Hills, Ml 48335 
(2 4 8 ] 4 7 6 - 2 2 2 1  •  Toll Free (8 8 8 )  7 3 7 - 3 3 4 8  

Fax (2 4 8 )  4 7 6 - 2 4 5 2
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Legislator Profile

From produce to politics, Representative 
Shulman is a friend of small business

By Michele MacWilliams
Like many people in the food 

industry, Marc Shulm an’s grandfather 
cam e to the United States and opened 
a fruit stand. Young Marc spent 
many hours working for his 
grandfather at the Ferry and Eastern 
M arkets in Detroit.

"I grew up working in the produce 
industry and have a great affinity for 
the people in the business,” says 
Shulman.

A freshman legislator. State 
Representative Marc Shulm an was 
elected to the M ichigan State House 
to represent District 39 residents of 
Keego Harbor, O rchard Lake Village, 
and Com m erce and W est Bloomfield 
townships in Novem ber 1998. A 
Republican, he serves as chairman of 
the Joint Com m ittee on 
Administrative Rules and vice 
chairman o f the Family and Civil Law 
Committee. He also serves on the 
Criminal Law and Corrections;
Family and Children Services; and 
Energy and Technology committees.

A graduate o f M ichigan State 
University and Cooley Law School, 
Shulm an clerked for a federal judge at 
the United States District Court in 
Kalam azoo and began his own private 
law practice in 1981.

As an attorney practicing in 
Southfield and M adison Heights, he is 
senior partner responsible for 
business, commercial and FELA 
litigation. He formerly practiced 
insurance litigation for the state of 
M ichigan as a special assistant 
attorney general.

Entering Politics
W hy would a successful, busy 

attorney want to become a state 
representative?

“I had to go back into politics to 
right a wrong I committed years ago,” 
Shulm an says with a  smile.

“As a senior at M SU, I was a 
Senate page. One of the jobs we had 
was to go to the top o f the capitol 
dome and hang the flag.” W hen it 
was his turn, young Marc 
inadvertently hung the flag upside 
down. He promised him self that he 
would come back one day, and hang

the flag 
properly to 
do it justice.
Upon taking 
his seat in 
the House 
of Rep­
resentatives, 
he was 
given the 
honor o f 
hanging the 
flag, this 
time
correctly.

Actually, 
the main 
reason that 
Marc 
Shulman 
ran for a 
House seat 
was to serve 
his state.

“ I’ve always enjoyed helping 
people,” Shulman says. “I have a 
passion for this.” Shulman taught 
English and Social Studies in the 
Lansing school district while going to 
law school at night. “ I enjoyed 
teaching and helping others. As a 
legislator I once again have an 
opportunity to help; to do some 
good,” he adds. “The exciting thing 
is, as a representative, you really, 
truly can make a difference and 
increase the quality o f life for the 
people you serve.”

The half-mile rule
In one instance however, Shulman 

is set on not making a  difference. 
Currently Shulman chairs the Joint 
Committee on Administrative Rules 
and is looking at the Michigan Liquor 
Control Commission’s request to 
eliminate the half-mile rule for liquor 
licenses.

“ I believe this rule should remain. 
These small business owners 
purchased licenses with this 
understanding. To eliminate the law 
would have a great economic impact 
on many retailers. Whole businesses 
would be devalued.”

Representative Shulman doesn’t 
know why the MLCC wants the law

eliminated, other 
than removing it 
is a step along the 
deregulation path.

However, he 
believes the fact 
that liquor license 
purchases were 
made on the basis 
o f this rule is an 
important reason 
to keep it intact.

“There is 
power in numbers 
and facing the 
MLCC on this 
issue will be 
more successful 
if the food and 
beverage industry 
makes its opinion 
known, loud and 
clear,”

Representative Shulman emphasizes. 
He wants all retailers to call, write, e- 
mail or fax their legislators to voice 
support for keeping the half-mile rule. 
(Don’t know your representative’s 
number? Call the Clerk o f the House 
at 517-373-0135 or go to 
www.michiganlegislature.org)

“Legislators will listen to their 
constituents. They are elected to 
represent them,” Shulman maintains.

He expects a vote on the half-mile 
rule sometime this year.

On Telecommunications
Representative Shulman is also 

involved with another important issue 
for businesses. On the Energy and 
Technology Committee, he is 
introducing a re-write of the 
telecommunications act; the goal of 
which is to open intralata rates for 
competition. Intralata calls are those 
made within the state, that are not a 
long distance call, but are out o f the 
local calling range.

Because a couple large companies 
monopolize the intralata business, 
M ichigan rates are 25 cents per 
minute in many areas, while intralata 
calls in Illinois are as low as six cents 
per minute.

Currently it is difficult for small 
phone companies to enter the

M ichigan local market. The bill 
would allow the Public Service 
Commission the power to make 
decisions and act as a referee, 
eliminating costly litigation that keeps 
competition at bay.

Caring for the elderly
On the Joint Task Force on Aged, 

the Representative is looking at pilot 
projects and tax incentives for taking 
care of our elderly. W orking with our 
insurance industry, Shulman is 
looking into a possible option that 
would allow the elderly to take a 
portion o f their life insurance policy 
and put it into long-term care 
insurance.

Representative Shulman is very 
cognizant o f the needs of his 
constituents. Even though there is no 
budget for it, he maintains a district 
office so residents can call and speak 
to a staff member anytime during 
regular business hours. He is 
accessible to all constituents every 
Monday, when he sets up shop in the 
different town halls in his district.

His office is currently working on 
two new programs that 
Representative Shulman is 
particularly proud of: a scholarship 
foundation and a grant for a cultural 
center.

His scholarship foundation is 
unique in that the funds will be split 
between the students and the students’ 
high schools. “This way the student 
can give something back to their 
school,” he adds.

The grant will be used to help build 
a Chaldean cultural center as part of 
an expansion o f the clubhouse at 
Shenandoah Country Club.

Even though Representative Marc 
Shulm an’s career has strayed from his 
roots in the produce business, it is 
obvious that his heart is still with 
those in the industry.

You can reach Rep. Shulman by 
calling his office at 
(517) 373-1799.

Representative Marc Shulman
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Mark your calendars for Millennium Millions!
The new est $10 ticket from  th e  M ichigan L o tle r\ gives p layers a ch an ce  a t w inning 
SI.000.000 instantly! A nd w ith o v e r 60c com m ission  on e v e n  ticket sold, it's a lso  a 
g reat opportunity  for you to  m ake  a m illennial m o un ta in  o f  profits!

S o  s to c k  up  o n  M illenn ium  M illions.
T h ere w o n ’t b e  a n o th e r  o p p o r tu n ity  l ik e  th is  for a n o th e r  1 ,0 0 0  y ea rs!

AFD Food & Beverage Report, October 1999......25



E N T E R P R I S E S ,  I N C

26.....AFD Food & Beverage Report, October 1999

D i a p e r s
(Distributed in Michigan)

7 6 5 0 W. ChicagoAve. • Detroit, M I48204

Phone 313 /931-7000 • Fax [313J/931-7001 • E-mail: packeminc@aol.com

IjO'/H'J

mailto:packeminc@aol.com


Doubling sales using 
numerical displays

Studies show that retailers can dram atically influence their customers 
to purchase more using m ultiple-unit and quantity-lim it pricing  

strategies. Shoppers buy m ore i f  they see a num erical display that 
m entions a specific purchase quantity number.

To determine the feasibility of 
using point-of-purchase displays to 
promote multiple purchases, the 
researchers at the University of 
Illinois, varied the in-store signage 
and displays in 89 supermarkets in 
Illinois, Pennsylvania and Iowa.

In the first experiment, the test 
item was sold with a temporary price 
reduction ranging from 9 percent to 
44 percent signaled at the point-of- 
purchase with a 3.5-inch x 2.5 inch 
“bonus buy” shelf tag, which 
indicated the regular price as well as 
the deal price in single-unit or 
multiple-unit form.

Findings over the six-month test 
period show the multiple-unit sales 
over the single-unit control.

A dding Lim its 
Citing previous research, the study 

maintains that using signage to denote 
single-unit purchase limits increase 
purchase incidence by signaling the 
deal is good.

The researchers conducted a 
second field study using end-aisle 
displays o f Cam pbell’s soups for .79,

instead o f the regular price of .89. A 
sign was mounted behind each 
display announcing “Cam pbell’s soup 
sale - .79 per can." Stores in the test 
included signage placed at the point- 
of-purchase stating: “no limit per 
person,” “ limit o f four per person,” or 
“limit of 12 per person.”

The purchase limits were rotated 
each evening, ensuring that each store 
offered the sale under each limit 
condition.

Results from this experiment 
showed that shoppers who purchased 
soup from the displays that had no 
limit purchased 3.3 cans of soup; 
whereas buyers with limits o f four 
and 12 purchased an average of 3.5 
cans and 7 cans, respectively. “The 
magnitude of the effect is large - limit 
12 signage increased sales per buyer 
112 percent, the report states.

As retailers and manufacturers 
look to increase volume sales, signage 
with multiple-unit pricing and 
quantity limit strategies should be 
considered.
-Grocery Headquarters

The AFD has teamed up 
with Southfield-based Star 
Insurance Company to provide 
workers compensation insur­
ance coverage exclusively 
for AFD members.

Star is a specialist in design­
ing workers compensation 
programs for trade groups 
and associations nationwide.

Star is rated “A-" (excellent) 
by A.M. Best, and holds an 
“A+” Insurer Financial Strength 
Rating from Standard & Poor’s.

'k
STAR
I N S U R A N C E  
C O M P A N Y  

A  member o f M eadow brook®  Insurance Group

m
For more information about the AFD / Star workers compensation 

insurance program, please contact Judy or Liz at AFD, (800) 66-66-AFD,

or for a prompt quotation, 
please call Cathy Markatos at (800) 482-2726, ext. 8221.

leveraging opportunity through technology

F O O D  M A R K E T I N G  I N S T I T U T E ’ S

Merchandising and Operations Technology for Retailing and Wholesaling

CALL CONVENTION SERVICES AT 202-452-8444 ext. 536 
http://tech.fm i.org

Tom orrow's =  ~ \ i i i r
Ideas Today j

wm
W O  MARKETING INSTITUTE
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For product informotion coll:
t-B60-686-6866
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Electronic Choice 
comes to Michigan

Edison 
Continued from page 21

what operating plans our major 
custom ers have for this period. 
Custom ers who norm ally operate 
during the New Year rollover, but 
decide not to, can have an impact on 
our normal plans to meet load 
dem ands. So, w e ’re meeting with 
those custom ers individually to learn 
what their plans are and share ours in 
an effort to help keep Y2K problems 
to a minimum.

Handling the unexpected is 
an inherent part 
of our business

As an electric utility, we operate 24 
hours a day, seven days a week.
W e’re used to planning and 
responding to em ergencies and other 
unexpected events, because at any 
given time, unforeseen factors such as 
inclement w eather, accidents or 
equipm ent failures could affect the 
generation, transm ission and 
distribution o f electricity. And we 
establish and rely on contingency 
plans. Even though Y2K poses a 
significant challenge, numerous 
contingency plans already in place 
have been review ed and updated to 
handle Y2K-related occurrences. This

will help us meet the Y2K challenge 
head-on. Y2K contingency planning 
just adds a new twist to our existing 
skills.

At year-end, Detroit Edison will 
have about 2,000 em ployees available 
to respond to isolated emergencies 
that may occur from now-unknown 
situations.

W e expect there will be a greater 
likelihood o f a service interruption 
resulting from bad weather or a 
vehicle hitting a utility pole and 
bringing a power line down than 
som ething related to Y2K.

W ith the rollover less than three 
months away, we remain focused on 
the balance o f our Year 2000 efforts 
and som etim es reflect on the fact that 
three years o f work is so easily 
summed up in two words “we’re 
ready.”

To learn more about Detroit 
Edison’s Year 2000 Program call the 
com pany’s Year 2000 Information 
Line at 1-888-464-3376 or visit their 
web site at www.detroitedison.com .

This is a Year 2000 Readiness 
Disclosure under the Year 2000 
Information and Readiness Disclosure 
Act.

On August 30, a new era opened 
in M ichigan’s electric utility 
industry as Detroit Edison began 
accepting bids from potential 
participants in the first phase o f the 
Electric Choice Program. The 
program is designed to allow the 
state’s electricity users to choose 
their electricity supplier.

During the next year, there will be 
five separate opportunities or phases 
during which anyone can bid for 
capacity rights on Detroit Edison’s 
transmission and distribution 
systems. Each phase will make 225 
megawatts (M W ) o f capacity 
available to residential, commercial 
and industrial custom ers, for a total 
o f 1,125 MW o f Detroit Edison’s 
system capacity.

The five bid phases are:
August 30 -September 20, 1999 
October 29 - November 19, 1999 
December 27, 1999 - January 20, 

2000
February 28 - March 20, 2000 
October 3 - November 20, 2000

Beginning January 1, 2002, Electric 
Choice will be open to all Michigan 
customers.

Twenty-three other states have 
in troduced  co m p e titio n  to  their 
re s iden ts , bu t M ich igan  is the only 
state  w ith  a  m u ltip le-phase  bid 
fo rm at. T h is  a pp roach  allow s 
D etro it E d ison  to  im p lem en t the 
p rog ram  g rad u a lly  an d  incorporate  
lessons learned . It a lso  g ives 
cu sto m ers  m o re  tim e to  learn about 
E lec tric  C ho ice  and  the ir energy  
op tions.

Detroit Edison will remain 
responsible for the distribution, or the 
delivery portion o f the electric system, 
as well as maintaining power lines and 
other equipment.

For more information about Electric 
Choice, visit the Detroit Edison Web 
site at http://www.detroitedison.com 
the MPSC W eb site at 
http:www.ermisweb.cis.state.mi.us/ 
mpsc/electric/restruct or call the 
Electric Choice Information Line at 
1-877-413-INFO.

E x e c u t i v e  M a t t e r s  . . .
from  the President o f Associated Food Dealers o f Michigan

You have so many important business decisions to make, we just made one o f them a 
little easier. We recently selected LDM I Telecommunications as our preferred telecom 
provider. Now your business can get full-service telecommunications products and services . . .  
and big savings.

When you choose LDM I, you’re not just improving your telecommunications, you’re letting 
us help you make your business life a little easier.That’s a decision you can feel good about”

Call 888-806-LDMI for more information 
on our association deal with LDMI.

President,
Associated Food Dealers of Michigan
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Want to create 
excitement and 

increase sales with 
over 100 promotions

per year?

Spartan Stores, I n c ., combines our purchasing programs with trend-setting 
insight to create over 100 profit-generating retail promotions each year. 

Offered through a menu of options, Spartan retailers select those promotions 
which best meet their unique marketing needs. Backed by TV spots, circulars, 
P.O.S. materials, sweepstakes and more, this promotional activity builds store 

traffic, generates consumer excitement, accelerates sales and profits and 
positions our customers competitively in their markets. Won't you consider 

how our extensive promotional support could impact your operation?

Take Advantage of Our Strengths.

Visit our w e b  site at w w w .sportonstores.com 
L__ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _
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Em ployer downsizing, merging, 
reorganization and the continual 
search for greater efficiency all mean 
one thing -  employee turnover, and 
with it, the risk o f litigation.
Individual em ployees may be 
displaced for many reasons: job  
elim ination for reasons other than 
general downsizing, technological 
innovation, or perhaps lackluster 
performance.

At the same time, em ployers have 
suffered greater and greater 
restrictions on their right to discharge 
employees. Title VII. the Age 
Discrimination in Em ployment Act of 
1967 (ADEA), the Americans with 
D isabilities Act, and a host o f state 
common-law wrongful discharge and 
implied contract causes o f action have 
required em ployers to seek ways in 
which to avoid liability when 
reducing workforce size or 
terminating individual employees.

To minimize or eliminate the risk, 
many em ployers use a Separation 
Agreement or Release. Before 
offering any such agreement, you 
must consider whether the individual 
employee is likely to enter into such 
an agreem ent and, if so, whether the 
agreem ent is enforceable.

Determining validity
Some o f the questions as to when a 

waiver of an em ployee’s rights was 
enforceable under a Separation 
Agreement or Release were answered 
in 1990 with the enactment of the 
O lder Workers Benefit Protection 
Act, which amended the Age 
Discrimination in Em ployment Act 
(ADEA) by codifying the minimum 
requirements for an enforceable, i.e., 
“knowing and voluntary,” waiver of 
an em ployee’s rights. Further 
clarification is contained in a 
proposed rule on ADEA waivers 
published last March in the Federal 
Register. The proposed rule 
addresses:

• The wording o f waiver 
agreements

• Consideration provided in 
exchange for a waiver

• Time periods for employees to 
consider whether to sign or revoke a 
waiver

• Information employers must 
provide to covered employees about 
those covered and not covered by the 
termination program.

• Waivers that settle discrimination

lawsuits or charges filed with the 
EEOC

• The burden o f proof in disputes 
over the validity o f a waiver

• EEOC’s enforcement powers
Based on government statistics,

some 14,000 employers a year will 
use waivers and thus would be 
affected by the program. The 
deadline for written comments was 
mid-May, and a final rule should be 
published in the Federal Register by 
m id-1998.

Though the 1990 Act relates solely 
to the requirements for a valid waiver 
of an em ployee’s rights under ADEA, 
its requirements on waivers may be 
logically extended to the waiver of 
other employees rights. For an 
agreement to represent a valid waiver 
o f an em ployee’s rights under the 
ADEA, and presumably Title VII as 
well as state law claims, the waiver, at 
a minimum, must do the following 
(clarifications made in the proposed 
rule are in italics):

Valid waiver 
requirements

1. The waiver o f the employee’s 
rights must be in writing and must be 
written in such a manner that can be 
readily understood by in writing and 
must be written in such a manner that 
it can be readily understood by the 
individual to whom it applies. The 
entire agreement must be writing; 
should avoid technical jargon and the 
use o f  long, complex sentences; and  
must not exaggerate any advantages 
or minimize any disadvantages.

2. The wavier must specifically 
refer to rights or claims arising under 
the ADEA. The agreement must refer 
to the ADEA by name in connection 
with the waiver.

3. The waiver must not result in the 
employee waiving rights or claims 
after the date the waiver is executed. 
This, however, does not bar the 
enforcement o f  agreements to perform  
fu ture  employment-related actions 
such as the employee's agreement to 
retire or otherwise terminate 
employment at a fu ture  date.

4. The waiver rights of the 
employee must be given in exchange 
for valuable consideration in addition 
to any payments or benefits the

See Avoiding Liability 
page 50
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COMBO SNACK TRAYS
•  Salsa 'n' Chips and
*  Nachos 'n' Cheese Dip
♦  Salty snacks constantly rank in the top 10 

best-selling products of one-stop 
shopping oulteh

♦  Self contained, no mess
2 GREAT COMBO TRAYS 

designed for
on the go consumers.

♦  Ideal for c-stores, snack bars, 
colleges, schools and 

recreational areas, etc.

Light up your life with  

Blue Luna Iced Coffee
Cafe Latte, a delicious blend of 
French Roast coffee and milk.

Lite Cafe Mocha, 50% less calories than 
competitive ready-to-dnnk coffees.

For m o re  in fo rm a tio n , contact your Detroit Blue Luna supplier, Garden Foods at 1-313 584-28™ ;



Fat, no! Flavor, si!
Go ahead, dip deep. Plop it on a burger. Dress up a 

ho-hum salad. Top an omelette. New Esparrago 
Asparagus Guacamole is fat-free, cholesterol free, 

and muy delicious! Mild or Zesty, Esparrago is made 
from Michigan-grown asparagus and seasoned to please. 

The unique product consumers are looking for!

www.esparrago.com • www.aspargus.com 

Aspargus Enterprises, Inc. • P.O. Box 900 • Dewitt, MI 48820

http://www.esparrago.com
http://www.aspargus.com


varieties!

We've got you covered 
in every direction!

Full line supplier of nuts, meat snacks and candy

I - 8 0 0 - K A R - N U T S
KAR NUT PRODUCTS CO. • FERNDALE, Ml 48220 • www.karsnuts.com
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Associated Food Dealers of Michigan 
hosted a free picnic for senior citizens

Thursday, August 26 on Belle Isle
Despite rain showers, approximately 2,000 seniors enjoyed a picnic lunch and entertainment.

The A ssociated Food D ealers o f 
M ichigan (AFD) hosted a free 
picnic lunch on Belle Isle for 
D etro it’s senior citizens. Called 
the "Senior C itizens A ppreciation 
Day Picnic.” it took place at Belle 
Isle shelter 8, on Thursday, August 
26, 1999 from  11:00 a.m . until 
3:00 p.m. The them e for the 
picnic w as Business and C om m u­

nity Together. There was plenty 
o f  food and beverages donated by 
m em bers o f the Associated Food 
D ealers o f Michigan.

This is the ninth year that 
the grocers have team ed up to host 
this free picnic. A lthough rain 
show ers kept the seniors under 
tents and the shelter, organizers 
still served approxim ately 2,000

lunches this year.
Hot dogs, snacks, salads, 

fruit, beverages and ice cream  
were served. This year the seniors 
also enjoyed square dancing 
lessons and bingo with prizes. 
Emergency medical services and 
blood pressure testing were on 
hand. The Detroit Police Depart­
ment Junior Police Cadets and

other volunteers helped serve the 
food and clean up afterward.

Retail food stores that 
volunteered to donate food and 
organize the party include Home 
Pride Food Center, M ayfair 
M arket, New Super Fair Foods, 
Pioneer Supermarket, Value Save, 
and Value Center M arket, to name 
a few.

D etro it C ouncilm an  G il H ill g ree ts  a  p a tro n  n e a r  the D etro it E dison  in form ation  booth. V olunteers ass is t w ith  so m e fro ze n  dessert treats, com plim en ts o f  M elody  Farm s
D etro it E dison w as a  co-sponsor.

Paul G eorge (left) fro m  M ayfa ir  M arke t a n d  A F D  b oard  m em ber G ary D avis o j lum  
D avis & Sons Dairy' Co. assist in the  “k itchen . ”

A big turn out, desp ite  inclem ent weather.

V olunteers D errick  
N eely  ( left) an d  

L iv ingstone  Bradley  
h elp  d e liver  hot d ogs  

to the  f o o d  tent.

The D etro it Edison 
inform ation booth.
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We are pleased to announce our appointment as 

Exclusive Distributor for the 

Wines of

(J& eaM /iew

&_

B lo s s o m . H i l l

With deliveries of September 13, 1999 

These wines join our current selection of

G le n  E l le n  & M .G. Vallejo

from United Distillers & Vintners North /America.
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AFD on the Scene

M ore Senior Picnic pics
'2 -O c C c Q  (H i

SEN IO R S PICNIC
H O S T E D  BY

The Associated Food Dealers, 
Councilman Gil Hill and Detroit's Chaldean Merchants

J &  B Financial Products
N orthv ille , M I

(eBancCorp’s Michigan Distributor)
734-420-5077  FAX: 734-420-0639

Em ail: kdch ick@ m ediaone.net
w w w .eB ancC orp  net

eBancCorp 
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One o f  only three companies licensed to offer the National Automated 
Clearing House Association's new check handling services.

Kevin Larsen (left) of I&K Distributing and Fred 
Pawlusiak of Hiller’s Food Emporium will co-chair 

AFD’s next trade show, April 17 and 18, 2000 at 
Burton M anor in Livonia.

AFD’s new Trade Show Chairs

♦ Point-of-Sale Conversion or 
Post-Sale Conversion

C onvert y o u r checks  to  an e lec tro n ic  deposit.
Eliminates taking checks to the bank, and bank fees. 
Funds are available within 48 hours!
Includes Electronic NSF Check Re-Presentment.

Check Guarantee
Elim inate  bad checks altogetherl
Includes Post-Sale Conversion.

♦ Electronic NSF Check Re-Presentment
No c h arg e  to you, the Merchant.
W e e le c tro n ica lly  deb it the check writer's account, up to tw o  

tim es, and transfer the funds directly into your account.
(No other service can offer this.)

No geographical limitations.
75% - 85% recovery rate. (2'A times the national average.)
No more NSF fees or redeposit fees 
Can also handle “Closed Account" checks.

mailto:kdchick@mediaone.net
http://www.eBancCorp


Front cen ter  (left to  right): C oca-C ola  's 
Percy Wells, D etro it M ayo r D enn is A rch er  
and C oca-C ola 's  D on H ensen  conduct the  
ribbon cu tting  cerem ony.

Coca-Cola Bottling of 
Michigan celebrates 
Grand Opening of 

Detroit Sales Center
Coca-Cola Bottling of Michigan 

held a ribbon cutting ceremony on 
Tuesday, September 7 to celebrate the 
opening o f the Detroit Center.

The sales center is located at 1600 
East Grand Blvd. (at Mt. Elliott). The 
facility employs over 100 workers.
The opening is evidence o f Coca- 
Cola’s continued commitment to 
Detroit. M ayor Dennis Archer 
delivered remarks for the opening.

“We are proud to be an active 
member of the Detroit community.
We look forward to having this new 
facility as the cornerstone of our 
commitment to Detroit,” said Percy 
Wells, Detroit Branch Manager.

Coca-Cola has bottled beverages in 
Detroit since 1902.

Percy Wells, Coca-Cola's Detroit Branch 
Manager, addresses guests at the Detroit 
Facility's Grand Opening on Sept. 7, 1999

Offering the  
Finest Selection of 

Roasted Nuts, Trail Mixes 
Dried Fruit and Candy...

P a cka g ed  to Sell!

Rocky Peanut Company
154 5  C lay  Avenue •  Detroit, M l 4 8 2 1 1  

Phone: 313 .871 .5100  • FAX: 313 .871 .5106

Manufacturers and Distributors 
o f Quality Foods

Hamilton Quality Convenience Foods 
29411 Beverly • Romulus, MI 48174 
(734)728-1900 • Fax (734) 728-1909
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Miller assumes 
ownership of former 

Stroh’s plant
M iller Brewing Company now adds the form er Pabst 

Brewing Company brewery in Tumwater, W ashington to its 
roster o f production facilities.

M iller assumed ownership of the Tum water brewery 
Sept. I as part o f the recent agreem ent between The Stroh 
Brewery Company, Pabst and Miller. The Tum water 
brewery represents M iller’s seventh production facility-the 
company also operates breweries in M ilwaukee; Fort 
Worth, Texas; Irwindale. California; Trenton, Ohio; 
Albany. Georgia and Eden, North Carolina.

Coupon circulation 
remains even

demand better 
deliveries

According to a report from Food 
D istributors International, retailers 
are dem anding more when it comes 
to deliveries from food distributors. 
NEED is now more important than 
C O ST to retailers and the burden is 
on distributors to meet transportation 
dem ands. Most distributors are 
w orking long weekends and longer 
weekdays, this results in an 
abundance o f overtime for drivers. 
Many distributors are trying to work 
more closely with retailers to find 
optimal delivery schedules, 
according to this report.

The four key measures that can 
help both parties achieve optimal 
transportation results arc:

1. The distributor knows, through 
 good custom er service, the on-time

delivery performance o f the fleet and 
the product service level.

2. Distributors should encourage 
retailers to accept deliveries during
low activity periods, such as the 
weekend. Peek shipping times are 

 M onday and Friday.
3. Establish auditing methods 

that measure unloading practices by 
both drivers and retailers and offer 
incentives for those with fast 
unloading times will improve 
performance.

4. With increasing awareness of 
| food handling problems such as E.

coli bacteria, proper temperature 
control is becoming increasingly 
important -Youngstow n Area 
Grocers Association

Shopping cart
woes

More than 96 percent of all 
shoppers experience problems with 
shopping carts, and 50 percent deem 
these problems “major,” according 
to a new survey by Verlick, a 
m anufacturer o f shopping cart 
locking devices. The main cart 
“headaches” or consumer 
complaints include:

86 percent complained of carts 
blocking parking spaces.
Consumers who did not require 
handicapped parking were still 
upset to see carts blocking and 
therefore making those spaces 
inaccessible to the physically 
challenged.

83 percent complained of carts 
hitting cars and placed the blame 
more on the store than other

WIC vendor 
training
sessions

For WIC vendors who did not 
attend a scheduled training session, 
a make-up session will be offered in 
the near future.

Failure to attend a W IC vendor 
training session is a violation o f the 
W IC Vendor Sanction Policy and 
could result in the termination of 
your WIC vendor contract and a 
one-year disqualification period.

If you have questions, contact the 
WIC Vendor Relations Unit at (517) 
335-8937.

249 billion coupons were 
circulated in 1998. about the same 
amount as 1997. This is noteworthy 
after several years o f decline.

Sunday Free Standing Inserts 
increased their share of the market, 
and they are the largest vehicle.
Other comments as reported in US 
Distribution Journal, M ay/June 1999: 

Average value increased from 67.9 
cents in 1997 to 70.2 cents in 1998.

22 percent o f the coupons require 
multiple purchases. This strategy is 
growing.

The average time from drop to

Forgotten 
Harvest presents 
Comedy Night 8

Com edy Night 8, For Action 
Against Hunger, a benefit for 
hunger relief, will be held Saturday 
Novem ber 13 at 8:00 p.m. at the 
Music Hall Theater. The American 
Comedy Awards winner, Kathleen 
Madigan will perform along with 
nationally known comedian Steve 
M cGrew. Chuck Gaidica, WDIV- 
TV4 weather anchor will emcee.

Tickets start at $25 and will 
benefit Forgotten Harvest, a group 
that picks up and distributes surplus 
perishable food to the hungry that 
would otherwise be thrown away. 
For tickets or more information call 
(248) 350-FOOD during regular 
business hours.

expiration was 3.1 months.
4.8 billion coupons were 

redeemed in 1998, down 2 percent 
from 1997.

81 percent of all Americans use 
coupons.

62 percent of shoppers use 
coupons to plan their shopping list.

64 percent use coupons to choose 
brands.

Data reported from MCH Nu 
World Marketing, Ltd., a coupon 
processing and promotion 
information management company.

FMI and IFT form partnership
Food Marketing Institute (FMI) and the Institute of Food Technologists (IFT) announced the formation of 

a partnership designed to enhance and promote food safety education programs throughout the retail food 
industry, and to facilitate the exchange of information about food marketing.

The new partnership has four primary objectives:
•To enhance and promote food safety, wholesomeness and quality for the retail food industry.
•To be an authoritative source o f scientific and technical information.
•To use and improve channels for dissemination o f scientific and other information about issues related to 

retail food safety.
•To provide a mechanism for the exchange of information and ideas related to the retail food industry.
“A partnership between these two organizations establishes a way to disseminate information to food 

retailers on critical food safety issues, including irradiation, time and temperature controls, and microbial 
risk assessment,” said Dr. Jill Hollinsworth, FMI vice president o f  food safety programs. “ It will allow both 
organizations to combine their resources to develop comprehensive educational programs for supermarket 
food service workers and to inform IF T s  constituents about food marketing issues.”

“The knowledge gained through our shared resources will benefit industry and consumer audiences alike, 
with the hope that food borne illnesses can be decreased or eliminated,” added Dan Weber, IFT executive 
vice president.

FMI and IFT resources include representatives from government, academia and industry who are 
with food research and analysis.consumers.

-Youngstow n Area Grocers
Association.
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Store openings surpass closings
FM I’s 1999 Facts 

About Store 
Development

Amid signs o f  increasing 
productivity, a strong econom y and a 
high level o f consum er confidence, 
supermarket store openings topped 
closings in 1998, the positive balance 
since 1993. Average new store size 
also continued to expand to record 
levels o f 57,000 square feet -  up from 
52,441 in 1997 -  according to the 
Food M arketing Institute (FMI) study, 
1999 Facts About Store Development.

Approximately 4.2 percent of 
America’s supermarkets in 1998 were 
newly constructed, and 3.1 percent 
closed. In comparison, store openings 
were roughly equal in 1996 and 1997, 
and closings outpaced openings in 
1994 and 1995. The addition of 
increasingly larger stores increased 
the overall average store size to a new 
high o f 40,483 square-feet, up from 
39,620 square-feet in 1997.

Remodeling activities continued at 
a steady pace, with approximately six 
percent o f stores taking the initiative. 
One in three remodeling projects 
expanded a store’s total selling space. 
Remodeled stores represented in the 
Facts study added 709,965 square- 
feet to total supermarket square 
footage.

At least three-quarters o f the new 
stores opened in 1998, and many of 
the remodeled stores, feature a deli, 
scratch/bake-off bakery and fresh 
seafo o d  -  services that address 
consumers interest in fresh meal- 
oriented solutions. Greeting card 
•isles and floral/plant centers, one- 
stop shop -  are also popular.

With the healthy U.S. economy 
and low unemployment, the cost to 
build a new store in 1998 increased to 
$106.50 per square foot, up 30 
percent from 1997. Typical cost for 
equipment and fixtures rose by 40 
percent to $45.68 per square foot, 
most likely a result o f the industry’s 
efforts to offer consumers a broader 
sejection o f services and departments.

Eight in 10 supermarkets 
represented in this year’s Facts 
survey are leased. Among these 

stores. in 1998, the average minimum 
rent per square foot for existing stores 

about 30 percent higher than in 
1997 ($5.64 versus $4.38). which 
reverse s a three-year decline in rental 
rates. It remains to be seen whether 

is a long-term trend.

Key facts cited in the study include:
Percentage o f stores new 4.2 percent
Percentage o f stores closed 3.1 percent
Percentage o f stores remodeled 5.8 percent
Median new store size 57,064 square feet
Median building cost o f new stores $55.65/square foot
M edian cost for equipment and fixtures $45.68/square foot
Median cost for decor $2.30/square foot
Median total construction cost $106.50/square feet
Median total capital investment per remodeling $1,215,000

Remodeling activities 
continued a t a steady pace, 
with approximately six 
percent of stores taking the 
initiative.

For more information contact FMI 
at (202) 452-8444 or www.fmi.org

S m o k i n g  S e c t i o n

su d  Dave Cowley, senior category m anager for 
185 Silcorp stores in western Canada. "H ealth  
Canada believes smoking increases th e  n sk  of 
cancer and is pu tting  a strain  on  hospitals " 

S ince April, c-store  operators have rallied, 
asserting tha t such a draconian m easure would 
cost th e  industry  m ore than  S i00  m illion  in 
lost revenue and the layoff o f several thousand 
w o rk e rs  A lain B o u ch a rd , p re s id e n t o f  the  
1 ,600 -sto re  A lim entation  C ou ch e -T a rd  Inc.. 
which is based in Laval. (Quebec, recently  said 
th e  ru les would cost his com pany at least SA 
m illion to  redesign store sets

Lake the U nited States, Canada perm its the 
sale o f tobacco products to  adults, but prohibits

O u t  o f  S i g h t ,  O u t  o f  M i n d
R e ta ile rs  in  C a n a d a  are fig h tin g  a p ro p osa l that 

w o u ld  rem o ve to b a cco  products from  p u b lic  view .

against the tobacco  industry  — w ith retailers 
the  u n fo rtuna te  victims. " I t ’s a big issue every­
w h e re , a t le a s t in  th e  m a jo r c e n te rs  o f  th e  
world. Ju st look at all the  lawsuits being filed 
against the tobacco com panies.”

If  H ea lth  C anada's proposal is draw ing the 
ire o f tobacco  com panies and retailers, imagine 
the m ood  in th e  sm okeless-tobacco segm ent, 
w here m ost sales stem  from  visual impact

“T h e  biggest tobacco com panies know that 
if tobacco products are forced to  go behind the 
coun ter w here there's less space, thev 're  able to 
d om inate  the reduced am ount of spare It will 
m ean th a t popu lar sm okeless tobacco  brands 
will go o u t o f business."  said Alan H ilbu rg ,

spokesm an for th e  Sm okeless Tobacco C ouncil
(ST C ).

“T h e  b ig losers are  the  n e ig h b o rh o o d  and  
com m unity  retailers because th ey  n o t o n ly  lose 
business b u t a lso  re v en u e  o n  su n d ry  ite m s ,” 
H ilb u rg  added. “I t ’s a m isd irected  policy th a t 
benefits the  large m anufacturers and  offers an 
easy way for the c n n c s  o f  th e  tobacco  industry  
to  c la im  v ic to ry . B u t p u t t in g  i t  b e h in d  th e  
coun ter and o u t o f  sigh t do esn 't reduce u n d e r­
age tobacco use."

As is, the  percentage o f  underage o f  sm okers 
in C an ad a  is sm all, sa id  C o w ley  o f  S ilco rp , 
w hich recently  was acquired  by C ouche-T ard  
“ R etailers such as us a rc  b eco m in g  far m ore 
responsible as far as age groups go and asking 
for p roper ID ,"  he said. “W e conduct o u r  own 
m ystery shopping  to ensure  com pliance to  the 
law It's a rarity  to  have an underage sale ”

T h e  battle in C anada is rem iniscent o f  last 
sum m er’s con ten tious bid by m any federal law ­
m akers in the U nited  States to  pass a naoon- 
w ide an o -sm o k in g  po licy  th a t th rea ten ed  to 
radically restric t tobacco  m erchandising . O ne  
critical d iffe rence  is th a t tobacco  com pan ies 
and  re ta ile rs  w ere ab le  to  successfu lly  lobby  
U.S lawm akers to  defeat the  proposal

In C anada 's case. P arliam en t is on  the s id e­
lines, w ith elec ted  officials s ittin g  qu ietly  as a 
n o n - e l e c t e d  g o v e r n m e n t  
agency  d ic ta te s  th e  ru le s  th a t 
affect thousands o f  people  and 
m illions o f  dollars.

A lthough the battle  is north 
o f  th e  b o r d e r ,  H i lb u r g  and  
K risten M anos, S T C 's d irector 
of state governm ent affairs, said 
A m erican  re ta ile rs  sh o u ld  be 
paying attention.

"Canada is the birthplace o f a 
lot o f ann tobacco ideas and pol­
icy," said H ilburg  “ Behm d-the- 
counter is a senous issue. But if 
you put tobacco out o f sight, the 
next step is o u t o f the s tore "

M anos added “T h e re  really 
isn't a realization in this country  
as to  the extent o f the problem  
O nce vou've conceded tha t the 
g o vernm en t can  reg u la te  you, 
you've opened up the d o o r for a 
bf»st o f o ther regulaoons " 

B y
M i t c h

M o r r i s o n

M itch Morrision is 
News Editor for 
C onvenience Store 
N ew s. dry questions. 
comments or ideas can  
be addressed to brtn by 
calling (917) 256-2500

 or e-mail at 

sales to  those un d e r the age o f  18. W hile  ciga­
re tte  p rices in the  U n ited  States have clim bed 
to  an average o f $3 per pack, in Canada packs 
typically  sell for $4  o r  m ore  because o f substan­
tially h ig h e r provincial and  federal taxes.

C ow ley  says th e  m easure  w ould force him  to 
c u t back on  th e  170 SK U s he  now  sells. N o t 
on ly  does he fear a steep  decline in one o f  his 
ch a in 's  la rg es t c a teg o rie s , he  also  has safety 
concerns. “You c an 't just have som eone going  
in to  th e  back room  to  get a pack o f  cigarettes 
and leave the rest o f  the  store alone."

Stan H ughes, general m anager a t the  128- 
u n i t  T R A  F o o d s C o n v en ien ce  S to re  G ro u p  
based in M idd le ton , N ova Scotia , sees the  pro ­
posed  leg is la tio n  as p a r t  o f  a global crusade

HE FEDERAL GOVERNMENT is laying 
i ts m assiv e  h a n d  o n  th e  r e ta i l e r s ’ 
righ t to  m erchandise c igarettes. T h is  
tim e th e  talk isn’t  abou t e lim ina ting  
s e lf  -se rv e  o r  c u rb in g  d isp la y  ads. 
N o  —  the talk is m uch m ore  serious, 
w ith th e  gov e rn m en t th re a te n in g  to  
fo rce  re ta ile rs  to  p lace  all to b acco  
products o u t o f  consum ers ' sight.

M o st U .S . re ta ilers, how ever, seem  
o b l iv io u s  to  t h i s  t h r e a t  o n  fre e  
en te rp rise  o r the  rig h t to  m erch an ­

dise a legal p roduct. T h a t ’s because th is battle  
isn 't tak ing  place on  A m erican soil —  a t least 
n o t yet.

T h e  figh t is in C anada, w here, u n lik e  th e  
U .S . F ood  and D ru g  A d m in is tra tion 's  b id to  
re g u la te  to b acco , th e  g o v e rn m e n ta l H e a lth  
C anada already  has oversigh t o f  th e  industry.

T h e  “o u t o f  sigh t, o u t o f m ind" proposa l 
was first introduced  in January  by th e  Office o f 
Tobacco C o n tro l, a branch o f H ea lth  Canada 
A lthough  th e  agency has said little  in recent 
w eeks, acco rd in g  to  in d u s try  o b se rv e rs , the 
proposal is receiving serious consideration  and 
could becom e law by year’s end.

“I t’s becom ing a very health-conscious society 
and a lot o f  people see smoking as a problem ,"

C o u ld  re taile rs in the United States b e  n ext?
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Consolidation Trend:

The ongoing consolidation  
trend am ong superm arket 
operators continues to he a 
m ajor topic o f  conversation in 
the industry as the buying clout 
of these players increase. The 
nation’s five largest food 
retailers now account for 4(1 
percent o f  industry wide sales, 
according to a Food Institute  
analysis o f 1998 sales o f those 
chains and data from  the Bureau  
o f  Censns. Just fiv e  years ago, it 
took the top  20 superm arket 
chains in  the United States to 
reach tfte satpe percentage.  O f  
cou rse, nine o f those 20 
operators have since been , 
purchased by the com petitio n .

" To put it another way, in

ware s  to food  industry retailers, 
you would have had to call on 20  
separate firm s to reach 40 
percent o f  the US m arket. N ow , 
contacting just five o f the 
players can do this,” commented  
Brian T odd, Senior Vice 
President o f the Fair Lawn, NJ- 
based trade association.

In 1993, the top five retailers 
in the OS recorded sales o f  ab out 
$74 billion, accounting for 20 
percent of industry wide sales of 
$370.7 billion. Last year, sale s  
for the top five reached a 
record-high $167.3 billion.

How did they get so big?
W ell, when there were 

indications that W al-M art, the 
nation’s  largest overall retailer, 
was m oving into the food

business in the beginning o f the 
this decade, beyond the candy  
and convenience item s it sold in  
its discount stores, the food  
industry w as put on notice. The 
sheer size and penetration of  
that retailer raised the eyebrow s 
o f m any superm arket chain  
executives. Known for their 
buying clout and dem anding  
term s with m anufacturers, W al- 
Mart was  viewed as the force to  
reckon with, or at least imitate. 
Its Sam 's Clubs warehouse 
stores were gainin g  in popularity 
and Wal - M art's first few forays

la rg e s t  food retailer, behind

new  m arkets by building new  
stores is difficult and extrem ely  
costly, growth via a c q u i s i t i o n  
was the obvious solution for food 
retailers.

And acquire they  did  
Between 1994 and July 1 o f this . 
year, superm arket chains made 
som e 169 acquisitions, according 
to exc lu siv e  Food Institute data  
from  its annual Food  Business 
M ergers and Acquisitions reports 
and weekly Food institute  
Report.
however, were m ade in the past 
year as Kroger acquired Fred 
M eyer Inc., and American  
Stores w as swallowed up by 
Albertsons.
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BEGINNING OCTOBER 1

RECEIVE A 7% COMMISSION 
ON NEW $2 INSTANT GAMES!

The Michigan Lottery realizes that a big part of our success is due to thousands of Michigan 

retailers just like you. That's why, with all $2 instant games introduced after October 1st, you'll see your 

commissions jump to 14 cents for every ticket you sell.

So be sure to stock up on our newest $2 instant tickets -  Monster Match and 
Captain Cash -  and see your profits soar!
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Call for free customer brochures
T h e  U .S . E n v iro n m en ta l 

P ro tec tio n  A gency  has p ro d u ced  a 
b ro ch u re . P e s tic id es  and  Food.

It is the first step  in p rov id ing  
co n su m ers  w ith  in fo rm atio n  on  the 
risk s  and  b en efits  o f  p e stic id es  
u sed  on  food . It inc ludes  
re co m m en d a tio n s  to  he lp  
co n su m ers  re d u ce  th e ir  d ie ta ry  
ex p o su re  to p e s tic id e  re s id u es  in a 
m an n e r co n sis ten t w ith  
m a in ta in in g  a h ealthy  diet.

P estic id es  a re  used  to p ro tec t

food  from  pests , such  as insects , 
roden ts , w eeds, m o ld  and  bacteria.

W hile  p estic ides  have im portan t 
uses, s tu d ies  show  that som e 
p estic id e s  c au se  h ealth  p ro b lem s at 
cer ta in  leve ls  o f  ex p o su re . T o  
p ro tec t y ou r health , the 
E n v iro n m en ta l P ro tec tio n  A gency  
(E P A ) sets  s tan d ard s  on  the 
am o u n t o f  p e stic id es  that m ay 
rem ain  on  food, if  p e stic id es  are 
app lied .

Y ou can  he lp  y o u r c u sto m er by

g iv in g  them  in fo rm ation  fo r how  
to  k eep  th e ir  food  safe:

Pesticides: Healthy, 
Sensible Food Practices
W ash ing : W ash  and  scrub  all 

fresh  fru its  and  vegetab les 
th o rough ly  u n d er runn ing  w ater.

R unn ing  w a ter has an ab rasiv e  
e ffec t th a t soak ing  does not have. 
T h is  w ill help  rem ove  bacteria  and 
traces  o f  ch em ica ls  from  the 
su rface  o f  fru its  and  v egetab les

and  d irt from  crev ices . N ot all 
pe stic id e  re s idues  can  be rem oved 
by  w ash ing .

P eeling  and  trim m inp  Peel 
fru its and  v egetab les  w hen 
possib le  to reduce  dirt, bacteria, 
and  p estic ides . D iscard  ou ter 
leaves o f  leafy  vegetab les. Trim 
fat from  m eat and  sk in  from  
pou ltry  and  fish  because  som e 
pestic id e  res idues  co llect in fat.

Selec ting  a  varie ty  o f  foods: Eat 
a v arie ty  o f  foods, from  a variety 
o f  sources. T h is  w ill g ive  you a 
be tte r m ix  o f  nu trien ts  and reduce 
y o u r like lihood  o f  e xposu re  to a 
s ing le  pesticide .

If  y ou  o r y o u r custom ers  would 
like m ore  d e ta iled  info rm ation , 
p lease  see o u r  re la ted  w eb site at 
w w w .ep a .g o v /p estic id es/fo o d . To 
receive  a sh ipm en t o f  the free 
b rochures, Pestic ides and Food, 
call 1-800-490-9198.

New York rules 
against sales tax 
laws on Native 

American retailers
Last month the New York Supreme 

Court ruled that the state does not 
have to enforce its sales tax laws on 
Native American retailers. 
Specifically, to require Native 
American retailers to collect and 
remit the state excise tax from sales of 
tobacco and motor fuels to non- 
Native American customers.

Currently, some tribes are 
aggressively marketing tobacco and 
motor fuels as “tax free” and not 
charging the state excise tax.

The New York Association of 
Convenience Stores (NYACS), 
NACS, M.W.S. Enterprises and Sugai 
Creek Stores were plaintiffs in the 
case. Plaintiffs argued that the non­
enforcement of tax collection 
constituted race-based discrimination 
against non-tribal retailers, and that if 
the tax was not enforced on tribal 
shops, it should not be enforced on 
non-tribal ones.

This failure of the New York court 
system further emphasizes the need 
for a federal legislative solution.

The National Association of 
Convenience Stores is actively 
working with Congressional 
leadership to craft a solution which 
will create price equalization at the 
street without causing economic 
hardship to tribes in need of revenue.

Endorsed by AFD

You can
Find out how Ameritech Pay Phone 
Services can help you . . .

• Keep customers in your store longer
• Assure quality and satisfaction — a key to repeat business
• Provide top-notch pay phone service without taking time away from running

your store 

f r o m
o u r

Your Single Source  
for pay phone serv ices

800 809-0878
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Lottery warns retailers 
of new scam

By now all lottery retailers should have received a special 
message from the Michigan Lottery regarding a new scam that 
preys on inexperienced lottery terminal operators. The Lottery 
warned that retailers should be careful making wheel wagers. Daily 
4 wheels cost up to $24 per draw, or $480 for 20 draws.

If the terminal operator doesn’t press the total key, they may 
charge the wrong amount. This can be a costly mistake! The 
Michigan Lottery advises all retail establishments to verify the total 
cost o f the tickets printed and use the total key.

Specializing in:
Business Telephone Systems & Payphones

Certified Mitel and Panasonic Dealer 
Prepaid Calling Card Service 

Internet Services • Pay Telephones

1-877-1 USE NCI

Half-mile rule gets attention
Editor’s Note: AFD received a copy o f the letter below, 
written from  Representative Stephen Ehardt to Jacquely 
Stewart or the Michigan Liquor Control Commission. 
Representative Ehardt echos the opinion o f Representative 
Shulman and AFD regarding the half-mile rule.

S e p te m b e r  7, 1999

Jacquelyn  S tew art, C om m issione r 
M ich igan  L iquo r C ontro l C om m ission  
S ta te  S econdary  C om plex  
7150  H arris D r.,P .O . Box 3005 
L ansing, M l 48909

D ear C o m m issio n e r S tew art:

It is m y understand ing  that the com m ission  is rev iew in g  p ro p o sed  ru le 
changes and  w ill soon  p resen t the changes  to the  Jo in t C o m m ittee  on 
A dm in istra tive  R ules.

I received  a le tte r from  the A ssoc ia ted  Food  D ealers  o f  M ich igan  on 
this m atter, and  a lthough  they  are not o p posed  to  the ru le  changes , they 
are adam an tly  opp o sed  to the one p roposal to  e lim in a te  R ule 436 .1133  
concern ing  S D D ’s - Spec ia lly  D esigna ted  D istribu to rs.

I strong ly  support the A ssoc ia ted  Food  D ealers  position  on th is m atter. 
By e lim ina ting  th is ru le, I feel it w ould  create  a hardsh ip  on m any 
licenses. T hank  you.

S incerely  yours,
S tephen R. E hardt 
S tate R ep resen ta tive  
83rd D istrict

• 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!

AFD Food &  Beverage Report, October 1999......45



Y2K Food industry update
The US grocery industry has been 

focused on Y2K issues for several 
years to ensure that there are no 
disruptions in the supply o f A m erica's 
food and essential packaged goods in 
the new year.

Both G rocery M anufacturers o f 
American (GM A) and Food 
M arketing Institute (FM I), which 
represent the entire US food and 
consum er products industry from 
m anufacturer to superm arket retailer

report that their mem bers are 
confident in the industry’s Y2K 
readiness.

In March, the CEOs o f GM A and 
FMI, C. M anly M olpus, and Timothy 
Hammonds assured the US Senate 
Special Com m ittee on the Year 2000 
Technology Problem that the basic 
infrastructures o f the industry are 
ready for the transition to a new 
millennium.

GM A President & CEO  C. Manly

M olpus said, “Bottom-line: the 
preliminary results show the majority 
o f food manufacturing companies 
have com pleted the correction of 
potential Y2K problems in their 
critical systems. O ur industry has 
been quietly tackling this issue for 
some time and feels well prepared to 
deliver food to consum ers when the 
new millennium arrives.” According 
to a GM A survey, manufacturers are

expected to spend approximately $1.8 
billion to fix any Y2K problems, with 
average com panies spending more 
than $27 million.

On the retail side, FMI President 
and CEO Tim  Hammonds said, "The 
supermarket industry-m ore than any 
o ther-is well accustomed to operating 
in the most trying o f circumstances, 
including earthquakes, floods and ice 
storms. Like every business, our 
computers go down from time to 
time, yet supermarkets continue to 
stay open, with full inventory of 
products using contingency plans that 
have withstood the test o f time."

Hammonds added that the vast 
majority o f supermarkets expect to be 
Y2K compliant on front-end systems 
such as scanners (96 percent) and 
scales (91 percent) by the end of this 
year. Furthermore, more than 75 
percent have already completed their 
preparedness efforts and now are 
engaged in Y2K testing.

Both FMI and GMA executives are 
confident that there will be an ample 
food and consumer product supply in 
the stores on and after January 1, 
2000.

-Taken fo rm  Preface o f  
"Framework Y2K: Business 
Contingency Planning " by GMA and 
FM I

AFD 
MEMBERS 

We want to hear 
from you!

D id  y o u r store  recen tly  
celeb rate  an  im portan t 
ann iversary?  A re you prov id ing  a 
serv ice  that is unique?

I f  you  rep resen t a  m anufacturer 
o r d istribu to r, does y ou r com pany 
have an  new  product, new  package 
fo r an  o ld  product, a  new  variety 
o f  y ou r ex isting  p roduct o r any 
o ther p roduct-re la ted  new s?  If  so, 
w e w ant to  fea tu re  you r com pany 
o r its p roducts  in th is  m agazine!

The A F D  F o o d  & B everage  
R eport w ill p rin t new  product 
re leases as space perm its. T he 
serv ice  is free to  A FD  m em bers. 
E ach m onth  w e also  write feature 
stories about o u r m em bers’ 
businesses. I f  you w ould  like to 
see your nam e on the pages o f the 
A FD  F ood & B everage Report, 
call T om  o r R ay A m yot at 
(248) 557-9600.

For security.
For fitness.

For protection.
For you. Por l i f e .

For convenience.
For options.

For reliability.

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.

w w w .b c b s m . c o m
Blue Cross Blue Shield of M ich igan and Blue Care.  Network are independent lic enses of the Blue C ross a nd Blue Shield Association.

© 1998 Blue Cross Blue Shield of M i c h i g a n ________________________________
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The Redeeming Quality of Coupons
According to a new report from NCH  

NuW orld, coupon d istribu tion  and 
redemption trends are on an upswing. 
In 1998, 249 billion coupons were 
distributed.

Also, the face value o f coupons has 
increased slightly to an average o f 70.2 
cents per coupon compared to 67.9 cents 
in 1997. The trend to require consumers 
to buy multiple products to receive the 
discount continues. According to NCH  
NuW orld, 22%  o f coupons today

Who are 
your future 
employees?
According to the National Grocers 

Association, 85 percent o f people 
entering the workforce will be 
women, minorities, and immigrants. 
Older people will remain in the 
workforce. Future employers can 
visualize a workforce that is much 
more diverse than in the past. This 
kind of change may be unsettling for 
employers accustomed to a more 
"traditional” labor pool, but a 
properly managed, diverse workforce 
can be a real asset to a business 
serving a more diverse population.

Did you know that:

• By the year 2000. approximately 
47 percent of the workforce will be 
women.

• Of the 38 million working 
women of childbearing age. 80 
percent will become pregnant during 
their careers.

• By the year 2005, ethnic 
minorities will account for 47 percent 
of the nation's population.

• During the 1990's, the number of 
people over age 75 may grow by as 
much as 29 percent.

• By the year 2000, at least 70 
pcrcent of the workforce will not be 
college graduates.

• Sixty-eight pcrcent of employable 
people with disabilities are currently 
unemployed. In the future, those with 
disabilities may be seeking 
employment in increasing numbers.

• Nearly 12 percent of today's 
workforce assists elderly parents 
The number is projected to grow 
between 30 pcrcent and forty percent 
of employees by 2020.

-  NGA

required multiple purchases.
Total redemption for 1998 was at 4.8 

billion coupons, and while this is down 
2% from 1997, the numbers indicate a 
slowing down o f the rapid decline of 
coupon use and redemption o f the past 
five years.

In-store coupons can be found on the 
Internet, and many consumers are now 
going online and printing out coupon 
value lists complete with barcodes. The 
consumer takes the list to the store (in 
this case Giant Eagle), selects items

from the list for purchase, and presents 
the bar coded front page to the cashier 
for scanning. Once scanned, any items 
on the list will be discounted at the 
register. No clipping is required, no 
sorting through coupons in the store, 
and no store sorting for manufacturer 
redemption. Is this the wave o f the 
future? M aybe for some, but by and 
large, consumers still rely on clipping 
their own coupons.

Recently found on the Internet was

an offer to receive $1,000 worth of 
grocery coupons for a one-time price to 
the consum er o f $9.95. The list of 
manufacturers was impressive, but no 
other details regarding expiration date 
and specific product offerings were 
listed. W hy purchase coupons that you 
might otherw ise be able to get for 
n o th in g  ju s t  by fo llo w in g  the 
su p p le m en ts , n ew sp a p e rs , and 
magazines? Just out o f convenience (or 
laziness), and we may not be alone!

Utility 
Payments 

•Pre-Paid 
•Phone Cards 

•Check Cashing/ 
Advances

Leading Edge 
Technology, 
Experience 
& Service!

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

Discover Security Express Money Orders

SECURITY EXPRESS OFFERS YOU:
• Profits from Increased S tore Traffic 

• Low Cost
• Money Orders In Seconds

• Speed Reporting and No Bookkeeping

• Expert Sales Consultation

Security Express Money Orders

1- 248 - 304-1900
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Successful safety orientation
Safety orientation program s for 

new em ployees are important for at 
least two reasons: 1) OSHA requires 
such training and 2) getting new 
em ployees oriented to safety is just 
good business practice. Here are 10 
steps for a good safety orientation, 
suggested by the Bureau o f  B usiness  
Practice.

1. Know what to do in an 
emergency. Make sure you cover 
fire and em ergency evacuation 
procedures from day one. Tell 
workers whom  to call and how to 
sound the alarm. W alk them through 
two different escape routes and show 
them where to meet outside.

2. Follow established rules, 
procedures, and safety signs. Make 
it clear that failure to do so is inviting 
an accident. Em phasize your 
com m itm ent to safety and point out 
that, if necessary, rules will be 
enforced through progressive 
disciplinary action.

3. Wear required personal 
protective equipment. Go over the 
PPE that is required, as well as the

hazards this equipment will protect 
against. Then comm unicate that the 
employee is required to wear it right, 
w ear it every time, with no excuses.

4. Handle hazardous materials 
according to instructions. Discuss 
specific substances workers are using 
and go over the labels and MSDSs. 
C over the hazards, PPE, safe handling 
procedures, and emergency 
procedures in case o f a spill. This 
training is vital for new workers and 
whenever new substances come into 
the workplace.

5. Operate equipment correctly.
W orkers should only use equipment 
for which they’ve been trained and 
authorized. They should never 
maintain or repair equipment unless 
they’ve been expressly trained and 
authorized to do so. Instructions 
should be followed exactly, including 
no gloves or jew elry around 
machinery and exact compliance and 
lockout/tagout procedures.

6. Avoid taking safety risks.
Make it clear that is never acceptable 
for an employee to take shortcuts,

Dear AFD Members,

I am pleased to  announce th a t  Party Time Ice Company is 
now the exclusive d is tribu to r o f “Ryan’s Express” premium 
packaged firewood.

Our product consists of high-quality hardwoods, has a 
handle for easy lifting and is UPC coded.

I am prepared to  offer the following firewood proposal:

A) Price o f $3.59 per un it
•2-Pallet minimum (6 0  units/pallet)
•  Pre-priced @ $5.99/each=40%

3) •Price o f $3.99 per un it
•1/2 Pallet minimum (30  units)
•Pre-priced @ $5.99/each=33%

C) Delivery available as of September 13,1999

I would like to  take th is  opportunity to  thank all of our
customers for their continued patronage. Sincerely,

Martin O. McNulty 
\<P/Sales

ignore near misses, or engage in 
horseplay.

7. Remove , repair or report 
safety hazards right away.
Em phasize that everyone has personal 
responsibility to correct safety 
problems. Communicate that you 
expect workers to respond 
immediately to hazards.

8. Report accidents promptly.
Make sure workers know what steps 
to lake to report accidents, including 
what emergency number to call and 
being prepared to state the location of 
the accident, give their name and 
phone number, describe what 
happened, and stay on the phone until 
they’re told it’s okay to hang up.

9. Contribute to work zone
safety. Communicate your 
expectations that individual work 
areas be kept neat and clean, and that 
all employees help keep common 
areas free from clutter and other 
housekeeping hazards that could 
result in an accident or injury.

10. Take training seriously.
Inform workers that safety training

will be an important and ongoing 
process. They can expect it whenever 
new processes or procedures are 
introduced, and whenever their safety 
performance needs refreshing.-FAf/

Plastic or 
Paper

Fifteen years ago, 92% o f 
the nation’s groceries were 
carried home in paper bags. 
Today, it’s only 20%.

Interestingly enough, in a 
survey conducted by Willard 
Bishop Consulting, 60% o f 
consumers say they prefer 
paper. In that same survey, 
consumers stated that they 
would drive an average o f 5 
miles out o f their way to shop 
at a supermarket that offered 
paper handle  bags. This could 
simply mean that the 
difference lies not just in what 
the bag is made of, but 
whether or not it has handles.

Miller delivers NFL 
excitement

Retailers whose customers are 
“Hungry for Football and Thirsty for 
Beer” can turn to Miller Brewing 
Company for a promotional banquet 
this NFL™ season.

The four-window “Hungry for 
Football, Thirsty for Beer” off- 
premise promotion, featuring M iller 
Lite and M iller Genuine Draft, serves 
up a feast o f opportunities for retailers 
throughout the NFL season, starting 
with the NFL Football Guides on 
Labor Day weekend and running 
through Super Bowl XXXIV™.

In addition to the NFL Guides, this 
year’s football promotion includes 
cross-merchandising and couponing 
opportunities with Bugles,™ Chex 
Mix,™ and Gardetto’s™  snack foods, 
where legal.

Legal drinking-age consumers can 
purchase the popular NFL inflatable 
chair via order forms in the football 
guides, where legal.

In connection with M iller Lite’s 
position as an official beer sponsor of 
the NFL and the Super Bowl, specific 
NFL team-identified point-of-sale 
materials for all 31 NFL teams will be 
available once again this year.

“M iller’s strong relationship with 
the NFL provides a bonanza of

merchandising advantages to retailers 
nationwide,” said Joe Jones, director 
o f brand promotions. ‘T h is  year’s 
point-of-sale materials offer natural 
incentives for legal drinking age 
consumers to purchase Miller 
products. We want to make the 
football season one of the most 
profitable ever for retailers 
throughout the country.”

Display materials take retailers 
through first kickoff, regular season, 
holiday/playoff and Super Bowl 
seasons. Special materials for each 
season include large display 
spectaculars, display enhancers, 
inflatables, cross-merchandising/ 
snack food point-of-sale materials 
with coupons where legal, local NFL 
team-identified materials, banners, 
case cards and other pieces.

48 ......AFD Food & Beverage Report, October 1999



People

Spartan names new vice 
presidents for Valuland

S partan  S to res, Inc. assigns three  vice p residen ts  fo r its V alu land  Inc. subsid iary . D avid H ogohoom , sen io r 
d irector o f  opera tions at Fam ily  Fare m arkets, w ill be vice  p residen t o f  o pera tions  fo r S ou thern  S tores. Spartan  
bought the 13 F am ily  Fare m arke ts  in w estern  M ich igan  and renam ed  them  Southern  Stores.

G len  B. C att, p residen t o f  G le n 's  M arkets, w ill be vice p residen t o f o pera tions  fo r N orthern  S tores. Spartan  
bought the 20 G le n ’s M arkets  and the e ight A sh c ra ft 's  M arkets, com bined  them  and nam ed  the new  chain. 
N orthern Stores.

Sally  Lake has been  p rom oted  to the position  o f V ice P residen t Sales and M arketing  for V aluland. She was 
previously  D irec to r o f M arketing  for Spartan . Lake has been  w ith  S partan  since  1985. She w ill report to the 
President o f  V alu land , w ho w ill be determ ined  in the near future.

John 
Sommavilla 
named Vice 
President of 

Purchasing for 
Spartan

John S om m avilla  has been 
prom oted to the position  o f V ice 
President o f Purchasing  for 
Spartan S tores, Inc. In this 
capacity , he will be accountab le  
for all areas o f purchasing . The 
prom otion  w as e ffec tive  June 23.
1999. John w as previously  
D irector o f Perishables 
Procurem ent.

Jo h n 's  ex tensive purchasing  
and operational know ledge and 
skill, coup led  w ith the ability  to 
provide strategic leadership  for 
S partan 's  purchasing  staff, w ill be 
vital as Spartan  strives to m eet the

John Som m aville  

ever-chang ing  needs o f  the 
consum er.

John began his Spartan  caree r in 
1985 as a superv iso r in the 
G rocery  W arehouse. He 
transferred  to the buying  
departm ent a year later, as a buyer/ 
m erchand iser for G rocery , Frozen, 
and D airy products. In February 
o f  1992, he w as prom oted  to 
M anager o f  Frozen & Dairy 
Inbound O perations in January  o f 
1994. He w as prom oted  to 
D irector o f Perishables 
P rocurem ent in A ugust o f 1996.

The American Society of Brewing Chemists (ASBC) recently 
named Dr. David Ryder, M iller Brewing Com pany’s vice 
president o f brewing, research and quality assurance. Ryder will 
hold the position until the World Brewing conference, to be held 
in Orlando. Fla. in July 2000.

Michigan cherry innovator 
earns award

Don Nugent, President and CEO 
of Graceland Fruit Cooperative, 
was named the National Ag 
Marketer of the Year during the 
recent North American Agriculture 
Marketing Officials (NAAMO) 
conference held in Traverse City.

The award is given to an 
individual who embraces the 
challenges in the industry with a 
vision for better days and better 
ways.

Nugent's family began farming 
in Benzie County in 1881 He

received a bachelor’s degree in 
agriculture from Michigan State 
University, and participated in the 
innovative Kellogg Foundation 
Farmer Study program.

To leverage Michigan’s position as 
the nation’s number-one tart cherry 
producer, Nugent founded Graceland 
in 1973. Two years later he began 
working to develop a dried cherry, not 
knowing the project would take 10 
years to complete. Today, Graceland 
has expanded to dry cranberries, 
apples, blueberries, strawberries.

peaches and tropical fruits, making 
it the largest infused dried fruit 
manufacturer in the world. 
Graceland is Benzie County’s 
largest manufacturing employer.

Nugent's work to expand 
Michigan fruit markets has been 
recognized not only by NAAMO. 
but also the Michigan 
Manufacturers* Association, which 
last month selected him from all 
types o f entrepreneurs to be its 
1999 Michigan Manufacturer of 
the Year.

Grandma Shearer 
names Jay Bonner 

route salesman of the 
year in Michigan

A nnually , S hearer Foods honors 
their top  em ployees in the areas o f 
sales, production  and w arehouse. 
W inners are selected  by votes cast 
by fellow  em ployees. T h is year. 
S hearer’s nam ed Jay B onner as 
R oute Salesm an o f the Y ear at 
their L ivonia D istribution  C enter. 
Jay a ttributes his success to hard   
work and determ ination . In three  
years he has doubled  his sales 
figures by building a solid 
custom er base through rapport, 
salesm ansh ip  and leadership.
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Avoiding liability when
releasing employees

Continued from page 32

individual was already e ntitled to.
A n y benefit that may have been 
elim inated in violation of an express 
or implied contract will not count as 
consideration if subsequently offered 
in connection with a waiver. 
Em ployers care not required to give 
em ployees age 40 or older more 
consideration than that given to those 
younger than 40.

5. The employee must be advised 
in writing to consult with an attorney 
prior to executing the document.

6. The employee must be given a 
period o f at least 21 days to consider
the agreem ent. W hen a waiver is 
sought in connection with an exit 
incentive (usually voluntary) or other 
termination program (usually 
involuntary), the employee must be 
given a period of at least 45 days to 
consider the agreement. Exit 
incentives or other employment 
termination programs include both 
voluntary and involuntary programs. 
A program  exists when an employer 
offers additional consideration for the 
signing of a waiver to two or more 
employees. The 21 or 45 day period 
runs from the date of the em ployer’s 
final offer. Material changes to the 
final offer restart the running of the 
21 or 45 day time period as long as 
the em ployee's decision is voluntary 
and not induced or coerced by 
employer fraud, misrepresentation, or 
threat.

7. The agreem ent provides that the 
individual may revoke the agreement 
at any time for seven days after 
execution and that the agreement is 
not effective or enforceable until the 
seven day revocation period expires. 
The seven day revocation period 
cannot be shortened by the parties, by 
agreem ent or otherwise.

8. For waivers sought in 
connection with an exit incentive or 
other termination program, you must 
inform the employee of the following 
(the required information must be 
given to each person in the decisional 
unit who is asked to sing a waiver 
agreement):

a. The class, unit or group of 
individuals eligible or selected for the 
program;

A "decisional unit” is that portion 
of the em ployer’s organizational 
structure from which employees were 
chosen and not chosen to be offered 
waivers. The terms “class, unit, 
group, job  classification and 
organizational unit. “ are examples of 
categories or grouping o f employees 
and are not meant to be an exclusive 
list of characterizations o f an

em ployer's organization.
b. Eligibility factors for the 

program;
c. Time limits applicable to the 

program;
d. The ages of all individuals in 

the same job  classifications or 
organizational unit not eligible or 
selected for the program; and

e. The job  titles and ages o f all 
individuals selected for the program. 
The use o f age bands broader than 
one year, such as “age 20-30," does 
not satisfy this requirement. In a 
termination o f employees in several 
established grade levels or job 
categories, the information must be 
broken down by grade level or other 
subcategory. A disclosure that 
contains information on both 
voluntary and involuntary 
terminations must distinguish 
between them.

The law in your state may impose 
additional requirements for a valid 
agreement. Be sure to consult with 
counsel regarding additional 
requirements.

Standard provisions
Although every general waiver and 

release agreement must be tailored to 
specific circumstances, at minimum, 
these standard provisions should be 
included virtually all agreements.

• Consideration
• Confidentiality 

Non-admission clauses should be
used.

• The employee should represent 
that he/she has not filed any claims, 
lawsuits, etc.

Non-disparagement clauses 
prohibiting the employee from 
disparaging the employer or company 
representatives.

• Non-compete clauses may be 
desirable for upper-level or sales 
employees.

• Offset clause; include the right 
offset, recoup, or terminate 
consideration in the event the 
agreement is breached.

• W aiver and release provisions: 
specifically enumerate which rights 
and/or claims are being waived or 
released, (e.g., age discrimination 
versus race discrimination) in clear 
and conspicuous language.

• An entire agreement clause 
should be included (i.e. language to 
the effect that the entire agreement is 
encompassed within the provisions of 
the document). Note: Care should be 
taken so that documents desired to 
continue to be enforceable, e.g., non­
competition agreements, are not 
superseded unless the agreement 
includes similar terms.

• Choice o f law and venue: agree 
on state law that will apply to disputes 
over the agreem ent; choice o f venue 
may or may not be enforceable.

• Integration and savings clause: 
determine whether there are existing 
non-compete or other agreem ents that 
should either be superseded or 
integrated into the agreement.

Consideration
The greater the amount o f time an 

employee takes within the 21 or 45 
day period described above to review 
and sign the agreement, the greater 
the likelihood that it will be regarded 
as a valid waiver. This issue must be 
reviewed carefully. If there are any 
general reductions in force or 
reorganizations resulting in more than 
one termination at the same time, an 
employer may be required by law to 
provide a 45 day contemplation 
period and the information discussed 
above relating to exit incentives and 
other termination programs. Failure 
to do so will invalidate the agreement 
and its release provisions. Should 
there be any doubt as to where a 
termination falls under the law, 
consult with counsel to discuss your 
obligations.

In addition to the reasonable period 
o f time for consideration, the law 
requires that the person have seven 
days from the singing o f the 
agreement to revoke his/her decision. 
For this seven-day period, the 
agreement is unenforceable, so any 
consideration given in exchange for 
entering into the agreement should be 
held until the period expires. 

Conclusion
This newsletter is only a brief 

overview of the complex issues 
involved in drafting separation and 
release agreements. Given the risk of 
litigation from employees, you are 
urged to consult with legal counsel 
rather than attempt to do it yourself.
Current employment issues

Challenge to English-only 
workplace rules have increased 
dramatically since the EEOC first 
began compiling figures on such 
cases in 1996. Thirty-two challenges 
were filed in fiscal year 1996, and 14 
more were filed by the EEOC in the 
first quarter of fiscal 1997.

Employers 
Pursue 

Immunity for 
Providing 

“Good Faith” 
References for 

Former 
Employees

O ne o f  the biggest challenges 
confronting  em ployers today is 
developing and m aintaining a stable 
and reliable work force. In order to 
do so, em ployers seek com plete and 
accurate inform ation about a 
potential em ployee’s background, 
including p rior work experience. 
R eference checks are an important 
m eans o f verifying inform ation 
concerning  potential em ployees. 
H ow ever, em ployers are reluctant to 
exchange candid inform ation due to 
increasing liability concerns 
regarding reference checks o f 
form er em ployees.

If a response to an inquiry 
regarding a form er em ployee's 
perform ance adversely affects that 
em ployee’s chances for a new job. a 
business could be sued for 
defam ation. D efam ation is the 
publication o f false and malicious 
inform ation w hich injures a 
person’s character or reputation. A 
form er em ployer must confine 
responses to a reference request to 
truthful inform ation about an 
app lican t’s previous job  
perform ance. Such inform ation can 
be critical or com plim entary, but 
should be based upon som e tangible 
record o f the form er em ployee's 
perform ance. For exam ple, the 
assertion that an individual was 
fired for “unsatisfactory 
perform ance,” if untrue, has been 
held to be the basis for a defamation 
action. Em ployers are further 
restricted to providing only job- 
related inform ation to a specific 
inquiry m ade by a proper party, that 
is, som eone with a legitim ate reason 
for seeking such information.

In addition to states that have 
laws in place (more than a dozen), 
several states are in the process of 
enacting legislation that will 
provide im m unity from civil 
liability to em ployers who provide 
jo b  perform ance inform ation in 
good faith. Bills have been enacted 
in A rizona, Idaho, M ichigan,
South C arolina, South Dakota iind  1 
W yoming.
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Why you should carry 'fhz new breed of moist svurfft
•  R O O S T E R  is an exciting brand positioned for category growth.

•  R 0 0 5 T E R  is the only brand with a > H O O T r J E & Cut and 
(+25%  more tobacco).

•  R 0 0 5 T E R  features a l y & £ E R ta*' at a smaller price.

•  Consumer Demand: Half of adult consumers surveyed are interested in 
trying R O O S T E R  *

\trt&jnst&d I'hfkvtirKj %yyor\
•  Promotional display package

•  High impact Point-of-Sale

•  Advertising campaign positioned to attract 
new adult consumers

For More Information About How To Grow 
Your Moist Snuff Business,

Consult Your U.S. Tobacco Co. Representative

1-800-421-EARN

AFD Food &  Beverage Report, October 1999......5 1



Verifying a customer’s I.D.
W hen to look and what to look 

tor...this is often the dilem m a faced 
by som e cashiers when verifying 
proof o f age prior to com pleting the 
sale. Here is a sum m ary o f the 
procedures for verifying a custom er’s 
I.D. which you can cut out.

V erifying I.D.
If you have reason to believe that a 

custom er is under the m inim um  age 
requirem ents, you must ask for 
proof o f age. Only official 
identification that shows the person’s 
date o f birth and photograph should 
be accepted.

What is an Acceptable I.D.?
Acceptable forms o f identification 

include birthdate and a photo and are 
either a D river’s License or 
Passport.

W hen an individual presents

anything other than his or her driver’s 
license, you must request a second 
i.D. to verify the first one. These are 
not proof o f age, only to verify 
information on the prim ary I.D. The 
following secondary I.D.s can be used 
to verify information on a passport or 
state identification card: Social 
Security Card, Student Identification 
Card, or Work Identification Card.

DO NOT ACCEPT a copy o f a 
birth certificate as it has no photo.

DO NOT ACCEPT purchased 
I.D. cards as they may contain 
fraudulent information.

DO NOT ACCEPT any I.D. that 
appears to have been altered or 
tampered with.

How to check I.D.
1. Check the birth year and make 

sure it has not been altered (smudged.

typed over, erased, etc.)
2. Com pare the photo to the 

person. There should be a reasonable 
match.

3. Check to see if  the physical 
characteristics match the presenter
(eye and hair color, height and 
weight)

If, for any reason, the I.D. is not 
satisfactory, DO NOT M AKE THE
SALE. Important: If you believe the 
I.D. to be false, you must return it to 
the custom er because only a law 
enforcement officer can take it away 
from the person.

If a custom er can not, or will not, 
present proper proof o f age and 
identification once you have asked for 
it, DO NOT M AKE THE SALE.
Defer to a supervisor if you have 
questions, concerns, or the customer 
becomes indignant.

Unclaimed lottery prizes
If your store has sold a top w inning ticket that still has not been claimed by its rightful owner, be sure and ask your 
custom ers if they’ve checked their tickets lately. All unclaimed prizes revert to the state School Aid Fund after one year 
from the draw date has elapsed. Following is a list o f the other current unclaimed Lottery top prizes:

Draw Date Game Prize W inning Numbers Retailer & City
8/10/99 Big Game $150,000 13-27-32-43-50 gold 02 

(match first five)
Them ar #3 

Battle Creek
8/10/99 Big Game $150,000 13-27-32-43-50 gold 02 

(match first five)
M ikey’s Gas & 

Mini Mart 
Dearborn

8/10/99 Big Game $150,000 13-27-32-43-50 gold 02 
(match first five)

Perky Pantry Mobil 
Dundee

8/3/99 Cash 5 $100,000 04-10-21-26-39 
(match all five)

Eight & Gallagher 
Market 
Detroit

7/13/99 Big Game $150,000 01-22-33-40-43 gold 02 
(match first five)

Dix-Toledo 
Quick Mart 
Southgate

7/2/99 Big Game $150,000 06-26-39-40-47 gold 08 
(match first five)

Joes Party Store 
Femdale

6/29/99 Keno $250,000 04-09-11-18-19-20-23 
25-30-32-37-40-43-46 
47-48.49-51-57-63-65-77 

(match 10)

Rite Aid Disc. 
Pharmacy #4516 

Detroit

5/25/99 Big Game $150,000 12-35-36-38-39 gold 30 
(match first five)

Carls Supermarket 
Potterville

5/17/99 Cash 5 $100,000 14-19-26-35-36 
(match all five)

Huron Plaza 
Party Store 

Pontiac
4/30/99 Big Game $150,000 01-23-25-29-39 gold 05 

(match first five)
W estside Beverage 

Traverse City
4/16/99 Big Game $150,000 01-07-10-16-36 gold 36 

(match first five)
Boulevard Food Cent 

Detroit
4/2/99 Big Game $150,000 08-25-26-28-35 gold 25 

(match first five)
Cronins Party Store 

Southfield
4/2/99 Big Game $150,000 08-25-26-28-35 gold 25 

(match first five)
Zeilers Farm Market 

Temperance
3/4/99 Cash 5 $100,000 09-18-24-33-35 

(match all five)
Dix & Goddard 

Mobil Mart 
Lincoln Park

2/5/99 Big Game $150,000 02-08-14-21-27 gold 33 
(match first five)

Rich’s Country Store 
Lansing

For more information about any unclaimed Michigan Lottery prize, you can call the Lottery’s Public Relations 
office at (517) 373-1237.

PARTY STORE FOR SALE— Detrolrs west 
s ide. SDD/SDM . 84 x 30 ft. In business tor 65 
yea rs. E s tab lished  n e ig h bo rhood  clientele. 
Serious inquiries only. P lease ask for Leroy at 
(313) 898-5559

DOWN RIVER PARTY STORE FOR SALE-H igh
tra ffic  area W ell estab lished - in business for 
42 yea rs  SD M , SDD, Lo tto . B u ild ing  and 
business Terms available. Contact Mike Kelly. 
State Business Brokers (810) 469-3333.

FOR SALE— LIQUOR PLUS— H ig h  tra ffic
location in the heart o f the New C enter Area. 
Upscale liquor, beer, w ine & lotto. Full line of 
g ro ce rie s  p lus  d e li. Very w e ll estab lished 
bus iness. S erious inqu iries  p lease . Ask for 
Adnan (Eddie) Najor at (313) 871-5355. 

EQUIPM ENT FOR S A L E -  C h e c k  ou ts, 
shelving, meat, de li & dairy cases plus 38-door 
zero-zone freezer as well as all walk-in freezer 
system s. Call W ilson at (248) 582-9088.

FOR SALE BY OW NER— 2000 sq. ft. Party 
S tore on lake in Irish Hills. G reat location on 
m a jo r road (US12). Just m iles from  Michigan 
In ternational Speedway. Beer, W ine, Liquor, 
Deli and Bait. 2000 sq. ft. living quarters plus 2 
lo ts w /lake access. $350,000 plus inventory. 
Call Sandy at (517) 431-2525.

GROCERY STORE FOR SALE — One of a 
k ind . G rea t B irm ingham  area loca tion  with 
trem endous opportunity. Full line o f groceries, 
meats, produce, liquor, beer & w ine Currently 
not open evenings. Sundays or holidays. 3,000 
sq. ft. w /fu ll basem ent. G reat lease. Asking 
$395,000 plus inven tory (S100,000 or less). 
Volume over $800,000. Call (248) 644-4925 for 
more information.

FOR SALE— Ice cream  dipping merchandiser. 
M aster-B ilt model #DD88 (91 "w x 2 8 'd  x 37"h). 
S ta in less steel top w ith  w h ite  exte rio r body. 
D isp lays 16 flavors and stores 14. Excellent 
condition. $1,195 or best offer. Call (517) 723- 
5500 and ask for Dave.
PARTY SHOPPE— Beer & w ine, grocery, lotto, 
frozen Coke, money orders, fax. Store sales 
$ 1 0 ,000 /w eek . Lo tte ry  sa les $ 3 ,800/week. 
Business S160,000 w / $80,000 down.
$1,425/m onth lease Call (248) 545-3500.

FOR SALE— Bagel & Donut shop. Troy 
(19 M ile & Dequindre). All new equipment. Turn 
key operation, just walk in and take over the 
reg is te r to start making money today! Asking 
S84.861. Terms available. Call Foster Realty at 
(810) 463-1000 

FOR SALE— S u p e rm a rk e t. S D D , SDM, 
Lottery, safe area in Detroit. Contact Eddie at 
(313) 925-0511 

FOR SALE:— Bakers' Pride Pizza O ven and 
Chicken Broaster/Cooker. Best offer. Call Neil 
or Butch at (734) 285-9633.

MARKET DELI FOR SALE—3,300 sq. ft. Ann 
Arbor, centra l University o f M ichigan campus 
location, student clientele. Owner is retiring. All 
newly remodeled including new equipment. Call 
(734) 741-8303, ask for Bill.

FOR SALE—  2 each, w a lk-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 M EAT M A R K ET & SPECIALTY  
STORE— in Warren. Beer. W ine & Lotto. 3.1000 
sq. ft. free standing building w/plenty of parking. 
Low hours. Lots of potential. Serious calls only 
a t (810) 470-0762.

AL'S PARTY STORE— 2.400 sq. ft. Beer, wine 
and lottery. Lottery sales $4,500/wk, store sales 
$8,000/w k. Asking $7,500 for business, and 
$120,000 for building. Call Al. (313) 864-4078.
FOR SALE—C h e s te r F ried  Ventless Fryer 
(older model) $2000, (4) door reach-in cooler 
$1000, Castle Counter Top Pizza Oven $1000: 
B lodgett 2-Deck Gas Pizza Oven $2500. Call 
Sam  Sheena at (248) 288-4774.
ESTABLISHED PARTY STORE— Pori Huron.
Ml. H ighly populated, high traffic area. SDD. 
SDM and Lotto. Owner retiring. Call (810) 985- 
5702, leave message.
ROCKY'S PARKVIEW PARTY S T O R E -  
Beer, w ine & grocery plus lotto, money orders, 
W estern Union & check cashing. Credit cards 
accepted. Same owners for 12 years. Business 
$90,000 w /$40.000 down plus inventory. Call 
(248) 548-2030.
RESTAURANT FOR SALE— Starling's Nest 
R es tau ran t & D riv ing  R ange. C o n ve n ie n t 
location in the heart of the Irish Hills. Excellen 
o p p o r tu n ity  to  ow n a w e ll-es tab lished  
restaurant/lounge with driving range. High traffic 
exposure in a growing community. Additional 
5 0 + /- co m m e rc ia l a c res  ava ilab le . SBL 
in fo rm ation  also availab le . Contact Patricia 
Korican at (800) 459-3787 / (800) 312-2910.
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Legislative UpdateHouse passes 
bill regulating 

internet 
alcohol sales

The House passed the 21 st 
Amendment Enforcem ent Act (H.R. 
2301) by a vote o f 310 to 112 which 
would authorize state attorneys 
general to enforce state laws 
regulating the importation or 
transportation o f alcohol in federal 
court. Thus, state attorneys general 
could prosecute out-of-state 
companies in federal court if 
businesses ship alcohol to an 
individual in violation o f state laws. 
Currently, 39 states have laws 
limiting or banning direct shipments 
jf  alcohol to their states. The goal is 
o prevent the unlawful sale of 
alcohol over the Internet, telephone or 
through mail-order catalogues.
Similar legislation was introduced in 
he Senate and included in the 
luvenile Justice bill (S. 254) that 
passed the Senate on May 18.-NGA

Health
Insurance

Deductions
Under current law, health 

insurance costs for the self employed 
sill not be fully tax deductible until 
the year 2007.

However, the Federal omnibus 
package accelerates deductibility 
tarting in 2003 based on the 
blowing formula:

1999 to 2001 =60% ;
2002 -  70%;
2003- 100%

Senate gives green 
light on lawsuits

In July, Senators Bob Graham (D- 
L), Tom Harkin (D-IA), Ernest 
lollings (D-DSC), Dick Durbin (D- 
L) and Judd Gregg (R-NH) agreed to 
trip-out language from the 
ommerce-State-J ustice 
ppropriations bill baring the Justice 

Hrpartment from filing a lawsuit 
gainst the tobacco companies. As a 
.•suit of the agreement Sen. Graham 
ithdrew his amendment which 
ould have stricken the same 
uiguage. In this move, the Senate 
as allowed the US Department of 
jstice to use its funding and given 
>c unprecedented authority to sue the 
'bacco companies or any other legal 
'Justry. The National Association of 
‘>nvcnicncc Stores opposes the 
niendment and is greatly concerned 
a t this amendment would have 
gun new government sponsored 

'faults against legal businesses.

Special Occupational tax repeal bill 
introduced in the house

Congressman Dave Camp (R-MI) 
introduced legislation (H.R. 2735) to 
repeal the special occupational tax on 
alcohol. The Special Occupational 
Tax (SOT) is an annual tax imposed 
by the federal government on all 
businesses that manufacture, 
distribute or sell alcoholic beverages.

The tax is a fixed amount paid for 
each business location. It is estimated 
that approximately 800,000 retail 
establishments are subject to the tax. 
N.G.A. strongly supports repeal of 
this special occupational tax. Not 
only is the imposition o f these taxes

unfair and inequitable to small 
business, but the collection o f the tax 
by the Bureau o f A lcohol, Tobacco 
and Firearms (BATF) is inefficient 
and counterproductive. Urge your 
representatives to cosponsor and pass 
H.R. 2735.

We can help you win some of it back.

Once you know the facts about security, it makes sense to call ADT. With the industry's most advanced 
technology in intrusion detection and control, asset protection, fire and life safety, access management and video 
surveillance, ADT has the experience and expertise needed to help protect the bottom line. And 
with our nationwide network of monitoring centers on call 24 hours a day, your business will 
never be alone again. To learn more, and to set up your FREE security audit, contact us today.
Demand the best. Prevent the w o rs t"  Call Ron Mrowiec—810-823-4545.

A t i f c o  INTERNATIONAL COMPANY

* Source National Security Survey
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SUPPORT THESE AFD SUPPLIER MEMBERS
AUTHORIZED LIQUOR AGENTS
G e n era l W ine & L iq u o r.. 
N a tional W ine & Spirits

(2 4 8 )8 5 2 -3 9 1 8  
.. (888) 697-6424 

(888) 642-4697 
(888) 440-0200Encore Group/ Trans-Con, Co.

BAKERIES:
Ackroyd's Scotch Bakery

& Sausage...................................... (313) 532-1181
Archway C o o k ie s .............................. (616) 962-6205
Awrey Bakeries, Inc........................... (313) 522-1100
Dolly Madison B ak ery ..................... (517) 796-0843
Interstate Brands Corp......................... (313) 591-4132
JC s D istributing .................................. (810) 776-7447
Koepplinger Bakeries. Inc.................. (248) 967-2020
Oven Fresh B akery ..............................(313) 255-4437
S A M  Biscuit Disl. (Stella D 'O ro).... (810) 757-4457
Taystee Bakeries ................................(248) 476-0201

BANKS:
The ATM N etw ork ..........................(888) 808-9ATM
The ATM C om pany ......................... (352)483-1259
Convenience Mortgage Corp............. (800) 474-3309
Cornelius S y stem s.............................. (248) 545-5558
KPN Technologies (ATMs) .........(800) 513-4581
Michigan National B a n k ................. 1-800-225-5662
North American Interstate.................(248) 543-1666
Peoples State B an k ...........................  (248) 548-2900

BEVERAGES:
Absopure Water Co ......................... 1-800-334-1064
Action D istributing............................. (810) 591-3232
Allied Domecq Spirits U S A ............. (248) 948-8913
Anheuser-Busch Co............................ (800) 414-2283
Arcadia Brewing C o........................... (616) 963-9520
Arizona B everages........................... (810)777-0036
Bacardi Imports. Inc........................... (248) 489-1300
Bellino Quality Beverages. Inc.......  (734)947-0920
Brooks Beverage Mgt.. Inc................(616) 393-5800
Brown-Forman Beverage Co............ (313) 453-3302
Central D istributors........................... (313)946-6250
Coca-Cola Bottlers of MI

.....................................  Auburn Hills (248) 373-2653
................................Madison Heights (248) 585-1248
...........................................Van Buren (734) 397-2700

....................................... Port Huron (810) 982-8501
Coffee E x p re ss ...................................(734) 459-4900
Coors Brewing C o.............................. (513)412-5318
E & J Gallo Winery ......................... (248)647-0010
Eastown D istributors........................ (313) 867-6900
Faygo Beverages. Inc.........................(313)925-1600
General Wine & Liquor Corp............(313) 867-0521
Great Lakes B everage...................... (313) 865-3900
Hubert Distributors. Inc......................(248) 858-2340
Intrastate Distributing........................ (313) 892-3000
J. Lewis Cooper C o.............................(313)278-5400
Josulete Wines. Inc............................. (313) 538-5609
L & L Wine W o rld ............................ (248) 588-9200
Metro Beverage Inc............................ (810)268-3412
Miller Brewing C om pany................. (414) 259-9444
Nestle Beverages...............................(248) 380-3640
N A Y A .U S A ...................................... (248)788-3253
O.J Distributing. Inc..........................(313) 533-9991
Oak Distributing Company ............ (248) 674-3171
Pabst Brewing Co.............................  I -800-935-6533
Pepsi-Cola Bottling Group

-D e tro it ......................................  1-800-368-9945
-H o w e l l .....................................  1-800-878-8239
-P o n tia c ...................................... (248) 334-3512

Petitpren. Inc........................................(810)468-1402
Powers, Disl.........................................(248)682-2010
Red Hook Beverage Co....................  (248) 366-0295
R.M. Gilligan. Inc...............................(248) 553-9440
Royal Crown C o la ............................. (616) 392-2468
Seagram A m ericas............................. (248) 553-9933
Seven-Up of D e tro it..........................(313)937-3500
Southcorp Wines North America .... (248) 795-8938
Stroh Brewery Company.................. (313) 446-2000
Tri-County B everage.........................(248) 584-7100
UDV-North A m erica.........................(313) 345-5250
Vineyards Fine W in es ...................... (734) 284-5800
Viviano Wine Importers. Inc............ (313) 883-1600

BROKERS/REPRESENTATIVES:
A costa-PM I..................................
Bob Arnold & A ssociates...........
C rossM ark....................................
The Greeson Company................
Hanson & Associates, Inc............
J B. Novak & A ssociates............
James K. Tamakian Company ..
Merkert A m erican .......................
Paul Inman Associates. .........
T repco...................................

CANDY & TOBACCO:
A.C. Courville Inc..................
American Vending S ales..........
Brown & Williamson Tobacco.. 
JC's D istributing.........................

. (248) 737-7 KM) 

. (248)646-0578 

. (734) 207-7900 

. (248)305-6)00 

. (248)354-5339 
(810)752-6453 
(248)424-8500 

. (810)574-1100 

. (248) 626-8300 
(248)546-3661

(248)863-3138 
. (248)541-5090 

(248) 350-3391 
. (810) 776-7447

Philip M oms U S A ............................. (313) 591 55(H)
R J Reynolds...................................... (248)475-5600

CATERING/HALLS:
Emerald Food S erv ice .......................(248) 546-2700
Farmington Hills M anor................... (248) 888-8000
Karen s Kale at North V a lle y .......... (248) 855-8777
Nutrition Services.............................. (517) 782-7244
Penna's of Sterling .............................  (810) 978-3880
Southfield Manor................................ (248) 352-9020
St. Mary's Cultural C en ter................(313) 421-9220
Tina's C atering.................................... (810)949-2280

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

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

FISH & SEAFOOD:
Seafood International/

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

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

ICE PRODUCTS:
Midwest Ice Co....................................(313)868-8800
Party Time Ice Co............................... (800) 327-2920
Union Ic e ............................................. (313)537-0600

INSECT CONTROL:
Rose Extermination (B io-Serv)....... (248) 588-1005
Tri-County Pest C ontro l................... (810) 296-7590

INSURANCE:
Alphamenca Insurance A gency......(810) 263-1158
Blue Cross/Blue S h ie ld ...................  1-800-486-2365
Capital Insurance G roup................... (248) 354-6110
CoreSource / Presidium .................... (810) 792-6355
Gadaleto. Ramsby & Assoc.............. (517) 351-4900
Golden D ental.....................................(810) 573-8118
Great Lakes Insurance S erv ices..... (248) 569-0505
IBF Insurance Group, Inc..................(810) 774-5300
Frank McBride Jr.. Inc.......................(810) 445-2300
Meadowbrook Insurance.................. (248) 358-1100
M iko&  Assoc..................................... (810) 776-0851
North Pointe Insurance..................... (248) 358-1171
Rocky Husaynu & A ssociates......... (248) 988-8888
Willis Corroon Corp. of M I............. (248) 6 4 1 -0900

MANUFACTURERS:
Anthony's P iz za ................................. (810)731-7541
Ecco D'oro Food Corp....................... (810) 772-0900
Eden Foods.........................................(517)456-7424
Fine M anufacturing.......................... (248) 356-1663
Gerber Products Co............................(810) 350-1313
Home Style Foods. Inc...................... (313) 874-3250
Jaeggi Hillsdale Country Cheese ... (517) 368-5990
Kraft General Foods......................... (313) 261-2800
Monitor (Big Chief) S u g ar.............  (517) 686-0161
Nabisco. Inc ...................................  (248)478-1350
Nestle Food C om pany......................(248) 380-3670
Pack'Em Enterprises......................... (313) 931 -7(XX)
Red Pelican Food Products..............(313)921-2500
Singer Extract L aboratory............... (313) 345-5880
Strauss Brothers Co........................... (313) 832-1600

MEAT PRODUCERS/PACKERS:
Alexander & Hornung...... ...............(313) 921-8036
Bar S F oods............ ....... :......... ........ (248) 414-3857
Burdick Packing Co............................ (616) 962-5111
Country Preacher............ .................. (313) 963-2200
Gainor’s Meat Packing.... ................. (517) 269-81#l
Hartig Meats ..... . (313) 832-2080
Hygrade Food Products................... (248) 355-1100
Kowalski Sausage Company........... (313) 873-8200
Metro P acking.................................. (313)894-4369
Nagel Meal Processing Co............... (517) 568-5035
Pack "Em Enterprises'...................... (313)931-7000
Pclkie Meat Processing...................  (906) 353-7479
Polok Packing Co.............................. (313) 893-4228
Strauss Brothers Co...........................(313) 832-1600
Swift-Eckrich.....................................(313)458-9530
Wolverine Packing Company......... (313) 568-1900

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

Young Country R a d io .................... (248) 799-0624
Daily T rib u n e ..................................... (248) 541-3000
Detroit Free P ress ...............................(313) 222-6400
Detroit New s........................................(313) 222-2000
Detroit Newspaper A gency ..............(313) 222-2325
Gannett National Newspapers......... (810) 680-9900
Macomb D aily .................................... (810) 296-0800
Michigan C hronicle........................... (313) 963-5522
OK Communications, Inc...................(301-657-9323
Outdoor Systems A dvertising......... (313) 556-7147
WDIV-TV4 .........................................(313) 222-0643
WJBK-TV2 .........................................(810) 557-2000
W W J-AM /W JOI-FM ........................(313)222-2636
W W W W -AM /FM ............................. (313)259-4323

NON-FOOD DISTRIBUTORS:
Advanced Formula P roducts............(313) 522-4488
Items Galore, Inc................................. (810) 774-4800
Scott P e t............................................... (765) 569-4636
Toffier M arketing...............................(810) 263-9110

POTATO CHIPS/NUTS/SNACKS:
Better Made Potato Chips................. (313) 925-4774
Detroit Popcorn C om pany..............  1-800-642-2676
Frito-Lay, Inc...................................... I-800-24FRITO
Germack Pistachio Co........................(313) 393-2000
Grandma Shearer's Potato Chips........... (3 13) 522-3580
Jay's Fods............................................. (800) 752-5309
Kar Nut Products C om pany.............(248)541-7870
Nikhlas Distributors (Cabana)..........(313) 571-2447
Rocky Peanut...................................... (313)871-5100
Variety Foods. Inc...............................(810) 268-4900
Vitner S n ack s ..................................... (810) 365-5555

PRODUCE
C iaram itaro  Bros. In c ..................(313) 567-9065

PROMOTION/ADVERTISING:
J.R. Marketing & Promotions.......... (810) 296-2246
JDA. Inc................................................(313)393-7835
Market A dvantage............................. (248) 351-4296
PJM G raphics..................................... (313) 535-6400
Promotions Unlimited 2000 .............(248) 557-4713
Stanley's Advertising & Dist.............(313) 961-7177
Stephen's N u-A d.lnc..........................(810) 777-6823

RESTAURANTS:
Copper Canyon B rew ery.................. (248) 223-1700
The Golden M ushroom .................... (248) 559-4230
Palace G ardens...................................(810) 743-6420

SERVICES:
AAA M ichigan................................... (313) 336-0536
Action Inventory Services............... (810) 573-2550
AirPage Prepay & Talk C ellu la r.... (248) 547-7777
AirTouch Cellular..............................(313)590-1200
American M ailers..............................(313) 842-4000
Ameritech Pay Phone Services....... 1 -800-809-0878
AMNEX Long Distance Service............(248) 559-0445
AMT Telecom G roup....................... (248) 862-2000
Automated Collection System s.......(248) 354-5012
Bellanca, Beattie, D eLisle............... (313) 882-1100
Cellular One—Traverse C ity........... (231) 922-9400
Central Alarm Signal........................ (313) 864-8900
Check A lert.........................................(231)775-3473
Checkcare Systems............................(3 13) 263-3556
CIGNA Financial A dvisors............. (248) 827-4400
Community Commercial

Realty Ltd.......................................(248) 569-4240
Credit Card Center.............................(248) 476-2221
Dean Witter Reynolds, Inc................(248) 258-1750
Detroit Edison Company..................(313) 237-9225
Follmer. Rudzewicz & Co.. CPA.......... (248) 355-1040
Garmo & Co., C P A .......................... (248) 737-9933
Goh's Inventory Serv ice...................(248) 353-5033
Great Lakes Data Systems............... (248) 356-4100
Jerome Urcheck. CPA .......(248) 357-2400. x257
Karoub Associates........................ . (517) 482-5000
Law Offices-Garmo & G arm o ........(248) 552-0500
Market P ro s ............ ..............................(248) 349-6438

'  Merchant Card Services......................(517) 321 - 1649
Mfetro Media Associates......................(248) 625-0700
Nationwide Communications.............(248) 208-3200
Nextel Communications......................(248) 213-3100
North American Interstate.................. (248) 543-1666
Paul Meyer Real E state ....................... (248) 398-7285
POS System s........................................ (517) 321-1649
Prudential Securities, Inc..................... (248) 932-4480
Quality Inventory Services..................(810) 771-9526
Retail Accounting Service...................(313) 368-8235
REA M arketing.................................... (517) 386-9666
Frank Smith's Red Carpel Keim...........(248) 645-5800

Safe & Secure Investigations, Inc.......... (248) 425-4775
Sal S. Shimoun, C P A .......................... (248) 593-5100
Security Express....................................(248) 304-1900
Southfield Funeral H o m e....................(248) 569-8080
Harold T. Stulberg, R.E., Broker

24 H o u rs ........................................... (248) 351-4368
Telecheck Michigan, Inc...................... (248) 354-5000
Travelers ExpressMoney G ram ..........(248) 584-0644
Western Union Financial Serivces........... (248) 888-7423
W hitey's C oncessions...........................(313) 278-5207

STORE SUPPLIES/EQUIPMENT:
Belmont Paper & Bag S u p p ly .........(313) 4 9 1 -6550
Bollin Label Systems........................ 1-800-882-5104
Brehm Broaster S a les .......................(517) 427-5858
DCI Food Equipm ent.......................(313) 369-1666
Envipco................................................ (248)471-4770
Great lakes G um ball.......................... (248) 723-5113
Hobart Corporation............................ (734) 697-3070
Kansmacker.........................................(517)374-8807
MSI/BOCAR Store F ix tures............(248) 399-2050
National Food Equipment

& Supplies........................................ (248)960-7292
North American Interstate............... (248) 543-1666
Oreck Floor Care C enters................ (810) 415-5600
Plex-Lab Corp........................................ (810)754-8900
Refrigeration Engineering, Inc......... (616) 453-2441
Serv-Tech Cash R egisters................(800) 866-3368
Taylor F reezer....................................(313) 525-2535
TOMRA M ichigan.........................  1-800-610 4866

WHOLESALERS/FOOD DISTRIBUTORS:
AK'WA Water Co.................................. (248)627-4737
Capital D istributors......................... (313) 369-2137
Central F o o d s ....................................(313)933 2600
Consumer Egg Packing Co.............. (313) 871-5095
Dairy Fresh Foods, Inc..................... (313) 868-5511
Detroit Warehouse Co...................... (3 13) 4 9 1 1500
EBY-Brown. Co................................  1-800-532-9276
Family Packing Distributors............ (248)644 *153
Fleming C om pany.............................(330) 879 5681
Flippin D istributing...........................(906) 789-9562
Food Services Resources..................(248) 738-6759
Garden F o o d s .....................................(313)584 2X00
Gourmet International. Inc............... 1 -800-875 5557
Great Lakes W holesale.................... (616)261-9393
Hamilton Quality Foods.................. (313) 72* 1900
Hammell Music. Inc.......................... (248)594 1414
I K D istributing............................ (313)491 5930
JC's Distributing . ...T....................... (810) 776 7447
J F W alker......................................... (517)787-9880
Jerusalem F oods.............................. (313) 53X-I5II
Kaps Wholesale F o o d s ................... (313) 567-6710
Kay Distributing...............................(616) 527-0120
Keebler Co........................................... (313)455-2640
Kehe Food Distributors................... 1-800-888-4681
Kramer Food Co..................................(248) 851 -9045
Lipari F o o d s ...................................  1-(810) 447-3500
M clnemey-Miller Bros................... .- (313) 833-8660
Midwest Wholesale F o o d s.......... . (810) 744-2200
National Bulk Foods......................... (313)292-1550
Norquick Distributing Co...................(313) 522-1000
Pointe Dairy Services, Inc./

Vie De France............................... (248) 589-7700
Robert D. Arnold & Assoc................(810) 635-8411
S. Abraham & Sons.......................... (248) 353-9044
Sam's Club— Hazel P a rk .................. (248) 588-4407
Sherwood Foods Distributors...........(313) 366-3100
State Wholesale G rocers.................. (313) 567 7654
Spartan Stores, Inc............................. (313)455-1400
Super Food Services.......................... (517) 777-1891
SuperValu Central Region................ (937) 374-7874
Tiseo's Frozen Pizza D ough ............. (810) 566-5710
Trepco Im ports................................... (248) 546-3661
Value Wholesale.................................(248)967-2900
Weeks Food Corp................................(810) 727-3535
Ypsilanti Food C o-op........................ (313)483-1520

ASSOCIATES:
American Synergistics....................... (313) 427 4444
Canadian Consulate G eneral.............(313) 567-2208
Livernois-Davison Florist.................. (248) 352-0081
Minnich's Boats & M otors .............. (810) 748-3400
Wileden & Assoc............................... (248) 588-2358
Wolverine Golf Club, Inc................. (810) 781-5544
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Hit a Home Run! 
orth American Interstate

\

Attract New Customers • Eliminate Bad Check Loss
Keep Current Customers • Reduce Bank Card Charges
Increase Floor Ihffic  • Add Extra Revenue
Increase One-Stop Shopping   24 Hour, 7-Days-A-Week Service



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

Gradd Rapids

MICHIGAN

INDIA

Proudly Announces our 
New National Client...

L OREAL
Effectives 
November 1\ 1999

R O  S  S M A R K  * *  proud to service a ll these fine
L ’oreal Hair & Skin Care Products:S a l e s  & M a r k e t i n g

Hair Color
• Casting
• Excellence
• Feria
• Preference

Skin Care
• Plentitude

Hair Care
• L'oreal Kids Shampoo
• Vive

See Your CROSS MARK Representative For Further Details

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

Located in :
DETROIT G RAND RAPIDS CINCINNATI FT. W AYNE

LOUISVILLE TO LEDO  COLUM BUS INDIANAPOLIS
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