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Legislative Update

Estate tax 
reduction & 

minimum wage 
hike pass house
The house approved 

legislation that would provide 
nearly $46 billion in business 
tax cuts, including estate tax 
reduction. The measure, 
approved by a vote of 257 to 
169, is designed to help 
mitigate the minimum wage 
increase, which also passed 
the House.

GOP leaders, who used 
parliamentary procedures to 
combine the tax (H. R. 3832) 
and wage bills (H R. 3846) 
into H.R. 3081, had hoped to 
spread the $ 1 minimum wage 
increase over three years. 
However, Democrats and 42 
Republicans joined forces 
and pushed through an 
amendment that would 
implement it in two years.

The bill now goes to 
conference with the Senate- 
approved measure, which 
was attached to the 
Bankruptcy Reform Act. It 
would raise the wage by $1 
over three years and is 
coupled with approximately 
$18 billion in tax cuts, not 
including estate tax relief.
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Are 
Bioengineered 
Foods Safe?

by Larry Thompson 
Since 1994, a growing 

number of foods developed 
using the tools of the science 
of biotechnology have come 
onto both the domestic and 
international markets. With 
these products has come 
controversy, primarily in 
Europe where some question 
whether these foods are as 
safe as foods that have been 
developed using the more 
conventional approach
hybridization

Ever since the latter part of 
the 19th century, when 
Gregor Mendel discovered 
that characteristics in pea 
plants could be inherited, 
scientists have been 
improving plants by changing 
their genetic makeup. 
Typically, this was done 
through hybridization in 
which two related plants were 
cross-fertilized and the 
resulting offspring had 
characteristics of both parent 
plants. Breeders then selected 
and reproduced the offspring 
that had the desired traits.

Today, to change a plant’s 
traits, scientists are able to use 
the tools of modem 
biotechnology to insert a 
single gene—or, often, two or 
three genes— into the crop to 
give it new, advantageous 
characteristics. (See 
“Methods for Genetically 
Engineering a Plant.”) Most 
genetic modifications make it 
easier to grow the crop. About 
half of the American soybean 
crop planted in 1999, for 
example, carries a gene that 
makes it resistant to an 
herbicide used to control 
weeds. About a quarter of 
U.S. com planted in 1999

See Bioengineered food 
page 42

cellular

AFD offers cutting edge 
Prepaid Cellular solution
TekTel Marketing and 

AFD have joined forces to 
offer retailers a chance to sell 
a prepaid cellular phone 
featuring the AirTouch 
cellular prepaid

Prepaid cell 
service that is 
advance -  is now 
establishing a 
America, 
customers 
only two percent 
subscribers, this s 
growing quickly.

Today, according to 
AirTouch Cellular, 50 
percent of new business is 
coming from prepaid
Estimated overall revenue for 
prepaid cellular in 1997 
$800 million. T he projected 
revenue for 1999 is between 
$1.5 and $2 billion.

TekTel Marketing has 
joined with AFD to offer a 
way for retailers to sell per
paid cellular service: An 
AirTouch Phone-in-a-Box. 
The program offers 4 
denominations of airtime

cards from which to choose, 
low per-minute pricing, no 
long distance charges and six 
months expiration on airtime. 
Phones are delivered via 
second-day service.

The key to the program’s 
success is not just the sales of 

handsets. Retailers benefit 
ongoing sales of 

replenishment cards for the

in American’s 
saying, “prepaysaying, prepay 

represents the 
gold mine the cellular/ 

has ever

consumers 
the Phone-in-a-Box 

they can buy a new 
cellular phone with activation 
and free talk time for well 
below $100, there are still 
approximately 20 million cell 
phones which are inactive, 
laying in drawers somewhere. 
See P repaid  C ellular, 
page 19

Spartan in 
merger talks

Spartan Stores, Inc. 
announced that it is engaged 
in merger negotiations with 
Toledo-based Seaway Food 
Town, Inc.

The proposal under 
discussion would result in a 
merger of Seaway into a 
wholly owned subsidiary of 
Spartan. Under the terms of 
the proposal, each Seaway 
share would be converted 
into the right to receive $5.00 
in cash and one share of 
Spartan common stock. 
Spartan shareholders would 
receive an additional 0.336 
share of Spartan common 
stock for each share of 
Spartan common stock.
There can be no assurance 
that the parties will reach a 
definitive agreement with 
respect to this transaction.

Any transaction would be 
subject to approval by 
shareholders of both 
companies and other 
customary conditions. It is 
anticipated that Spartan’s 
shares would become
See S p a rtan  m erger 
page 19
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Promoting Lottery’s $2 tickets puts 
money in your pocket

Last September, we were proud to 
report that AFD was successful in 
increasing lottery commissions for 
retailers.

As a pilot project that continues 
through September 30, 2000, the 
Lottery is now paying a commission of 
seven percent on all $2 instant games. 
Currently $2 instant games account for 
40 percent of all instant ticket sales.
We believe that the higher commission 
on $2 instant games will raise an 
additional $4 million for retailers.

Remember, the seven percent 
commission is for the $2 tickets only.
It is in your interest to promote the $2 
ticket whenever possible. If the project 
is successful, it is our hope that the 
seven percent commission will be 
passed on to all instant games next 
year.

The Lottery recently launched a 
television advertising campaign 
featuring the wide variety of $2 
instant tickets the Lottery offers. The 
extra attention this advertising 
campaign is creating should bring 
even more customers into your 
stores-allowing you to take full 
advantage of the seven percent sales 
commission awarded for the sale of 
$2 instant tickets during fiscal year 
2000.

To keep interest high, the Lottery 
issued three new $2 games in March, 
taking advantage of the St. Patrick’s 
Day theme and other spring themes. 
They will continue to introduce new 
games. By promoting $2 instant 
tickets, you will increase your 
commissions and send a message to 
the Michigan Lottery that larger 
commissions mean more sales. Keep 
up the good work!

OSHA regulations 
opposed

AFD recently submitted a letter to 
the U.S. Department of Labor 
opposing the proposed ergonomics 
regulations that would place stringent 
new requirements on virtually every

The Grocery Zone
By David Coverly

T H A T ' S  WHEN KEVIN K N E W  I T  

grocery industry job.
The public was given only 100 

days to review and comment on the 
proposed regulation and the more 
than 50,000 pages of related materials 
in the docket. We also object to the 
fact that OSHA is moving forward 
with its regulation while the 
Congressionally mandated 
ergonomics study by the National 
Academy of Sciences is still 
underway. OSHA should withdraw 
its regulation until scientific evidence 
is available to provide that a federal 
regulation will further reduce injuries.

The proposed regulation would 
affect nearly every job in your store, 
including: checkers; baggers; those 
who stock shelves, refrigeration units 
and produce bins; employees who lift 
and retrieve products in storage 
facilities and those who handle 
transportation. It would require you 
to set up an ergonomics program for 
all of these jobs, providing 
“management leadership and 
employee participation,” “hazard 
information and reporting,” job 
hazard analysis and control,” training, 
and extensive bureaucratic record 
keeping. The regulation is written so 
vaguely that we believe it will be 
extremely difficult to determine what 
steps you should take to reduce any 
possibility of musculoskeletal 
injuries.

Retailers will be left to hope that 
what they have done will satisfy an 
OSHA inspector when he or she 
arrives at our facilities.

As of press time, OSHA was 
holding hearings regarding the 
ergonomics regulations. AFD is 
monitoring this issue and will provide 
information as it becomes available.

AFD wants 
to hear 

from you!
Did your store recently 

celebrate an important 
anniversary? Are you providing 
a service that is unique?

If so, we want to feature your 
company or its products in this 
magazine! The AFD Food & 
Beverage Report will print your 
news as space permits. The 
service is free to AFD members. 
If you would like to see your 
name on the pages of the AFD 
Food & Beverage Report, call 
Tom Amyot at (248) 557-9600.
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PepsiCo supports education, youth and 
employee volunteers

In the March issue of this 
publication, AFD announced the 
formation of an exciting new joint 
effort with Pepsi. Called the AFD/
Pepsi Scholarship Challenge Drive, 
Pepsi and AFD will raise $1 million 
for college scholarships. Pepsi made 
a commitment to donate $100,000 per 
year -  for each of the next five years
-  for a total of $500,000. AFD, in 
turn, will raise an additional matching 
$100,000 per year, for a combined 
total of $1 million over five years.
The drive is designed to help Metro 
Detroit students that are capable of 
attending college but may not be 
eligible for other scholarships.

AFD is grateful for the support and 
commitment that Pepsi has made to 
Michigan youth. As great as this 
contribution is, the AFD/Pepsi 
Scholarship Challenge Drive is just 
one of many charitable programs of 
the beverage and snack food giant, 
PepsiCo, the parent company of 
Pepsi-Cola, Frito-Lay and Tropicana.
In fact, Worth Magazine (December/ 
January 2000) noted PepsiCo among 
America’s most generous companies.

Benevolence begins 
at the top

In 1998 PepsiCo Chairman Roger 
Enrico decided to give up his entire 
salary for scholarships for the 
children of frontline employees as a 
way to say thank you to the men and 
women who make, move and sell the 
company’s products. These 
employees include plant workers, 
route salespeople, customer service 
representatives and truck drivers. 
Students can use the scholarship at 
the school of their choice, whether it 
be a four-year university, community 
college or vocational/technical 
school.

The response was so great, that Mr. 
Enrico has donated his salary again in
1999 and 2000. As a result, an 
additional $3 million has been set 
aside for scholarships. Over the past 
19 years, the PepsiCo Foundation has 
awarded scholarships totaling $15 
million to over 1,200 sons and 
daughters of employees.

Commitment to youth
PepsiCo and its divisions support a 

myriad of programs which help to 
develop youth. For example,
PepsiCo is the first National Mission 
Partner of the YMCA, which is the 
largest youth sports and activities 
provider in the US. Through a 
strategic alliance with the YMCA, 
PepsiCo has pledged $16 million over 
ten years, supporting every YMCA

branch in the nation. Tropicana, 
headquartered in Bradenton, Florida, 
is a major sponsor of a program called 
“Take Stock in Children,’ which 
identifies financially needy 8 grade 
students, matches them with mentors 
and provides them with a $5,000 
annuity for college. Frito-Lay is the 
title sponsor of a Dallas-based group 
called “Our Children’s Store,” which 
sells merchandise on behalf of 
charities who serve children in need.

The PepsiCo Foundation’s new 
focus is skill-building programs for 
urban and low-income youth. For 
example, the PepsiCo Foundation 
recently awarded a $124,390 grant to 
Junior Achievement and the National 
Foundation for Teaching 
Entrepreneurship. The funds will be 
used for the development of a pilot 
program with special emphasis on 
reaching students who are 
disadvantaged.

“PepsiCo’s commitment shows 
they recognize the need for business 
education that is able to reach young 
people from many different economic 
backgrounds,” said Jim Hayes, 
president and CEO of Junior 
Achievement.

Jacqueline Millan, Director of 
Corporate Contributions, PepsiCo, 
Inc., adds, “PepsiCo believes that 
disadvantaged youths across the 
United States deserve an equal 
opportunity to learn about business, 
economics and the free enterprise 
system. This partnership will help 
make that possible and we are proud 
to support it.”

Giving to the charities 
employees choose

Over two decades ago, PepsiCo’s 
management realized that one of the 
best ways to give is to allow its

employees an opportunity to 
determine how and where the 
contributions are made.

The Foundation responds to the 
personal dedication of employees of 
PepsiCo, Inc. and its operating 
divisions who make a difference in 
the communities in which they live. 
The Foundation programs lend 
support to organizations where 
PepsiCo people are actively involved 
as volunteers. With a strong history 
of support to community-based 
groups and educational institutions. 
Foundation dollars make an impact 
when they back the individual 
commitment of PepsiCo employees.

The PepsiCo Foundation rewards 
and encourages employees who 
contribute to community 
organizations and institutions through 
their voluntary service as well as 
through their monetary gifts. The 
Foundation matches, dollar for dollar, 
contributions made by full-time 
PepsiCo employees worldwide to 
nonprofit organizations. When an 
employee provides voluntary services 
in addition to a financial contribution, 
the Foundation will double the match 
(two-for-one).

“We have found that by giving to 
the charities that our employees are 
involved in, we not only benefit a 
host of worthwhile causes, but we 
also create goodwill between Pepsi 
and its employees,” says Dave 
Dempsey, general manager of Pepsi 
Detroit.

The Foundation also supports the 
United Way’s national fundraising 
campaign by offering PepsiCo 
employees an opportunity to reach a 
broad base of non-profit organizations 
through their gifts. The Foundation 
matches employee contributions to 
the United Way dollar for dollar.

Calendar
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AFD works closely with the following
associations:

N O A
FOOD  MARKETING INSTITUTE of Convenience Stores

FOOD INDUSTRY ASSOCIATION EXECUTIVES
Roger A. Enrico (l) receiving the President's Award from  William C. Nelson, president 

o f Citizens ’ Scholarship Foundation o f America, on January 26, 1999.
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Expect Healthy 

Sales and Profits from 

Mistic Mango Carrot 

Juice Drink!

Contact your local 7 Up Sales Representative for 
more information, or SEE US AT THE SHOW!

New Carrot Flavors Are
Tops W i t h  Consumers!
M istic extends th e  success o f  its carafe juice line with new  M ango Carrot!
•Mistic Orange Carrot, introduced in October, 1998, is M istic’s 
#1 selling and fastest growing carafe juice*
•Consumers picked carrot and mango blends as flavor favorites 

— Carrot blends up 52% **  — Mango blends up 37% **
•Mango Carrot fulfills consumer demand for great tasting, healthy and nutritious beverages
•Vitamin fortified—  100% RDA o f  vitamins A and C
•Source: Shipments to date 6 /99 **Source:A.C. Nielsen, A ll Outlets, 1999YTD
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News & Views from  D etroit Edison

Building bridges of understanding
As a principal account executive 

for Detroit Edison’s Ethnic Marketing 
group, Sabah Hermiz (Summa) 
responds to the energy-related needs 
of the Chaldean, Assyrian and Syriac 
markets. But his work doesn't end at
5 p.m. - many days he’s only 
beginning.

However Hermiz, an engineer by 
profession, isn’t complaining.
Serving as a liaison between his 
company and his community is a

labor of love.
“I am grateful for the opportunity 

to help the Chaldean community 
while fulfilling my responsibility to 
the company,” Hermiz said. 
Chaldeans, Assyrians and Syriacs are 
ethnic groups from the ancient land of 
Mesopotamia now called Iraq. They 
all speak the Chaldean language.

“The personal relationships and 
programs established by Detroit 
Edison demonstrate that the company

cares enough about the community to 
be involved, and wants to give 
customers the excellent service they 
deserve.”

He adds that building bridges with 
ethnic communities also makes good 
business sense. According to 1996 
estimates based on census 
information, nearly a third of 
Southeastern Michigan residents were 
African-American, or of Arab, 
Chaldean, Asian or Latino descent.

Hermiz helps address the needs of 
more than 10,000 mostly small 
Chaldean businesses in Southeastern 
Michigan. Business owners typically 
contact Hermiz first when they have 
energy-related concerns.

“I may expedite the resolution of 
problems or at least explain to 
customers what they need to do to 
resolve them,” Hermiz said. “I’m an 
avenue for the Chaldean/Assyrian/ 
Syriac business customer.”

Although Hermiz worked as a 
Detroit Edison engineer for 20 years 
before assuming his current position 
two years ago, the move to Ethnic 
Marketing was a natural transition. 
Hermiz was active in his native Iraq 
and continued his community 
involvement when he moved to the 
United States in 1968.

In fact, that enduring commitment

B uild ing  b ridges w ith  ethn ic  
com m unities m akes good 
business sense. A ccord ing  to 
1996 es tim ates based  on census 
in fo rm atio n , nearly  a  th ird  o f 
S o u th eas te rn  M ich igan  residents 
w ere A frican -A m erican , o r  o f 
A ra b , C h a ld ean , A sian o r  
L a tin o  descent.

recently earned Hermiz recognition 
from the Chaldean Federation of 
America, which presented him its 1990 
Business/Community Service Award.

"When I came to the United States,
I was helped and given guidance by 
the people around me. What better 
way to give back to the community 
than to participate and be active in 
helping others,” he said.

Through the years Hermiz has 
played key leadership roles with 
organizations such as the Chaldean 
Iraqi-American Association of 
Michigan, the Iraqi-American 
Graduate Association and the 
Chaldean Federation of America. He is 
also co-chairman of the Chaldean 
Town Project. The project is 
developing the commercial strip of 
Seven Mile Road between Woodward 
Avenue and John R into an "ethnic 
town" of Chaldean stores, restaurants 
and cultural facilities for residents and 
tourists.

Hermiz is also active with the 
Detroit area's five Chaldean churches 
as well as the Associated Food 
Dealers, which has a large Chaldean 
membership. Through his long history 
of personal and professional 
community involvement, Sabah 
Hermiz (Summa) has helped to move 
Detroit Edison one step closer to its 
goal of building bridges of 
understanding with the communities 
that it serves.

How do you get from

p ower lines
s h o r e l i n e s

to

Easy -  through the power of giving. Power lines can
generate much more than electricity. Thanks to the 
work of the Detroit Edison Foundation, they can 
generate funds to support cultural institutions.
Or contribute to the economic well being of our 
schools and communities. They can even produce 
hot meals and seedlings and medicine and, best of 
all, hope for thousands of residents.

This year, the Detroit Edison Foundation continues 
its tradition of service by donating $3.8 million to 
a wide range of Southeastern Michigan non-profit 

I  organizations. Along with that, Detroit Edison 
employees invest thousands of hours of their own 
time to support those charities they believe in. 
Because at Detroit Edison, we all believe that 
community is our greatest resource.

Detroit Edison 
Foundation

6..... AFD Food & Beverage Report, April 2000



Guest Editorial

Living wage ordinances: 
bad public policy, bad for business

M etro D etro it

Suburban News
24808 Romano 

Warren, MI 48091 
810-756-4000 

Fax 810-756-4060

F lin t  & Sag inaw

Suburban News
2320 W. Pierson 

Unit 15 
Flint, MI 48504 
810-785-4200 

Fax 810-785-4100

December 16, 1999 marked the first 
anniversary of the adoption of 
Detroit’s living wage ordinance and 
offered the first opportunity to amend 
the ordinance under Detroit’s home 
rule charter.

Because recent efforts in Lansing 
to preempt living wage ordinances 
have failed, the Detroit Regional 
Chamber realizes that repeal of the

voter-approved ordinance on the local 
level is politically implausible, 
especially in Detroit. By 
incorporating a pro-active position, 
the Chamber chose to engage in a 
dialogue with the ordinance’s 
proponents in order to offer 
amendment language to minimize the

See L iving w age, page 8
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NEW S
W holesale D is tr ib u to r

AFL-CIO, realizes that it needs to be 
amended.

In addition, the Detroit living wage 
ordinance is the only one that was not 
enacted by its elected legislative 
branch -  instead it was voted in by 
ballot initiative. It was adopted by a 
popular vote of the people, following 
a ballot initiative pushed by the 
Metropolitan Detroit AFL-CIO.

By Richard E. Blouse Jr., CCE 
President and CEO 

Detroit Regional Chamber 
As President Clinton considers 

vetoing a $1 dollar increase in the 
federal minimum wage, legislators in 
Lansing should consider passing a law 
that uniformly regulates wages in 
Michigan. Living wage ordinances 
have been springing up across 
Southeast Michigan, in Warren, 
Ypsilanti, Ypsilanti Township and 
Detroit. The trend subsided recently 
when the mayor of Ann Arbor vetoed 
a proposed living wage ordinance 
approved by its city council.
Southeast Michigan is enjoying the 
benefits of a booming economy. The 
Detroit Regional Chamber supports 
letting the region ride the momentum 
and allowing the free market to 
continue to drive Southeast Michigan 
into the new century and resist the 
pressure to mandate wages and health 
care on the local level.

Living wage ordinances from an 
economic development standpoint are 
considered regional wage taxes. To 
many companies looking to expand or 
invest in the state, or in particular the 
region, these ordinances present 
barriers to entry and can result in the 
noncompetiveness of municipalities in 
terms of industry attraction and 
retention. The last thing Regional 
Detroit needs is a new tax to deter 
investment and expansion. The way 
to keep the economic ball rolling is to 
reduce taxes, not create new ways to 
hinder new investment and economic 
development.

There is no community that stands 
to lose more than Detroit if the living 
wage ordinance prevails with its 
current language. So burdensome and 
far-reaching is the Detroit living wage 
ordinance that the nonprofit 
community has joined forces with the 
Detroit Regional Chamber to form the 
“Coalition for Full Employment.”
The ordinance, as currently written 
severely impacts nonprofits that 
receive financial assistance from the 
city even if that financial assistance is 
a direct federal pass through from the 
city to the nonprofit. The ordinance is 
so poorly written that even its main 
proponent, the Metropolitan Detroit

AFD Food & Beverage Report, April 2000..... 7



U.S. Supreme Court holds that the FDA 
lacks authority to regulate tobacco

By a vote of 5-4, the U.S. Supreme 
Court determined that the U.S. Food 
and Drug Administration (FDA) docs 
not have the legal authority to regulate 
tobacco. The Court upheld the August 
1998 Fourth Circuit Court of Appeals’ 
ruling. The Supreme Court decision 
was made on March 21.

The ruling throws out the FDA 
requirement that convenience stores 
and other places that sell cigarettes 
demand identification from anyone

who appears to be under age 27 
seeking to buy tobacco products. All 
50 states already ban tobacco sales to 
anyone under 18.

In the Supreme Court’s decision. 
Justice Sandra Day O’Connor wrote, 
“It is plain that Congress has not 
given the FDA the authority that it 
seeks to exercise here.” The Court 
noted that if the FDA had jurisdiction 
over tobacco it would be forced to 
remove the product from the market,

under the Food, Drug, and Cosmetic 
Act (FDCA).

O’Connor further wrote that, 
“Considering the FDCA as a whole, it 
is clear that Congress intended to 
exclude tobacco products from the 
FDA’s jurisdiction.” She noted, “An 
FDA ban would plainly contradict 
congressional intent.” The Court also 
held that, on several occasions, 
Congress considered and rejected 
legislation giving the FDA the

authority to regulate tobacco.
O ’Connor was joined in the 

majority by Chief Justice William H. 
Rehnquest and Justices Antonin 
Scalia, Anthony M. Kennedy, and 
Clarence Thomas.

Justices dissenting were Stephen 
Breyer, John Paul Stevens, David 
Souter, and Ruth Bader Ginsburg.

Keep tabs on 
competition 

while providing 
employee perk
Don’t have time to keep tabs on 

what your competition is doing? We 
recently read about a convenience 
store owner who made it a practice to 
give various employees $10 once 
every few weeks to shop the 
competition and report back. The 
bonus: While he stays on top of what 
his competitors are doing-both good 
and bad-the employee gets an 
unexpected perk. Would something 
like this work for you?
-  Hume tries Hire Tough Group

Living wage 
C on tin u ed  fro m  page 7
ordinance’s impact on future 
economic development projects in the 
city and to ease its impact on small 
businesses.

Recognizing that Detroit is finally 
poised to realize a true economic 
renaissance, the Chamber refuses to 
see the city’s rebirth jeopardized by 
locally mandated wage laws. The 
Chamber, which works to power the 
economy for Southeast Michigan, is 
committed through its public policy 
team to win support of the majority of 
City Council members to amend the 
ordinance and minimize its effect on 
the region’s economy.

Businesses and business leaders 
can no longer afford to remain silent 
on this issue of mandated living 
wages. Individually and collectively, 
we must voice our dissatisfaction 
regarding this bad public policy.
Please join the Detroit Regional 
Chamber in its effort, by writing or 
calling local and state elected officials 
to voice your concern over locally 
mandated wage laws.

For more information, call Jeff 
Hunt of the Chamber’s Public Policy 
Team at (313) 596-0482 or email: 
jhunt@detroitchamber.com.

Where is Hargaritaville?
There’ s no passport required And you don’ t have to be a nav igator to get there 

There's a seat w ith  your name on It at a thatched-roof bar perched on the edge of 
a turquoise sea. Where is Hargaritaville? I t ’ s in your mind I t 's  in th is tequila  

Hi casa es su casa.

Search far your lost shaker of s it
Rub rim of glass with l ime wedge and dip into salt.
Fill shaker with ice
Add 1 OZ. Hargaritaville Oro Tequila
1/2 oz. triple sec and juice from two time wedges. Shake
Flip shaker in mid-air twice. Three times if you're a pro
Strain into glass over ice or savor straight up. Your call. One
sip and you'll know.

How Available in Michigan!
Ira Base On-Premise Off-Premise Shelf Base On-Premise Off-Premise Shelf

Size Code Price Price Price Price Size Code Price Price Price Price

50 ml 8726-3 $1.10 $1.03 $1.05 $1. 24 375 ml 8525-0 $6.45 $6.13 $6 25 $7 35
200 ml 8546-0 $4.20 $4 00 $4.08 $4 70 750 ml 8537-0 $12.25 $11.64 $11.87 $13.95
375 ml 8556-0 $7.85 $7 45 $7 60 $6 03
750 ml 8569-0 $14 05 $13 34 $13.60 $15.99 T0 ORDER CALL

11 8613-0 $17.55 $16.67 $16.09 $19.07 1-888 HWS-HICH OR 1-888

1 .751 8620-0 $26.35 $25 02 25 51 $20 00 697-6424 642-4697
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Working in two different markets
by Ginny Bennett

The economic reality today for 
independent convenience store 
owners forces them to be creative. 
Competition is strong as retail chains 
move into territory where independent 
markets once claimed sole ownership. 
Profit margins are continuously 
squeezed, forcing some stores to close 
and others to seek new profit centers. 
Sam Sheena is one of the latter. The 
owner of Farmington Hills Wine and 
Liquor, he has discovered a way to 
increase profits in his store and has 
learned to play the stock market to his 
advantage. Both markets are working 
for him.

In an ever-changing business 
scene, Sam says, “the one thing that 
remains constant is the fact that we 
succeed because we offer personal 
service to our customers.” In 
Sheena’s case, personal service entails 
a good deal of time spent researching 
wine for customers and searching for 
special wine sources. Customers 
appreciate the value of this service 
and have remained loyal.

Growing his wine, beer and liquor 
business has been a natural evolution 
as other categories, like soft drink

Sam with 18-year-old Brian Sheena. Brian and brother Brent 
work at least 15 hours each week at the store in addition to 

their busy schedule at the University o f  Michigan.

sales, lose ground to the chains and 
warehouses that get big quantity 
discounts and are able to pass the 
savings on to customers.

Sheena has one of 
the most comprehensive 
wine departments in 
Farmington Hills. He 
has created a market 
niche and developed a 
reputation for his ability 
to find the perfect bottle 
of wine to please the 
client. Customers 
compliment him on his 
tenacity when they must

have a special label. 
Sam is willing to 
spend the extra time 
since he frequently 
is able to educate the 
customer and steer 
them to a more 
profitable item.

Depending on 
repeat customers for 
the bulk of their 
business has had 
another unexpected 
benefit. Farmington 

Hills Wine & Liquor has been able to 
reduce their hours open to a 
manageable schedule. Friday and 
Saturday nights they are open until

Sant Sheena at Farmington Hills Wine & Liquor

11:00 p.m. but weekday hours are 
from 9:30 a.m. to 10:00 p.m.

Sam ’s other “market”
In the last two years Sam has 

become interested in another kind of 
market.

“In this business, you have to be 
creative, “ says Sam. “When you 
can’t make a profit selling pop you 
learn another way to supplement your 
income.” Sam’s new market is 
something he works at while still 
running Farmington Hills Wine and 
Liquor. He does it at his desk, in 
between cutting checks for deliveries. 
Sam has begun making on-line stock 
market trades. Allotting a certain 
amount of money for this purpose, he 
invests mainly in internet and 
technology stocks. He has learned a 
lot and has had good results.

Mindful of the risks, he is cautious 
and disciplined about sticking to his 
limit. And, says Sam confidently, 
“after a couple years of investing, I’ve 
learned to do the research and 
respond to the rhythm of the stock

See F arm in g to n  H ills W ine and  
L iquor, page 30

www.lottery-watchdog.com • www.loltery-watchdog.com www.lottery-watchdog.com

Lottery Retailers!
This proven tracking system was developed for You!

LOltery Watch Deg!
by Lotterezer

A conven ien ce  sto re  ow ner in c reased  Instan t Lottery 
s a le s  from $90,000/yr. to $260,000/yr. in le s s  th an  18 
m onths! T h e  s a m e  sto re  h a s  b een  in Gam e Line a s  #1 
for in d ep en d en ts  6  times!

Watch Dog...
• Tracks In stan t T icket S a les
• H andles 25+ G am e

B o o ks  Easily
• No C om puter R equired
• Great S ecu r ity  S y s te m
• Time Sav in g  - E a sy  to  Use
• E asy  In stru c tio n s
•  FREE S u p p o rt/*

'U p  to 6 months tree phone support.

"T racto r"
The Lottery W atchdog

"You have the  Silver Bullet that R etailers need!"
Director o f A State Lottery

AFD Member Offer!

$269. V alid  T h ru  6 -1 -0 0

Order TODAY! 
1-800-843-6283

L o t t e r e r e
L o tte ry  C o n tro l Made Easy

www.lottery-watchdog.com
lottery-watchdog.com • www.lottery-watchdog

T h e  C a n d y  S p e c i a l i s t s

Your Direct Store  

D e l i v e r y  One Stop Shop
B u l k  C a n d y  &  N u t s ,  C o u n t  G o o d  I t e m s  

N o v e l t y  I t e m s ,  F i x t u r e s  a n d  a  l o t  m o r e !
V i s i t  u s  a t  A F D ' s  C a r n i v a l  O f  S a v i n g s  

M o n d a y  A p r i l  1 7  &  1 8  a t  B o o t h  # 1 5 9

Call Kelvin Carlson a t 1 -3 1 3 -2 92 -15 50  
or v is it us on th e  w eb ...N B FD  CANDY.COM
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Come visit 
us at AFD's 
Carnival 

of Savings 
Booths 267 

& 269

■Cinco de Mayo 
-Summer Profit Ideas 
-Much Morel
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CATCH F L I E S
TH E O F F IC IA L  BEER O F

M A J O R  LEA G U E BASEBALL

http: www.budweiser.com

I
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Legislator Profile

State Representative Rick Johnson 
has foresight for our food supply

by Kathy Blake
As a farmer. State Representative 

Rick Johnson (R-Leroy) sees firsthand 
the importance of agriculture and the 
difficulties with staying in the farming 
business. He owns and operates his 
family's dairy and tree farm in the 
102nd district, which he represents. 
Johnson is a freshman Republican and 
his district includes the predominantly 
agricultural counties of Missaukee, 
Osceola and Wexford and also 
Roscommon county.

“Agriculture is a $35 billion 
industry in Michigan. If we don't 
keep our farms, we will be forced to 
depend on foreign countries to supply 
our food. We must enable farmers to 
make a living or they will get out of 
the business. We need to keep our 
agricultural lands as farm land or we 
will be less able to provide our own 
food. As great as our economy is, the 
economic state of our agricultural 
industry is the worst since the 
Depression," says Johnson.

He has seen Michigan losing small 
family farms. “The larger farms have

the resources to survive. Many of 
those are family-run corporations: 
one family milks the cows, one 
down the road grows feed for the 
cows and another family raises the 
young stock," says Johnson.

His family is selling their dairy 
farm which he and his brother have 
operated for decades, mainly 
because it’s not profitable. In 
1981, 100 pounds of milk sold for 
$13. Today it brings in only $10.

Both brothers have an adult son

and the four of them will concentrate 
on their tree nursery. Representative 
Johnson's brother was seriously 
injured two years ago in a machine 
accident. “He is able to drive

“ A g ricu ltu re  is a  $35 billion 
in d u stry  in M ich igan . I f  we 
d o n ’t keep o u r  fa rm s, we will be 
forced  to d ep en d  on  fo reign  
cou n tries  to supp ly  o u r  food.”

automobiles but not farm machinery 
and is uncomfortable most of the time 
sitting or walking,” said Johnson.
This tragedy and Representative 
Johnson's responsibilities in Lansing 
have made them rely on their sons to 
do much of the work.

Their tree farm is doing well, they 
sell whole trees to landscaping 
companies in and out of state. “We 
can’t dig enough trees," says Johnson 
who says they'll dig 12,000 to 15,000 
this spring. They don’t dig anything 
under 5 feet and trees sell at wholesale 
for approximately $10 to $11 per foot. 
Representative Johnson believes that

keeping the tree nursery and leaving 
the dairy business was a sound 
financial decision for his family.

The use of pesticides and fertilizer 
is necessary in mass production of 
food and Representative Johnson 
believes the new genetic engineering 
which puts pesticide in the actual seed 

could be beneficial. “With the way 
the world population is growing, 
we’re going to have to look at all 
ways to be able to provide enough 
food to feed them all," says Johnson.

The rise in oil prices adversely 
affects farmers not only because of 
the increased cost to run machinery 
and trucks to move the food, but also 
the production of nitrogen for 
fertilizer requires gasoline.

The cost of moving food has 
become more expensive with the rise 
in gasoline prices. “People believe 
there is a huge warehouse full of 
food, when in reality, the food is 
actually moving down the road in

See R epresen ta tiv e  Jo h n so n , 
page 15

AWREY BAKERIES, IN C . •  12301 Farmington Road •  Livonia, M l 4 81 50

@D
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Eat it because  
you want it.

o llow ing  th e  A w rey fam ily tra d itio n  o f  using  
only  th e  finesy  in g red ien ts  an d  p ro d u c in g  all o f 
o u r  p ro d u c ts  from  sc ra tc h  has e n a b le d  us to  

satisfy  M ich igan 's q u a lity  b ak ed  g o ods need s 
fo r ov er 85 years.

For more information on M ichigan's # 1 
quality bakery, call Sandy Thompson at

(800) 950 -2 25 3  or (734) 522 -1 10 0 .

AWREY'S
America’s Hometown Bakery

Taste is 
Everything!!

w w w .ko w allty .co m

http://www.kowallty.com


The
3  IN 1
Machine!

SuperSeries”

K A N S M A C K E R ,  I N C .
2 2 2 0  Raymond Drive 

Lansing, M ichigan 4 8 9 0 6

Phone 1-800-379-8666, ext. 101 • Fax 1-517-374-7595 
Ask for IMICK YONO

Process glass, plastic 
and aluminum all in one 
machine!

Saves customers time!

More space efficient than 
a multi machine system!

Quick, easy & simple 
reports!

Uses standard 120 volt 
wall outlet!

Saves store money. . .  
quick return on 
investment!

3rd party pick-up 
compatible!

Supporting Michigan 
grocers for over 15 years!



BLUE FALLS

NATURAL SPRING WATER
“Nothing is as p u re  as that which comes from nature.” 
This is the belief established when, years ago, the 
founders of Blue Falls Natural Spring Water began 
bottling the freshest and purest beverage nature can 
produce. That’s because every bottle contains no extra 
additives or ingredients. Just pure, delicious spring water 
the way nature intended it to be enjoyed.

'
\

. . .  including 
Sports Cap

Garden Foods

Many popular 
Sizes. . .

6661 chase • Dearborn, MI 48126 • (313) 584-2800
Visit our Display at the AFD Trade Show! Booth 1 0 3 - 1 0 9
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Senator Johnson  
C ontinued fro m  page 12

semi-trucks, trains and delivery 
trucks. The roads are America’s food 
warehouse,” says Johnson. On his 
dairy farm, Johnson says the milk 
that is picked up today is purchased 
within 48 hours.

What causes a farmer to become 
politically active? For 
Representative Johnson, it was to 
make a difference with the schools 
his children attended. Twenty years 
ago, a neighbor asked him to run for 
school board and he was elected to 
the Pine River School Board serving 
for six years.

After that, he was elected to the 
Osceola County Commission for 
eight years, five of those as 
chairman. He and his commission 
developed one of the best ambulance 
services in the state, made additions 
to the county jail and courthouse and 
hired a county manager.

In 1994, Johnson served as 
director for District VII of the 
Michigan State Farm Bureau which 
has 180,000 members. “We’re very 
active in the legislative process in 
Lansing and Washington and are 
involved in many issues. Being in 
the Farm Bureau gives a good 
knowledge of how the legislature 
works,” says Johnson. This

Johnson is up  fo r reelection 
th is fall and  p lans to run  
fo r S peaker of the  House.

background has helped him do his 
current job.

As representative, he is chair of 
the House Transportation Committee; 
serves on the Agriculture and 
Resource Management Committee; 
the Education Committee and the 
Insurance and Financial Services 
Committees.

During his first term. 
Representative Johnson was elected 
chair of the House Republican 
campaign committee. He also was 
appointed to the Land Use Work 
Group and became vice chair of the 
Michigan Transportation Funding 
Study Group.

Through his duties with the 
Republican committee, he was given 
the opportunity to emcee the House 
Republican Caucus Spring Dinner in 
Novi. “It is really unusual and 
unique that a freshman would hold 
this position. That is where term 
limits is taking us,” says Johnson. 
Freshmen will increasingly be given 
responsibilities previously reserved 
for senior legislators. “In 2003, 
when 30 of the 38 senators are gone, 
we’ll lose a lot of background 
knowledge." There will be 
approximately 70 new state 
representatives and a new governor.

Johnson is up for reelection this 
fall and plans to run for Speaker of the 
House since the current Speaker, 
Chuck Perricone retires due to term 
limits.

On the Transportation Committee, 
Johnson has served on the PA 51 
committee which was formed to 
rewrite the funding formula for 
Michigan roads. Each year, the 
Michigan Department of 
Transportation disperses $2.5 billion 
to road commissions, counties, 
villages and railroads.

Out of that, $65 million is used to 
collect funds. The majority of the 
$2.5 billion is currently distributed as 
follows: 39.1 percent to MDOT, 39.1

percent to road commissions and 22.8 
percent for cities and villages.

On the Agriculture committee, he 
has worked on examining property 
tax, PA 116. The committee 
introduced a bill that would not allow 
pop-up or huge increases in property 
taxes on property when sold or 
transferred. “We discussed the 
requirement for property to stay 
agricultural for 10 years in order to 
receive a tax credit,” says Johnson. 
His committee has also introduced a 
use tax for land so rather than being 
taxed on the property’s potential use, 
the owner would be taxed on what it 
is actually used for. This bill is in the 
senate and the general public may be

able to vote on it this fall.
Johnson is a lifelong resident of 

Osceola County. He graduated with 
honors from Pine River High School 
in LeRoy. He served in the Army and 
Army Reserve.

His mother was a township 
treasurer for 25 years and his wife has 
also been a township clerk. He and 
his wife have been married 28 years 
and have two grown children and one 
grandchild.

To reach Representative Johnson, 
call (517) 373-1747, email 
rijohnson@house.state.mi.us or write 
State Representative, The Honorable 
Rick Johnson, P.O. Box 30014, 
Lansing, Michigan, 48909-7514.

We've got you covered 
in every direction!

Full line supplier of nuts, meat snacks and candy

1 - 8 0 0 - K A R - N U T S
KAR N U T PRODUCTS CO. • FERNDALE, Ml 48220 • www.karsnuts.com
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L ottery  Low dow n

“Michigan Rolldown” game scoresNew

by Commissioner Don Gilmer

The Michigan Lottery conducted 
its first-ever “Michigan Rolldown" 
drawing on Monday, February 28, 
and by all accounts the game is a 
great success! While there was no 
winning ticket that correctly matched 
all five winning numbers, 37,393 
players shared in prizes totaling 
$119,668.

Your friendly customer 
suggestions to try the new game, and 
your efforts to prominently display 
“Michigan Rolldown” point-of-sale 
materials, led to much higher sales

than originally anticipated. Lottery 
players all across the state jumped at 
the chance to try the new game, 
pushing the first drawing’s ticket 
sales total over $243,000!

Because no one matched all five 
winning numbers in the first drawing, 
those who matched four numbers got 
an even greater payoff. There were 
112 lucky winners who each took 
home $439 for matching four 
numbers!

Additionally, 3,691 players each 
won $10 for matching three numbers

a hit
and a whopping 33,590 players each 
collected $1 for matching two 
numbers.

As retailers, those 33,590 players 
who won $1 prizes are of great 
interest to you because many of them 
are likely to turn those $1 prizes into 
more Lottery ticket sales!

The Lottery is counting on its 
retailers to continue the excitement 
surrounding this new game by 
continuing to prominently display 
your “Michigan Rolldown” point-of- 
sale materials and explaining to 
players how the new game works.

In addition to your in-store efforts, 
the Lottery is running fast-paced 
television commercials and catchy 
radio ads to promote the new game. 
This combined effort is expected to 
keep Rolldown sales flying high!

Prizes & Commissions
At the halfway mark, the Lottery 

projects fiscal 2000 prizes awarded to 
players will total more than $932 
million, and commissions to retailers 
at roughly $122 million. So, 
remember to “ask for the sale.”

Fiscal 2000 should be a great year 
for retailers, with the special 7-percent 
commission on $2 instant tickets and 
the $2,000 bonus commission on 
redeemed Lottery tickets with a value 
of $100,000 or more. Now more than 
ever — when your customers win, 
you win too!

Unclaimed Prizes
In addition to all the winning at the 

Lottery, unfortunately a number of 
prizes currently remain unclaimed.
The two prizes listed below are set to 
expire during the month of May:

D raw  D ate: M ay 17, 1999 
G am e: C ash 5 
W inning  #: 14-19-26-35-36 
P rize: $100,000 (m atch  all 5) 
R e ta iler & City:
H uron  P laza P a rty  S tore  
694 W . H uron  St.
Pon tiac

D raw  D ate: M ay 25, 1999 
G am e: T he Big G am e 
W inning #: 12-35-36-38-39 

gold 30
Prize: $100,000 (m atch  all 5) 

$150,000 (m atch  firs t 5) 
R e ta iler & City:
C a r l’s S u p er M ark e t 
127 W . P earl St.
Potterville

If your store has sold a top winning 
ticket that still has not been claimed 
by its rightful owner, be sure and ask 
your customers 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.
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•CHESTER FRIED CHICKEN

The most complete chicken 
program  available.

• ELECTRO FREEZE
Self serve ice cream , yogurt and slush.



Product & Industry News

Shearer’s Foods requests
1800 Tequila 
introduced 
Millennium 

Barrel
1800 Tequila, a leading brand of 

super- and ultra-premium tequilas, 
introduced one of the most exclusive 
and distinct tequilas in the U.S. 
market. The 1800 Millennium Single 
Barrel Tequila was produced in a 
limited supply, with only 200 barrels 
available for purchase within the U.S. 
This rare tequila is only available to 
consumers and retailers by the barrel 
and has a suggested retail price tag of 
$18,000.

The 200-liter, hand-crafted barrel 
yields 288 (750 ml) bottles of 80- 
proof tequila, with each bottle bearing 
the unique 1800 Single Barrel-The 
Millennium Tequila mark in raised 
letters and accompanied by 
distinctive, hand crafted labels that 
will be numbered and then 
personalized with the names of the 
individual buyers and retailers. For 
retail purposes, UPC codes will be 
applied for those who intend to resell 
the exclusive bottled product, priced 
at a suggested minimum of $60. 
Retailers will also be presented with a 
five-liter replica barrel for display 
purposes.

UDV North America is the sole 
importer and marketer for 1800 
Tequilas. UDV North America 
produces, imports and markets a wide 
range of premium brands including 
such spirits as Smirnoff Vodka, Jose 
Cuervo Tequila. Baileys Original 
Irish Cream. Malibu Rum, T.G.I. 
Friday's Frozen Drinks, Stolichnaya 
Vodka, Beaulieu Vineyard and Glen 
Ellen.

Baileys original Irish 
Cream pairs with 
Eli’s Cheesecake

Baileys Original Irish Cream and 
Eli’s Cheesecake Company are 
combining their ingredients to create 
the ultimate, branded liqueur 
cheesecake-Baileys Millennium 
Cheesecake by Eli’s.

Baileys Original Cream, the 
number one cream liqueur in the U.S., 
and Eli’s, the leading premium baker 
of cheesecake in the U.S. and one of 
the most recognizable names in 
desserts, are bringing together two 
products known for indulgence and 
taste.

The cheesecake features a 
luxurious layer of Irish Cream 
cheesecake topped with Baileys 
Original Irish Cream real whipped 
topping and finished with a splash of 
decadent dark chocolate and cocoa. 
The cheesecake is available in six and 
nine inch sizes. The suggested retail 
price is $6.99 to $7 .99 and $ 13.99 to 
$16.99 respectively.

non-genetically
Shearer’s Foods, Inc., 

manufacturer of Grandma Shearer’s 
Snacks, has requested their raw com 
suppliers to provide them with non- 
genetically modified com for their 
com products. All of the com 
Shearer’s buys is through farmers that 
hold contracts with the company. The 
decision is attributed to consumer 
confusion, not the company’s view of 
the safety of food biotechnology.

Grandma Shearer’s Award- 
Winning extra thin potato chips have 
recently been re-named “Grandma’s

modified corn
Choice” and re-packaged in a bold 
yellow 13-1/2 ounce bag. The 
“Grandma Shearer” character, 
introduced on Shearer’s 25th 
anniversary bag last summer, 
dominates the front of the new bag 
made of high barrier metalized-
oriented polypropylene.

Shearer’s Foods, Inc. celebrated 25 
years of business in 1999. Products 
include potato chips, tortilla chips, 
pretzels, cheese curls, peanuts, 
popcorn, com chips and other snacks.

Produce
factoid...tomatoes

Did you know that you should 
never refrigerate tomatoes? Tomatoes 
are damaged if refrigerated and will 
lose most of their flavor. Tomatoes 
are best when stored between 60 to 65 
degrees. They should also be kept dry 
and away from ice. Tomatoes are 
very delicate and can bruise easily 
which may promote spoiling, so 
handle with care. Tomatoes are really 
considered a FRUIT; however their 
usage has prompted displays in 
grocery stores’ vegetable departments.

Tomatoes offer a great source of 
Vitamin C and A. They are low in fat 
and contain no traces of cholesterol.

-Network News

Are You
Colorblind?

T h e n  W h y  i s  Y o u r  C a m e r a  S y s t e m ?

Complete 4-CAMERA COLOR QUAD SYSTEM with a 
24hour recorder, 13 " CO LO R  monitor, &  fully adjustable 
lenses. Pro quality. Professionally installed &  warranted!

$2,998,00

Want a larger monitor?
U p g r a d e  f r o m  a  1 3 ”  t o  a  2 0 ”  m o n i t o r  

f o r  o n l y  $ 9 9 . 0 0  m o r e !

Professional 
Security 
Servicescentral 

a l a rm 
signal, inc

Providing Peace of Mind Since 1969

13400 WEST SEVEN MILE-RO A D  • DETROIT, MI 48235

1 . 8 0 0 . 9 9 . P A N I C w w w . 9 9 p a n i c . c o m
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G uest Editorial

Junior Achievement: Needed today more than ever

‘D e l i  C l a s s i c s

Stop by Booth #205 a t AFD’s 
Carnival o f Savings Trade Show!

TAYSTEE BAKING
A DIVISION OF METZ BAKING COMPANY 

( 8 1 0 )  7 72 -0 05 5  * Fax (810 ) 7 7 2 -4 94 6

dozen 
programs, 
offered in­
school and 
during the 
school day, that 
helps students at 
all grade levels 
understand how 
businesses 
operate, how 
our free 
enterprise 
system works, 
and how to get 
ready to become successful in the 
workplace.

Flowever, some things never 
change, and JA has kept the best parts 
of their experience intact: Every JA 
classroom has an adult volunteer, 
called a “consultant”, who works with 
them one class period per week for 
between five and twelve weeks. This 
consistent partner helps the students 
explore options and get ready for the 
future through a series of hands-on, 
fun and very active activities. The 
teacher becomes the consultant’s 
partner in helping to insure that the 
students gain as much as possible 
from the one class period sessions

each week.
In southeastern 

Michigan, Junior 
Achievement 
harks back to 
1949 in its efforts 
to provide 
students with the 
best in business 
and economic 
education. Were 
you ever in Junior 
Achievement? 
Many people were 
either “achievers” 

during their high school days, or have 
volunteered as adult “advisors” The 
amazing fact is that over three million 
people in Michigan had a “JA” 
experience as a student, and many 
hundreds of thousands have given up 
their free time to work with a group 
of students.

Today, more than 100,000 students 
annually experience JA programming 
at schools in the ten county 
southeastern Michigan area. Offered 
in public, private and parochial 
schools, one out of every ten students 
will experience Junior Achievement 
each year. But that leaves a great 
number of children who don’t

currently have access to this life- 
changing series of interventions.

“Campaign for Learning” was 
announced in February as Junior 
Achievement’s major effort to 
significantly increase its funding 
ability and therefore sponsor more 
students through its programs. 
Leading the campaign is chairman 
Richard G. Wagoner, Jr., president 
and Chief Operating Officer at the 
General Motors Corporation. He is 
joined by vice-chairman Walter C. 
Watkins, Jr., president of Bank One, 
Michigan. Together they have 
assembled a team of over 100 
volunteers who are spending the time 
needed to contact other businesses 
and offer them the chance to become 
a JA Funder! The campaign which 
has a goal of raising $2 million, is 
already half way to that goal. But 
with the second half of any monetary 
goal always hardest to achieve, 
Wagoner and Watkins are asking the 
business community to display its 
faith in our young people by making a 
serious commitment to the 
“Campaign for Learning”

J u n io r  A chievem ent, 
con tinued  on next page

by Tom Dewar, president o f  Junior 
Achievement o f  Southeastern Michigan 

What does the term “Junior 
Achievement” bring to mind? 
Students going door-to-door selling 
an item they had created while 
running a mini-corporation? If that is 
your idea of Junior Achievement, we 
have some surprising news for you!

During the past twenty years, 
Junior Achievement, “JA”, has 
reinvented itself to become a program 
for every student, kindergarten 
through twelfth grade. It is no longer 
a program exclusive to high school 
students as it was during the first 60 
years of its existence.

JA is now a series of more than a

Bar-S Foods, Co. is a recognized 
leader in the processed meat 
industry. For more information 
about our products please call 
(734) 422-3367.
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Junior A chievem ent 
continued from  page 18

In addition to this more traditional 
fund drive, Junior Achievement also 
offers the public the chance to buy 
seats at their annual Southeastern 
Michigan Business Hall of Fame 
event. To be held on May 4, 2000, 
four business legends will be inducted 
during a formal reception, dinner and 
awards event at the Ritz Carlton. This 
exceptional event, which generates 
scholarships for nearly 4,000 students 
annually, will induct A1 Glancy 
(MichCon), Robert Eaton 
(DaimlerChrysler), Frank Stella (F.D. 
Stella Inc.) and, posthumously, Hank 
Aguirre (Mexican Industries and 
major league baseball) as the class of 
2000. Reservations are available by 
calling the JA office at 313-964-3000 
and asking for the Hall of Fame staff.

Although Junior Achievement in 
southeastern Michigan was started in 
the city of Detroit, its largest growth 
during the past ten years has been in 
the suburbs where it is a bit easier to 
identify volunteers to go into a JA 
classroom. To get past this deterrent 
to growth, JA initiated a new project 
this school year called “Achieve 
Detroit” which promises a JA 
experience to every child in a 
“constellation” (one high school and 
its feeder middle and elementary 
schools). To date, two full 
constellations have been initiated due 
to the overwhelming generosity of the 
DaimlerChrysler Fund and Bank One, 
Michigan. This year alone, the impact 
of these two gifts will allow an 
additional 12,000 students to 
participate, and all from the tougher to 
fill schools in Detroit.

All in all, the past ten years have 
been outstanding for Junior 
Achievement here in southeastern 
Michigan. But tomorrow we have an 
additional 900,000 students to reach 
out to with JA’s leam-by-doing 
education projects. Your help is 
desperately needed.

For more information on how to 
get involved as a giver of financial 
resources or volunteer time, please 
call J A at 313-964-3000. J A staff is 
standing by!

Spartan m erger 
Continued from  fro n t page

publicly traded upon completion of 
the transaction.

Spartan Stores does not intend to 
issue further statements regarding this 
matter until an agreement is executed 
or discussions are terminated.

Spartan Stores, Inc. is a Grand 
Rapids, Michigan-based grocery 
retailer and wholesaler, providing 
products and services to 450 
supermarkets in Michigan, Indiana 
and Ohio. Spartan’s subsidiary 
companies include: Family Fare,
Inc., which owns and operates 47 
supermarkets in Michigan; L&L7 
Jiroch, J.F. Walker Company, Inc. 
and United Wholesale Grocery

Company, which supply products to 
over 9,200 convenience stores in the 
Midwest; and Shield Insurance 
Services, which provides a full line of 
business and personal insurance 
offerings.

Seaway Food Town is a leading 
food and drug retailer operating 73 
Units: 47 Food Town Supermarkets 
and 26 deep discount drugstores 
operating under the name of The 
Pharm. All stores are located in 
northwestern and central Ohio and 
southern Michigan.

If an agreement is reached, the 
parties will be required to file 
documentation with the Securities 
and Exchange Commission 
concerning the transaction.

Prepaid Cellular
continued  from  f ro n t page

AirTouch’s ability to activate most 
pre-owned analog phones with the 
purchase of an airtime card provides 
the retailer additional revenue 
potential. What was useless hardware 
from previous cellular services 
becomes a great second cell phone, or 
safety and security for a family 
member.

Retail stores are the natural 
distribution channel for prepaid 
cellular service. According to a 
Convenience Store News Industry 
Report from 1996, an eight percent 
increase in the “services” category

was attributed to "products such as 
money orders and prepaid phone 
cards.” In just two years, according to 
the same report from 1998, the 
category accounted for 22 percent of 
all general merchandise sales.

For more information on how your 
store can benefit from prepaid cellular 
sales, visit the TekTel Marketing 
booth at the Associated Food Dealers’ 
April Trade Show or call Liz at AFD 
(248) 557-9600 and start increasing 
your profitability today!

Price Increase
BACARDI RUM

Make Extra $ If  You Order Before the Increase!

5 cs

Make an 
Extra...

20 cs

Make an 
Extra...

50 cs

Make an
Extra...

BRAND SIZE Current 
Bottle Cost

New Bottle 
Cost

Bacardi Light 
& Gold

1 Liter $13.48 $13.95 $21.15 $84.60 $211.50

Bacardi Light 
& Gold

750 ml $9.96 $10.95 $59.40 $237.60 $594.00

Bacardi Light 
& Gold

375 ml $5.74 $5.95 $25.20 $100.80 $252.00

DEWARS SCOTCH
5cs 

Make an 
Extra...

15cs 
Make an 
Extra...

20cs 
Make an 
Extra...

DEWARS 1 Liter $27.43 $27.95 $23.40 $70.20 $117.00

DEWARS 750 ml $21.45 $21.95 $30.00 $90.00 $150.00

Order through 
TransCon Today!
1-888-440-0200 BACARDI

E S T P  1862
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Look for these 
and other new 
innovative 
products from 
Frito-Lay

Cracker 
Jack

" A m e r i c a ’ s #1 
N a t u r a I  S t y l e  

J e r k y ”

For more information call:
N.W. Detroit............ ..(800) 877-2145
N.E. Detroit............. ..(800) 359-5914
S.E. Michigan.......... ..(800) 556-2626
Flint:........................ ..(800) 776-9121
Grand Rapids.......... (800) 776-9021

Stop by and see us at the Trade Show—Booth #256
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GENERAL WINE
LIQUOR COMPANY

S t a t e  o f  M i c h ig a n 's  L a r g e s t  D i s t r i b u t o r  o f:
A. H ardy USA 
Allied Domecq 
A rtisans & Estate 
Austin Nichols Wine 
Barton Brands 
Brown Forman
C anandaigua Wine
Cannon Wine
Charles Jacquin 
CK M ondavi 
Conbrio

• David Sherman Corp
• Deloach

Distillerie Stock
■ Gaetano Specialty
• Geyser
• Great Lakes Liquor

Spirits 
Beers 

on-Alcoholic 
Beverages 

&
Cigars

General Wine & Liquor Company is proud to 
present the following Fine Cigars:

eaven Hill Dist. 
Majestic M arketing 

Kobrand
• Mott's 

Leelanau Wine
Newton 

m y Am erique 
Seagram ’s Classics 
Sebastiani Vineyards

• Sidney Frank
• South Corp.
• Stimson Lane
• Tod H unter Im ports
• U.S. Distilled Products
• White Rock Dist.
• William G rant & Sons

DON TOMAS

PLAYBOY
BY

D O N  D IEG O  

MACANUDO

ASTRAL GRAND RESERVE 

PARTAGAS 

LEON JIMENES

ASTRAL

TE-AMO

MAKERS HARK

LA DIVA  

ASHTON 

GRIFFINS 

INDIAN TABAC

DON DIEGOM O N T E C R I S T O  H. UDH A N N

SINATRA

LAS CABRILLAS CHAIRMAN'S RESERVE LA GLORIA CUBANA

HAMILTON
BY

H. UPMANN

HAMILTON
BY

DAVIDOFF

ZINO

LA AURORA 

DON LINO 

SOSA

ROYAL JAMAICA

GOURMET DESSERT 

D U N H I L L

D IS T R IB U T O R S  O F  F IN E  W E T  G O O D S

For more information please contact your sales 
representative or call (313) 852-3946
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Michigan Bankard™ Services prepares retailers for EBT
Michigan Bankard™ Services 

(MBS), the endorsed credit and debit 
card processor for Associated Food 
Dealer members, is ready to support 
retailers who elect to participate in 
the State of Michigan’s Electronic 
Benefits Transfer (EBT), program. 
MBS is the largest electronic 
payments processor in Michigan and 
is gearing up for the roll-out of the 
EBT pilot that will begin soon in 
Jackson county. MBS has worked 
closely with Citibank, who 
contracted with the State of Michigan 
to plan, implement, support, and 
issue the State’s “Bridge Card" for 
the mandated EBT program.

On February 29, and March 1, 
2000 Michigan Bankard™ Services 
held two EBT Merchant Seminars 
that coincided with the informational 
seminars also held by Citibank on 
those dates. Retailers had the 
opportunity to attend Citibank’s 
presentation then meet with MBS 
representatives who were on hand to 
answer questions retailers had about 
the EBT pilot and how it would 
affect them specifically.

The most common questions 
asked by retailers were:

1. “Can any retailer accept the 
EBT Bridge C ard?”  Only retailers 
that are certified with USDA to

participate in the Food Stamp 
program can accept the EBT Bridge 
Card for food purchases. Retailers 
that participate in the Cash 
Assistance program do not have to be 
certified with the USDA to accept the 
EBT card for non-food purchases.

2. “Can I integrate EBT into my 
current credit and debit card 
system/terminal?” Yes, you can.
All you need to do is contact your 
current credit/debit card processor. 
They should be able to provide you 
with a list of compatible terminal 
equipment and software vendors who 
support EBT, then advise you as to 
what steps you need to take next to

accept these cards.
3. “Can the EBT Bridge Card be 

used with all credit/debit 
equipm ent types?” The Hypercom 
T7P with PIN pad or a Verifone 380 
with PIN pad and printer are both 
compatible. If you have other types 
of equipment, contact your credit/ 
debit card processor for assistance.

4. “W hat is the difference 
between using State-owned 
equipment and my existing 
equipm ent?”  At the informational 
seminars, Citibank indicated the 
State of Michigan will be giving 
merchants a POS terminal at no 
charge if certain food stamp 
redemption requirements are met. If 
your volume of food stamps is low, 
you may only receive one terminal 
from the State. This would mean you 
may not get a State-owned terminal 
for all your lanes. If you integrate 
EBT into your current card 
processing system, you would have 
EBT coverage for all your check-out 
lanes that currently offer electronic 
payment options.

The State-owned equipment will 
only allow you to process EBT 
transactions. By integrating EBT 
into your current payment processing 
system, you can use one piece of 
equipment for all card types, 
including Visa, MasterCard,
Discover, Diners. ATM and the EBT 
Bridge Card.

5. “ W hat do I need to do if I 
process my credit/debit cards 
through my cash register system?” 
You will first need to contact your 
Value Added Reseller or dealer from 
whom you have purchased your 
hardware/software. Then you should 
contact your credit/debit card 
processor regarding their readiness, 
requirements, and associated fees.

6. “My store redeems less than 
$100 in food stamps a month and I 
do not offer my customers the 
option of paying with credit or 
debit cards, what are the benefits 
for me to start accepting credit and 
debit along with the F RT card?” If 
you are accepting less that $100 in 
food stamps per month, your volume 
would not qualify for a free State- 
owned terminal and you would be 
required to manually process the 
EBT transactions. For each EBT 
transaction a voice authorization 
would be required, then completed 
paper vouchers would need to be 
submitted to Citibank for payment.
The advantages of accepting credit 
and debit cards for payment include 
increased average sales tickets and 
impulse buying, and less cash on 
hand. Other benefits include a 
vehicle for tracking deposits and 
reduced operational costs in handling 
manual transactions. Also, in the 
near future, the State will be issuing 
Social Security and WIC benefits via 
magnetic stripe or “smart" cards as 
well.

6000GR terminal check reader RF handheld scanner pin pad scanner/scale

S o l u t i o n s T o m o r r o w

SERV-TECH BUSINESS SYSTEMS

When Datasym set out to create a new POS System, 
we asked Grocery Retailers and Wholesalers what the 

industry really needed. The result is a POS System 

designed specifically for the 1-7 lane Grocery Retailer. 

Introducing Chek-IT, the Grocery POS System that 

actually improves the way you do business. Chek-IT 

helps you maximize your efficiency & productivity, and 

more importantly, helps maximize your profitability.

Chek-IT's features enhance every aspect of your business:

•WIC Sales & Shiftable Items • RF Handheld Scanner

• Event Pricing • Debit/EBT/EFT

• Cashier Productivity Reports • Management Reporting

• Epson "Quick Release" • and many more productivity
Printer maximizing features

LEADING EDGE SOFTWARE
Datasym is one of the Industry's only makers of both 
POS Hardware and Software ~  which means your 
System was designed to work together. Add SYMFINUE, 
our revolutionary Database Management Software, and 
you have almost limitless UPC, PBal & MICR storage 
and retrieval Add C0MM2000 Communication Software 
to get fast and efficient communications w ith optional 
Event Pricing, Extended Reporting, and Customer 
Statements modules available when desired.

THE BOTTOM LINE INVITATION 
We invite you to call SERV-TECH at 1-800-866-3368 for 
a personal assessment of how the Chek-IT System can help 
maximize your productivity.

G r o c e r y  P O S
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Convenience Store Corner

NACS moves forward with Vortal Strategy
The Board of Directors of the 

National Association of Convenience 
Stores (NACS) announced plans to 
move forward with an initiative to 
develop the premier Internet vortal for 
the convenience store and petroleum 
marketing industry. NACS has 
engaged KPMG Consulting LLC to 
assist in developing a detailed 
business plan.

The announcement was made 
during the association’s Leadership

Assembly in Palm Springs. More than 
500 industry executives are attending 
the meeting. NACS' future study, 
'T he Outlook for the Convenience 
Store Industry Through 2005, Beyond 
2005," which examines industry 
trends and forecasts, was released.

Vortals are customized electronic 
marketplaces that use the Internet to 
support business-to-business 
electronic commerce for a defined set 
of participants. They drive supply

chain efficiency by connecting 
retailers, suppliers, and other 
organizations for one-stop shopping 
experiences. By aggregating relevant 
business services in one place, vortals 
significantly reduce the cost of 
acquiring business goods and services 
for all industry participants.

‘The business-to-business 
electronic marketplace represents an 
incalculable efficiency and 
convenience gain for the convenience

store industry," said Dean Durling, 
NACS’ chairman of the Board and 
chairman of Quick Chek Food Stores 
(Whitehouse Station, N.J.). “With its 
vast industry knowledge and 
connections, NACS is well positioned 
to be a tmsted third party in its effort 
to create a neutral and open vertical 
hub, or vortal, for our industry.”

The “B2B” marketplace is 
expected to soar to $1.3 trillion 
dollars by 2003, according to 
Forrester Research, Inc., of 
Cambridge, Massachusetts, delivering 
numerous benefits to both retail and 
supplier participants in vertical 
industries.

A vortal’s benefits for convenience 
store retailers and petroleum 
marketers are speed of transactions, 
reduced costs of doing business, and 
efficiency in procurement and 
purchasing. Vortals also provide 
improved access to technology 
applications, while at the same time 
reducing the need for additional 
technology equipment, software and 
staff. Examples of Internet-based 
technology applications that would 
benefit convenience store operators 
and petroleum marketers include 
labor scheduling software, financial 
applications, and back office 
administration. In addition, vortals 
create a convenient, on-the-spot 
environment for recruitment, supply 
procurement, and online auctions of 
industry equipment and services.

A vortal's benefits to supplier 
members include the ability to take 
costs out of the distribution system, 
improve communication flow 
regarding product information, and 
increase visibility to all convenience 
store retailers and petroleum 
marketers.

NACS’ next step is to gather e-
commerce leaders and decision-
makers from consumer products 
companies and technology providers 
for a March 23 summit. Specifically, 
NACS will invite supplier e-
commerce and marketing decision-
makers to the summit. The agenda 
will be to discuss and elicit feedback 
on the NACS vortal business plan and 
its value to retailers, suppliers, and 
NACS. Industry suppliers will be 
invited to participate in the vortal's 
development through contributions of 
intellectual as well as financial 
resources.

For more information contact 
Shirley Jaffe, NACS’ vice president 
of Internet services, at 
(703) 684-3600 ext. 3 12. or at 
sjaffe@cstorecentral.com.

T E L E C O M . . .
U N R A V E L E D

Associated Food Dealers is pleased to announce a 

partnership with LDMI Telecommunications.

So many telecom companies to choose 

from such a mess of confusing offers. 

LDMI gives your business 

straight-forward benefits including:

• Competitive rates.

•  Real peop le  cu s to m e r serv ice 

24- hours a day, 365 days a  year.

• Face-to-face consultation on your 

telecom needs.

• No Fees, No Minimum and No Contract. 

Six (6) second rounding.

Call 888-806-LDMI (5364) for simple telecom 

solutions and savings.

T e le c o m m u n ic a tio n s
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ST E P RIGHT  UP!—IT’S

FOOD  DISTRIBUTORS
— A m azing D eals Under th e  d ig  Top!—

We have 36 booths with 
outstanding show rebates & 

incentives! Our Vendors include:
•Amish Valley Products 
•3. Rosen Lamb 
•deef International 
•Butterfie ld  
•Case Farms Poultry 
•Chef’s Choice 
•ConAgra Poultry 
•Cooper Foods 
•Deutsch Kase Haus 

Cheese 
•Excel deef & Pork 
•Feildale Farms 
•Gilardi Insiders 
•Goldkist Poultry 
•Gusto Packing 
•Harvest Select 
•Honeysuckle 
•Hormel 
•Hygrade 
•In t’l. Sausage/

Dutch Brand 
J emm Wholesale Meats

•Jennie-0 Foods 
•John Morrell & Co. 
•Kraft Foods 
•Las Canpanas Burritos  
•Lean Generation 
•Mama Rosa Pizza 
•Manchester Farms 
•Mapleleaf Farms 
•On-Cor
•Patrick Cudahy 
•Perdue Farms 
•Pinebrook Valley 
•Sherwood Food Dist. 
•Skylark
•Smithfield Packing 
•Tennco
•Thorn Apple Valley 
•Townsend Poultry 
•Turkey Store
• Wampler-Longacre 
•Wayne Farms Poultry

Join us for: 
Games 

★  Gifts 
F o o d  

Savings!

The Midwest’s 
Leading 

Distributor of 
Meat & Deli 
Products!

Pre-register with your Sherwood Foods Sales Representative or call

( 3 1 3 )  3 6 6 - 3 1 0 0
fo r more information.
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We’ve Made It To 2000...But What About 2005?
What will the retailing landscape look like in five years? 

It’s never too soon to start making projections.

by Suzanne Barry Osborn
The Consumer Trends Institute has 

identified several trends regarding 
what retail might resemble in 2005.

For example, the role of retailers 
will evolve into "bundlers” of goods 
and services. Merchants will 
coordinate the process of online 
ordering, find the lowest price 
provider, and optimal delivery 
options for consumers.

We might even see innovative 
mergers such as Wal-MartExpress, a 
combination of Wal-Mart and Federal 
Express.

Consumers will no longer have to 
clip coupons or read direct mailings 
to search for the lowest price 
provider. In 2005, the critical success 
factor for a company will be the price 
and customer service of the bundle.

One could cite as an example 
Federated Department’s acquisition 
of Fingerhut. The new entity will be 
handling the fulfillment for Wal-Mart 
Online and eToys. Fingerhut will also 
process order-taking, payment 
processing, returns and telemarketing

for leading 
companies such as 
the Wet Seal,
Levi’s, Intuit and 
PC Flowers & Gifts.
Thus, Federated is 
learning how to 
reduce costs and 
coordinate small 
individual 
shipments across 
several clients (and 
thousands of 
customers).

Speaking of 
innovative mergers 
and alliances, the
Institute also believes that competing 
companies will form joint ventures to 
co-brand and market products. 
Consider the vast influence and power 
of a new cola drink that is the result 
of a joint venture between Coke and 
Pepsi. How about purchasing an SUV 
and being able to choose a Banana 
Republic interior, Gap interior or Old 
Navy interior? Or perhaps 
Nordstrom’s might begin selling co­

M i c h i gani g a n

Wi n e s
Select wines from Michigan’s growing list o f commercial wineries. Over 
120 labels available from area distributors or direct from the winery. Visit 

Michigan’s W ine Regions to sample the many award-winning wines.

N orthw est Michigan
Bel La go  W inery

231-228 -4800  
Black S tar Farm s

231-271-4882  
Bosky del V ineyards 

231-256 -7272  
Bowers H a rb o r Vineyards 

231-223 -7615  
C hateau  C h an ta l

231-223-4110  

C hateau  G ra n d  T raverse 
231-223 -7355  

Ciccone Vineyards 
231-271-5551  

G ood H a rb o r Vineyards 
231-256-7165  

L. M awby Vineyard 
231-271 -3522  

Leelanau W ine C ellars 
231-386-5201  

Peninsula Cellars
231-933 -9787  

Shady Lane Cellars 
231-947-8865  

W illow Vineyards
231-271-4810

Eastern Michigan
K. Edw ard W inery 

810-786-1921  
S haron  M ills W inery 

734-428-9160

Southwest Michigan
Fenn Valley Vineyards 

616-561 -2396  

Le M ontueux  Vineyards 
616-784 -4554  

Lem on C reek  W inery 
616-471-1321  

P eterson  and  Sons W inery 
616-626 -9755  

St. Ju lian  W ine C om pany 
616-657-5568  

T ab o r H ill W inery 
616-422-1161  

T artan  H ill W inery 
231-861-4657  

W arner Vineyards
616-657-3165

For a free winery touring map with directions to 23 Michigan Wineries 
and 8 Winery Tasting Rooms, or point-of-sale materials to support 
Michigan wine sales, call the Michigan Grape and Wine Industry 

Council— 517-373-1104—or visit their web-site at 
www.michiganwines.com

branded Dell computers. Imagine the 
incredible customer service you 
would receive when experiencing 
technical problems!

Land-based stores will not 
disappear, as consumers will rely on 
malls for social and entertainment 
purposes, much the way that 
restaurants supplement home dining. 
In fact, land-based retailers and 
Internet companies will form hybrid

companies. These hybrid companies 
will operate similar to franchises. T h is  
operating model will allow both 
critical mass on the Internet and on 
the ground presence, especially in 
non-U.S. markets.

One hypothetical example might be 
Streamline.com and Tesco forming a 
hybrid company called 
StreamCo.com. Tesco would utilize 
the technology and methodologies 
developed by Boston-based 
Streamline to deliver goods and 
services to U.K. consumers. Both 
companies would share in the revenue 
stream and benefit from economies of 
scale in regards to product purchasing 
and distribution.

Editor’s Note: The aforementioned 
examples are only hypothetical. Their 
purpose is to help you open your mind 
and think waaaay outside-of-the-box!

Suzanne Barry Osborn is President 
o f The Consumer Trends Institute. For 
more information, visit 
www.trendsinstitute.com

Reprinted with permission from  
ldeaBeat.com

Michigan

Attention 
Michigan Food 

Retailers:
Do you want to capitalize on Michigan’s reputation (or high stan­

dards, quality and safety?

Are you looking to increase the impact of your marketing program 
and increase sales of your Michigan products? If so, then the Select 
Michigan brand identification program is for you!

Research shows that Michigan consumers prefer to purchase 
Michigan products, but many find it difficult to identify them at the 
retail level.

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

Free stickers, point-of-sale display materials, posters and banners are 
available for use by any retailer, processor or grower of Michigan food 
and agriculture products to help identify Michigan products at the 
retail level.

To receive a free Select Michigan tool kit and point-of-sale materials 
or for more information about how you can incorporate the Select 
Michigan logo into your marketing program, contact:

Jeanne Lipe, Select Michigan Program Manager 
Michigan Department of Agriculture 

Marketing & Communications Division
517-373-9790 • fax:517-335-7071 

email: lipej@state.mi.us 

Ask how MDA can promote your business through 
our web site at www.mda.state.mi.usi
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Garden Foods

6661 Chase • D earborn M I48126 • (313) 584-2800

| Visit our Display at the AFD Trade Show! Booths 103-109

Hello, Detroit!

Celebrate 
Summer 
with a 

Summer Splash of 
OLD TOWN 
SUMMER THIRST 
QUENCHERS!

2 Liter 
3  Liter 

2 0  O z .  

Plastic
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m e l o dy
f a r m s

R E A L  S O U R  C R E A M

SQUEEZABLE, s o u r  c r e a m

INTRODUCING A MAJOR INNOVATION -  SQUEEZABLE SOUR CREAM

RESEARCH SHOWS TODAY'S CONSUMERS DEMAND GREATER CONVENIENCE 
FROM THEIR FOOD PRODUCTS, AND MELODY FARMS DELIVERS...

Convenient! No M ore M e ssy  Spoons In Sour Cream Tub *  Research Show s Consumers Loved Squeezable Package
• Perfect For Baked Potatoes, Tacos, Nachos, Chips, etc. And Are W illing To Pay For Convenience
• The Perfect W ay To Top O ff Sales • Contains 1 0 0 %  REAL SO U R  CREA M
• Product Is Blue Ribbon Kosher Certified • Extended Shelf-Life Is 65 D ays From Date Manufactured

CALL OUR CUSTOMER ORDER DEPARTMENT TODAY! 
1-800-686-6866
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it. Six years later, he became the 
owner of Farmington Hills Wine & 
Liquor. This quick rise to store 
ownership kept him quite busy, leaving 
little spare time to develop outside 
interests or hobbies, with the exception 
of golf, which Sam enjoys whenever he 
can.

A father of four children, Sam’s two 
oldest are now able to take over some 
of the responsibilities from their Dad. 
Brent 19, and Brian 18, are students at 
University o f Michigan and graduates 
of Brother Rice High School. Brent is 
a second year computer science 
engineering student and Brian is 
studying finance. Fifteen-year-old 
Bridget and eleven-year-old Brittany 
and their mother, Norma, round out the 
family.

Due to the nature of the business the 
Sheenas have not taken a real vacation 
together but Sam hopes to change that 
by taking Norma on a 25th anniversary 
trip in 2001. With two sons that can 
fill in, Sam may even get to take some 
golfing vacations, too.

Sam has worked hard, long hours to 
provide his children with a good life 
and education and has passed on his 
philosophy that, “hard work doesn’t 
kill anybody.”

This has been the reality that has 
made him successful. Sam has worked 
hard in the market. And he has learned 
how to succeed in the stock market. 
“However,” he asserts, "an education is 
the best way I can help my children 
have a better life. They’ll get the same 
results in fewer hours.”

Sherwood Food 
Distributors has 40 
booths in the AFD 

Trade Show on April 
17 and 18 at 

Burton Manor. 
The company is 

offering outstanding 
show rebates and 
special pricing on 
beef, cheese, deli, 

pork, poultry, seafood, 
and turkey. Visit the 

Sherwood Food 
Distributors at booths 

123-157.
For a full listing of 

participating vendors, 
see the Sherwood 

Food Distributors ad 
on page 25.

F arm in g to n  H ills W ine an d  
L iq u o r, con tin u ed  fro m  page 9

Sam spends time at his computer, cutting delivery checks 
and checking the stock market.

Premium quality combined with perfect packaging 
is what Aunt Mid is proud to present.

This is just one of many o f Aunt M id’s fine product lines. Be sure 
to try Aunt M id’s other great items such as:

•Spinach -Carrot & Celery Stix
Radishes *Pea Pods

'Brussels Sprouts Sugar Peas
•Green Beans Veggie Trays
Celery Hearts

market. This market is working for 
Sam.

Farmington Hills Wine & Liquor is 
on the comer of Ten Mile and 
Orchard Lake Road. Sheena’s family 
bought the store in 1975 and when 
Sam was 24 years old he bought the 
store from the family. Previously the 
Sheena family owned Michael’s Party 
Store on West Chicago between 
Greenfield and Schaefer, in Detroit, 
and sold it to buy Farmington Hills 
Wine & Liquor.

When Sam was 18 years of age his 
father handed the keys to Michael’s 
Party Store to him and told him to run

EAT

A U N T  M ID  PRODUCE CO M PAN Y
7939 W. Lafayette 

Detroit, Michigan 48209 
Phone (313) 841-7911 

e-mail: auntmid@ameritech.net

mailto:auntmid@ameritech.net


MAKES RECYCLING 
AS SIMPLE AS 
CHILD’S PLAY

Envipco delivers tom orrow ’s technology today and makes recycling a convenient and 
rewarding way to help our environment. Sorting and processing more than one billion 
containers a year, Envipco systems address every aspect o f container recycling and 
deposit redemption. But advanced equipment is only one part of Envipco’s leadership. 
Customer service is key to  Envipco’s success. With a systems approach to every facet 
of container redemption, Envipco makes launching a recycling program effortless. 
Just call 1 800 275-9119— we’ll take it from there.

E n v i p c o
In n o v a t iv e  R e c y c l in g  S y s t e m s
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Legislative Update

Senator Bond challenges Federal 
funding of Indian smoke shops

Clinton seeks tobacco tax hike

In a recent report, it was revealed 
that the U.S. Department of Housing 
and Urban Development (HUD) has 
spent $4.2 million since 1997 to build 
five Oklahoma convenience stores 
and one Nevada smoke shop, all run 
by Native-American tribes who then 
offer tax-free cigarettes. Senator Kit 
Bond (R-MO), chairman of the 
subcommittee responsible for funding 
HUD has sent a letter to HUD 
Secretary Andrew Cuomo, 
demanding that the subsidies stop. 
“HUD’s decision to finance 
construction of these smoke shops for 
the sale of discounted cigarettes is 
completely at odds with efforts to 
discourage teen smoking, said Bond 
in his letter. “HUD has the power to

choose not to fund discount cigarette 
outlets. HUD was defiant in calling 
Bond’s letter “the height of 
hypocrisy” and said that if Bond 
wanted the practice stopped, he 
should pass legislation.

NACS strongly applauds Sen. 
Bond’s activity in this area. While 
Native Americans certainly have the 
right to sell products and services, it 
is very clear that when it comes to 
tobacco and motor fuels, some Native 
American retailers do not collect the 
state excise taxes. In addition, it is 
particularly disappointing that given 
that the situation is so acute in New 
York, HUD Secretary Cuomo would 
turn a blind eye to what is happening 
in his own state.

Half-mile rule squelched
In a victory for retailers, the Michigan Liquor Control Commission did 

not eliminate the requirement that businesses selling liquor be at least a 
half-mile apart. The rule change was eliminated from their package of 
changes adopted in February. The commission removed it due to strong 
objection from licensees concerned that the change would be unfair to 
existing businesses.

President Clinton’s budget proposal 
released last week includes a 25-cent- 
per-pack increase in the federal excise 
tax on cigarettes. Clinton's proposed 
tax hike would go into effect on Oct.
1 , 2000. In addition, the previously 
legislated 5 cent-per-pack increase on 
the federal excise tax would be moved 
to that date as well-it was supposed to 
take effect Jan. 1, 2002. Additionally, 
the President is proposing a fine on 
tobacco manufacturers beginning in 
2004 of approximately $3,000 for 
each teenage smoker if the teen 
smoking rate is not cut by half. 
According to the White House, the tax 
hike and the fines would raise $86 
billion over 10 years.

Also included in the proposed 
budget is $39 million for the Food and 
Drug Administration (FDA) to 
continue its compliance checks 
nationwide. The budget also contains 
a tenfold increase for the Centers for 
Disease Control and Prevention’s 
(CDC) tobacco control efforts-from 
$10.3 million in 1993 to $106 million 
for 2001. Currently, CDC’s tobacco 
control programs include tracking 
tobacco use in all 50 states and the 
District of Columbia; creating a best

practices document to aid states in 
their tobacco control programs; and 
gathering information on tobacco use 
among adults and youth, legislation, 
and the medical costs related to 
tobacco use through CDC’s Office of 
Smoking and Health.

Finally, the budget provides 
funding to the Department of Justice 
so that it can continue their suits 
against the tobacco industry-similar 
to the state suits-using the funds 
recovered to strengthen Medicare 
programs. Clinton provided ample 
resources to pay the necessary legal 
costs in his proposed budget.

NACS has -and will-continue to 
oppose any additional tobacco excise 
tax increase and other “backdoor 
increases,” such as levying fines on 
manufacturers. In addition, the FDA 
role in regulating tobacco products 
will become much clearer this spring 
once the U.S. Supreme Court rules on 
this issue. NACS and the tobacco 
manufacturers argued before the 
Supreme Court last December that 
FDA should not have jurisdiction to 
regulate the sale and distribution of 
tobacco products.

S T E P H E N ’S

INC.

E le c tro n ic  D esign , Im ag ing  & P rin ting  

17630 East Ten Mile Road • Eastpointe, Michigan 40021

phone (810 ) 7 7 7 - 6 8 2 3  • Fax (8 10) 7 7 7 - 1 4 3 4  
website http://www.nuad.com • E-maii:help@nuad.com

• Full Service Printing
* Full Service Design Team 

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

* World-Class Printing at a
Down-To-Earth Price!
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STORES STORES

SHOPS

P r e  P a y  &  T a l k
C E L L U L A R ™

TURN A LITTLE STORE SPACE
INTO A W ORLD OF

P R O F I T
24 Hour Customer Service 
Technical Support 
Aggressive Wholesale Pricing 
Top Commission Paid on Activations 
Residuals on Card Sales 
Multiple Card Denominations 
Nationwide Cellular

GAS
STATIONS

g i f t

SHOPS
STORES

CALL US TODAY TO BECOME AN AGENT'
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Grab hold of Canadian Mist’s 
new, lightweight 1.75-liter bottle 
All the smooth, mellow taste of 
America’s #1 selling imported 
whiskey in a “gripping" new 
shape.

And we do mean gripping. At 
almost two pounds lighter than 
your standard glass bottle, it's 
easier than ever to pick up. In 
fact, in initial test markets, that’s 
just what consumers did.
Easier to store. Easier to display. 
Easier to move.

It gets even easier. Brown-
Forman is supporting this new 
bottle with a multimillion-dollar 
print and outdoor campaign.

So lift your spirits—and your 
profits—with Canadian Mist and 
the new 1.75L.

LIFT YOURspirits.

AFD



Convenience stores near top of ‘wish list’ for 21st century living
Not only are convenience stores 

ready to serve their customers around 
the clock, consumers are ready for 
them. According to a recent poll 
released by Yankelovich Partners 
Inc., the availability of 24-hour 
convenience stores was one of the 
highest-ranked items that Americans 
want to see continue into the new 
millennium.

When asked what items “they 
would like to see continued into the 
21st century,” 24-hour convenience 
stores were chosen by 85 percent of 
those polled, trailing only newspapers 
(93 percent) and Oreo cookies (86 
percent), both of which are sold in 
most convenience stores. Also at 85 
percent were CNN and shopping 
malls.

“Convenience stores are custom 
built for the 21st century,” said Dean 
Durling, chairman of the board of the 
National Association of Convenience 
Stores (NACS). “The country’s
100,000 convenience stores provide 
goods and services that reach 
practically every community in the 
country-and provide these services 
when the customer needs it.” Durling 
also is chairman of Quick Chek Food 
Stores, based in Whitehouse Station, 
N.J.

In 1998, nationwide convenience 
store sales topped $164 billion, a 5 
percent increase over the previous 
year. Convenience stores also sell 
roughly 60 percent of the gasoline 
sold in the country. Convenience 
stores first began offering gasoline 
when self-serve became popular three 
decades ago.

“We are pleased to see that the 
survey results confirm what our 
customers have been telling us. By 
providing immediate access to food 
products, beverages, cash, petroleum, 
and any necessary item, convenience 
stores have become the gas station, 
quick service restaurant, bank, and 
water-cooler of a mobile, time-hungry 
society,” said Durling.

Serving Communities for 
70-plus Years

It’s interesting that a 20th century 
phenomenon is at the top of the list of 
consumers’ 21st century wish list.
The Southland Ice Company is 
credited with the birth of the 
convenience store in 1927 in Dallas, 
selling items such as milk, bread, and 
eggs at one of its neighborhood stores 
16 hours a day -  long after the local 
grocery stores were closed for the

day. The first 24-hour convenience 
store was opened in 1964-a 7-Eleven 
in, naturally. Las Vegas. Since then, 
the number of convenience stores has 
increased dramatically. In 1970, there 
were approximately 18,000 stores 
across the country. Thirty years later, 
that number has increased more than 
five-fold, with 100,000 convenience 
stores now serving virtually every 
neighborhood in the country.

In addition to motor fuels, 
convenience stores today provide 
immediate access to household 
staples and emergency items, ATMs, 
foodservice, and even office services- 
24 hours a day. And, the popularity of 
convenience products within stores 
continues to grow-approximately 60 
percent of convenience stores offer 
ATM services, and nearly one in four 
offer photocopy/fax services. Fully 
half of the stores that sell gasoline 
now have pay-at-the-pump 
dispensers, allowing customers to fill 
up even more quickly.

“Convenience stores also can 
provide a lifeline to people with 
active lifestyles-such as business 
travelers, technicians and sales 
professionals on the road, and two- 
income families,” Durling said. He

pointed out that foodservice sales in 
stores increased nearly 20 percent 
between 1997 and 1998. In addition, 
there has been a trend of more bottled 
water, fresh fruit, and health bars 
being sold in stores to meet the 
demands of health-conscious 
consumers.

And, while consumers have 
overwhelmingly stated their 
appreciation of 24-hour convenience 
stores and their role in the 21st 
century, what will the stores of the 
future provide? Durling said that 
stores reflect the interests of the 
communities that they are in, noting 
that stores are “increasingly offering 
more health-conscious products for 
consumers on the go, as well as office 
services, such as Internet access and 
copy and fax machine offerings.”

The Yankelovich survey explored 
how Americans think life will look in 
the new millennium, touching on the 
economy, technology, work trends, 
and a variety of other issues.

Yankelovich Partners, 
headquartered in Norwalk, Conn., has 
spent the last 40 years studying 
consumer behavior, motivations, 
attitudes, and lifestyle trends.

Dear AFD Members,

I am pleased to  announce th a t Party Time Ice Company is 
now the exclusive d istributor of “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 of $3.59 per unit
•2-Pallet minimum (6 0  units/pallet) 
•Pre-priced @ $5.99/each=40%

B) •Price o f $3.99 per unit
•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 this opportunity to  thank all of our
customers for their continued patronage. 5incerely,

Martin G. McNulty 
VP/Sales

Workers' 
Compensation 
Coverage 
exclusively for 
AFD Members!

The AFD has team ed up  with 
Star Insurance C om pany to make 
w orker's com pensation insurance 
available to AFD members.

Rated "A- (excellent)" by A.M.
Best, Star is a specialist in provid­
ing w ork com p coverage to 
groups and associations 
nationwide.

For more information about the AFD /  Star insurance program, 
please contact Judy. Dan or Liz at AFD, 800-66-66-AFD. or call 

Darwin Daniel at Meadowbrook Insurance Group, 800-482-2726, ext. 8142.

i t
S T A R
I N S U R A N C E
C O M P A N Y

A member of Meadowbrook® Insurance Group
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Lettersmm
Mayor Archer thanks AFD

Banish those 
bugs!

Just as animals become more 
active as spring approaches, so do 
insects and rodents. Those pesty pests 
are seeking an ideal habitat with food 
and water. The food retail operation 
provides a highly desirable 
environment for many types of pests, 
and they will continually try to enter 
and make their homes inside your 
business.

To make sure you’re doing all you 
can to prevent pest infestation, 
concentrate on five key pest activity 
zones.

1. ENTRY POINTS 
•Inspect incoming shipments and 
deliveries for evidence of pest 
infestation.
•Inspect exterior windows and doors 
to ensure a tight seal when closed. 
•Screen exterior openings such as 
doors, windows, and vents.
•Seal cracks and crevices in ceilings, 
walls and floors with caulking and 
sealants. Replace missing or broken 
tiles.

2. WATER SOURCES 
•Keep excess or standing water to a 
minimum.
•Verify that drains are covered and 
free from clogs and debris.
• Repair leaky pipes immediately. 
•Thoroughly clean mops after use, 
and store off the floor, so they are dry 
as possible.

3. FOOD SOURCES 
•Remove garbage from your building 
often. Keep dumpsters tightly covered 
and away from the building.
•Organize and rotate inventory. 
•Maintain an 18" barrier between 
stock and the wall.
•Eliminate unnecessary cardboard 
from storage and trash areas.
•Keep deli, bakery and other food 
preparation areas free from food 
debris.

4. BREEDING/HARBORAGE 
AREAS
•Keep grass and bushes around the 
facility properly trimmed.
•Remove any rubbish and debris from 
around the outside of the building. 
•Keep storage areas clean and dry. 
•Clean recycling and cardboard 
compactor areas regularly.

5. CUSTOMER/EMPLOYEE 
AREAS
•Keep floors free of litter and spilled 
food.
•Clean areas under freezers and food 
gondolas regularly.
•Pay special attention to pet and bird 
food aisles, where pests are most 
commonly found.
•Keep break rooms and rest rooms 
clean and free of clutter.

Reprinted fro m  Youngstow n A rea  
Grocers A ssociation New setter  
(YAGA)

Dear AFD:
This is an exciting time for Detroit. 

As we continue successfully into the 
new millennium, the future is filled 
with promise towards accomplishing 
the goal of a 21st century world-class 
city.

You have been a key player in this 
process with your generous support of 
City of Detroit programs, most 
recently the 1999 Angels’ Night Anti- 
Arson Campaign. Your assistance- 
whether it is through funding,

donations of needed supplies and/or 
refreshments for our 30,000 plus 
volunteers-has been invaluable.

I personally thank you for your 
involvement in making Detroit a 
better place through your efforts. 
Your role in this process cannot be 
underestimated and is greatly 
appreciated.

The city of Detroit will continue 
striving towards improving the 
quality of life for its residents and

upgrading its community base for 
visitors and businesses. I certainly 
hope that you will continue to assist 
me in these endeavors as we continue 
building towards a world-class city.

Once again, I sincerely thank you 
for your past support and look 
forward to future successes with your 
participation.

Sincerely,
Dennis W. Archer 
Mayor

LIPARI

Casino Lipari 
Food Show

A p r i l  1 9 , 2 0 0 0
N O V I

10:00am. to 6:00pm.
Existing & New Customer's  Welcome 

No Gambling Permitted

Lipari Foods Inc.. 14253 Frazho Rd. Warren, MI. 48089  

Phone 810-447-3500  Fax 810-447-3524
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We are the leading producer 
of grocery advertising and 

newspaper inserts in 
Eastern Michigan.

H u r o n  W e b
GRAPH ICS

People  & News

IGA 
Chairman 
presented 

NGA award

New $5 and $10 bill literature 
available

Engler appoints 
Gartin to LCC
Governor John Engler appointed 

Claudia Lauchie Gartin to one of five 
seats on the State of Michigan Liquor 
Control Commission. Gartin will 
serve as a Democratic representative 
in her role as an Administrative 
Commissioner. Her term will be 
effective from February 1, 2000 and 
expires June 12, 2003. Ms. Gartin is 
a Detroit resident and has practiced 
law as a litigator in criminal defense 
and as the Assistant Prosecuting 
Attorney in the Trial Division of the 
Wayne County Prosecutor’s office.

Farmer Jack 
appoints Miller

Detroit based Farmer Jack 
Supermarkets recently announced the 
appointment of Scott Miller to the 
position of Director of Operations for 
the 105 location retail food chain. 
Miller's most recent position was as 
information technology special 
projects/corporate communications 
liason for North Carolina based Food 
Lion. At Farmer Jack he will have 
responsibilities for 1900 employees. 
E-commerce initiatives, and P&L 
aspects of 10 stores.

The National Grocers 
Association’s Industry Service award 
was presented to Dr. Thomas Haggai, 
chairman and CEO of IGA at the 
NGA Annual Convention.

“As an educator, author, business 
executive and consultant, religious 
leader and inspirational speaker, you 
lead by example and daily influence 
and help those who come in contact 
with you,’ said NGA President and 
CEO Thomas K. Zaucha, as he 
presented the award to Haggai. “You 
have assured that the flame of the 
entrepreneurial spirit glows brightly 
in the grocery industry.”

Haggai delivered the keynote 
address emphasizing the advantages 
that independent supermarket 
operators hold as a result of their 
entrepreneurial spirit, and noted that 
independents are the foremost 
creators of family-business 
opportunities and thousands of 
new jobs.

The Department of Treasury will 
issue new $10 and $5 bills in the 
middle of this year with features to 
thwart counterfeiters and make 
verification easier for everyone-just 
like the $20 note issued in 1998. 
These new notes can help reduce 
losses to counterfeiting, especially by 
increasingly accessible computer 
printers, digital scanners and color 
copiers.

With the redesigned bills, 
authenticating paper currency is quick 
and easy to do. Materials and 
programs are available now to aid in

The Michigan Department of 
Agriculture announced that Kathleen 
Kissman joined them as Director of 
Marketing and Communications 
Division.

Kissman was formerly Community 
Relations Manager at Sparrow Health 
Systems where her responsibilities 
included oversight of marketing and

training employees on how to 
authenticate the new bills. Materials 
include: posters, informational 
booklets, point of sale tent cards, 
cash-handier training video and CD- 
ROM, camera-ready art for internal 
employee or external consumer- 
directed materials (includes a sample 
letter, newsletter article, envelope 
insert and artwork). To order, please 
contact the Treasury Currency 
Information Center at 1 -800-394- 
4006 or visit the website at 
www.moneyfactory.com.

communications activities and editing 
the Sparrow Magazine. Prior to that, 
she served as Assistant Director of the 
Michigan State University Alumni 
Association.

Kissman holds a B.A. from 
Michigan State University with a 
major in Communications Arts and 
Sciences and a minor in English.

FREE

Your single source Internet-based
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X Marks the Spot: Understanding younger workers
Consider the world of today’s 

college freshman. Bom in 1981, they 
have little personal recollection of any 
president other than Bill Clinton, of a 
time when the Soviet Union existed, 
or even when Johnny Carson—not 
Jay Leno—hosted the Tonight Show.

Why would they possibly want to 
be managed the same way as the 
generations that came before them?
In fact, without some fairly 
significant changes, today’s managers 
will have trouble keeping and 
motivating this important workforce 
group.

Clearly, these are among the most 
difficult questions facing management 
today as we look at the emerging 
work force of Generation X and 
succeeding (and much larger) Echo 
Boom. Too many see the children of 
these generations as “slackers,” a 
description that some specialists say 
couldn’t be more incorrect.

In truth, many see the children of 
these generations as more self­
motivated, more technologically 
proficient and more flexible in skills 
and career goals than their elders in 
the Baby Boom generation. But 
improper management of this group

could leave turnover high and leave 
your company or stores with a 
reputation as a place to avoid for jobs.

Generation X (a title given this 
group by the older baby boomers) 
includes the 45 million Americans 
bom between 1964 and 1978. The 
Echo Boom (the children of the Baby 
Boom) includes nearly 80 million 
Americans bom since 1978. (In 
contrast, 78 million Americans were 
bom in the post-war boom from 
1946-1964.)

J. Walker Smith of Yankelovich 
Partners and Bruce Tulgan of

Rainmaker Thinking, two speakers at 
this past May’s FMI Convention, 
offer viewpoints of this generation 
that fully attack the slacker myth. 
Some of their opinions offer 
profound lessons for the workplace.

1. These younger workers are 
described as more entrepreneurial and 
much more self-reliant than earlier 
groups and, for that reason, may 
resist efforts to have them work in 
teams. Echo boomers are especially 
seen as self-reliant.

2. They are very ambitious, but in 
a different way than some previous

generations. They hope to build the 
lifestyle they seek and view work as 
a way to acheive that goal. They 
don’t look at their job as the key 
aspect of their life. Rather, it helps 
pay for their life.

3. In many ways they embrace 
the values of pre-Baby Boom 
generations. They like the 
traditional values of hard work and 
competition.

4. They expect to have 10 
different jobs over the course of 
their lifetime and they want to learn 
new skills with each job. The best 
way to keep them motivated is to 
help them leam these new skills.

5. Hard work means working 
smarter, not necessarily harder.
They are enthusiastic and able to 
use technology, but they don’t 
believe technology can solve all 
problems.

It’s not surprising that these 
workers are looking for a different 
workplace experience than their 
predecessors. The key word for the

See Y ounger w o rkers 
page 41
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Farmer Jack opens 
new stores

Farmer Jack Supermarkets' 
recently invested $46 million in a 
brand new 65,000-square-foot store in 
Livonia. The new facility replaces an 
existing older, nearby store which 
will close.

The new retail location, at 29751 
Seven Mile Road, across from the 
Livonia Mall, opened to customers on 
March 29.

Within the past three months, 
Fanner Jack Supermarkets’ has 
invested a total of $21 million in new 
stores in Michigan, translating to
172,000 square feet of grocery 
shopping.

The Livonia store is the third it has 
opened since the beginning of the 
year. The first two to open this year 
were in Clio and South Lyon.

AFD has also learned that Farmer 
Jack Supermarkets’ has purchased a 
Shoppers Market store in Shelby 
Township and plans to remodel that 
facility before reopening it.

In February a new Clio Farmer 
Jack opened with a ribbon-cutting 
celebration, where $3,000 was 
donated to Clio Senior Citizens, $400 
to Clio Community Services Center 
and $100 to Clio Area Historical 
Association.

Located at 4270 West Vienna Road 
at 1-75, the 53,000-square-foot store 
replaces an existing older facility 
nearby.

On March 14 Farmer Jack hosted a 
ribbon cutting ceremony to celebrate 
the opening of the new store in South 
Lyon.

The store is located at 22385 
Pontiac Trail at Nine Mile Road. It 
opened to the public on March 15.

The 54,000 square-foot store 
serves the surrounding townships of 
Lyon, Northfield, Salem and Green 
Oak.

All three new stores house a recent 
feature, the Eight O’clock Coffee 
Cafe, as well as a large produce 
department with salad bar, freshly- 
made meals-to-go, liquor department, 
deli and bakery. They also feature the 
convenient services of a post office 
and pharmacy and offer free 
membership in Farmer Jack’s Bonus 
Saving Club, Baby Bonus Savings 
Club, and Northwest Airlines 
WorldPerks® Bonus Miles.

Customers can also take advantage 
of Farmer Jack’s newest partnership 
with Priceline WebHouse Club, 
which allows them to bid on groceries 
on-line.

POTOK 
PACKING

1-313-893-4228 
TOLL FREE 

1-888-733-8754

HOME OF:

•Bonanza Ham • Baby Bobanza Ham 
•Re-Peet-er Bacon ‘ Ranch Bacon 

•Peet's Original Hickory Stick 
•Breakfast Treat Roll Sausage 

•and many more Farmer Peet's Favorites.

DAVIS SAUSAGE 

Links, Rolls, Smoked, Head Cheese, Souse, Chili & Beef 
MEAT KING

Red Hots, Smoked Polish, Head Cheese, Links & Chili 
ALCAMO’S 

Links, Italian, Polish & Bratwurst 
KENNEDY SAUSAGE 

Rolls, Patties 
MOSEY'S 

Corned Beef, Roast Beef & Pastrami

We Card update
Here’s what the Coalition for 

Responsible Tobacco Retailing’s We 
Card program has accomplished since 
its inception in 1995:

• 530,293 We Card kits have been 
distributed to retailers across the 
country.

• 753 training sessions have been 
held in 48 states, training 38,215 store 
managers and employees.

• There is a significant multiplier 
effect with classroom training. 
Attendees reported that they would be 
training an additional 10 employees 
on average over 12 months, reaching 
over 380,000 employees nationwide.

• 453 police departments and 100 
health departments are distributing 
We Card materials.

In Michigan:
- The Michigan Coalition for 

Responsible Tobacco Retailing 
consists of the Service Station Dealers 
Association, Michigan Restaurant 
Association, Michigan Petroleum 
Association & Michigan Association 
of Convenience Stores, Associated 
Food Dealers of Michigan and the 
Michigan Retailers Association.

• The Coalition has hosted ten 
statewide We Card training sessions 
from 1997-1999. More than 800

retailers were trained, who then went 
on to train another 8,700 back in their 
stores and companies. Eight of the 
sessions were sponsored by the state 
coalition, and 2 custom training 
sessions were held in the Detroit area 
for Mobil Oil.

• Wayne County Sheriff Ficano 
and Oakland County Sheriff 
Bouchard are among several law 
enforcement officials who have taken 
an active role in support of the 
program. These officers have spoken 
to retailers at the training sessions and 
helped with public awareness efforts.

• To encourage retailer 
participation in the 1997 sessions, the 
Director of the Michigan Department 
of Community Health wrote a letter in 
support of the We Card program.

• To date, 21,420 kits have been 
distributed to Michigan retailers.

• 24 of Michigan’s police 
departments are among the 453 police 
departments nationwide distributing 
We Card materials to retailers.

• 9 of Michigan's health 
departments have requested We Card 
materials.

To order your We Card kit, call 1- 
888-872-4603 or visit the website 
www.wecard.org.

S o B e
ALL SOBE BEVERAGES ARE SPECIALLY FO R M U LA TE D  TO  U P L IF T  THE m i n d . BO DY 

A N D SP IR IT  W IT H  EX O TIC  TEAS A N D |U IC E  BLEN DS W HO SE H EALTH  BEN EFITS 

HAVE BEEN EN H A N C E D  BY THE A D D IT IO N O F  HERBS. N U TR IE N TS A N D 

OTH ER  NATU R AL SUPPLEM EN TS.

FOR MORE INFORMATION o n  SOBE BEVERAGES. PLEASE CONTACT YOUR LOCAL d is t r ib u t o r .

PORT HURON AREA 
LAKESIDE BEVERAGE

8 10.364 .6011

DETROIT AREA 
IN T RASTATE D IS ITR IB U T IN G

313.892.3000

FLIN T/SAGIN AW AREA 
GRI FFIN BEVERAGE

SI7.348.0S40

L a n s in g  AREA 
CANAD A  DRY L a n s in g

S I7.322.2 I33

GRAND RAPIDS AREA 
KENT BEVERAGE

616.241.5022

KALAI11AZOO AREA 
I m p e r i a l  BEVERAGE

616.382.4200

TRAVERSE CITY AREA
H . c o x  & s o n

231.943.4730

DOWACIAC AREA 
HATE W inES
6 16.7 82 .5101

M a n is te e  AREA 
CASWELL LATOCHA

231.84S.0333
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New cherry 
wine brochure 

available
Michigan Department of 

Agriculture (MDA) Director Dan 
Wyant today announced a new 
brochure that touts the state’s unique 
Michigan-made cherry wines. The 
brochure, published by the Michigan 
Grape and Wine Industry Council, 
features cherry wines and juices, 
which are excellent choices for winter 
special events.

“Michigan is the nation’s foremost 
producer of premium cherries, so it 
makes perfect sense that our state’s 
wineries create unique, high-quality 
cherry wines," said Wyant, who 
chairs the Michigan Grape and Wine 
Industry Council. "Michigan is 
fortunate to have 23 commercial 
wineries, many of which make a 
cherry wine that might be perfect for 
toasting Valentine’s Day or 
celebrating cherries on George 
Washington’s birthday."

The Michigan Grape and Wine 
Industry Council’s cherry wine 
brochure lists the 10 Michigan 
wineries producing cherry wines, the 
cherry wine distributors across the 
state, and some suggested recipes 

| using cherry wines.
Michigan wines have received 

national and international acclaim at 
numerous wine judgings. Award- 
winning cherry wines include 
Peninsula Cellars’ Cherry Melange 
that won Best of Show for Specialty 
Wines at the 1998 Michigan State 
Fair, and Good Harbor's Cherry Wine 
that won a double gold at the 1999 
Great Lakes Wine Competition and 
gold or silver medals at each of the 
last 19 Michigan State Fair 
competitions.

In addition to cherry wines, the 
state’s wineries produce several other 
types of grape and fruit wines 
including white, blush, red, sparkling, 
dessert and non-alcoholic Nationally, 
Michigan ranks fourth in grape 
production with nearly 61,000 tons of 
grapes picked from vineyards.

Cherry and other Michigan wines 
are available in most wine shops and 
several major grocery store chains.

C ase quantities can be shipped 
directly from the state's wineries or 
lasting rooms. For a copy of the 
cherry wine brochure or a list and 
map of Michigan wineries, contact the 
Michigan Grape and Wine industry 
Council at (517) 373-1104 or visit the 
website at www.michiganwines.com.

The Michigan Grape and Wine 
Industry Council is a 10-member 
panel that supports the growth of the 
grape and wine industry in Michigan, 
his housed within MDA. which is the 
official state agency charged with 
serving, promoting and protecting the 
food, agriculture and agricultural 
economic interests of the people of 
the state of Michigan MDA programs 

s e rve all sectors of agriculture, which 
Michigan’s second-largest industry.

National standards 
set for organic 

products
Early in the summer rules will 

take effect that will for the first 
time establish national standards 
for products labeled “organic” 

Under the rules, organic crops 
are crops grown with chemical 
free fertilizers and not sprayed 
with herbicides. The rules also 
will bar the use of genetically 
engineered crops or irradiated 
ingredients in organic foods.

Y ounger w orkers 
con tinued  fro m  page 39

future would seem to be flexibility in 
every imaginable way. For instance, 
traditional pensions have little appeal 
for a group that expects many jobs in 
the course of their lifetime. Rather 
they are looking for portable benefits 
such as a 40 l k plan, which is portable 
and self-controlled.

Likewise, they put heavy emphasis 
on flexibility in scheduling. Tulgan 
in particular says younger workers list 
flexible schedules as the single most 
important benefit a company can offer 
today.

Smith and Tulgan also make it 
clear that today's younger workers 
have no interest in being forced to

confront hardships or “pay the dues” 
that older workers faced. That can be 
one of the more difficult challenges 
facing Baby Boom managers in 
dealing with these workers.

For companies the challenge is 
clear. Store workers are the front-line 
in serving the consumer. Store and 
department managers are the front 
line in hiring, training and motivating 
the workers. Assessing and retraining 
managers to raise their understanding 
of the values and needs of younger 
workers can help provide a powerful 
tool to cut turnover and improve 
customer service and store 
performance. In today’s competitive 
market, that’s not an option. That’s a 
necessity. -FM I

M A N U F A C T U R E R S  &  D IS T R IB U T O R S  OF: 
•Cubes 'B lo c k s  • C ru sh e d  Ice  •D r y  Ic e  •R ock  S a l t

Bes t Prices In Town! We Retail Ice a t Wholesale Prices 
—At Our 8 Mile Location—

Fleet of 74 Radio-Equipped Trucks to Deliver Your Ice A.5.A.P

U .S . IC E M E M B E R

CORP.
1 0 6 2 5  W . 8  M i l e  • D e t r o i t ,  M I  4 8 2 2 1

( 3 1 3 )  8 6 2 - 3 3 4 4
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Bioengineered foods 
Continued from front page
contains a gene that produces a 
protein toxic to certain caterpillars, 
eliminating the need for certain 
conventional pesticides.

In 1992, the Food and Drug 
Administration published a policy 
explaining how existing legal 
requirements for food safety apply to 
products developed using the tools of 
biotechnology. It is the agency’s 
responsibility to ensure the safety of 
all foods on the market that come 
from crops, including bioengineered 
plants, through a science-based 
decision-making process. This 
process often includes public 
comment from consumers, outside 
experts and industry. FDA

established, in 1994, a consultation 
process that helps ensure that foods 
developed using biotechnology 
methods meet the applicable safety 
standards. Over the last five years, 
companies have used the consultation 
process more than 40 times as they 
moved to introduce genetically 
altered plants into the U.S. market.

Although the agency has no 
evidence that the policy and 
procedure do not adequately protect 
the public health, there have been 
concerns voiced regarding FDA’s 
policy on these foods. To understand 
the agency’s role in ensuring the 
safety of these products, FDA 
Consumer sat down with 
Commissioner Jane E. Henney, M.D., 
to discuss the issues raised by

bioengineered foods:
FDA Consum er: Dr. Henney, 

what does it mean to say that a food  
crop is bioengineered?

Dr. Henney: When most people 
talk about bioengineered foods, they 
are referring to crops produced by 
utilizing the modem techniques of 
biotechnology. But really, if you think 
about it, all crops have been 
genetically modified through 
traditional plant breeding for more 
than a hundred years.

Since Mendel, plant breeders have 
modified the genetic material of crops 
by selecting plants that arise through 
natural or, sometimes, induced 
changes. Gardeners and farmers and, 
at times, industrial plant breeders 
have crossbred plants with the

intention of creating a prettier flower 
a hardier or more productive crop. 
These conventional techniques are 
often imprecise because they shuffle 
thousands of genes in the offspring 
causing them to have some of the 
characteristics of each parent plant. 
Gardeners or breeders then look for 
the plants with the most desirable new 
trait.

With the tools developed from 
biotechnology, a gene can be inserted 
into a plant to give it a specific new 
characteristic instead of mixing all of 
the genes from two plants and seeing 
what comes out. Once in the plant, the 
new gene does what all genes do: It 
directs the production of a specific 
protein that makes the plant uniquely 
different.

This technology provides much 
more control over, and precision to, 
what characteristic breeders give to a 
new plant. It also allows the changes 
to be made much faster than ever 
before.

No matter how a new crop is 
created— using traditional methods or 
biotechnology tools—breeders are 
required by our colleagues at the U.S. 
Department of Agriculture to conduct 
field testing for several seasons to 
make sure only desirable changes 
have been made. They must check to 
make sure the plant looks right, grows 
right, and produces food that tastes 
right. They also must perform 
analytical tests to see whether the 
levels of nutrients have changed and 
whether the food is still safe to eat.

As we have evaluated the results of 
the seeds or crops created using * 
biotechnology techniques, we have 
seen no evidence that the 
bioengineered foods now on the 
market pose any human health 
concerns or that they are in any way 
less safe than crops produced through 
traditional breeding.

FDA Consumer: What kinds of 
genes do plant breeders try to pul in 
crop plants?

Dr. Henney: Plant researchers 
look for genes that will benefit the 
farmer, the food processor, or the 
consumer. So far, most of the changes 
have helped the farmer. For example, 
scientists have inserted into com a 
gene from the bacterium Bacillus 
thurigiensis, usually referred to as BT. 
The gene makes a protein lethal to 
certain caterpillars that destroy com 
plants. This form of insect control has 
two advantages: It reduces the need 
for chemical pesticides, and the BT 
protein, which is present in the plant 
in very low concentrations, has no 
effect on humans.

Another common strategy is 
inserting a gene that makes the plant 
resistant to a particular herbicide. The 
herbicide normally poisons an 
enzyme essential for plant survival. 
Other forms of this normal plant 
enzyme have been identified that are 
unaffected by the herbicide. Putting 
the gene for this resistant form of the 
enzyme into the plant protects it from

See B ioengineered Food 
page 44.
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Bioengineered food 
continued from page 42
the herbicide. That allows farmers to 
treat a field with the herbicide to kill 
the weeds without harming the crop.

The new form of the enzyme poses 
no food safety issues because it is 
virtually identical to nontoxic 
enzymes naturally present in the 
plant. In addition, the resistant 
enzyme is present at very low levels 
and it is as easily digested as the 
normal plant enzyme.

Modifications have also been made 
to canola and soybean plants to 
produce oils with a different fatty acid 
composition so they can be used in 
new food processing systems. 
Researchers are working diligently to 
develop crops with enhanced

nutritional properties.
FDA Consumer: Do the new 

genes, or the proteins they make, have 
any effect on the people eating them?

Dr. Henney: No, it doesn't appear 
so. All of the proteins that have been 
placed into foods through the tools of 
biotechnology that are on the market 
are nontoxic, rapidly digestible, and 
do not have the characteristics of 
proteins known to cause allergies.

As for the genes, the chemical that 
encodes genetic information is called 
DNA. DNA is present in all foods and 
its ingestion is not associated with 
human illness. Some have noted that 
sticking a new piece of DNA into the 
plant’s chromosome can disrupt the 
function of other genes, crippling the 
plant's growth or altering the level of

nutrients or toxins. These kinds of 
effects can happen with any type of 
plant breeding—traditional or 
biotech. That’s why breeders do 
extensive field-testing. If the plant 
looks normal and grows normally, if 
the food tastes right and has the 
expected levels of nutrients and 
toxins, and if the new protein put into 
food has been shown to be safe, then 
there are no safety issues.

FDA Consumer: You mentioned 
allergies. Certain proteins can cause 
allergies, and the genes being put in 
these plants may carry the code for 
new proteins not normally consumed 
in the diet. Can these foods cause 
allergic reactions because o f the 
genetic modifications?

Dr. Henney: If one is allergic to a

food, it needs to be rigorously 
avoided. Further, we don’t want to 
create new allergy problems with 
food developed from either traditional 
or biotech means. It is important to 
know that bioengineering does not 
make a food inherently different from 
produced food. And the technology 
doesn't make the food more likely to 
cause allergies.

Fortunately, we know a lot about 
the foods that do trigger allergic 
reactions. About 90 percent of all 
food allergies in the United States are 
caused by cow's milk, eggs, fish and 
shellfish, tree nuts, wheat, and 
legumes, especially peanuts and 
soybeans.

To be cautious, FDA has 
specifically focused on allergy issues. 
Under the law and FDA’s biotech 
food policy, companies must tell 
consumers on the food label when a 
product includes a gene from one of 
the common allergy-causing foods 
unless it can show that the protein 
produced by the added gene does not 
make the food cause allergies.

We recommend that companies 
analyze the proteins they introduce to 
see if these proteins possess 
properties indicating that the proteins 
might be allergens. So far, none of the 
new proteins in foods evaluated 
through the FDA consultation process 
have caused allergies. Because 
proteins-resulting from 
biotechnology and now on the 
market-are sensitive to heat, acid and 
enzymatic digestion, are present in 
very low levels in the food, and do 
not have structural similarities to 
known allergens, we have no 
scientific evidence to indicate that any 
of the new proteins introduced into 
food by biotechnology will cause 
allergies.

FDA Consumer: / understand that 
it is common fo r scientists to use 
antibiotic resistance marker genes in 
the process o f bioengineering. Are 
you concerned that their use in food 
crops will lead to an increase in 
antibiotic resistance in germs that 
infect people?

Dr. Henney: Antibiotic resistance 
is a serious public health issue, but 
that problem is currently and 
primarily caused by the overuse or 
misuse of antibiotics. We have 
carefully considered whether the use 
of antibiotic resistance marker genes 
in crops could pose a public health 
concern and have found no evidence 
that it does.

I'm confident of this for several 
reasons. First, there is little if any 
transfer of genes from plants to 
bacteria. Bacteria pick up resistance 
genes from other bacteria, and they do 
it easily and often The potential risk 
of transfer from plants to bacteria is 
substantially less than the risk of 
normal transfer between bacteria. 
Nevertheless, to be on the safe side. 
FDA has advised food developers to 
avoid using marker genes that encode 
resistance to clinically important 
antibiotics
See B ioengineered food 
page 46
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Simplify your life! Get all your security needs 
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OUR TOTAL SECURITY SOLUTION
Guardian Alarm
Burglar and Fire Alarms protect your store, home, family and employees with up-to-date alarm and fire technology.
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check out the alarm? We can do it for you for as little as $25 month.

Camera Systems capture daily events on tape for the protection o f  your employees and business.

Guardian Guard Service
Uniformed and Blazer Officers - a physical presence is often the deterrent criminals need to stay away.

Foot or Vehicle Patrol- We can add your location to our rounds.

Guardian Armored Security
• Armored Car Transporation let us pick up your deposit and take it to the bank for you.

, ATM Service and Maintenance we can provide first line maintenance service o f  your ATM.

• Cash Management Services we can consolidate your deposits, provide you with cash and coin delivery and prepare your 
payroll.

Guardian Medical Monitoring
• Personal Emergency Response System - What a great gift for your parents and we can bill it right to your store!

Service State-Wide
C A LL KEITH A . H A K IM

at 1-800-278-6344 extension 380 
Visit booth 260 for show specials.

Guardian Alarm • Corporate Headquarters • 20800 Southfield Road, Southfield, Ml 48075 
1-800-STAY-OUT • www.stayout.com* (248)423-1000 
Offices throughout Michigan, Ohio and Ontario, Canada
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•1%  Lowfal Milk 

•0%  Nonfat Skim Milk 
•100% Florida Orange Juice 

•Fruit Drinks

THE FEATURES:
•New 3-Liter Bottle 

• Rock ‘N’ Pour Design 

•New "Light Safe' Bottle 
•Space Saving Design 

L longer Shelf life  a 

•Folly Recyclabw A

Panasonic
Specializing in:

Business Telephone Systems & Payphones
Certified Mitel and Panasonic Dealer 

Prepaid Calling Card Service 
Internet Services • Pay Telephones

1-877-1 USE N C I

Superior
D A I R Y

Dairy Increases ProfitsYour
with the Rock Pour

Liter Bottle
THE PRODUCTS:

■3.25°oWhole
‘2°c Reduced Fat

IT S  2 0 0 0 . TIME TO EVOLVE! 
Longer Shelf Life!
Prominent Display of Freshness Date

Light Stays Out. Nutrients Stay In! 
"Rock ‘N Pour” Base
Pour Without Lifting the Bottle

Front Mounted Spout 
Comfortable Hand Narrow Profile Save Fridge Space 

Recyclable Bottle  
Recyclable Plastic /  Useful Design

Larger Handle. Lighter than Gallon

For more information, contact Tom Davis & Sons Dairy— 1-800-399-6970

46..... AFD Food &  Beverage Report, April 2000

Technologies, Inc.

11902 B Farmington Road • Livonia, Ml 48150 
1-800-513-4581 

Factory authorized and Certified Sen/ice and 
Distribution Center Insures the Highest 

Quality You Expect.
Providing Quality ATM Lines Such As:

SIEMENS
NIXDORF

And All Other Major ATM Brands.

Financial
A Division of KPN Technologies Inc

•Easy Application Process 
•Fixed Low Monthly Payment 

•Lease Payment 100% Deductible as an 
Operating Expense on ATM Lease Equipment

For all you ATM Financial Needs, call

888-407-4343 or 734-522-8620
To see the latest technology in ATM Equipment, please 

stop by Booth # 275 at AFD s “Carnival of Savings "

B ioengineered  Food 
C o n tin u ed  fro m  page 44.

FDA Consum er: Why doesn ’t 
FDA require companies to tell 
consumers on the label that a food is 
bioengineered?

Dr. Henney: Traditional and 
bioengineered foods are all subject to 
the same labeling requirements. All 
labeling for a food product must be 
truthful and not misleading. If a 
bioengineered food is significantly 
different from its conventional 
counterpart—if the nutritional value 
changes or it causes allergies— it must 
be labeled to indicate that difference. 
For example, genetic modifications in 
varieties of soybeans and canola

changed the fatty acid composition 
in the oils of those plants. Foods 
using those oils must be labeled, 
including using a new standard 
name that indicates the 
bioengineered oil's difference from 
conventional soy and canola oils. If 
a food had a new allergy-causing 
protein introduced into it, the label 
would have to state that it contained 
the allergen.

We are not aware of any 
information that foods developed 
through genetic engineering differ as 
a class in quality, safety, or any 
other attribute from foods developed 
through conventional means. That's 
why there has been no requirement 
to add a special label saying that

they are bioenginered. Companies 
are free to include in the labeling of a

bioengineered product any 
statement as long as the labeling is 
truthful and not misleading. 
Obviously, a label that implies that a 
food is better than another because it 
was, or was not, bioengineered, 
would be misleading.

FDA Consumer: Overall, are you 
satisfied that FDA's current system 
fo r  regulating bioengineered foods is 
protecting the public health?

Dr. Henney: Yes, I am convinced 
that the health of the American public 
is well protected by the current laws 
and procedures. I also recognize that 
this is a rapidly changing field, so 
FDA must stay on top of the science 
as biotechnology evolves and is used 
to make new kinds of modifications 
to foods. In addition, the agency is 
seeking public input about our 
policies and will continue to reach out 
to the public to help consumers 
understand the scientific issues and 
the agency's policies.

Not only must the food that 
Americans eat be safe, but consumers 
must have confidence in its safety, 
and confidence in the government's 
role in ensuring that safety. Policies 
that are grounded in science, that are 
developed through open and 
transparent processes, and that are 
implemented rigorously and 
communicated effectively are what 
have the consumers’ confidence in an 
agency that has served this nation for 
nearly 100 years.

E B T  
C o n tin u ed  fro m  page 22

In addition to accepting credit and 
debit cards, there are also benefits to 
being an EBT retailer. States that 
currently participate in the EBT 
program have seen food sales increase 
by io percent.

Michigan Bankard™ Services 
wants to help you make the right 
choice for your business. If you have 
any question about the EBT program, 
integrating EBT into your current 
payment system, want to start 
accepting credit, debit, and EBT, or 
learn about more about the products 
and services MBS can offer you, 
please call MBS at 1 -800-848-3213, 
option 2.

Sherwood Food 
Distributors has 40 booths 
in the AFD Trade Show on 
April 17 and 18 at Burton 

Manor. We’re offering 
outstanding show rebates 

and special pricing on beef, 
cheese, deli, pork, poultry, 
seafood, and turkey. Come 
visit us at booths 123-157.

For a full listing of 
participating vendors, see 

our ad on page 25.



CRESCENT MARKET FOR S A L E -G ro c ery , 
produce specialty foods, salad bar and ju ice bar. 
1150 sq. ft. It west side Ann Arbor campus location. 
Close to Michigan Stadium. Ample parking. (734) 

666-2935; ask for Lutfi.

fo r  SALE—f la / s  Food C en ter. Fu ll line  of 
groceries and frozen foods. Beer, wine, Lotto, check 
cashing, money orders and fax. Lottery sales average 

$12,000 weekly. Located betw een U . o f D . & 

Marygroce C ollege ca m p-uses . B uild ing  and  

business for sale. Building 10,000 sq. ft., business 

5000 sq. f t  + base-ment. For more info call R ay at 

(313) 861-0262.

PARTY STORE FOR SA LE—G reat income. Good  
neighborh ood. Border of Detroit and Dearborn. Deli, 
pizza, beer and wine. Fredd or Joe (313) 849-5440. 

Call Now!

SAGINAW HIGH VOLUM E PARTY STORE  

For Sale. Saginaw Township location on heavily 
road. SD D , SD M  & Lottery. Sales volume 

1.4 million. Also available, several high volum e  
restaurants in the Saginaw/Bay City m arket area. For 

more information contact Brian Saha. Trombley Real 
Estate & Leasing Co.. (800) 678-1962 or (517) 895- 

2700.
www.lottery-watc hdog—Take control of your Instant 

Lottery Ticket sales.

FOR SALE—Bakery Market, 5500 sq ft. Established 
35 years ago. Suburban location. Building also 

C a ll Tony at DGI, W E S T  (734) 422-7600.

FLINT/MT. MORRIS BU SIN ESS FOR SALE  
By owner. Supermarket with SDD, SDM . Fresh M eat 
& Produce. High volume lottery outlet. 13000 sq. ft. 
with plenty of parking. Business only for sale. Great 

income potential. High volume— loyal customers. Call 
(810) 787-6887 for more info.

FOR LEASE—33,000 sq. ft. supermarket. Currently 
ting as a Kroger store. Turn key operation, 

Located in Monroe strip mall on SM A R T bus route. 
Cal John Miram for details a t (81 0 ) 978-0191 or 
(810) 523-4908.

FOR SALE— Supermarket, SD D , SD M , Lottery, safe 
area in Detroit Contact Eddie at (313) 925-0511 

LICENSE FOR SA LE— H ighland PArk. Will 
accept all reasonable offers. Call (248) 548-2900, ext. 
3039

MARKET DELI FOR SA LE— 3 ,3 0 0  sq . ft. Ann 
Arbor, central University of Michigan campus location, 

student clientele. O w ner is retiring. All new ly  
including new equipment. Call (734) 741- 

8303, ask for Bill.

LiQUOR STORE, P H A R M A C Y  w /LO TTE RY FOR
SA LE -5,000 sq. ft between Chalmers & Conners. 
Ask for Mike at (31 3)33 1-07 77  

ESTABLISHED PARTY S T O R E -P o r t  Huron. Ml 
Highly populated, high traffic area. SD D , SD M  and 
Lotte. Owner retiring. C all (810) 985- 5702 , leave

CEN TER , IN C .— Beautiful New Center, 
in Farmington Hills on 9 Mile Road west of 

Middlebelt— next to Target. Kohl's. F&M  and (9) 
United Artist Movie Theater. G reat business 

opportunity! 10,000 sq. f t  available for lease You 

Base as little as 1,600 or take all 10 ,00 sq. ft. 
your dreams come true! Excellent location for 

market, dollar store or any other ideas you 
ay have. For more information, please call Jerry or 

 Yono at (248) 442-2035

DETROIT PARTY STORE FOR SA LE—Business 
and building for sale. SD D /SD M  and Lottery. Please 
ask for Al at (313) 934-2991 between 8 a.m. and 3 
p.m. SERIOUS INQUIRIES ONLY!

ESTABLISHED NEW ER PARTY S T O R E -P o rt  
Hurron, Ml. 6,000 plus sq. ft. liquor, beer and wine 
Large Lotto sales. First class— 6  year old equipment 
and building. Excellent location and clientele! Contact 
Bob Greene. II, Moak Real Estate Inc (81 0) 985 -Moak Real Estate. Inc. (810) 985- 
9515 for more info

LIQUOR STORE w/LOTTERY FOR SALE  
Detroit west side location. Beer, wine & grocery. 
4,000 sq. ft. building. Store sa les— $ 1 6 .000/wk. 
Lottery sales—$ 8 .00 0/w k/ B u s in e ss  for sa le—  
building optional Serious buyers only! Call (313) 934- 

ask for Nick or Joe 

PORT HURON— Sm all superm arket. Includes  
meat department w/  sm okehouse, deli, bakery. 
lotto and SD M . R ea l es tate  and business for 

been profitable (8 1 0 )  32 9-4 19 8  

SUPPLIERS:—Looking for ways to increase your 
visi bility? Let the AFD show you how. 
Promotional opportunities through membership  

C al Dan Reeves at (248) 557-9600

AFD/Pepsi Scholarship Challenge Drive Donation Form
“Potential, made possib le”

AFD and Pepsi have committed to raising $1 million over the next five years.
Please help us to help Michigan students realize their dreams!

Yes! I want to help students that are capable of attending college but may not be eligible for other scholarships.
Please accept my donation of $_________ .

Donors who fill out the form below will be sent a receipt for their records. Donations are tax deductible as a charitable 
contribution to the extent provided by law.

Name _______ __________________________________________________  phone___________________________

Address.

City, State_ _ Z i p .

Please mail to:
AFD/Pepsi Scholarship Challenge Drive 
18470 W. 10 Mile Road 
Southfield, MI 48075

COST SAVING & 
REDUCTION SPECIALISTS, INC.

Stop Underage 
Alcohol/Tobacco 

Sales

REDUCE

COST LIABILITY SANCTIONS

Midwest Sales 
1-313-584-1400

1-800-GO-CSRSI
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A ssociated Food Dealers o f M ichigan 
16 th Annual Selling Trade Show

Monday, April 17 
5 :0 0  p.m. to  9 :00  p.m.

Tuesday, April 18 
2:00  p.m. to  8 :0 0  p.m. 
Burton Manor, Livonia

W e ’r e  W o rk in g  H a r d  
f o r  O u r  M e m b e r s !

Products you can purchase:
• bakery items • beer, including microbrews • 

beverages • candies • dairy products • 
foodservice equipment • frozen foods • 

franchise options • general grocery items 
grab-and-go prepared foods • health and 
beauty items • liquor • meats and deli • 

novelty items • produce • services • snack 
foods • surveillance equipment • reverse 

vending machines • wine... and much morel

What do 
fresh food 

and

common? 

Both can 
go bad.

T h a t’s why there’s TeleCheck®.
With 42%  o f  your food sales 

paid for by check, it’s easy to see 
why accepting bad checks, or 
having trouble collecting on the 
ones that are returned, can be bad 
for your business.

That’s why TeleCheck, an 
industry leader for over 30 years, 
has designed a special check 
acceptance program for 
supermarkets. It provides check 
verification and recovery services 
so you can freely accept checks 
while retaining full control over 
the risk.

Predicated on TeleCheck’s 
highly-accurate national positive 
and negative data bases, the 
verification service delivers high 
approval rates that can be 
customized to meet your specific 
check criteria. Plus, it can easily 
be integrated into your existing 
equipment to assure the fastest 
checkout possible.

To keep bad checks from 
spoiling your check business, call 
today at 1-800-444-3223.

The Check Experts “

T r a in in g  fo r  In t e r v e n t io n  Pr o c e d u r e s

Attention SDD & SDM Retailers 
Don’t Lose Your Liquor License 

Because. . .
.. an employee sells to a minor 

. . .  an employee sells to an intoxicated person 

.. an employee does not check identification
Training your employees is the best protection! The Associated Food Dealer of 

Michigan is hosting two TIPS training seminars, which will teach you how to sell 
alcohol for off-premise consumption—within the law. Upon completion of a short 
test you will be TIPS certified.

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

The two and a half hour training seminar is taught by a certified instructor and 
includes an audio visual presentation, a question-and-answer session and take 
home material. Here are the details:

Wednesday, May 3, 2000 at 9:00 a.m.
A F D  O F F IC E

18470 West Ten Mile Road (between Southfield & Evergreen Roads) 
Southfield, Ml

AFD Members—$30.00
Non-Members—$40.00 

Co-Sponsored by North Pointe Insurance Company
(an AFD endorsed program)

To enroll o r i f  you have questions, please call (248) 557-9600
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Exhibitors in alphabetical order
7-UP Detroit 
AAA
Absopure
Acosta-PMI
AirPage
AirTouch Cellular
Ak’Wa Water
AMT Telecom Group
Ameritech Pay Phone Systems
Anheuser-Busch
Anthony’s Pizza
Ashby’s Sterling Ice Cream
Associated Food Dealers o f
Michigan
Aunt Mid Produce 
Awrey Bakeries 
Bar-S-Foods 
Bee Maid Honey 
ButterMade Potato Chips 
Blue Cross Blue Shield  
Brehm Broaster 
Brawn Forman Beverages 
Canadian Consulate General 
Central Alarm Signal 
Central Foods, Inc.
Coca-Cola

C o n ta in e r  R ecovery 
C oors
C orneliu s System s
C ost Savings & R eduction
Specialists
C red it C a rd  C en te r
C ro ssM a rk  Sales & M ark e tin g
D C I Food E qu ipm en t
D etro it Edison
D etro it N ew spaper Agency
E & J  G allo  W inery
Envipco
eskye.com , inc.
Faygo B everages 
F rito -L ay  
G ard en  Foods 
G enera l W ine & L iq u o r 
G erm ack  N u t Co.
G rea t L akes D ata  System s 
G u ard ian  A larm  C om pany  
H av A B a r Ice C ream  Shop 
H o b art 
H uron  W eb
In te rn a tio n a l Sales G ro u p  
In tra S ta te  D istrib u to rs  
J .  Lew is C ooper

Ja y s  Foods 
K an sm ack er 
K a r  N ut P ro d u c ts  
K ow alski C om panies 
K PN  Technologies 
LD M I T elecom m unications 
Local C olor B rew ery  
M eadow brook  Insu ran ce  
M elody F arm s 
M etz B aking  /  T aystee B read  
M ichigan B a n k ard  
M ichigan L ottery  
M ichigan N ational B ank 
M iller B rew ing Co.
M r. Dee’s G o u rm et Foods 
N ational B ulk Food D istrib u to rs  
N ational Food E qu ip m en t 
N ational W ine & S pirits 
N ationw ide C om m unications 
N an tucket N ectars 
N ikh las D istrib u to rs  
N orth  P o in te  In su ran ce
O .J .  D istribu ting  
P ab st Blue R ibbon 
P arty  T im e Ice 
Pepsi-C ola

P iller Sausage 
P ointe  D airy  Services 
P otok P ack ing  
S eag ram  A m ericas 
S ecu rity  E xpress 
Select M I W ine &

S pecialty  Foods 
S erv-T ech  B usiness System s 
Sherw ood Foods (40 booths) 
SoBe H ealth  R efreshm ent 
S p a r ta n  S tores 
S trohs/M ooney  Ice C ream  
S u b u rb a n  News /  M agazines 
S u p e rio r  D airy  
T ay lo r F reezer 
T om  D avis & Sons D airy  
T O M R A
T rav e le rs  E xpress 
T u b b y ’s S u b m arin e  
U.S. Ice C orp .
V ariety  Foods 
V erno rs 
W estern  Union 
W o n d er B read/H ostess

Exhibitors as o f  M arch 15, 2000.

Special pricing & new product introductions
The main purpose o f  the AFD  Trade Show is to make sure you save money on items that you  

carry in your stores. So this is ju s t a SM ALL sample o f  w hat’s available.
Fritos Chili & Scoops, Doritos 
Sonic Sour Cream and Doritos 
Baja Picante, Ruffles Sour Cream 
& Onion and Ruffles Big BBQ & 
Cheddar, Rold Gold Snack Mix,

SAUS AND MARKETING COMPANY

Acosta Sales & M arketing is 
sampling new Gatorade Fierce 
items. And M ott’s Distributor 
Brands is offering a buy one case 
get one free on Clamato Bloody 
Caesar.

Anheuser-Busch is sampling a 
lew addition to the Tequiza brand.

Bee M aid Honey is Canada’s 
largest marketer o f pure natural 
Canadian honey, available in both 
liquid and creamed honey. All 
products are processed in 
H.A.C.C.P. approved facilities.

DETROIT
NEWSPAPERS

B row n F orm an  Beverage 
C om pany is sampling the newest 
flavor from Jack Daniels Country 
Cocktails, Wildberry Jack, a 
refreshing blend of blueberry, 
blackberry and black raspberry.

D etro it N ew spaper Agency is
offering a new special one day 
sampling program for AFD trade 
show customers.

Enyipoo
in n o v a t iv e  R e c y c l in g  S y s t e m s

Envipco is introducing a 
“multi” reverse vending machine, 
which accepts all three types of 
beverage containers for 
redemption. Any machine 
purchased within 30 days o f  the 
show will receive a 5% discount.

arm
,inc

Ashby’s Sterling Ice Cream is 
introducing nine new flavors in
2000. such as Lickable Lime and 
Coconut Cream Pie.

C en tra l A larm  Signal is
introducing a new line of 
affordable color video surveillance 
systems.

New from F rito-Lay in 2000: 
Fritos Sloppy Joe & Scoops and

Butter Toffee Cracker Jack, 
Tostitos Chips and Salsa and 
Tostitos Chips and Cheese Dip.

GENERAL W IN E&  
LIQUOR COMPANY

G eneral W ine & L iquor 
C om pany is sampling two new 
exciting flavors o f Arbor Mist: 
Cranberry Twist White M erlot and 
Blackberry Merlot.

H av-A -B ar 
Ice C ream  & 
D ry Ice will be 
sampling new 

ice cream from Good Humor: 
Heath Klondike, Reese’s On Stick, 
and Pokemon Ice Cream.
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H u r o n  W e b
P R I N T I N G  G R A P H I C S

Huron W eb has the newest 
grocery flyer design and 
technology.

KANSMACKER
Purchase any Super Scries 

Machine from K ansm acker, 
within two w eeks o f the show, and 
receive a $500 discount.

Paper
International Sales G roup is

offering special show pricing on 
tem pting m acaroni and cheese 
Deluxe Dinners, and on Daisy 
Napkins and Tissue. Also look for 
special seasonal offers on drinks 
and ju ices from SunPac Foods.

New from Kowalski 
Companies: buy a Kowalski Hot 
Dog Mini Steam er /  Cooker and 
receive free hot dogs and /  or 
kielbasa, which will pay for your 
mini cart after they’re sold.

KPN Financial

K P N  T e ch n o lo g ie s,  In c. is
unveiling the recently introduced 
Siem ens N ixdorf Pro Cash ATM 
M achine, featuring a 10” color 
screen with on screen advertising 
on a Pentium  based platform. 
Purchase this product on lease 
with one paym ent up front, no 
additional payments for 60 days, 
on a 60 month lease.

Grape and Wine
Industry Council
w ill be sampling
St. Julian Wine 

M i c h i g a n , C om pany’s 
new Peach 

i n d u s t r y  Champagne, 
c o u n c i l  w hich recently 

won a gold medal 
in the Dallas M orning News Wire 
Com petition.

M r. D ee’s G ourm et Foods will 
be sam pling sm oked products 
from M ackinac Straits, as well as 
pastries from the Cakerie.

National Bulk Food  
Distributors is offering two show 
specials. Buy eight cases and get 
one free (m ix or m atch on 20oz 
flavors): Sanders 20oz Milk 
Chocolate Fudge Topping, 
Sanders 20oz Bittersweet Fudge 
Topping, Sanders 20oz Swiss 
Chocolate Fudge Topping, or 
Sanders 20oz Butterscotch 
Caram el Topping. Buy eight eases 
and get one free (mix or match on 
10oz flavors): Sanders 10oz Milk 
Chocolate Fudge Topping, 
Sanders 10oz Bittersweet Fudge 
Topping, Sanders 10oz Swiss 
Chocolate Fudge Topping, or 
Sanders 10oz Butterscotch 
Caram el Topping.

Na tio n a l
FO O D  EQUIPMENT &  SUPPLIES

National Food Equipment is
offering three show specials: 
purchase a Toledo 8433, 30 pound 
Digital Scale for $339 plus tax, or 
an Am ana 1000 watt M icrowave-
Dial Control for $199 plus tax, or 
a Heat Seal Handwrapper for $205 
plus tax.

P E P S I
Pepsi-Cola is sampling their 

new product FruitW orks, which is 
a fruit drink available in 
Strawberry Melon, Peach Papaya,
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Tangerine Citrus, Apple 
Raspberry, and Pink Lemonade.

Piller Sausage manufactures 
high quality Old W orld European 
style sausages and deli meat 
products. They will be featuring 
their popular Dry Salami meat 
products.

Serv-Tech Cash R egisters are 
debuting their new retail and 
grocery scanning systems.

Sherwood Food D istrib u to rs
has 40 booths and is offering 
outstanding show rebates and 
special pricing on beef, cheese, 
deli, pork, poultry, seafood, and 
turkey.

Spartan 
Stores is 
featuring many 
show specials 
on grocery 
items, c leaning 
supplies, paper 
products and 
ethnic items.
Spartan Stores will also be 
introducing a food & pharmacy 
format

&  s o n s

Tom Davis & Sons Dairy
Company is introducing an 
innovative new dairy packaging 
for fluid milk products.

TOMRA
TO M R A  is offering free 

installation on all purchases made 
at the show.

Don't pay fu l l  price. Attend the 
AFD  Trade Show on April 17th & 
18th, and take advantage o f  the 
show specials from  over 200 
companies. Plus w e’re awarding 
cash shopping sprees every hour, so 
you can save even more money.

Sherwood Food Distributors
has 40 booths in the AFD Trade Show 
on April 17 and 18 at Burton Manor.

We’re offering outstanding show 
rebates and special pricing on beef, 

cheese, deli, pork, poultry, seafood, and 
turkey. Come visit us at booths 123-157. 

For a full listing of participating 
vendors, see our ad on page 25.

M o b i l e  W e b

Tremendous News! W e are exc ited  to announce the simultaneous launch of A irTouch Mobile 
W eb in all Michigan and Ohio digital m arkets beginning W ednesday, M arch 15, 2000.

A irTouch Mobile W eb brings the In te rn e t rig h t to your phone:
• Send, receive  and manage e-mail
• Check movie listings
• Get stock quotes from  your personal portfolio
• Manage your calendar
• Get driving d irections

T h is  is ju s t  the "tip  o f the iceberg" You can do much, much more with Mobile W eb and 
new content will be added on an on-going basis .

Mobile Web usage is billed at the custom er's existing  voice airtim e ra te  unless the custom er 
has added a Home Area  W ire less  D ata Package

• In-plan minutes apply to Mobile Web usage
• Mobile W eb calls while roaming are  billed a t the roaming ra te  associated  with 

th e ir voice pricing plan; National and Regional plans apply
• Long distance, roaming charges, and taxes  apply
• During the Provisioning process, a irtim e charges apply

Mobile Web is the latest A irTouch Cellular product which allows you to access In te rn e t based 
information d irectly  on th e ir handset screen . I t  brings the power of the In te rn e t to your 
phone v irtually anytime, anywhere Mobile Web allows you to PULL the information that's 
important to them, when they need it.

The digital phones th a t currently  support Mobile W eb a re :
• Qualcomm 860
• Samsung 850

I f  you currently have the Qualcomm 860 or Samsung 850 a Customer Serv ice  Representative 
can walk you through the process of activating Mobile Web over the phone I f  you are 
interested  in more information on Mobile W eb, please call 1—800 -A IR TO U CH  or v is it your 
local A irTouch Sales & Serv ice  Center or Authorized A  gent

For more information call Airtouch Cellular at:
1 - 8 0 0 - A I R T O U C H

S o B e
is offering a 
one time only 
deal on new 
distribution; 
buy six 
cases get 

two free. For 
existing

distribution, customers can buy 25 
cases and get three cases free.
There is also a pallet program; 
customers that buy 55 cases will 
get $1.00 off per case. You can 
also sample new SoBe Soy 
Essentials Qi-Shen-Jing, and new 
SoBe Lean Green Tea and Lean 
Orange Carrot, to name a few.
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Whole health movement offers interesting retail opportunities

Editor’s Note: This year, the 
burgeoning Whole Health movement 
will be front and center at the Food 
Marketing Institute’s annual 
convention in Chicago, May 7 to 9.

Two workshops will address the 
subject from differing points of view:

•"The Organic Craze-Getting Your 
Share!, ” will take place on Monday, 
May 8, at 8:30 a.m.

•"Whole Health Solutions: A Sales 
& Relationship Building 
Opportunity is scheduled for  
Tuesday, May 9, at 8:30 a.m.

In addition, there will be a Natural 
Products Networking Reception (co­
sponsored by New Hope Natural 
Media) on Monday, May 8, at 5 p.m.

Perhaps the biggest Whole Health- 
oriented innovation will be the Whole 
Health Pavilion, a 17,000-square-foot 
showcase for healthy products, 
educational and marketing materials, 
and guest experts. It also will feature 
a special video overview of top whole 
health retailers, produced especially 
for FMI by IdeaBeat.

To get a sense o f  FMI's 
commitment to this important area, 
IdeaBeat conducted an interview with 
Kai Robertson, senior manager for  
research at FMI.

W hat are the factors that led 
FMI to create a Whole Health 
Pavilion at this year’s show?

The concept of whole health 
solutions is being led by consumers 
looking for ways to better manage 
their health and wellness. As food 
retailers assess whether and how to 
position their store as a provider of 
health-oriented solutions, they are 
seeking support from the 
manufacturer community - in terms of 
products as well as information. FMI 
is offering a Whole Health Pavilion to 
provide retailers with a specific area 
in which they can not only visit 
suppliers that support the concept of 
whole health via products and 
services but also learn more about the 
concept.

Is it your sense that Whole 
Health is making the transition 
from being a niche business to 
being a mainstream  business?

While a whole health solution can 
include products - such as herbal 
remedies and pharmaceuticals - that 
cater to a certain niche, health- 
oriented solutions exist throughout 
the entire grocery store, from the meat 
department to the dairy case to the 
center of the store. This concept is

Oh, Ca-na-da !

Visit the Canadian Consulate General booth 
a t the AFD Food Show 

to  learn more about Canadian Food Products 
and Sourcing Opportunities

Don't fo rge t to stick-handle your way 
to  the  booth's o f the Canadian companies 
tha t will be exhib iting at th is  year’s show!

definitely a mainstream opportunity 
and the FMI/Prevention Magazine 
research supports this, showing that 
half of the nation’s grocery shoppers 
are taking a hands-on approach to 
their health. That said, not every 
retailer should be jumping on the 
whole health solutions bandwagon.

There are still a large number of 
grocery shoppers who are not 
particularly concerned about their 
health. Each retailer needs to first 
determine whether enough of their 
customers are among those seeking 
whole health solutions before moving 
forward with a specific strategy.

How many exhibitors will be 
displaying their wares? And what 
type of supplier are they?

Over 35 suppliers will be in the 
whole health pavilion, from providers 
of data and magazines to 
manufacturers of soy products, 
medicinal tea and organic cereal.

Would it be your hope that the 
kind of active education of retailers 
taking place a t the Pavilion will 
translate into an active education of 
consumers a t store level?

FMI has pulled together a Whole 
Health Advisory Group that has 
identified education of store staff and 
the shopper as key components of

successfully implementing a whole 
health solutions strategy. Offering 
whole health solutions means moving 
beyond merely providing consumers 
with aisles of product, so, yes, our 
hope is that visitors to the Pavilion 
will go home with ideas and materials 
that they can use to offer shoppers the 
specific solutions they seek.

What do mainstream supermarket 
retailers have to do in order to thrive 
in this category?

Since there are so many different 
ways in which a retailer can approach 
whole health solutions, there is no one 
answer. A retailer may choose to 
focus on the pharmacy as its anchor 
for whole health and zero in on 
disease state management. Another 
may center its solutions on natural 
foods and yet another may position 
the entire store as offering health 
solutions with produce taking center 
stage.

The key really, as with any new 
business, is knowing one’s shopper 
and one’s own strengths and point of 
differentiation. From there, depending 
on the direction a retailer takes, there 
will a host of organizational, 
operational and marketing issues to 
address.

Reprinted with permission. IdeaBeat LLC.

DID YOU KNOW
that you can order NACS 
products through AFD?

National Association J
of Convenience Stores a

AFD and the National Association of Convenience 
Stores (NACS) have recently teamed up to provide you 
with the information and products to make your 
business more profitable and successful. Here's how 
everyone benefits:
YOU:
As an AFD member, you receive information and 
products at the NACS member rate! You save 
monentary resources, improve your business and 
support your Association.
AFD:
Improves the image of our industry through expanded 
products and information services for our members. 
NACS:
NACS is able to extend valuable resources and 
information in a more effective manner.

Call NACS at 800-966-6227 
and tell them AFD sent you!
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AFD  on the Scene

Shots from the Michigan Culinary 
Food & Wine Extravaganza

Tuesday, March 7 at Mac & Ray’s, Harrison Township

The Absolut Martini Bar was sponsored by 
Seagram Americas.

In the  M arch , 2000 edition  o f  the  A FD  Food
& B everage R ep o rt, the  cap tion  fo r the  pho to  
below had  Scott G illesby spelled in co rrec tly . 
W e apologize fo r the  m istake. T h e  cap tion  
below is co rrec t.

(I to r) Scott Gillesby, General Manager Pepsi Central 
Region; Representative Kwame Kilpatrick, House 

Democratic Floor leader; Sam Dallo, AFD Chairman, 
In N Out Food Stores; and Dave Dempsey, General 

Manager Pepsi Detroit present $500,000 check fo r the 
AFD/Pepsi Scholarship Challenge Drive.

See How One Machine 
Handles All Your Recycling Needs!

1044 Durant Drive 

Howell, Ml 48843

TOMRA [R]
Helping The World Recycle!

(517) 552-9915  

www.tomra.com
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AFD member Local Color Brewery dished out some 
scrumptious samples.

Bill Bunch (r) o f Seagram Americas, one o f the Michigan Food 
& Wine Extravaganza's corporate sponsors, shows o ff some o f  

the good stuff.

http://www.tomra.com


SUPPORT THESE AFP SUPPLIER MEMBERS I
AUTHORIZED LIQUOR AGENTS:
General Wine & L iquor............(248) 852 3918
National Wine & S p irits ...........(888) 697 6424
....................................................... (888) 642-4697
Encore Group/ Trans-Con, Co. (888) 440-0200

BAKERIES:
Ackroyd's Scotch Bakery

& Sausage..............................(313) 532-1181
Archway C ook ies......................(616) 962-6205
Awrey Bakeries. Inc.................. (313) 522-1100
Dolly Madison B akery .............(517) 796-0843
Interstate Brands Corp...............(313) 591-4132
Koepplinger Bakeries, Inc........ (248) 967-2020
Metz/Taystee Oven Fresh Bakery(734) 946-4865 
S & M Biscuit Dist. (Stella D'Oro) (810) 757-4457 
Taystee Bakeries........................ (248) 476-0201

B A N K S :
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 a n k ................... (248) 548-2900

B E V E R A G E S :
Absopure Water Co.................. 1-800-334-1064
Ak'Wa W ater...................................(248) 627-3747
Allied Domecq Spirits USA .... (248) 948-8913
American Bottling..........................(313) 937-3500
Anheuser-Busch Co........................ (800) 414-2283
Arcadia Brewing C o....................... (616) 963-9520
Bacardi Imports, Inc........................(248) 489-1300
Bellino Quality Beverages, Inc. (734)947-0920 
Brown-Forman Beverage C o ... (313) 453-3302
Central Distributors.................. (313) 946-6250
Coca-Cola Bottlers of MI
..............................Auburn Hills (248) 373-2653
......................................... Detroit (313) 825-2700
.......................Madison Heights (248) 585-1248
...................................Van Buren (734) 397-2700
................................. Port Huron (810) 982-8501

Coffee E x p ress ............................... (734) 459-4900
Coors Brewing C o...........................(513) 412-5318
E & J Gallo W inery .......................(248) 647-0010
Eastown Distributors.....................(313) 867-6900
Faygo Beverages. Inc.....................(313) 925-1600
General Wine & Liquor C orp .. (313) 867-0521
Great Lakes Beverage................... (313) 865-3900
Hubert Distributors, Inc................. (248) 858-2340
Intrastate D istributing....................(313) 892-3000
J. Lewis Cooper Co........................ (313) 278-5400
Jim Beam Brands............................(248) 471-2280
Josulete Wines. Inc......................... (313) 538-5609
L & L Wine W o rld ........................ (248) 588-9200
Michigan Grape & Wine

Industry C ouncil................... (517) 373-1104
Miller Brewing Com pany........ (414) 259-9444
NAYA. U S A ..............................(248) 788-3253
O.J. Distributing. Inc................. (313) 533-9991
Oak Distributing C om pany.... (248) 674-3171
Pabst Brewing C o..................... 1-800-935-6533
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
Seagram Americas........................ (248) 553-9933
Seven-Up of D etro it.....................(3 13) 937-3500
Southcorp Wines North America .. (248) 795-8938
Tri-County Beverage................... (248) 584-7100
UDV-North A m erica...................(313) 345-5250
Vineyards Fine W ines.................(734) 284-5800
Viviano Wine Importers. In c ... (313) 883-1600

B R O K E R S /R E P R E S E N T A T IV E S :
Acosta-PM I.................................. (248) 737-7100
Bob Arnold & Associates........... (248) 646-0578
CrossM ark.....................................(734) 207-7900
The Greeson Com pany................(248) 305-6100
Hanson & Associates, Inc............(248) 354-5339
J.B. Novak & Associates............ (810) 752-6453
James K Tamakian Com pany. (248) 424-8500
Marketing Specialist, Inc.............(248) 626-8300
S & D M arketing..........................(248) 661-8109

C A N D Y  &  T O B A C C O :
American Vending S a les ...........(248) 541-5090
Brown & Williamson Tobacco (248) 350-3391
Philip M oms U SA.......................(313) 591 -5500
R.J. Reynolds................................(248) 475-5600
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C A T E R IN G /H A L L S :
Emerald Food Serv ice ..............(248) 546-2700
Farmington Hills M anor.......... (248) 888-8000
Karen s Kafe at North Valley .. (248) 855-8777
Nutrition Services......................(517) 782-7244
Penna's of S terling .................... (810) 978-3880
Southfield M anor.......................(248) 352-9020
St. Mary's Cultural C enter.......(313) 421 -9220
Tina's Catering........................... (810) 949-2280

D A IRY  P R O D U C T S :
Golden Valley D a iry ................ (248) 399-3120
Melody Farms Dairy Company (313) 525-4000
Pointe Dairy Services, Inc........ (248) 589-7700
Stroh's Ice Cream .......................(313) 568-5106
Superior Dairy Inc......................(248) 656-1523
Tom Davis & Sons D a iry ........(248) 399-6300

E G G S  &  PO U L TR Y :
Linwood Egg Com pany........... (248) 524-9550
Montgomery E g g .......................(517) 296-4411

FIS H  &  S E A F O O D :
Seafood International/

Salasnek, Inc.........................(313) 368-2500

F R E SH  P R O D U C E :
Aunt Mid Produce Co............... (313) 843-0840
Sunnyside P roduce................... (313) 259-8947

ICE P R O D U C T S :
Midwest Ice C o...........................(313) 868-8800
Party Time Ice Co...................... (800) 327-2920

IN S E C T  C O N T R O L :
Tri-County Pest C ontro l.......... (810) 296-7590

IN S U R A N C E :
Blue Cross/Blue S h ie ld .......... 1-800-486-2365
Capital Insurance G roup.......... (248) 354-6110
Gadaleto, Ramsby & Assoc..... (517) 351-4900
IBF Insurance Group. Inc.........(810) 774-5300
Frank McBride Jr.. Inc..............(810) 445-2300
Meadow brook Insurance......... (248) 358-1100
North Pointe Insurance............ (248) 358-1171
Rocky Husaynu & Associates. (248) 988-8888 
Willis Corroon Corp. of M I.... (248) 6 4 1 -0900

M A N U F A C T U R E R S :
Anthony's P izza ......................... (810) 731-7541
Eden Foods.................................(517) 456-7424
Home Style Foods. Inc..............(313) 874-3250
Jaeggi Hillsdale Country Cheese... (517) 368-5990
Kraft General F o o d s................. (313) 261-2800
Monitor (Big Chief) S ugar......(517) 686-0161
Nabisco, Inc................................ (248) 478-1350
Old Orchard Brands.................. (616) 887-1745
Pack'Em Enterprises................. (3 13) 9 3 1 -7000
Philip Morris U SA.................... (616) 554-0220
Red Pelican Food Products...... (3 13) 9 2 1 -2500
Singer Extract Laboratory.......(313) 345-5880
Strauss Brothers Co................... (313) 832-1600

M E A T  P R O D U C E R S /P A C K E R S :
Alexander & H om ung..............(3 13) 9 2 1 -8036
B ar S F o o d s................................(248) 414-3857
Burdick Packing Co...................(616) 962-5111
Gainor's Meat Packing..............(517) 269-8161
Hartig M eats.............................. (313) 832-2080
Hygrade Food Products........... (248) 355-1100
Kowalski Sausage Company ... (313) 873-8200
Metro Packing ...........................(313) 894-4369
Nagel Meat Processing Co....... (517) 568-5035
Pack "Em Enterprises...............(3 13) 9 3 1 -7000
Pelkie Meat Processing........... (906) 353-7479
Potok Packing Co...................... (313) 893-4228
Strauss Brothers Co...................(313) 832-1600
Wolverine Packing Company.. (313) 568-1900

M ED IA :
The Beverage Journal............. 1-800-292-2896
Booth Newspapers.................... (616) 459-1567
Detroit Free P ress..................... (313) 222-6400
Detroit News..............................(313) 222-2000
Detroit Newspaper A gency.....(313) 222-2325
Michigan Chronicle..................(313) 963-5522
WDIV-TV4 ............................... (313) 222-0643
WJBK-TV2 ............................... (810) 557-2000
WWJ AM /W JOI-FM .............. (313) 222-2636
WWWW-AM/FM ...................(313) 259-4323

NON FOOD DISTRIBUTORS:
Toffler M arketing......................(810) 263-9110

POTATO CHIPS/NUTS/SNACKS:
Better Made Potato C hips........ (313) 925-4774
Detroit Popcorn C om pany......1-800-642-2676
Frito-Lay, Inc............................. 1-800-24FRITO
Germack Pistachio C o...............(313) 393-2000
Grandma Shearer's Potato Chips... (313) 522-3580
Jay’s Foods.................................. (800) 752-5309
Kar Nut Products Company .... (248) 541-7870 
Nikhlas Distributors (Cabana). (313) 571-2447
Pioneer S n ack s.......................... (248) 862-1990
Rocky Peanut..............................(313) 871 -5100
Variety Foods, Inc......................(810) 268-4900
Vitner S n ack s.............................(810) 365-5555

PROMOTION/ADVERTISING:
Huron Web Offset P rin tin g .... (519) 845-3961
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 & D is t... (313) 961-7177 
Stephen's Nu-Ad, Inc.................(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:
A AA Michigan............................... (313) 336-0536
Abbott, Nicholson, Quilter,

Esshaki & Youngblood.......(313) 566-2500
Action Inventory Services.......(810) 573-2550
AirPage Prepay & Talk Cellular... (248) 547-7777
AirTouch Cellular......................(313) 590-1200
American M ailers......................(313) 842-4000
Ameritech Pay Phone Services 1-800-809-0878
AMT Telecom G roup ...............(248) 862-2000
Ann Klempner Red Carpet Keim .. (734) 741 -1262 
Automated Collection Systems (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 Alert.................................(231)775-3473
Checkcare System s................... (313) 263-3556
Credit Card Center.................... (248) 476-2221
Dean Nadeem Ankouny, JD

Attorney At L aw ................... (810) 296-3967
Detroit Edison C om pany.........(313) 237-9225
Eskye.Com, Inc................................ (317)632-3870
Follmer, Rudzewicz & Co.. CPA . (248) 355-1040 
Frank Smith Re/Max in the Hills .... (248) 646- 
5000
Garmo & Co.. C P A .................. (248) 737-9933
Goh's Inventory S erv ice.......... (248) 353-5033
Great Lakes News..................... (313) 359-1001
Guardian A larm .........................(248) 423-1000
J & B Financial Products LLC (734) 420-5077 
Jerome Urcheck. CPA ... (248) 357-2400. x257
Karoub Associates.................... (517) 482-5000
Law Offices-Garmo & Garmo. (248) 552-0500
Market P ro s ............................... (248) 349-6438
Meter M ate ................................ (800) 843-6283
Metro Media Associates.......... (248) 625-0700
Nationwide Communications.. (248) 208-3200
North American Interstate...... (248) 543-1666
Paul Meyer Real E state ........... (248) 398-7285
Prudential Securities. Inc..........(248) 932-4480
Quality Inventory Services......(810) 771-9526
Retail Accounting Service.......(313) 368-8235
REA M arketing........... .............(517) 386-9666
Safe & Secure Investigations, Inc.(248) 425-4775
Sal S. Shimoun. C P A ...............(248) 593-5100
Security Express....................... (248) 304-1900
Smokeless Tobacco

Council. Inc............................ (202) 452-1252
Southfield Funeral H om e........(248) 569-8080
Slaver & Souve. P C ..................(734) 374-1900
Harold T. Stulberg, R.E., Broker

24 H ours............................... (248) 351-4368
Telecheck Michigan. Inc.......... (248) 354-5000
Travelers ExpressMoney Gram (248) 584-0644 
Western Union Financial Serivces (248) 888-7423 
Whitey's Concessions.............. (313) 278-5207

STORE SUPPLIES/EQUIPMENT:
Belmont Paper & Bag Supply (313) 491-6550
Brehm Broaster S a le s ..................(517) 427-5858
Cost Savings & Reduction

Specialists.................................. (561)398-9396
Culinary Products.........................(517) 754-2457
DCI Food E quipm ent..................(313) 369-1666
Envipco........................................... (248) 471-4770
Hobart Corporation.......................(734) 697-3070
K ansm acker................................... (5 17) 374-8807
MSI/BOCAR Store Fixtures ... (248) 399-2050 
National Food Equipment

& Supp lies ............................... (248) 960-729®
North American Interstate .......... (248) 543-1666
Oreck Floor Care C enters........... (810)415-5600
Serv-Tech Cash R eg iste rs .......... (800) 866-3368
Taylor F reeze r...............................(313) 525-2535
TOMRA M ichigan ...................... 1-800-6104866

WHOLESALERS/FOOD DISTRIBUTORS:
AK'WA Water Co.....................(248) 6274737
Capital D istributors.................(313 ) 369-2137;
Central F o o d s ........................... (313) 933-2600
Consumer Egg Packing Co.....(313) 871-5095
EBY-Brown, C o........................I -800-532-9276
Family Packing Distributors.... (248) 644-5353
Fleming C om pany ................... (330) 879-5681
Food Services Resources........(248) 738-6759
Garden F o o d s ........................... (313) 584-2800
Global Interactive Technology (517) 681-2729
Gourmet International, Inc......1-800-875-5557
Hamilton Quality F o o d s ......... (313) 728-1900
Hammell Music, Inc................. (248) 594-1414'
I & K D istributing....................(734) 513-8282,
Jerusalem F o o d s....................... (313) 538-151 lv
Kaps Wholesale F o o d s............(3 13) 567-6710
Kay Distributing....................... (616) 527-0120
Kramer Food C o........................ (248) 851-9045
L&L Jiroch/J.F. W alker...........(517) 787-9880
Lipari F o o d s ........................... 1 -(810) 447-3500
Mr. Dee's Gourmet F o o d s ...... (734) 747-8475
National Bulk Foods................ (313) 292-1550
Norquick Distributing Co........ (734) 254-1000
Robert D. Arnold & Assoc...... (810) 635-8411
S. Abraham & S o n s..................(248) 353-9044
Sherwood Foods Distributors (313) 366-3100
Spartan Stores, Inc.....................(313) 455-1400;
Suburban News: W arren.......... (810) 756-4000'

F lin t ...............(810) 785-4200
Super Food Services................. (517) 777-1891
SuperValu Central Region.......(937) 374-7874
Tiseo's Frozen Pizza Dough .... (810) 566-5710
Value W holesale........................(248) 967-2900
Weeks Food Corp.......................(810) 727-3535
Ypsilanti Food C o -o p ...............(3 13) 483-1520

ASSOCIATES:
American Synergistics..............(313) 427-4444
Canadian Consulate General ... (313) 567-2208
Livemois-Davison Florist........ (248) 352-0081
Minnich's Boats & M otors...... (810) 748-3400
Wileden & Assoc........................(248) 588-2358
Wolverine G olf Club. Inc..........(8 10) 781 -5544

AFD's 16th Annual Trade Show

AFD
is working 
hard for our 
members!

Monday, April 17, *000 
Tuesday, April IK, 2000

Burton Manor, Livonia



—

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 new $2 instant games 

introduced after October 1,1999  

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 -  

Wild Time and 
Lucky Mom 

-  and see your profits soar!

WILD TIME
On Sale April 10

7% commission!



Does your 
private label offer 

customers a Double
Your-Money-Back

Guarantee?

Consumers reach for quality Spartan brand products over 4.5 million times a 
week - a brand that offers them over 2,000 ways to save. While Spartan brand 
has enjoyed extensive consumer popularity and acceptance for over 45 years, 
it now carries a double-your-money-back guarantee! This instills even greater 
consumer confidence in Spartan brand products. And with Spartan retailers 

marketing Spartan brand at a higher gross and lower shelf price than national 
brands, they strengthen profits, enjoy a competitive advantage and build store 

and brand loyalty. Isn’t it time you switched your private label to Spartan brand?

Take Advantage of Our Strengths.

Visit our web site at www.spartanstores.com

http://www.spartanstores.com
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