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WIC
Application

Expires
The current contract with 

WIC authorized vendors in 
the southern part of the state 
will expire on June 30. 2001.

The application period for 
WIC vendors in these 
counties is from January 1, 
2001 through April 2, 2001. 
During this period, all 
currently contracted 
vendors in these counties 
interested in WIC 
authorization for the 
contract period from July I, 
2001 through June 30, 2003 
must submit a WIC Vendor 
Application for a new 
contract An application 
doing with instructions will 
Doe mailed to each contracted 
Vendor during the first part of 
January 2001.

| See WIC, page 28

publication, 
new look

You may notice that the 
AFD Food and Beverage 
Report has a new look to its 
cover. AFD recently updated 
its logo, and this publication 
has followed suit.

Also, to keep up with the 
times, you’ll notice an 
expanded “News Notes" 
section, packed with 
information about the retail 
food industry. We hope you 
enjoy these changes, and as 
always, we welcome your 
comments. Call me at (248) 
557-9600, send mail to the 
address listed on the 
masthead or send me an e- 
mail at micmetro@aol.com.

-  Michele MacWilliams, 
Editor

Blast off 
with us in 

2001
It’s time to prepare for 
AFD’s 85th Annual Gala 
Trade Dinner and Ball 
on Friday, February 9. 
This year’s theme is 
“2001, A Space 
Odyssey!” Over 1,000 
industry leaders will 
attend this popular event 
at Penna’s of Sterling. 
See page 27 for details 
and call Michele 
MacWilliams (248) 557- 
9600 for sponsorship and 
ticket information.

Happy New Year!
'Wishing you good health and prosperity in 2001

A tempting Over 2000 turkeys in 2000
offer from

AAA
AFD members with 

AAA insurance may be 
eligible to save up to 
22 percent on 
automobile insurance 
and up to 15 percent 
off their homeowner’s 
insurance.

In our continuing effort to 
provide you with quality 
services and programs, the 
Associated Food Dealers of 
Michigan is pleased to 
provide several ways to save 
you money through the AFD/ 
AAA Group Insurance 
Program.The AFD’s 
partnership with AAA 
Michigan allows you to have 
access to high-quality, 
affordable auto and home 
insurance with special group 
savings. In addition, you’ll be 
eligible for the extensive 
benefits of AAA membership.

Insuring both your auto 
and home through AAA is a 
wise choice. As a member, 
you can take comfort in 
knowing you’re protected by 
AAA’s highly-rated 24-hour 
claim service, dependability 
and strength. With AAA, 
you’ll always be more than 
just a customer, you’ll be a 
member.

Even better, there are many 
ways you can save on your 
auto and home insurance 
premiums on top of your 
group discount. Additional 
savings are available for

See AAA, page 24

AFD board member Mark Karmo with Beatrice Jackson of Southfield 
Human Services during AFD’s 20th annual Turkey Drive. AFD is still 
taking donations for the 2000+ turkeys purchased for needy families. 
Please call Michele at (248) 557-9600 and see page 22 for more photos.

Being different for 
profit’s sake

Competition is heating up in traditional 
grocery center store product categories. 

Increase the drawing power of the center store 
with innovative consumer centered 

merchandising strategies.
By George Anderson, 

ideabeat.com
I recently conducted a very

informal survey of friends, 
family and a few folks I met 
at trade shows. Each of the 
respondents acknowledged 
having recently shopped in a 
supermarket for a period of at 
least 30 minutes.

Survey participants were 
asked to complete the 
following sentence.

Shopping in the 
supermarket i s __________ .

1 vote1. Not a lot of fun -
2. Fun - 1 vote
3. Best done alone - 1 vote

(This is my vote, I always 
shop with my kids.)

4. Awful - 1 vote
5. Painful - 1 vote
6. Something you have to do - 

1 vote
7. All right (okay) - 2 votes

8. Necessary - 3 votes
9. Tedious - 4 votes
10. Boring - 10 votes 

Clearly, supermarkets have
a shopping image problem if 
these numbers are 
representative of consumers’ 
perceptions.

On the plus side many 
supermarkets are getting the 
message that consumers 
would prefer most things 
(with the possible exception 
of a trip to the dentist or in­
laws) over going to the store 
to stock up on groceries.

In response, we’ve seen 
stores with everything from 
sushi bars to valet parking to 
in-store childcare. Stew 
Leonard’s has performing 
mechanized bam animals in 
the store and a petting zoo

See Profit, page 24
Visit our Web site at: http://www.cstorecentral.com/afd.htm

mailto:micmetro@aol.com
http://www.cstorecentral.com/afd.htm


HAVE BRAINS.
IEY HAVE AMBITIDN.

 FUTURE
COMES FROM YOU.

J o i n  in  t h e  A F D / P e p s i  S c h o l a r s h i p  
C h a l l e n g e  D r i v e .

Please call Liz Arbub at AFD to 
MAKE A donation: 1-800-6 6 -6 S-AFD
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Every vote really 
does count

By Sam Dallo 
AFD Chairman 
I am writing this column on 

December 13, while watching George 
W. Bush give his victory speech after a 
very long and contested presidential 
race. Whether you are pleased with the 
election results or disappointed, one 
thing this election underscored: your 
vote is important.

Almost 200 million Americans are 
eligible to vote. Any U.S. citizen, 18 
years and older, can register to cast a 
ballot in any local, state or national 
election. A voting card is free and is

easier to obtain than a driver’s license 
or a marriage certificate. However, 
despite massive “get out the vote” 
campaigns leading up to Election 
2000, nearly 100 million people 
stayed home on November 7, 
according to post-election estimates. 
Only half of the eligible electorate 
bothered to vote.

The 2000 presidential race proved 
to be the richest campaign in our 
election history. The Bush and Gore 
campaigns each spent over $50 
million. Both the Democratic and 
Republican parties spent an additional 
$60 million in support of their 
candidates. Each campaign made 
nearly 70 million telephone calls in 
the final weeks, with an estimated 25 
million calls on Election Day alone.

And yet, only half of us bothered 
to vote.

Throughout the campaign, the 
candidates traversed the country as 
though it were a pinball table, seven 
states in one day, five more the next, 
early morning rallies, late night 
speeches. With three nationally 
televised debates, appearances on 
Leno, Letterman and Oprah, the

candidates seemed to be everywhere. 
Add in the proliferation of cable news 
networks, talk radio shows and web 
sites, it was virtually impossible to 
spin the channels or “point and click” 
and not encounter coverage of the 
political races. Still only half of us 
bothered to vote.

The right to vote is something we 
should never take for granted. People | 
in many other countries are not given ! 
the opportunity to vote. In other 
countries, the voting is so corrupt that | 
election results are not necessarily the j 
will of the people.

There are many theories as to why 
voter turnout continues to drop, in the 
U.S. Some think their vote doesn’t 
count; one person can’t make a 
difference. Others don’t want to make 
the investment in time to know the 
issues. Some don’t see any individual 
benefit (“what’s in it for me?”) while 
others claim to have lost faith in the 
election process; they feel politicians 
care more about being reelected than 
in performing the job to which they 
were elected.

The excuse I think irks me the 
most is “my vote doesn’t count.” 
Regardless of which candidate they 
would have favored, how many of 
those 100 million eligible voters who 
chose not to exercise their right as 
Americans can now say “my vote 
won’t make a difference?”

History is full of instances where 
one single vote did indeed make a 
difference:

• In 1776, one vote made English 
our of official language instead of 
German.

• Thomas Jefferson and John 
Quincy Adams were both elected 
president by one Electoral College 
vote.

• One vote saved the Selective 
Service Act in 1941, just 3 months 
before the Pearl Harbor bombing.

Please -  if you haven't already -  
register to vote. Then, take the time 
and get to the polls. I hope that the 
2000 presidential election has taught 
our nation something very 
important.. .that our votes really do 
count!

I  w’oulb [ike tc> take  
this opportunity to  
Wish you  anb yo u r  
fam ily a healthy anb 
prosperous 'd e w 1 year  
from the 'boarb o f  
' Directors of O.

The Grocery Zone
By David Coverly

AFD Food & Beverage Report. January 2001..... 3



T^son jumps 
on IBP

Tyson Food Inc., the country's 
largest poultry producer, made a $2.8 
billion, half stock, half cash bid for 
ihe country's biggest beef producer, 
IBP Inc. The deal, at $26 per share, 
trumps Smithfield Foods Inc.'s $25 
per share offer. A Tyson-IBP deal 
would make the combined company 
the country's largest chicken and beef 
producer, and the second largest pork 
producer.

Pepsi quenches 
thirst

News Notes

Ahold to build largest 
food distribution 

center
Dutch retailer Ahold NV is in talks 

with potential US partners, including 
C&S Wholesale Grocers Inc., to build 
and operate the largest food 
distribution center in the US. The 
economies of scale in purchasing are 
expected to outweigh additional 
transportation costs. Ahold hopes the 
facility will be completed in 2003.

In related news, Sara Lee Corp. 
completed the sale of its food service 
operation, PYA/Monarch, to U.S. 
Foodservice, a subsidiary of Royal 
Ahold, for $1.57 billion in cash.

PepsiCo sealed its $13.4 billion 
acquisition of Quaker Oats, thus 
gaining the market-leading Gatorade 
sports drink brand, beating The Coca- 
Cola Co. to the punch. Sports drinks 
and non-carbonatcd soft drinks are 
among the fastest growing segments 
of the beverage market. While 
Gatorade was the jewel in the crown, 
analysts believe that Quaker Oats’ 
food items may benefit from PepsiCo 
subsidiary Frito-Lay's distribution 
channels.

Beef processor 
recalls ground beef

Wisconsin-based American Foods 
Group Inc. voluntarily recalled 1.1 
million pounds of ground beef after 
the Minnesota Health Department 
reported that at least 22 people 
became ill due to potential E. coli 
contamination.

W e’re com m unity b ankers... 
Putting people and their businesses first!

----------- v -----------

P e o p l e s

S t a t e  B a n k
----------- * -----------

We Put People First

M ain T elephone N u m b er In te rn e t B anking
1.888.876.4545 www.psbnetbank.com

M e m b e r  FD1C

AMA: GM foods safe
The American Medical 

Association’s Council on Scientific 
Affairs reported that genetically 
altered foods do not pose health risks 
to consumers, nor do they require 
special labeling. The council 
addressed the global impact of 
genetically modified foods, such as 
the potential to increase food 
production to cope with the world's 
growing population.

Scientists search for 
ways to control 
peanut allergies

Allergy scientists are hoping that 
shots of Ig-E, or immunoglobulin-E, 
may help to control severe peanut 
allergy reactions. Ig-E plays a major 
role in allergies by stimulating 
immune cells to react when exposed 
to particular allergens. The study, 
which will take several years, will 
attempt to ease allergy effects, 
including itching, swelling and even 
death. -  MSNBC

European farm 
ministers agree 

(sort of) on mad cow 
measures

Hoping to ensure the safety of 
European consumers and return 
confidence to the continent’s beef 
industry — currently plagued by fears 
of mad cow disease — a majority of 
European farm ministers approved a 
plan to ban livestock feed containing 
animal products across the EU.

The prohibition itself is expected to 
cost $1.7 billion, according to the 
Associated Press. Scientists believe 
cows and other livestock can contract 
mad cow, or bovine spongiform 
encephalopathy, by consuming feed 
made from animal products.

Although 15 of the ministers voted 
to approve the measure, Germany and 
Finland voted against it and Belgium 
abstained. The French representative 
lauded the measure but added that 
France, where concerns over the 
disease first resurfaced this fall, 
deserves compensation commensurate 
to the damage incurred by its farmers.

Still under consideration is a 
proposal to destroy all untested 
animals older than 30 months, which 
would add another $1 billion to the 
mitigation tally.

The mentality seen by the 
dissenting countries provides an 
interesting contrast to food safety 
attitudes in the United States, where 
millions have already been spent to 
mace and recall foods made with a 
strain of com that may or may not 
cause minor allergic reactions in a 
tiny percentage of the population

C a le n d a r
February 9,2001
AFD 85th Annual Trade Dinner
“2001, A Space Odyssey’’
Penna’s o f  Sterling
Michele MacWilliams
(248) 557-9600

Feb 9 - I I
A Focus on Labor 
Hilton W alt Disney W orld 
Village
Orlando, F lorida 
1-888-FOODSVC

April 1 - 3
FM1 Pharmacy Conference 
W yndham  Anatoie 
Dallas, Texas 
(202) 220-0710

April 30 - May 1,2001 
AFD Wheel o f  Fortune 
Selling Trade Show
Burton M anor, Livonia 
Ginny Bennett 
(248) 557-9600

May 6-8, 2001
FMI Annual Convention
M cCorm ick Place 
Chicago 
Dan Reeves 
(248) 557-9600

Statement o f Ownership

The A F D  F o od  & B eve rage  R e po rt 
(U SPS 082-970 ; ISSN 0894-3567) is 
pub lished  m onth ly  by the  A ssocia ted  
Food D ealers of M ichigan at 18470 
W. 10 M ile, S ou thfie ld , M l 48075. 
M ateria l con ta ined  w ith in  The A F D  
Food  & B everage  R e po rt m ay not be 
reproduced w ithou t w ritten perm ission 
from  the  AFD.

The op in ions expressed  in th is  m aga­
z ine are  not necessarily  those o f the 
AFD, its B oard of D irectors, s ta ff or 
m em bers. By lined  a rtic les re flect the  
opin ions of th e  w riter.

P O S T M A S T E R ; S e n d  a d d re s s  
changes to  A F D  Fo od  A B eve rage  
Report. 18470 W. 10 M ile, Southfie ld , 
M l 48075.

A D V E R TIS ER S: For in form ation on 
advertis ing  ra tes and  data, ca ll AFD, 
Ray A m yot, 18470 W. 10 M ile, Sou th- 
fie ld, M l 48075, (248) 557-9600  or 
(517) 386-9666.

AFD works c lose ly  w ith  the  fo llow ing  
associa tions:

fO O O  INDUSTRY ASSOCIATION EXECUTIVES
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News Notes
“What Have 

You Done 
For Me 

Lately?” 
2000 AFD 
Highlights

Sometimes we get so busy that we 
may not take the time fo r one o f the 
most important aspects o f our job  -  
telling our members what we have 
done! The year 2000 was an eventful 
one. Please allow us to toot our horn 
a bit as we explain just what w e’ve 
done for you lately:

AFD drafted bills to increase 
lottery commissions from 6% to 8% 
and the liquor discount from 17% to 
20%. for the upcoming legislative 
session.

AFD helped roll out EBT after 
years of work, which we expect to 
increase sales and reduce fraud.

AFD worked with legislators to 
keep gas stations from receiving beer 
and wine licenses.

AFD defeated expansion of the 
bottle law to include juice containers.

AFD worked closely with the 
Michigan Department of Agriculture 
on the 2000 Food Law that includes 
administrative penalties instead of 
criminal penalties and one 
investigative body instead of two.

AFD’s Beverage Journal Holiday 
Trade Show brought an even greater 
variety of exhibitors and savings on 
products during its second successful 
year.

AFD diffused a bill to take away 
liquor or lottery licenses for food 
stamp violations.

AFD continues to work closely 
with governmental agencies to 
provide members with the most up- 
to-date information regarding their 
programs.

AFD helped eliminate the cash out 
program for food stamp clients.

AFD defeated local control of 
SDM and SDD annual license 
renewals.

AFD helped pass an Internet bill 
preventing the sale of alcohol to 
minors and at the same time 
protecting our retailers from out of 
state sellers going directly to 
consumers.

AFD convinced the Liquor Control 
Commission to create a customer 
service committee.

AFD has partnered with two 
companies to provide a reduction in 
electrical costs through the members 
only AFD Electric Choice Program.

Belonging to the AFD Doesn’t 
Cost ...It Pays!_________________

Entering water 
category not a snap 

decision
Snapple is waiting upon the taste 

buds of southern Californians, among 
other considerations, to determine 
whether it will go national with a new 
flavored water drink currently in 
market tests.

Snap20 — unsweetened, 
noncarbonated water with fruit 
flavors — existed in the company’s 
development pipeline before Cadbury 
Schweppes acquired the company

this fall. Cadbury, however, is 
reportedly wary of entering the rapidly 
expanding bottled water category, 
according to Bloomberg News, and 
may not favor a national rollout 
despite test results from LA and 
environs.

Drug distributors 
agree to merge

Cardinal Health Inc., New York, 
the nation’s second-largest 
pharmaceutical distributor, said it has

agreed to acquire fifth-ranking 
Bindley Western Industries for about 
$1.6 billion in stock.

The merger agreement augments 
Cardinal’s own distribution network 
and also places it into a new business, 
that of supplying radioactive imaging 
agents to hospitals. Reuters reported 
this latter business is part of a $1 
billion market. Cardinal will also gain 
Bindley’s existing distribution 
contracts with the U.S. government.

Cardinal executives projected 
savings of $100 million after the third 
year and expect long-term growth of 
20 percent.

The acquiring company is

See News Notes, page 8

upupup.bcbsm.com
For Comm unity B lue  P P 0 , 

B lue Care N e tw o rk  H M 0 ,  

B lue Choice P 0S  or 

Blue M an ag ed  Trad itional. 

For so m any reasons, 

choose B lue Cross B lue  

S hie ld  of M ic h ig a n .

For in form ation  

about B lue Cross 

coverage av a ila b le  

to AFD m em bers, 

p lease call 

Judy Shaba at 

1-800-66-66-AFD.

We're listening. 
We're learning.

Blue Cross 
Blue Shield 
Blue Care Network
of Michigan
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Launch these tickets and 
watch your commissions soar!
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Spartan Stores, Inc. 
restructures

Grand Rapids-based Spartan 
Stores, Inc. (NASDAQ: SPTN) 
announced it has restructured senior 
management, creating three executive 
vice president positions reporting 
directly to Chairman, President and 
Chief Executive Officer James B. 
Meyer.

Joel Barton has been named 
executive vice president sales and 
marketing. He will be responsible for 
sales and marketing for the entire 
company, including the convenience 
store division, retail operations, 
advertising and consumer affairs. 
Barton had been vice president retail.

David M. Staples has been named 
executive vice president and chief 
financial officer with responsibility 
for human resources, information 
technology, real estate and finance. 
Staple had been vice president and 
chief financial officer.

John Sommavilla has been named 
executive vice president purchasing 
and logistics in charge of the company 
wide supply chain and category 
management initiatives. Sommavilla, 
who began his career at Spartan as a 
grocery warehouse supervisor, had 
been vice president purchasing.

In announcing the promotions and 
restructuring, CEO Meyer noted, 
“These changes will facilitate our 
growth in tfce retail-sector and enable 
us to better serve our wholesale 
customers.”

Based in Grand Rapids, Michigan, 
Spartan Stores owns and operates 93 
supermarkets and 25 deep-discount 
food/drug combination stores in 
Michigan and Ohio under the 
Ashcraft’s Markets, Family Fare 
Supermarkets, Food Town, Glen’s 
Markets, Great Day Markets and The 
Pharm banners. The company also 
serves more than 350 independent 
grocery stores and 9,600 convenience 
stores as a wholesale distributor.

Oak Distributing Company delivers its last 
case of beer in Oakland County

Oak Distributing Co. Inc., a 
wholesaler of beer, delivered its last 
case of beer in Oakland County on 
Friday, December 1, 2000 after 41 
years of service to Oakland County 
Retailers. Founded in 1959 by Robert 
Baetens, Oak started as a one-truck 
operation with such brands as 
Schmidts, Bosch, and E&B and has 
grown through the years to its current 
80-person operation. “Growth has 
come in many ways,” says Robert 
Baetens who, at 76, still manages to 
come in every day. Baetens says,

“Landing Schlitz in the 60’s and 
Coors in the 80’s was paramount to 
our success.” Oak also has had 
brands come and go such as Billy 
Beer from former President Jimmy 
Carter’s brother, Billy, and California 
Coolers.

Baetens has two sons in the 
business-Ronald, who has worked at 
Oak since the 60 s, and David, who 
has worked at Oak since the 70’s.
The family shares many fond 
memories in the often-challenging 
beer wholesale business.

Oak’s decision to leave Oakland 
County was not an easy one according 
to Ron Baetens He cites many 
reasons for Oak’s departure. “The 
beer business has changed in so many 
ways over the years. Beer distributors 
are getting bigger at the expense of the 
smaller wholesalers,” says Baetens. 
Baetens feels confident that most of 
Oak’s employees will find jobs either 
with other beer wholesalers or in other 
industries. He also says that Oak will 
continue to distribute beer in Genesee, 
Lapeer, and Shiawassee Counties.

N E W S
Wholesale Distributor 

Metro Detroit • Suburban News
24808 Rom ano • W arren, M ichigan 48091 

810-756-4000  • Fax 810-756-4060

No deal for the 
Michigan Chronicle

The deal to sell the Michigan 
Chronicle and it’s sister 
publications in Chicago, Pittsburgh 
and Memphis to black owned 
Public Media Works Inc. ended in 
early October. The Chronicle 
focuses on Detroit's Afro-American 
community and has a circulation of 
44.000.

Jerome Butler, vice president and 
general counsel for Sengstacke 
Enterprises Inc., which owns the 
paper would not comment on why 
the estimated $ 14-million deal fell 
through or whether the papers are 
still up for sale. He said the chain’s 
ownership is now “considering 
other alternatives and options."

AFD Food & Beverage Report. January 2001..... 7



News NotesDrug distributors 
from page 5

confident this deal will avoid the fate 
of two earlier attempts within the 
drug distribution biz to merge. The 
FTC blocked Cardinal’s previous 
plan to merger with Bergen 
Brunswig Corp. as well as a merger 
between AmeriSource Health Corp. 
and McKesson, the No. 1 U.S. drug 
distributor.

Cargill to purchase 
Agribrands

Cargill Inc. signed a deal to buy 
Agribrands International Inc. for

$580 million, or $54.50 a share, 
breaking up a merger between 
Agribrands and Ralcorp Holdings. 
The deal enables Cargill to expand 
its animal nutrition business in 
foreign markets. Agribrands holds 
the Purina and Checkerboard brands.

Kmart enlists brand­
building Brent Willis 

for new position
Kmart Corp., Troy, Mich., named 

former Coca-Cola Co. executive

Brent Willis to the newly created 
position of chief marketing officer in 
hopes to advance its branding savvy. 
The appointment is effective 
immediately.

The appointment of Willis, who 
led Coke’s Latin America division, is 
just one of the recent appointments or 
replacements made by Kmart 
chairman and CEO Chuck Conaway, 
who took the reigns in June, 
according to Reuters.

THE DETROIT INSTITUTE OF ARTS

vcAfiurcfi j-rom tlye

LI,-

Ram C aught in  a  Thicket (detail)

Coming to the DIA

^feh ru ary  25-^/ \\ay 6, 2001

jewelry, musical instruments, 
tools and other artifacts from 
4,500-year-old royal burial sites 
in the Sumerian city-state of Ur.

Included are extraordinary finds 
from the tomb of Queen Puabi, 
such as an elaborate gold head­
dress, necklaces, and a cape 
made of semi-precious stones.

Don't miss this chance to experience 

an important chapter in the 

ancient history of Iraq!

Tickets are  S8 fo r adults, $5 fo r ch ild ren , a n d  free fo r DIA m em bers. 

Available a t the  DIA Box O ffice  a f te r  F ebruary  25, 2001 .

This exhibition has been organized by the University of Pennsylvania Museum o f Archaeology and Anthropology and is sponsored by The Pew Charitable Trusts 

Programs are made possible w ith support from  the M ichigan Council for Arts and Cultural Affairs and the City o f D etroit —- —-

Promotional support provided by C A R E  and the Chaldean Federation o f America

5 2 0 0  W o o d w a r d  Av i . •  Di rROii, M l 1 8 2 0 2  i

Chiquita goes green
Chiquita Brands International Inc., 

the world’s top banana producer, 
announced that all of its 127 Latin 
American farms have obtained Better 
Banana Project certification. The 
rigorous environmental guidelines 
require companies to conserve soil 
and water, curtail the use of toxic 
chemicals, control pollution and 
protect the health and safety of 
workers.

Wal-Mart 
distribution unit 

acquires AmeriServ
Wal-Mart’s grocery-distribution 

unit McLane Co. purchased 
AmeriServe Food Distribution Inc. for 
close to $110 million, giving McLane 
principal distribution services for fast- 
food restaurants including Taco Bell, 
Pizza Hut and Long John Silver’s. 
McLane is the largest convenience- 
store supplier in the US.

Coke checks into 
Library of Congress
Coca-Cola Co. will donate 20,000 

of its TV commercials from the past 
five decades to the Library of 
Congress to mark the 50th anniversary 
of Coke’s first TV ad and the 200th 
anniversary of the library. Three 
vintage ads are running on television 
currently, and some of the other ads 
will be available online.

Kellogg scales back 
prior to Keebler deal

Kellogg Co. told analysts that it’s 
trimming forecasts for near-term 
profitability and “simplifying its 
business structure’’ in preparation for 
its $3.86 billion acquisition of Keebler 
Foods Co. in the first quarter of 2001. 
The cereal manufacturer will focus on 
marketing, advertising and sales, and 
lay off 200 to 300 positions 
worldwide out of a workforce of 
15,000

Cloned chickens to 
lay cancer-fighting

eggs
Scientists at the Roslin Institute in 

Edinburgh, Scotland—the group that 
cloned Dolly the Sheep— and Florida- 
based biotech firm Viragen unveiled 
plans to develop cancer-fighting drugs 
in eggs of genetically modified 
chickens. The project will initially 
target a protein-based antibody to skin 
cancer, and later produce antibodies 
for lung and intestinal cancers. 
-CNN/Reuters
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CHECK ID. AT THE VERY WORST YOU MIGHT
MAKE A 35-YEAR-OLD’S DAY

“ May I see your ID?" A simple phrase, but one of great importance.To help store owners like Lee.
Anheuser-Busch designed a program called “ Operation ID.” It helps retailers spot fake IDs and 

verify valid ones. In the last 10 years. Anheuser-Busch and its distributors have given retailers 
nearly one million of these ID-checking tools to help stop sales to minors. It’s people like 

Lee and programs like this that have helped reduce teenage drinking by 47% since 1982.

WE ALL M A K E A D IFFEREN C E.



News Notes 
M  ■

News from Verizon Wireless
Now it's easier than ever to find a 

calling plan that fits. With the Single 
Rate Great Lakes plans, you'll get no 
roaming or long distance charges on 
all calls you make from your regional 
calling area. The new expanded home 
calling area includes Michigan, Ohio, 
Illinois, Indiana. Minnesota, 
Wisconsin and St. Louis, Missouri.

411 connects 
you to the world

Dial 411, press SEND and 411

Connect will help you find listings 
anywhere in the U S. from our 
nationwide directory. Plus, automatic 
call completion conveniently and 
safely connects your call. Enhanced 
services include category searches 
(similar to Yellow Pages), movie 
listings with show limes, and a local 
restaurant database. Friendly 
operators can help you find what you 
need day or night. Best of all. 411 
Connect is only ,85/call plus airtime, 
toll and taxes.

Reach for the 
stars with AFD 

in 2001
Mark your calendars for AFD’s 
85th Annual Gala Trade Dinner 
and Ball on Friday, February 9. 
This year’s theme is “2001, A 
Space Odyssey!” Over 1,000 
industry leaders will attend this 
popular event at Penna’s of 
Sterling. See page 27 for details 
and call Michele MacWilliams 
(248) 557-9600 for sponsorship 
and ticket information.

It’s a numbers 
game

How many times should you 
advertise? The answer may 
surprise you! What are people 
actually thinking about as they read 
your ad in an association 
publication? Thomas Smith, a 
19th-century London businessman, 
offered the following advice to 
advertisers in 1885. It still holds 
true today.

•The first time people look at an 
ad, they don’t even see it.

•The second time, they don't 
notice it.

•The third time, they are aware 
that it is there.

•The tenth time, they ask friends 
and colleagues if they’ve used the 
service.

•The fifteenth time, they start to 
think they may need it.

•The nineteenth time they see 
your ad, they count their money 
very carefully.

•And, the twentieth time they see 
your ad in a magazine, they buy 
what it is offering.

In other words, if your ad 
campaigns aren’t showing 
immediate returns, don't give up 
hope. But, do understand that it 
takes time!

USDA admits that the 
WIC program needs 

changes
FMI reported that the U.S. 

Department of Agriculture (USDA) 
proposed a drastic overhaul of its rules 
governing the retail food store 
participation in the Supplemental 
Feeding Program for Women, Infants 
and Children (WIC).

At the request of FMI, Reps. Marty 
Martinez (D-CA) and Buck McKeon 
(R-CA) released a "Dear colleague” 
letter urging all House members to 
oppose USDA’s WIC vendor limiting 
rule because it would force state wide 
agencies to limit the number of 
eligible retailers authorized to provide 
food to WIC recipients.

In its response, USDA admitted 
that revisions were necessary before 
they could publish a final rule. The 
agency received nearly 100 comment 
letters from state and local agencies, 
public interest groups, the vendor 
community and others. Almost all the 
respondents were opposed to making 
limitation mandatory.

This is good news for those 
retailers participating in the WIC 
program. FMI does not yet know the 
specifics of the revisions to the vendor 
limiting criteria language, but it’s 
promising that USDA made a 
significant change in their response to 
concern over the rule.

North Pointe
Michigan's Leader 
in Liquor Liability 

for 13 years 
running!

Competitive Rates

Endorsed by AFD for 12 
consecutive years

Never assessable, no 
deductibles, policy fees 
or surplus lines tax

Available through the 
Independent Agent 
Network with over 
1,000 agencies to 
serve you

North I Pointe
Insurance Co.

(800) 229-NPIC 
Fax:(248)357-3895

Admitted, Approved and Domiciled In Michigan

or call AFD at: 
(248) 557-9600 

or
(800) 666-6AFD
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Heinz launches new 
products

To propel profits, H.J.Heinz Co. 
has launched several innovative 
products, including EZ Squirt green- 
colored ketchup, nonrefillable plastic 
ketchup bottles and StarKist tuna in a 
pouch. Heinz’s canned pet food and 
StarKist tuna sales have sagged 
recently due to shifting consumer 
demand and low prices.

Garlic health claim 
misleading

The Center for Science in the 
Public Interest asked the FDA and 
FTC to order makers of garlic 
supplements, such as One A Day and 
Centrum, to stop claiming that their 
products can lower blood cholesterol 
levels. The consumer group cited a 
Health and Human Services study that 
concluded that garlic supplements fail 
to reduce cholesterol levels for an 
amount of time long enough to help 
users. -CNN/Reuters

Happy hour may 
return to TV

Hard liquor companies dropped 
their self-imposed broadcast 
advertising prohibition in 1996, and

are slowly making their way back into 
cable and local affiliate airwaves. 
While the national television 
networks continue to ban liquor 
advertising, distillers say that the 
public is now more willing to accept 
liquor commercials on TV and radio.

Philip Morris 
purchases Nabisco 

Holdings Corp.
Philip Morris Cos. completed its 

purchase of Nabisco Holdings Corp. 
for almost $14.6 billion plus the 
assumption of $4 billion in debt.

Philip Morris is expected to fold 
the Nabisco food operations into its 
Kraft Foods subsidiary, giving it 
valuable brand names such as Oreo 
cookies, Ritz crackers, Lifesavers 
candies and Grey Poupon mustard. It 
also has said it expects to partially 
spin off the food business in an Initial 
Public Offering (IPO).

The Federal Trade Commission 
(FTC) approved Philip Morris’ 
purchase of Nabisco Holdings on 
December 7 on the condition that the 
firms make five divestitures. Nabisco 
is selling the dry-mix desserts and 
baking powder businesses to Jel Sert

Co. It is selling its mints business, 
along with Ice Breaker gum and 
Breath Savers mints, to Hershey 
Foods Corp.

At the same time, R.J. Reynolds 
Tobacco Holdings Inc. purchased 
Nabisco Group Holdings Corp., the 
former parent of Nabisco Holdings 
Corp., for $30 a share, or about $9.8 
billion.

Hershey’s No. 2 
executive resigns

Hershey Foods Corp. announced 
the resignation of COO Michael 
Pasquale, the head of the company’s 
grocery business and leading 
contender for the chief executive post. 
CFO William Christ will take over 
the COO post and Vice President 
Frank Cerminara will be the CFO.

Seagram Spirits 
Deal Closed

On December 20, Diageo and 
Pernod Ricard announced the signing 
of an $8.15 billion deal with Vivendi 
Universal, Seagram’s new owner, for 
its drinks brands. Diageo and Pernod 
face scrutiny by European and U.S.

regulators but are confident they will 
pass muster. This is the biggest deal 
in the industry since Diageo was 
formed in 1997 and will reshape the 
global liquor industry, which has been 
consolidating rapidly. — GMA

Kroger buys 
Omaha stores

Kroger Co., the largest US retail 
grocer, will purchase 15 Baker’s 
Supermarkets and one Food 4 Less in 
the Omaha, Neb., area from grocery 
distributor Fleming for undisclosed 
terms. Kroger operates 2,343 
supermarkets and multi-department 
stores in 31 states. -The Boston Globe 
and The Cincinnati Enquirer (12/15)

Postal Commission 
approves penny hike

The Postal Rate Commission 
approved a one-cent increase in the 
cost of a first-class stamp to 34 cents, 
the first increase since January 1999. 
The commission also raised the cost 
of mailing one pound of Priority Mail 
from $3.20 to $3.50. The 22-cent 
cost of a second ounce of first-class 
mail will stay the same, as will the 
20-cent postcard. The rate increase 
will most likely take effect January 7.

KAIXISMACKER, M FG
3 1  Out W ith the Old. . .  In  W ith the New!

"The Original 
In Reverse 
Vending,
Serving 

Michigan 
Grocers For 

Over is 
Years!”

Remember, if you still 
have the original 
Kansmacker, sign up 
for the spring time 
tune-up special. Just
call or fax for details! 30 Day Free Trial!

Phones 1 (800) 379*8666 • Fax: 1 (517) 374*7595
Ask for Nick Yono
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Retailer Profile

Bucking a trend in Oxford
By Ginny Bennett
W hen A FD ’s Harley Davis 

returned to the AFD office his 
unbridled enthusiasm  was 
catching. He had been to a new 
store in O xford to sign up a 
mem ber for A F D 's coupon 
program  and found the new store 
to be a delight.

At a time when many 
independent grocery stores are 
being gobbled up by chains.
M ike 's All W orld M arket is 
bucking the trend with a 
welcom ed, fresh approach.

AFD m em ber M ike Ostrander 
o f M ike 's All W orld M arket, was 
the general m anager o f five 
Foodtown M arkets that were 
purchased in O ctober 1999 by 
Farm er Jack. A lthough the sale 
was a boon to the founders of 
Foodtown, it closed a door for 
Mike. However, as he puts it, 
"w hen one door closes, another 
opens."

Farm er Jack closed the Oxford 
Foodtown. w hich sat em pty for a 
year, opening a door for Ostrander 
that has led to the realization o f his 
dream to own a store.

“To be successful in a store like 
this," opines M ike, “the trick is to 
find a building in the right 
location. You can ’t just open a 
store anywhere and hope to do 
well. To begin, you need a base 
clientele. Then there is a learning 
curve that can be a couple o f years 
long.”

M ike knew the building, liked 
the location and had a good idea of 
what was needed in Oxford, a

Mike ’.i Ail World Market is a welcome 
newcomer in Oxford

Owner Mike Ostrander and Mike Ryan, general manager

small town in northern Oakland 
County that has experienced 
significant growth.

Mike s All W orld Market 
concept is a refinem ent o f the 
popular upscale specialty produce 
market. He has leased space with 
licensed agreem ents to eight 
separate venders.

"All eight have operated 
similar businesses," says 
Ostrander. “ I 'm  a fan o f this 
format and I went out searching 
for the concessions I wanted and I 
got most a t  them .” A few 
relocated and others opened a new 
location.

The concessions at M ike’s All 
W orld Market are Mr. M eat's 
Meats, All W orld Deli,
Randazzo’s Gourm et to go!. Third 
W ave Seafood Co., Jacobson’s 
Flowers, Justine’s Beans Coffee 
Shop, Sweet Harvest Bakery, and 
Oxford Produce Station. Each 
entity is identified with their 
company logo. Design Fabrication 
o f Troy designed interesting 
graphics that pull it all together 
with a warehouse look. A colored 
chalk on blackboard motif fits in 
with corrugated metal awnings 
around the inside perimeter.

M ike’s produce is the freshest 
and finest available and the 
selection is larger than in a 
traditional grocery. In addition to 
a large produce section, Mike has 
a larger grocery section than most 
specialty produce markets, and 
grocery sales are above 
projection. Abundant choices are 
important to Ostrander. “We 
picked the most popular items and 
found that we are not missing 
anything, says Mike, “we just 
don’t offer them in multiple 
sizes.”

Mike believes in this concept, 
noticing stores w here it was too 
cram ped to push a cart through or 
too deficient in essential items. “I 
can 't compete on non-food item s,” 
says Mike, "but I can provide a 
quality shopping experience and 
my prices are in line with Farm er 
Jacks and Kroger.”

M ike 's All W orld M arket is 
housed in a 30-year-old, 25,000 
square-foot building. During 
renovation the entire inside was 
gutted, exposing a unique edifice 
which would be cost prohibitive if 
built today. The 92-foot-long 
ceiling beams were cut from 
W ashington State yellow pine and 
shipped to the site by rail car. They 
span the entire construction 
allowing for unobstructed floor 
plan.

The now beautiful wood- 
beamed ceiling was completely 
covered as an energy constraint but 
is now considered one o f the 
building’s best features. A new 
epoxy finish, slip-resistant cem ent 
floor makes it entirely new from 
top to bottom.

The market opened November 
2nd to rave reviews from people 
who missed their hometown 
independent grocer. “W e fill a 
niche,” says Mike, “we offer a 
choice. People love the store but 
we have to build a 
clientele. We have to 
have better stuff and 
we have to keep the 
product moving to 
ensure freshness and 
quality.”

Ostrander started 
working at Food 
Town when he was 
in high school and 
during summers in

college. In spite o f 30 years in the 
business, he is still learning. 
“W e’ve added 250 item s at 
custom er request. W e had about 
700 w ines to begin w ith and w e’ve 
added around 50 in the last four 
weeks.” The influx o f  a  G erm an 
and northern European clientele to 
the area surprised M ike. At their 
request he has searched out 
suppliers for over 150 items to add 
to the mix.

The arrangem ent betw een M ike 
and his licensees is working well. 
They have gone from meeting 
w eekly as a group, to having one 
on one m eetings as needed. “We 
are a team ,” M ike says, “and we 
are friends.” M ike 's team is 
augm ented by his general 
manager, M ike Ryan, also a 
form er Food Town em ployee, “We 
all have ideas but we m anage them 
and balance our egos,” says 
Ostrander. “ I d o n 't have to get 
involved with their day-to-day 
business. Each store w ithin the 
store is responsible for their staff 
and their quality control. I handle 
the financial stuff, the advertising 
and the prom otions. A nd it is 
working w ell,” he continues, “we 
don’t have any issues.”

M ike chose the venders 
knowing that they all had 
standards as high as his own. He 
still feels M ike’s All-W orld 
Market is a work in progress but 
he already is sufficiently inspired 
by its initial success to search for 
another location.

Oxford is lucky to have M ike’s 
All W orld M arket in town. An 
independent home town grocer 
helps to make a town like O xford a 
desirable place to live.

Like Harley, A FD ’s coupon 
redemption specialist said, “ I wish 
I had a M ike’s near m e.” This 
writer agrees and I am keeping an 
eye out for a good location!

An extensive produce selection is a big draw.
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Convenience Store Corner

Inexpensive tools to market your business
small groups. Everybody goes out at 
the same time. If you split up, meet 
someplace for lunch and review your 
progress and fire each other up again. 
Have specific printed pieces to 
distribute. Anything like a free trial 
will be more effective. Have plenty 
of business cards and give, them a 
reason to visit your business. Every 
person who runs or manages a 
business should have business cards. 
In selling services, ask a few 
questions to uncover needs and 
potential future business. Limit the 
time out. A day or two is best but no 
longer than a week. If you stretch it 
out too long you’ll begin to waste 
time.

Reverse blitz
Another form of the blitz is the 

reverse. A college book store offered 
customers a free bungie jump with a 
text book purchase. This turned what 
would normally be a simple sale, into 
a major event. The business invested 
$5000 in bungie jumping equipment 
but it brought in over $75,000 in 
sales.

Oops!
We can also leam from others 

mistakes. When the client returns to 
the vet to pick up his AKC registered 
champion show dog, he notices that 
his bill seems awfully high for a bath 
and spray. So he mentioned that he 
felt it seemed pretty pricey to the tune 
of $100, just to get his dog clean and 
flea free. That’s when he discovered 
that he was being billed for a bath and 
spay. The lawsuit that followed 
basically rendered the vet financially 
neutered. We don’t know if they 
every got rid of the fleas. Lesson: 
Give your customers what they want.

Sweet Surprise
A new kosher style deli was having 

problems with their young servers 
because they just weren’t familiar 
with the product line. It seems that 
they couldn't tell the difference 
between corned beef and com dog. 
One customer orders a Reuben 
sandwich on challah. Challah is 
traditional Jewish braided bread.
When his order arrived he was 
surprised to see that they put his 
sandwich on halavah, which is 
pronounced much like challah, but is 
a very sweet, candy-like dessert. 
Lesson: Before you let your 
employees serve your customers or 
clients, make sure they understand the 
products and services you offer.

Making mistakes is part of doing 
business, the key is to leam from 
them. The volunteer chairperson for 
an ad-hoc committee of a non profit 
organization couldn't get his 
committee members to attend the

Something as simple as passing out 
your business card two or three limes 
a day can be a powerful marketing 
tool. Barbara, the manager of a 
Parkerburg, West Virginia 
convenience store is the perfect 
example. During an 11 week period, 
she passed out 200 cards to people 
she did not recognize as being her 
customers. On the back of each of 
these business cards she had written 
"free regular soft drink or coffee" and 
signed it.

Of the 200 cards she passed out, 51 
came back for over a 25 percent 
return. There is no doubt that most of 
those who came in and redeemed the 
card also bought other things. Many 
of them will return to make purchases 
at her store.

A blitz program
Another successful tool is the 

"blitz” program. To do this you 
gather a group of volunteers or 
employees, and canvas the 
neighborhood distributing fliers,

coupons, free cards, door hangers or 
whatever is needed to get people in 
the front door. One business uses free 
sandwich cards. They’re more than 
willing to give away that first 
sandwich because they know once 
they get that customer to try them out 
they’ll have a lot of repeat business.

Here are some helpful hints to 
doing a rewarding blitz:

Assign territory for each 
participant so that you don’t overlap. 
For sales reluctant people assign

We've got you covered 
in every direction!

Fu ll l in e  s u p p lie r  o f n u ts , m e a t  s n a c k s  a n d  c a n d y

I - 8 0 0 - K A R - N U T S
KAR NUT PRODUCTS CO. • FERNDALE, Ml 48220 • www.kirsnuts.com
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8 5 th Annual Trade Dinner and Ball
• • • •

Blast off with AFD for an unforgettable night traversing 
the Galaxy...Boldly go where no one has gone before! 

With more than 1,000 industry leaders!

AFD-2001
A Space Odyss&j
February 9, 2001 at Penna's of Sterling

Co-Chairs: Emmet Denha, Shopper's ?  ooA N te V sX
Frank Bodi, Seagram M m

Honoring: Mike George, Melody Farn&ARslta A f o W
h  H I  ' r I =-  r  i  f  =-rs F -n  =-

Platinum Sponsor-$10 ,0 0 0
(Limited Sponsorships Available) 

•Three tables of ten for dinner (VIP Seating) 
•Fifteen company photos in slide show 

•Title Sponsorship signage for: 
music, photo booth or centerpieces 

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

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

•$500 for each additional table

Gold S ponsor-$6,000
•Two tables of ten for dinner (Prime Seating) 

•Ten company photos in slide show 
•Corporate signage at the dinner 

•1/2 page ad in the Food & Beverage Report 
•Use of two company products at the dinner 

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

|Silver S ponsor-$3,500
•One table of ten for dinner (Preferential Seating) 
•Five company photos in the slide show 
•Corporate signage at the dinner 
•1/4 page ad in the Food & Beverage Report 
•Use of one company product at the dinner 

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

|Bronze S ponsor-$2,000
•One table of ten for dinner
•Two company photos in slide show
•Corporate signage at the dinner
•1/8 page ad in the Food & Beverage Report

Liquor Companies Please Catl.for Additional Details

‘  General Admission 
Tables of ten-$900 •

Coup!es-$200

Call AFD Special Events Director Michele MacWillianis at (248) 557-9600 for Details & Reservations
■» *•  •
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Coca-Cola b o ttlin g  Company o f Michigan 
A lpena S ales C ente r 
171 N o rth  In d u s tr ia l H ighway 
Alpena. M l 4 9 7 0 7  
(517) 356 -6 11 5

Coca-Cola Bottling  Company o f Michigan
F lin t S ales C ente r
2 6 0 3  Lapeer Road
F lin t. M l 4 6 5 0 3
(6 1 0 ) 2 3 4 -4 6 0 6

Coca-Cola Bottling  Company o f Michigan 
M ad ison  H e ig h ts  Sa les C ente r 
3 2 5 0 0  N o rth  Avis 
M ad ison  H e ig h ts . M l 46071  
(2 4 6 )  5 6 5 -1 2 4 6

Coca-Cola B ottling  Company of Michigan
Soo S ales C ente r
4 7 6 0  C u rt is  Road
Kinchloe. M l 4 9 7 6 6
(9 0 6 )  4 95 -2 26 1

Coca-Cola Bottling  Company o f Michigan 
A ubu rn  H ills  S ales C ente r 
6 6 0  D o ris  Road 
A ubu rn  H ills . M l 4 6 3 2 6  
(2 4 6 )  3 7 3 -2 6 5 3

Coca-Cola B ottling  Company o f Michigan 
G rand  Rapids S ale6 C ente r 
3741 R a tte rso n  Avenue 
G rand  R apids, M l 4 95 12  
(6 1 6 ) 9 4 2 -6 3 6 0

Coca-Cola Bottling  Company o f Michigan 
M o u n t P le asa n t S ales C ente r 
6 0 6  S o u th  A d a m s 
M o u n t P le asa n t. M l 4 6 6 5 6  
(517) 7 73 -6951

Coca-Cola Bottling  Company o f Michigan 
Traverse C ity  S ales C ente r 
1031 H a s tin g s  Road 
Traverse C ity. M l 4 9 6 6 6  
(6 1 6 ) 9 47 -4 15 0

Coca-Cola B o ttling  Company o f Michigan 
Bay C ity  S a les C ente r 
2 5 0 0  B roadw ay 
Bay C ity . M l 4 6 7 0 6  
(517) 6 9 5 - 6 5 3 7

Coca-Cola B o ttling  Company o f Michigan 
K alam azoo S a les  C ente r 
216 Peekstock Road 
K alam azoo, M l 4 9 0 0 1  
(6 1 6 ) 3 43 -1277

Coca-Cola B ottling  Company o f Michigan 
P etoskey S a les C ente r 
1 6 6 4  H a rb o r S p rin g s  Road 
Petoskey. M l 4 9 7 7 0  
(6 1 6 ) 3 4 7 -3 2 4 2

Coca-Cola B ottling  Company o f Michigan 
Van Buren Sales C ente r 
100  Coca-Cola Drive 
Belleville. M l 46111 
(7 3 4 ) 3 9 7 -6 5 4 1

Coca-Cola B o ttlin g  Company o f Michigan 
D e tro it  S a les C e n te r 
1 6 0 0  E a s t  G ra nd  Blvd.
D e tro it .  M l 46211 
(3 1 3 ) 5 7 1 -2 2 5 0

Coca-Cola B o ttling  Company o f Michigan 
Lans ing  S a les C e n te r 
3 3 0 0  S o u th  C rey ts  Road 
Lans ing , M l 4 6 9 1 7  
(517) 3 2 2 -2 6 0 0

Coca-Cola B o ttling  Company o f  Michigan 
P o rt H u ron  S a les C ente r 
1 6 0 6  Dove S tre e t  
P o rt H u ron , M l 4 6 0 6 0  
(6 1 0 )  9 6 2 -6 5 0 1



Legislative Profile

Representative Charles LaSata 
helps reclaim wastelands

by Kathy Blake
State Representative Charles 

LaSata (R-79), of St. Joseph in 
Berrien County, has made a name for 
himself pushing for brownfield 
redevelopment. Brownfields are idle, 
industrial and commercial properties 
that have some level of environmental 
contamination.

For 10 years, Rep. LaSata has 
worked to reclaim and renew 
brownfields in St. Joseph, Benton 
Harbor and Benton Charter 
Township.

At the age of 29, Rep. LaSata 
served as the youngest ever City 
Commissioner and then youngest 
Mayor for Saint Joseph. Through 
those years from 1991-1998, LaSata 
formed many important liaisons. 
During his tenure as Mayor, he 
received an American Hometown 
Leadership Award from the National 
Center for Small Communities for his 
work in brownfield redevelopment. 
LaSata has also lectured at national 
Environmental Protection Agency 
(EPA) conferences on reclaiming 
brownfield sites.

As a result of LaSata’s efforts, the 
EPA targeted four Berrien County 
brownfield sites for assessment, 
cleanup and redevelopment. One is 
the Edgewater redevelopment area in 
St. Joseph which is adjacent to the St. 
Joseph River and a quarter mile from 
Lake Michigan. It has been slated for 
a residential district of 60-80 homes. 
The other sites are Graham Avenue 
and North of Main industrial areas in 
Benton Harbor and the Fairplain 
South development area in Benton 
Charter Township. The sites were 
selected for their redevelopment 
potential, ability to sustain long-term 
growth, and potential to spur 
redevelopment in the areas 
surrounding them. The project is 
being administered and coordinated 
by the City of St. Joseph, supported 
by a local non-profit economic 
corporation and implemented by the 
individual local governments.

Brownfields do not generate tax 
revenues, but represent lost 
development opportunities, contribute 
to urban blight, and offer only 
burdens to the local economy. Roads, 
sewers, and utilities are available but 
become underutilized. Decaying

buildings keep the community 
depressed and may even be 
dangerous. Although exact 
documentation is lacking, there 
appears to be a significant number of 
such sites nationally, and a large 
concentration of sites in Michigan.

Although the origins of any 
particular brownfield vary, they 
appear to be the product of the 
combination of economic, legal, and 
demographic factors. Economic 
factors in the 1970s, for example, 
forced the closing or relocation of 
industries. Demographic factors 
dictate what types of new uses are 
potentially available for the now 
unused property, and the resources 
available to put the property to such 
use. And legal hurdles created by 
environmental laws may render reuse 
risky, difficult, or impossible.

In Michigan, the commonalty of 
interest in attacking this problem has 
led to rapid change in legislation and 
policy to provide incentives (or 
remove disincentives) to redevelop 
brownfields sites.

Rep. LaSata was instrumental in 
establishing his district’s brownfields 
as “Michigan Renaissance Zones,” 
tax-free redevelopment areas created 
to spur economic development in 
distressed or environmentally 
sensitive areas. His district holds one 
of only 20 Renaissance zones in

Michigan, he says.
Rep. LaSata believes the 

Renaissance zoning will improve his 
district’s economy. The district is 
fortunate to have someone who is 
pro-business. According to the EPA, 
the poverty level in Benton Harbor is 
58 percent and in Benton Charter 
Township, it’s 27 percent. 
Unemployment in Benton Harbor has 
exceeded 20 percent since the late 
1970s, and 75 percent of residents 
there live in subsidized housing. 
LaSata is dedicated to promoting 
regrowth and prosperity for his 
district.

Trans America, a financial 
services corporation, recently located 
its headquarters in the Berrien 
County Renaissance zone.
Whirlpool Corporation World 
Headquarters-the county’s second 
largest employer, is located in St. 
Joseph and has combined research 
and development with Trans 
America. The Michigan Economic 
Development Association built a six 
million dollar facility in St. Joseph. 
Other major companies already 
located in his district include, All- 
Phase Electric Supply, Dawson 
Manufacturing, Bosch and Atlantic 
Automotive Components.

“We attract these businesses 
because of our aggressive business 
practices and pro-business

approach,” says LaSata. Other 
industry in his district includes fruit 
farming. Berrien County is in the 
midst of the Michigan fruit belt with 
many orchards and vineyards and a 
sizeable food processing industry. 
Benton Harbor is home to possibly 
the largest fruit market in Michigan. 
Brokers come from Chicago to buy 
fruit, says LaSata.

Rep. LaSata says he is honored to 
hold office and was re-elected to 
serve a second-term. “The reality of 
the job continues to exceed my 
expectations.”

Last term, he was vice-chair of the 
Republican caucus. He served on the 
Appropriations Committee and the 
Higher Education and Retirement 
subcommittee, and he chaired the 
subcommittees of Corrections and 
Fiscal Oversight, Audit and 
Litigation.

“I enjoy working on difficult 
policy issues in Appropriations. We 
deal with every state department and 
impact all 83 counties. We’re able to 
impact the lives of our constituents in 
a positive way,” says LaSata.

The representative is a partner in 
the law firm-Bittner, Hyms, LaSata, 
Riemland & Daly, P.C., a full-service 
law firm whose origin dates to before 
the turn of the century. The firm is 
believed to be the oldest continuing 
law firm in Berrien County.

Rep. LaSata is the fifth generation 
of his family to reside in Berrien 
County and he lives in St. Joseph with 
his wife and two young children. He 
and his family enjoy camping, skiing 
and backpacking.

Rep. LaSata received his degree in 
political science from Kalamazoo 
College in 1985. He earned his juris 
doctor from The Catholic University 
of America located in Washington 
D.C. in 1988. He presently serves as 
an associate member on the State Bar 
Insurance Law Committee. LaSata 
has also earned inclusion in Marquis 
“Who’s Who in American Law’ for 
the past several years.

To reach Rep. LaSata, call (517) 
373-1403, email:
clasata@house.state.mi.us or write: 
The Honorable Charles LaSata, State 
Representative, P.O. Box 30014, 
Lansing, MI 48909-7514.
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Lottery Low down

Michigan Rolldown bonus play promotion 
brings bonus pay to retailers!

By Commissioner Don Gilmer
It has been almost a year since the 

Lottery's Michigan Rolldown game 
debuted, and over the past 11 months 
the Lottery has awarded over $25 
million in Michigan Rolldown cash 
prizes to lucky Lottery players all 
across the state.

This month the Lottery is giving 
players an extra opportunity to win 
big with its Michigan Rolldown 
game! From January 15 to February 
10, 2001 the Lottery will be 
conducting a Michigan Rolldown 
Bonus Play promotion. Rolldown 
players who purchase a Five-panel 
wager get a sixth “easy pick” free. 
Those customers who purchase a 10- 
panel wager will get two “easy picks” 
free.

This special promotion is not only 
good for Lottery players, but great for 
retailers as well. Every Five-panel 
ticket sold earns 20 percent more sales 
commission for you, and because 
multi-draw wagers are eligible for this 
promotion too, your extra 
commissions will really add up!

I encourage you to prominently 
display the Rolldown Bonus Play 
point-of-sale materials the Lottery has 
provided to support this promotion. 
Also, be sure to ask your Lottery 
customers if they would like a Bonus 
Play. The extra time you take to ask 
for the sale will give players a free 
chance to win big money and you will 
get free extra cash for yourself!

Countdown to New Lotto Game. 
February 24, 2001 marks the Final 
Michigan Lotto drawing. Therefore, 
multi-draw wagers began “counting 
down” by one after the December 20,
2000 Lotto drawing. Check your 
January 2001 Gameline publication 
for the Lotto countdown schedule or 
contact your Lottery representative. 
The First drawing for the new Lotto 
game will be on February 28, 2001. 
You will receive detailed information 
about the new game in your February
2001 Gameline publication.

$1,000,000 Jackpot Sweepstakes.
On January 8, 2001 the Lottery's 
newest $10 instant game — 
“$1,000,000 Jackpot” — will hit 
ticket counters all across the state,

offering a $1,000,000 top prize. I am 
proud to announce that in addition to 
the $2,000 cashing bonus retailers 
receive for selling one of these 
$ 1,000,000 winning tickets, the 
Lottery will award retailers an 
additional $2,000 prize for selling a 
top-prize winning ticket in the “Sell 
A Winner, Be A Winner’ promotion!

Your customers will love the new 
tickets which feature a variety of

casino games and 15 ways to win on 
each ticket. I encourage you to stock 
up on these tickets, display them 
prominently in your stores and 
recommend them to your customers. 
They are bound to be a big seller, and 
when your customer hits the jackpot, 
you will too.

Unclaimed Prizes. In addition to 
all the winning at the Lottery, 
unfortunately a number of prizes

currently remain unclaimed.
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.

See Lottery, Page 24

Verizon Wireless

Connect your team. 
__________ Free yourself.
Service from Verizon Wireless not only makes it easy to 
stay in touch with everyone on your team, it also gives 
you the flexib ility  you need to get things done. Verizon 
Wireless is adding another benefit fo r Associated Food 
Dealers of Michigan members and their employees. Now 
you can get special rates on service from Verizon 
Wireless and keeping in touch will cost you less. Join in.

flsk about our 
special rates for 

Associated food Dealers 
members and their employees!

Endorsed By:

Call V erizon  W ire less  to day  a t 1 -8 8 8 -7 7 2 -2 3 5 5

For Business Sales Call:
Detroit Metro Market - 248-763-1563 

Greater Michigan Market - 517-896-7000

Join in.

uuu.verizonuireless.com
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France’s connoisseur of cognac visits Detroit

By Joe Sarafa
AFD President
This past November, Master 

Blender Alain Royer paid a visit to the 
Detroit area for some special wine and 
Cognac events. He was representing 
his line. A. de Fussigny Cognacs, for 
Jim Beam Brands Co. I had the 
unique opportunity to chat with Mr. 
Royer about his cognacs and his 
responsibilities as a Master Blender.

In a time when other cognac 
distillers are getting larger than ever. 
Master Blender Alain Royer refuses to 
increase his production of his A. de 
Fussigny (a duh foos inee) Cognacs. 
This is because he knows what it takes 
to be the best. Producing small 
quantities allows him to focus on 
creating intricate flavors, aromas and 
deep rich colors.

Alain Royer comes from a long line 
of cognac producers. His family has 
been distilling and blending cognacs 
for six generations, since the 18th 
Century. Mr. Royer originated the A. 
de Fussigny line, which is now a part 
of the Jim Beam Brands. Under his 
careful supervision, these exceptional 
cognacs are handcrafted in small runs 
to ensure the absolute finest results.

“We produce only 25,000 to 30.000 
cases each year.” says Mr. Royer.

With such small production, you 
might wonder who drinks A. de 
Fussigny Cognacs? They are featured 
in the majority of Michelin-star 
restaurants in France, and are turning 
up after dinner in the homes and 
restaurants of people “in the know” 
around the world.

Alain Royer is a consummate 
insider, which gives him access to 
some of the finest cognacs in the 
Grande and Petite Champagne 
districts—the most prized cognacs 
available. This quality coupled with 
his expert handcrafting results in his 
outstanding, critically acclaimed 
cognacs.

A friendly gentleman with a 
wonderful grasp of the English 
language, Mr. Royer describes himself 
as the founder, buyer, blender and 
marketer of the A. de Fussigny 
Cognacs. He is responsible for the 
entire process, from the grape harvest 
to the final product.

John Lossia of Merchants Fine 
Wine in Royal Oak has known Alain

Royer for 15 years and looks forward 
to his visits, as he travels to the 
United States to promote his cognac 
line.

“I was his first customer in 
Michigan with the A. de Fussigny 
line,” says Lossia, “Alain is an 
extremely experienced blender, 
which 1 think is the most important 
aspect of creating a premium 
cognac.”

Lossia says that when they met, 
Alain Royer was also blending 
cognac for Lafite Rothschild. 
“Rothschild wanted its own 'house 
brandy.’ Since they are known for 
their superior products, they hired 
Alain for the final blending. This 
was 15 years ago and at that time, 
this cognac sold for over S200 a 
bottle, an unbelievable price!”

Lossia maintains that Royer's 
cognacs have the subtleness and 
complexity that isn't found in mass- 
produced cognacs. “Blending is 
such a talent. He knows how to take 
product that is young -  say aged for 
six years -  and blend it with one that 
has been aged for 12 years, giving it

Have a “Cigare”
The A. de Fussigny Cigare 

Blend Cognac is aromatic, rich 
and complex—designed 
especially for the cigar aficionado.
It is created from cognacs that 
were distilled on the lees—the 
pressed pips, skins and stems of 
the grapes—so that the final 
product contains a more robust 
richness and greater viscosity than 
traditional cognac. This richness 
lingers on your tongue and in your 
mouth. The result according to 
Master Blender Alain Royer:
“Your cigar’s flavors and the 
cognac's flavors last longer and 
become even more pleasurable.”

maturity and power. Then he’ll add 
one that is 25-years-old for 
complexity. The proportions are so 
important and can really make the 
difference in determining the style of 
a cognac.”

Merchants Fine Wine likes to deal 
with small producers, like A. de 
Fussigny, because the personality of 
the blender is evident in the product. 
“What you’re getting with Alain is 
individuality. He customizes his 
cognacs to his customers’ tastes,” 
Lossia adds.

At New York's renowned La 
Caravelle restaurant, co-owner Andre 
Jammet knows cognac: “When I was 
very young, my father -  and my 
grandfather before him -  would travel 
to Cognac to select a perfect barrel 
and bring it back to Paris to be bottled. 
Each one had such superior and 
distinctive flavors to it. This is exactly 
the sort of cognac Alain Royer makes. 
They are truly excellent."

Alain Royer says about his 
cognacs: “If you want innovation, 
come to A. de Fussigny. Our cognac 
is different. It is aged longer, very 
flavorful and fruity with a great 
aftertaste.”

As with all true cognacs, A. de 
Fussigny is distilled exclusively from 
grapes grown in the Cognac region of 
France. But as a small, venerable 
producer, Royer has access to smaller, 
extra aged lots from the best growth 
areas in Cognac - the Grandes and 
Petites Champagnes regions. The 
result is noticeably finer blends with 
older average ages and more complex, 
satisfying flavors.

The A. de Fussigny collection 
includes six cognac blends, all of 
which are extra-aged, exceeding both 
government requirements and the ages 
of other mass produced cognacs:

Selection, average age 6 to 8 years, 
is the youngest in the collection. It

has a high proportion of cognac from 
the Grande Champagne region and 
the flavor is mellow and warm, with 
floral and licorice notes.

Ebony Blend, average age 8 to 10 
years, is a rich blend of Petite 
Champagne and offers hints of floral, 
walnut and cigar box aromas.

X.O., average age 25 years, is a 
balanced blend that features Petites 
Champagnes and Grandes

See Cognac, page 25

What is in a name?
In order for an alcoholic 

beverage to earn the name cognac, 
strictly controlled conditions must 
be met. The grapes picked to make 
cognac come from in and around 
the town of Cognac in western 
France. Cognac is considered the 
finest of all brandies.

Vinification has to be carried out 
using the most natural methods, and 
cannot include the addition of 
sugar. There are also strict rules 
covering the alcohol content.

Cognac is distilled following a 
specific, traditional two-stage 
method: In the still the condensed 
vapors are sent back through the 
apparatus to be distilled a second 
time. This involves the use of the 
Charentais still, made entirely of 
copper. All distilling must be 
completed by March 31 each year.

Alain Royer
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retail technology at its best

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

MARKETECHNICS 2001
f e b r u a r y  1 8 - 2 0  n e w  O r l e a n s ,  l o u i s i a n a

registration: 1.800.974.9769 

Information: 202.220.0812 

techfmi.org
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AFD On The Scene I

AFD’s 20th Annual Thrkey Drive was a huge success
AFD and its volunteers delivered over 2000 turkeys to needy families in 2000!

(More photos on pace 29.)

Big volunteers . . . Little volunteers. . All volunteers made the day a success'

Carla Green o f the Salvation Army with Sabah Hermiz o f Detroit Edison

More volunteers . . .

Rev. Obie Matthews o f Christ 
Cornerstone Baptist Church with some 

o f the donated turkeys.

Alaa Naimi o f Thrifty Scot with Toni 
Mdlwain o f the Ravendale Community.WDIV 7 V  4 covered the event.

Gary Davis, our expert truck driver!
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From January 15th to February 10th, when your customers 
buy a five-panel Rolldown wager, they get a sixth Easy 
Pick on that ticket FREE. Good for players, but great for 
you, as every five-panel ticket sold earns 20% more in sales 
commissions. And, because Multi-Draw wagers are also

eligible, extra commissions can really add up! Ask players 
if they’d like a Bonus Play and let your Rolldown sales 
multiply with increased $5 purchases. They get an extra 
chance to win cash while you get cash -  FREE.
5 = 6. The new math can equal big commissions!

Five- and ten-pane! tickets only. Odds of Winning: Match 5 of 5: I in 237.336; Match 4 of 5: I in 1.695; Match 3 of 5: 1 in 63; Match 2 of 5:
1 in 7 Overall odds: I in 6. If you bet more than you can afford to lose, you’ve got a problem Call I -800-270-7117 for confidential help. (1/01)
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Reeves promoted to 
AFD Vice President

Dan Reeves has been promoted to the position of vice president of the 
Associated Food Dealers of Michigan. An employee of AFD for six years, 
Reeves previously held the title of deputy director.

“AFD and our members benefit a great deal from Dan’s knowledge and 
experience. I am very pleased to have Dan as our vice president,” said Joe 
Sarafa, AFD president.

Dan is a certified TIPS trainer and a Serve Safe sanitation trainer. He 
holds the National Restaurant Association designation as a food 
management professional and serves on numerous food-related 
committees, including the Western Michigan University Food Management 
Advisory Board, the MDA Retail Advisory Committee, the EBT Retail 
Advisory Committee and the Detroit Zoning Advisory Group.

AAA,
continued from front page

insuring multiple vehicles or 
products; installing safety and anti­
theft devices; and for new drivers 
completing AAA’s ‘Teaching Your 
Teen to Drive” program. And if you 
have a life insurance policy through 
AAA, you may qualify for additional 
savings on your Comprehensive 
coverage on your auto or home 
insurance, too!

With AAA membership, you’ll be 
eligible for a wide variety of valuable 
services and exclusive benefits 
including 24-hour prepaid Emergency 
Road Service, Show Your Card & 
Save® discounts up to 20% at 
thousands of retailers nationwide on 
services and items such as restaurants, 
sporting goods, dry cleaning,

clothing, car washes, entertainment 
and more. Plus, get free maps, 
TripTiks® and TourBooks®, 
member-only discounts, upgrades and 
extra amenities on cruise, tour and 
vacation packages through the 
nation’s leading travel agency, AAA 
Travel!

AFD looks forward to a long- 
lasting and successful partnership 
with AAA. We think you’ll be 
pleased with the added value and 
exceptional savings this alliance 
brings!

Interested in hearing more about 
the wide spectrum of group savings 
and benefits, please contact Liz Arbus 
or Judy Shaba at AFD for more 
details (248) 557-9600.

Insurance underwritten by Auto 
Club Insurance Association family of 
companies.

Employment Guide is
• Read by over 100,000 active 

job seekers weekly
• Distributed at over 3,000 locations 

in 11 counties of S.E. Michigan
• Helping thousands of Michigan employers 

> meet their recruitment goals for 10 years!

...and reach quality job candidates 
quickly & at a reasonable price!

1- 800- 752-8929

Profit,
continued from front page

outside. A growing number of brick 
& mortar stores have pick-up and 
delivery services for consumers who 
can think of several thousand things 
they'd prefer to do other than go 
shopping in a supermarket.

In short, supermarkets have looked 
high and low for ways to improve the 
shopping experience. But, having 
been in stores from one coast to 
another it often appears to me as 
though stores are passing over the 
most obvious problem - the center 
store.

Aisles of boxes, bags, bottles and 
cans are not nearly as stimulating to 
the senses as the rich aroma of fresh 
brewed Sumatra coffee filling the air 
or the visual impact of a tank filled 
with live Maine lobster. They are 
more important to a supermarket’s 
bottom line, however.

The importance of center store 
categories has not been lost on other 
retail formats.

• Mass merchandisers such as 
Kmart with its Pantry section are 
using top-selling grocery center store 
brands to try and increase shopping 
visits and market baskets.

• Wal-Mart’s super centers 
leverage the high traffic/repeat visits 
of grocery with the high margins 
associated with the sale of hard and 
soft goods to further increase the 
chain’s retail dominance.

• Warehouse clubs have grown 
from a business-to-business trade 
channel to a widespread shopping 
alternative for consumers who buy 
select center store category products 
in bulk.

• Pure play e-tailers from 
NetGrocer to Webvan are relying on 
power consumer brands as a means to 
gain market share in the hopes of 
achieving eventual profitability.

Here’s a short list of ideas 
for improving center store 

performance.
• Don’t box yourself in Even the 

most creative in-store environments 
have more in common with other 
stores than they have points of 
difference. Don’t assume that the 
center store has to follow the 
traditional row after row of aisles. 
Perhaps, destination centers based on 
usage occasion aligned with 
consumer behavior would be more 
effective.

• Don’t get sku’d. Nothing is more 
central to a successful shopping trip 
than walking out of the store with the 
products you came to buy. Fact-based 
sku optimization is critical to deliver 
on the product and place requirements 
of consumers.

• Don’t repeat yourself. How many 
skus of a product can you have before 
you have too many? Most center store 
categories roughly follow the 80/20

rule. Don’t use the 20% of available 
space on me-too products when you 
can innovate and deliver items that 
are unique to the category and your 
store.

• Be the merchandiser. A few years 
back, Macfadden Trade 
Communications surveyed retail store 
managers about their training in 
visual merchandising. Roughly 80% 
said that they had no formal training 
in creative display techniques from 
their companies. Stores need to focus 
on creating a center store environment 
that engages shoppers. Training from 
headquarters down to store-level is 
essential.

• Be different. Unless you’ve got 
the purchasing power of Wal-Mart, 
chances are price is not a strategy that 
you will be able to sustain. Define 
your competitive difference in the 
center store with products and 
merchandising techniques that 
communicate your brand identity to 
consumers.

SSA increases 
for 2001

The Social Security Administration 
(SSA) recently announced an increase 
in the maximum amount of earning 
subject to payroll tax, and the amount 
of social security and supplemental 
security income benefits for 2001.

Earnings subject to the social 
security payroll tax will increase to 
$80,400 from $76,200. Taxes will 
increase by $260.40 per year for 
affected employees and employers.

Social security and SSI benefits 
will increase 3.5 percent. The 
increase is based on the annual rise in 
the CPI for urban wage earners and 
clerical workers from the third quarter 
of one year through the corresponding 
period of the next. The benefits 
increase begins in January 2001 for 
the 3.5 percent increase that social 
security beneficiaries receive. The 
increased payments to SSI recipients 
begin on December 29, 2000.

Lottery,
continued from page 19

New Instants! In addition to the 
new “$ 1,000,000 Jackpot,” January 
marks the debut of four other exciting 
new instant games. The $5 “Bingo 
Mania II” goes on sale January 2 with 
a whopping $300,000 top prize. This 
new bingo game features 10 play 
areas and players can win up to 10 
times on each ticket! Also on January 
1, the $1 “Seeing Green” hits counters 
with a $5,000 top prize. On January 
15, customers will be flocking to your 
stores for a chance to strike it rich 
with the $2 “Gold Rush,” offering a 
$35,000 top prize. Finally, just in 
time for Valentine’s Day, the $2 
“Sweetheart Cash,” with a $14,000 
top prize, hits ticket counters on 
January 22.
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Cognac, from page 20
Champagnes cognacs. This mature 
cognac is strong and powerful, yet is 
also elegant.

Cigare Blend, average age 25 
years, is aromatic, complex and 
satisfying.

Fine Champagne VieiUe Reserve, 
average age 30 years, is a blend of 
Grandes and Petites Champagnes 
cognacs. It’s elegant, subtle flavor 
and long-lasting finish make it a 
favorite of sommeliers.

Tres Vieille Grande Champagne, 
average age 45 to 50 years, is deep 
yellow with mahogany highlights. It 
is considered one of the few great 
Grandes Champagnes cognacs of the 
world.

Note from Joe Sarafa: My meeting 
with Alain Royer proved to be an 
outstanding opportunity to leant from  
an expert.

AFD offers FMI 
convention 
discounts

If you are planning to attend the 
FMI Annual Convention May 6-8, 
2001, at McCormick Place in 
Chicago, some early planning could 
save you money. By calling AFD, 
you can be a part of the FMI Group 
Advantage Program and receive:

38% Discount -  Every group 
participant receives a discount on 
show registration.
• Complimentary Registration -  
Companies and associations receive 
complimentary show registrations 
based on group size.
• Hotel Accommodations-Get 
guaranteed hotel room blocks at a 
centrally located Chicago hotel.
• Complimentary Private Meeting 
Room- AFD will have a meeting 
room, available to our members, at 
the convention center.
• Group Program Merchandise- 
FMI’s gift to all group participants.

For more information, call AFD’s 
Dan Reeves at (248) 557-9600.

Tools, from page 14
meetings and this was causing his 
time involvement to be much greater 
than he anticipated. He had only one 
scheduled meeting left. He wanted to 
insure that a quorum would be present 
so they could vote on their final 
recommendation and then he’d be 
free of this task once and for all. To 
motivate his committee members to 
attend, he promised them a free 
chicken dinner at the end of the 
meeting. Everyone showed up. After 
the vote he treated them to their free 
chicken dinner—little packets of 
dried com! Lesson: Don’t do this.

And last, but certainly not least 
words of wisdom. A fast food 
franchise owner who was so proud of 
his new braille menu, that he had it 
laminated. Lesson: Use a little 
common sense.

MPSC documents and 
information resources 

available on web
Information about Michigan’s regulated electric, 

natural gas and telephone services is available on the 
Michigan Public Service Commission web site at 
cis.state.mi.us/mpsc/. The MPSC is an agency within the 
Department of Consumer and Industry Services. The 
website provides immediate access to an array of 
documents related to the utility and motor carrier 
industries such as Commission meeting schedules, 
agendas and minutes, consumer alerts and hearing 
notices, brochures and utility service providers and areas 
with links to pricing.

You may access the MPSC Case Index for quick 
identification of case number by specifying the company 
or utility name or time frame for the case.

N oW IC  
warning letters

if a WIC vendor is found to be charging WIC 
customers more than non-WIC customers or more 
than the current shelf price, the WIC vendor will 
NOT be sent any warning letters prior to sanctions 
being issued by the state.

Please assure that all of your cashiers are properly 
redeeming WIC coupons and are properly charging 
WIC customers.

No warning letters will be sent for any violation 
listed in the Mandatory Sanctions portion of the 
Sanction Policy. If you have questions regarding this 
policy, contact Kurt Smith at WIC (517) 335-8901.

The Public  Affairs Assem bly

The Future Is Now
Make a Difference

Cosponsored by Food Distributors International, Food Marketing Institute and the National Grocers Association

This has tru ly  been one  o f the closest and most im portant e lections in  history. No one  in A m erica w il l ever again question the 

value o f the ir vote. The House and Senate are more narrow ly  d iv ided  now  than anytim e since the 1950s. This gives us a great 

responsib ility  and o pp ortun ity  to  meet in W ashington and w o rk  w ith  both  parties so that they understand and support us on 

key industry issues, jo in  us in M arch  to get to  know  your new members o f Congress and b u ild  on  those re la tionsh ips you've 

already established. Your partic ipa tion  at the 2001 Public Affairs Assembly can make a difference.

Last year, nearly 300  food industry executives met w ith  both Dem ocratic and Republican lawmakers to p rom ote  and protect 

our interests. Those visits helped the industry w in  a huge v ic to ry  in the battle  to repeal the  estate tax and in the fig h t to  stop 

the ergonom ics regulation. Fo llow ing  the 2000 P ublic Affairs Assembly, Congress sent the  Death Tax E lim ina tion  A ct to the 

W hite House w ith  overw he lm ing  b ipartisan support. Then, the Senate fo llow ed  the House's lead and approved language that 

w o u ld  prevent O SHA from  fin a liz ing  its ergonom ics rule

This year, let's keep up the momentum and build  on those achievements. Estate tax relief, health care reform  and  m any other 

im portant industry issues w ill be in play. D on't miss your opportunity to help  shape legislation. Com e to W ashington and unite  

w ith other industry executives to help lawm akers understand your concerns.
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Call Dan Reeves 
at AFD

(1 -800-66-66-AFD) 
for more 

information

March 26 & 27, 2001 

The Grand Hyatt 

Washington, DC



Legislative Update

Karoub Associates provides 
year-end summary

The following is a brief summary o f the major bills acted 
upon in the last two weeks o f the 2000 session provided by 
Karoub Associates, one ofAFD's lobbying firms:

Concealed Weapons
The CCW bills were passed in 

different versions by the House and 
Senate 18 months ago, but were held 
in limbo following the killings at 
Columbine High School. Despite 
strong opposition, the legislation 
passed and was sent to the Governor. 
Indications from his office are that he 
will sign the measure. The bill 
eliminates current law, which gives 
the state’s 83 counties discretion to 
approve or reject permit applications 
and replaces it by requiring counties 
to grant permits except to those with a 
felony conviction or a history of 
mental illness. The bill also contains 
a number of new restrictions limiting 
where permit holders can carry a gun 
and mandating a training course 
before getting a permit. Opponents 
have promised a petition drive to put 
the issue before the voters in the 2002 
election.

Diabetes
After weeks of debate and 

disagreement between the leadership 
of the House and Senate, a 
Conference Committee put together a 
compromise package which has 
passed both Houses. It mandates that 
health insurers would have to provide 
coverage for diabetic supplies and 
medications. Opponents argued that 
“mandates” undermines Michigan 
families’ access to affordable, quality 
health care.

Living Wage
Currently four Michigan cities 

have passed ordinances setting their 
own minimum wage standards. 
Proponents of legislation abolishing 
this authority argued that it was 
potentially destructive to the state’s 
economy to have a patchwork of 
minimum wages throughout the state. 
Just as in Proposal 2, in the 
November 7 General Election, 
opponents argued that this was 
another example of the state 
attempting to set local government 
policies. The bill passed the Senate 
and died in the House because the 
House rejected the Senate provision 
"grandfathering” the four cities which 
currently have these ordinances in 
effect.

Drain Code
Efforts to overhaul Michigan’s 

drain code died when the Senate 
defeated the 268-page bill over

worries about its environmental and 
tax implications. The current code 
was enacted in 1956. The revision 
would have allowed local 
governments to petition for 
construction of a drain or drainage 
district, allowed for petitions by 
landowners for drains if signed by 
more than 50% of the landowners in 
the designated area and provided for 
assessment of landowners when drain 
funds fall below certain levels. 

Casino Resolutions
An effort to urge Governor John 

Engler to negotiate an agreement with 
an Indian tribe that wants to build a 
new casino in Allegan County has 
been quashed by gambling opponents. 
However, it appears that the issue will 
likely be back. Governor Engler 
promised in 1998 when he negotiated 
the last four casino Compacts with 
Indian tribes that he would not enter 
into negotiations on any future 
casinos. The pending resolutions, 
which could not gamer the votes, 
were seen as a way of relieving the 
Governor of that promise.

Insurance Political Action 
Committees

The 44-year old prohibition against 
insurance companies establishing 
PAC’s was removed as House Bill 
5959 passed both Houses and was 
sent to the Governor. The change 
was approved as supporters said the 
proposal would put insurance 
companies on an equal footing with 
other corporations.

Abortion Coverage
Under a three-bill package passed 

by both Houses, employers will be 
required to request abortion coverage 
in their health insurance. The bills 
affect Blue Cross/Blue Shield of 
Michigan coverage, and would 
prohibit the company from 
automatically offering coverage for 
elective abortions.

Mourning Doves
Legislation setting a mourning 

dove hunting season was defeated 
after much controversy. The 
measure, which has received a fair 
amount of publicity, failed by one 
vote in the Senate. It generated 
substantial emotional response from 
the public.

The 91st session of the Michigan 
Legislature is scheduled to convene 
on January 10,2001.

N.G.A. CONVENTION 1  
AND CONCEPT SHOW I

Its A ll About 
Winning

Competing with 
Wal-Mart: 

Tarnishing the 
Public Halo

Recapturing 
Center-Store Sales

An Operational Game Plan 
to Compete with 

Wal-Mart and 
the Mega Chains

The Michigan Battleground: 
Showdown with 

the Supercenters

F I N D  T H E  T O  S U C C E S S

Be There!!!
January 29 -  February 1 
Adam's Mark Hotel and 

Dallas Convention Center

For More Information about the N.G.A. Convention 
or to Register, check the N.G.A. web site, 

www.NationaiGrocers.org. or call 703-437-5300

“ W i n n i n g  is  

n o t  A 

S O M E T IM E

t h i n g . I t ’ s

A N  A L L -T IM E

t h i n g . T h e

O B JE C T IV E  IS 

TO W IN -—  

F A IR L Y , 

S Q U A R E L Y , 

D E C E N T LY , BY

THE R U L E S -----

B U T  TO  W I N ."

V in c e

L o m b a r d i
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• Purchase the Essential Products that you carry in your stores 
at Special D iscount Prices from over 200 exhibitors.

• Sample New  Products unveiled at the show.
• M eet and Network with industry leaders! I
• Save Time and Money. It’s your one stop shopping place! i

Watch your mail for more information. Booth space is still available. J  
Please call Ginny a tA FD  with any questions: (248) 557-9600, M
E-mail at gbennettafd@pop.net or www.afdom.org

The law requires 
that you be at 
least 2 1 years of 
age to attend this 

l show.

I Admission ticket 
I  required.

Exhibitors are selling products 
and services at discounted prices, 

so come ready to buy!
A F D  F o o d  &  B e v e r a g e  R e p o r t ,  J a n u a r y  2(X)1.......2 7

mailto:gbennettafd@pop.net
http://www.afdom.org


Seth Godin on defining convenience & 
“unleashing the ideavirus”

In an exclusive interview with ideabeat.com’s George Anderson, e-guru Seth Godin offers 
his unique perspective how consumers define convenience and what retailers in all venues 

must do to address their needs and concerns.
by George Anderson 

Seth Godin is the author of 
numerous books, including the 
national bestseller, Permission 
Marketing. He was the founder of 
Yoyodyne, the first direct marketer on 
the Internet, which was acquired by 
Yahoo! in 1998. Godin served as Vice 
President of Direct Marketing for 
Yahoo! before leaving early in 2000 
to devote time to writing and 
speaking.

IdeaBeat: Do you think that 
consumers are changing the way they 
define convenience?

Seth Godin: If you’ve ever bought 
from Amazon, it’ll ruin you for the 
real world. First, you want to know 
where everything in the store is... 
right now! Second, you want to buy it 
with one click, no waiting, no typing, 
no hassles.

IB: What do retailers/e-tailers need 
to do to address the convenience 
needs of consumers and how do they 
communicate this to existing 
customers and potential customers?

Godin: Get out of their way! Don't 
ask for anything that you don't need 
to satisfy them (WHY do you need 
my social security number!). Obsess 
about time.

IB: How do retailers/e-tailers 
selling essentially the same product 
lines differentiate themselves in ways 
other than having the lowest price?

wic,
continued from front page

The following counties are 
included in the contract cycle for the 
southern part of the state:

Allegan
Barry
Berrien
Branch
Calhoun
Cass
Clinton
Eaton
Gratiot
Hillsdale
Ingham
Ionia
Jackson
Kalamazoo
Kent
Lenawee
Livingston
Macomb
Monroe
Montcalm
Muskegon
Oakland
Ottawa
St. Joseph
Van Buren
Washtenaw
Wayne

Godin: They really can’t, can they? 
Thus, being a middleman of branded, 
price sensitive goods is a bad, bad 
idea if you’re not Amazon.

IB: In Permission Marketing, you 
wrote that only a limited number of 
companies in each industry would 
survive and that they would exert 
great influence. The chairman of 
Ahold recently talked about their 
being only three global retailers in the 
not too distant future. How do you 
expect a limited number of retailers 
with huge economies of scale will 
deal with suppliers and consumers?

Godin: I think that there are 
economies of scale, but to contradict 
my last point a bit, I think you can 
differentiate enormously by offering 
unique products, subscriptions and 
other permission based benefits. So 
don't look for just three retailers. I 
don't see it.

IB: What does Unleashing the 
Ideavirus have to do with retailers/e- 
tailers and their understanding of 
consumers and the services they 
provide?

Godin: I don't think retailers and 
even e-tailers have done nearly 
enough homework about the cost of 
acquisition. Unleashing the Ideavirus 
is about investing in great products, 
high quality and other buzz creating 
tools to dramatically increase word of 
mouth.

The National Coalition on 
Ergonomics, recently filed a lawsuit 
with the U.S. Circuit Court of 
Appeals in the District of Columbia to 
overturn the misguided and costly 
ergonomics regulation the 
Occupational Safety and Health 
Administration (OSHA) issued.

The final version of the regulation 
is being codified less than a year after 
its draft publication in the Federal 
Register.

“The willingness of a federal 
agency to issue such an economically 
damaging regulation has taken the 
Clinton administration to a new low, 
something most people thought was 
impossible.” Food Distributors 
International President John R. Block 
said.

“OSHA has been completely 
unwilling to listen beyond a few pro 
forma hearings to the legitimate 
concerns of business as it crafted this

IB: In Unleashing the Ideavirus 
you write about marketers needing to 
“help consumers talk to each other.” 
How do they do this?

Godin: By telling them what to 
say. By giving them digital or non­
digital tools that make it easy to 
spread the word. By rewarding them 
for doing so.

IB: How do retailers determine 
what Ideavirus to launch and how to 
launch it?

Godin: Ah. That’s hard. First, is it 
virus worthy? Is it worth spreading? 
Then, try it! If it fails, try something 
else.

IB: How important is it to be first?
Godin: An ideavirus adores a 

vacuum. Which means that going first 
matters — a lot.

Think about the horrible song, 
“Happy Birthday.” We sing it 
everytime. Why?

Cause it was first. It’s going to take 
an act of God to replace that song in 
our brains.

IB: Why do e-tail businesses fail?
Godin: Because they misjudge the 

lifetime value of a customer and fail 
to acquire customers for less than 
they’re worth. Because they insist on 
paying big money to interruption 
media outlets when that “branding” 
activity is a clearly demonstrated 
waste of money. -Reprinted with 
permission ideabeat.com

regulation,” Block said. “Even 
worse, OSHA has grossly 
underestimated the cost of its 
mischief to the U.S. economy.”

“And if that isn’t enough, the 
agency has thumbed its nose at the 
bipartisan will of Congress, which has 
voted to prevent OSHA from moving 
forward with the regulation,” he said. 
The matter remains a stumbling block 
between the White House and 
Congress to completing the budget.

The president has pushed OSHA to 
doggedly pursue the implementation 
of a sweeping set of rules before the 
end of his administration despite a 
1998 agreement between Congress 
and the White House to fund an 
$850,000 National Academy of 
Sciences (NAS) study to determine if 
there is even clear scientific evidence 
supporting the need for an 
ergonomics regulation, Block noted.

FDI joins coalition lawsuit to stop 
OSHA ergonomics regulation

i  h  i ^ t i  m r i
FOR SALE— Ice Cream Maker and Pizza Oven. 
Call Patrick at (810) 725-2076.

FOR SALE: HAZEL PARK—Well established smal 
supermarket, about 6,000 sq. ft. Same owners for 
over 35 years. Money maker—easy to run. Call 
Tony for details, (248) 543-2018.

FOR SALE— 12,000 sq. ft. supermarket located in 
pleasant thumb town. Remodel done in 1996. SDD- 
SDM license. Possible easy terms—MUST SELL 
(517) 879-7055 after 5:00 p.m.

CLARE— Pro fitab le  second generation 
Convenience store including real estate, business 
opportunity, equipment and fixtures. The inventory, 
which is valued at approximately $40,000, can be 
purchased separately. The store features groceries, 
fresh meat, tobacco, liquor, lotto, hunting and Fishing 
licenses, ATM, LP fill, general supplies, party & 
specialty items and homemade pizza. The store has 
provided a good income for many years with 
remaining growth potential. Living quarters on site 
for owner or rental income. Seller will consider offers 
of cash, conventional financing or possible seller 
financing terms. $239,000; qualified buyers contact 
Wayne Terpening, Re/Max brookside, 415 N. 
McEwan St., P.O. Box 415, Clare, Ml 48619-0415. 
Toll free (888) 473-5442.

SHOWCASES FOR SALE— 3 foot to 6 foot and 3 
foot to 4 foot. Call Neil at (248) 252-4674. 

www. lottery-watchdog— take control of your 
instant lottery sales.

EQUIPMENT FOR SALE-Call Patrick at (810)
725-2076.

KITCHEN HOOD FIRE SYSTEMS AND 
EXTINGUISHERS— Low discount pricing to all AFD
members. New Installs, remodel, inspections, 
recharging and testing. Also servicing auto paint 
booths and gas stations. All brands: Ansul. 
Pyrochem. Range Guard. Servicing Southeastern 
Michigan 24/7. Call alan Ross at GALLAGHER 
FIRE EQUIPMEENT—800-452-1540.

FOR SALE—-5,000 sq. ft. store with Liquor, Beer, 
Wine and Lottery. Serious buyers only please. Call 
(313)331-0777.

SDD/SDM LIQUOR LICENSES NOW 
AVAILABLE—One in City of Livonia, One in City of 
Riverview. Must Sell! Call (248) 548-2900, x3033. 

MEAT & DELI BUSINESS IN SANDUSKY, Ml—
Well established business opportunity includes 
equipment, inventory and real estate. Cute, 2- 
bedroom home w/ full basement adjacent to 
business. $129,000 for business and $188,000 for 
business & house. Call Shirley, (810) 387-2502, 
Century 21 First Choice.

PARTY STORE FOR SALE—Beer, wine, Lottery, 
deli and grocery. Located on Dequindre Road in 
Warren. Call Sam at (810) 756-4010.

FOR SALE— Party Store in Warren. Excellent 
location! Good business with GREAT income. Call 
Sam or Mike at (810) 751-6440.

MICHIGAN EMPLOYERS—Need employees? 
Reach quality job candidates with a creative 
recruitment ad in THE EMPLOYMENT GUIDE— 
Michigan's largest employment advertising paper. 
Call Brian Greenlee at 800-752-8926, ext. 230.
FOR SALE— Liquor, deli, pizza. Brighton area. High 
volume comer! Business & property available. 
Contact George at (313) 460-9194.

ESTABLISHED NEWER PARTY STORE—Port 
Huron. Ml. 6,000 plus sq. ft. liquor, beer, wine. Large 
Lotto sales. First class—6 year old equipment and 
building. Excellent location and clientele. Contact 
Bob Greene, II, Moak Real Estate. Inc. (810) 985- 
9515 for more info.

SPECIALTY WINE SHOP FOR S A L E -S W
Michigan location, SDD. SDM and Lotto. $1.6mm 
revenues, $100M+ cash flow. Owners retiring. Great 
opportunity with strong potential for growth. 
$275,000+ inventory. The Stratford Company 
(Broker): 616-385-4101.

MID-MICHIGAN— Coven ience store with gasoline, 
3,350 sq. ft  of space and 1,07Ot/- sq. ft  three 
bedroom ranch home. Centrally located between 
three separate lakes in year-round resort area. 
Steel building, dura seal roof, new 24-ft nine-door 
walk-in cooler, new 12x8  walk-in freezer, kitchen, 
live bait room, beer & wine license, liquor license, 
fish and game agent lottery agent A l fixtures and 
equipment included with sale. Contact Harrison 
Realty at 517-539-2261.

FOR SALE—Major specialty food market located in 
Ann Arbor, Ml. 9600sq.ft, building can be purchased 
or leased (734) 975-8883.
SDD LIQUOR LICENSE FOR SALE—$25,000.00 
Please contact Mark Dalk), (313) 864-6775.
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AFD on the Scene

A sincere thanks to all those who made AFD’s 
Ihrkey Drive a success!

12 &  Evergreen Shell 
8-Mile Foodland 
AAA Michigan 
Abbey Wine & Liquor 
Allied Domecq Spirits USA 
American Super MArket 
Anheuser-Busch, Inc. 
Arab-American Chaldean Council 
Art Robbie
Art’s Liquor Shoppe, Inc.
Awrey’s
Ball Park Brands
Bar S Foods
Beverage Warehouse
Bonanza Wine Shop
Bronco’s Liquor
Chaldean Federation of America
Cloverleaf Amoco
Cold Spot Party Store
Country Farms
Countryway
Cracker Barrel, Inc.
Cronins Party Store 
Crossmark, Inc.
Danna Smith 
Detroit Edison
Dr. and Mrs. Jacoub Mansour 
Dr. Betty Dawisha 
Eastport Market 
Ellsworth Party Shoppe, Inc.

Fairline Market 
Fairway Foods
Farmington Hills Wine & Liquor 
Follmer, Rudzewicz & Co.
Food Basket
Frank Mannone, Carl’s Market 
Glascow Wine & Liquor Shop 
Golden Valley 
Harley Davis 
Hiram Walker
Hollywood Super Market, Inc. 
House of Prime, Bill Viviano 
In N Out Food Store 
Independence One 
Interstate Brands Corporation 
Irma’s Restaurant & Catering 
Ismael Ibrahim 
James V. Bellanca, Jr.
Jim Farida, Metro Food Center
Joy Thrifty Scot
Keith S. Jozwik
La Preferida
Ladies of Charity
Latif Hanna
Linwood Egg Co.
Lyon’s Party Store 
M&K Party Store 
Majestic Market 
Maria's Italian Bakery 
Mark Karmo 
Mark Shammami 
Market Square 
Mary Emerson 
McVee’s
Metro Food Center 
Metro Foodland 
Michigan National Bank

Mug & Jug 
Munaco Market, Inc.
New Super Fair Foods 
Oakland Liquor Party Shoppe 
Orchard 10 Market 
Page-Tel Cellular 
Paisley’s Sugar Shack, Inc. 
Palace Foods 
Paradise Mini Mart 
Parkway Foods 
People’s Food Market 
Picasso Pizza 
Pioneer Supermarket 
Plum Hollow Market, Inc.
Regal Food Center, Inc.
ReMax Executive Properties
Rocky Husaynu & Associates
Ronald Camp, Labatt USA
Ryan’s Food Center
Saher Hadad
Sal S. Shimoun, CPA
Salam Yaldeko
Sam Yono
Save-A-Lot
Save-A-Lot (Finkell)
Saveway Supermarkets 
Savon Foods Super Store 
Scrubs Clean Concepts, Inc. 
Security Express Money Orders 
Select Supermarket 
Seven Star Food Center, Inc. 
Shkaga, Inc.
Smoker’s Cigarette King 
Southfield Center Party Store 
Southfield Funeral Home, Inc. 
Southfield Muffler 
Spartan Stores, Inc.

Stan’s Market 
Star Liquor
Straith Clinic, Dr. Rouchdi Rifai
Suburban Liquor Shoppe
Sunset Party Store
Super Star Liquor, Inc.
Superland-Detroit
Taylor Freezer of Michigan, Inc.
Ten & Lahser Party Store 
Thrifty Scot Supermarket 
Tom Davis & Sons Dairy 
Tom’s Party Store 
Town & Country 
University Food & Drugs 
US Quality Food Center, Inc.
User’s Sunoco Service 
Value Center Market 
Value Save Food Center 
Verizon Wireless 
Vineyards Wine Cellar 
Vintage Wine & Deli, Inc.
Walid Habbo
Woodward Long Lake Shell 
Wyoming & Six Food Market 
Special thanks to: Interstate 
Brands- Wonder Bread Hostess 
and Tom Davis & Sons Dairy Co.

Electronic Design, Imaging & Printing
17630 East Ten Mile Road • Eastpointe, Michigan 4 30 2 1  
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SUPPORT THESE AFD SUPPLIER MEMBERS
AUTHORIZED LIQUOR AGENTS:
General Wine & Liquor.......... (248) 852-3918
National Wine & Spirits......... (888) 697-6424

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

BAKERIES:
Ackroyd's Scotch Bakery

& Sausage........................... (313) 532-1181
Archway Cookies....................(616) 962-6205
Awrey Bakeries, Inc.................(313) 522-1100
Dolly Madison Bakery............(517) 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

BANKS:
KPN Technologies (ATMs) .... (800) 513-4581
Michigan National B ank ....... 1-800-225-5662
North American Interstate...... (248) 543-1666
Peoples State Bank..................(248) 548-2900

BEVERAGES:
Absopure Water Co................ 1 -800-334-1064
Ak’Wa W ater............................ (248) 627-3747
Allied Domecq Spirits USA .... (248) 948-8913
American Beverage Marketers (913) 451-8311
American Bottling.................... (313) 937-3500
Anheuser-Busch Co...................(800) 414-2283
Arcadia Brewing Co.................. (616) 963-9520
Bacardi Imports, Inc.................. (248) 476-6400
Bellino Quality Beverages, Inc. (734)947-0920 
Brown-Forman Beverage Co... (734) 433-9989
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 Express......................... (734) 459-4900
Coors Brewing Co..................... (513) 412-5318
E & J Gallo Winery.................. (248) 647-0010
Eastown Distributors................(313) 867-6900
Faygo Beverages. Inc................ (313) 925-1600
General Wine & Liquor Corp.. (313) 867-0521
Great Lakes Beverage...............(313) 865-3900
Hubert Distributors. Inc............ (248) 858-2340
Intrastate Distributing............... (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 orld...................(248) 588-9200
Leelanau Wine Dist................... (231) 386-5201
Michigan Grape & Wine

Industry Council................. (517) 373-1104
Miller Brewing Company....... (414) 259-9444
National Wine & Sprits.......... (888) 697-6424

(888) 642-4697
NAY A, U SA ...........................(248)788-3253
O.J. Distributing, Inc............... (313) 533-9991
Oak Distributing Company......(248) 674-3171
Pabst Brewing Co..................... 1-800-935-6533
Pepsi-Cola Bottling Group

-D etro it.......................... 1-800-368-9945
-H o w e ll......................... 1-800-878-8239
-P on tiac ............................(248)334-3512

Petitpren, Inc............................. (810)468-1402
Seagram Americas....................(248) 553-9933
Seven-Up of Detroit.................(313) 937-3500
South Beach Beverage Co........ (234) 223-9451
Southcorp Wines North America .. (248) 795-8938
Tri-County Beverage................(248) 584-7100
UDV-North America.............  1-800-462-6504
United States Beverage.............(630) 904-6028
Vineyards Fine W ines..............(734) 284-5800
Viviano Wine Importers, Inc... (313) 883-1600

BROKERS/REPRESENTATIVES:
Acosta-PMI..............................(248)737-7100
Bob Arnold & Associates........ (248) 646-0578
CrossMark................................ (734) 207-7900
The Greeson Company.............(248) 305-6100
Hanson & Associates, Inc......... (248) 354-5339
International Sales Group, Inc. (810) 754-5662
J.B. Novak & Associates......... (810) 752-6453
James K. Tamakian Company . (248) 424-8500
Marketing Specialist, Inc.......... (248) 626-8300
S & D Marketing...................... (248) 661-8109

CANDY & TOBACCO:
American Vending Sales....... (248) 541-5090
Brown & Williamson Tobacco (248) 350-3391
Philip Morris USA...................(313) 591-5500
R.J. Reynolds............................ (248)475-5600

CATERING/HALLS:
Emerald Food Service............ (248) 546-2700
Farmington Hills Manor......... (248) 888-8000
Karen's Kafe at North Valley .. (248) 855-8777
Nutrition Services....................(517) 782-7244
Penna's of Sterling...................(810) 978-3880
Southfield Manor.....................(248) 352-9020
St. Mary's Cultural Center...... (313) 421-9220
Tina's Catering.........................(810) 949-2280

DAIRY PRODUCTS:
Golden Valley D airy .............. (248) 399-3120
Melody Farms Dairy Company (734) 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 airy....... (248) 399-6300

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

FISH & SEAFOOD:
Seafood International/

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

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

ICE PRODUCTS:
Midwest Ice Co......................... (313) 868-8800
Party Time Ice Co.....................(800) 327-2920

INSECT CONTROL
Tri-County Pest Control..........(810) 296-7590

INSURANCE:
Blue Cross/Blue Shield......... 1-800-486-2365
Capital Insurance Group..........(248) 354-6110
Gadaleto. Ramsby & Assoc..... (517) 351-4900
1BF Insurance Group, Inc........ (810) 774-5300
Frank McBride Jr., Inc............. (810)445-2300
Meadowbrook Insurance.........(248) 358-1100
North Pointe Insurance............(248) 358-1171
Rocky Husaynu & Associates. (248) 988-8888

MANUFACTURERS:
Anthony’s Pizza....................... (810) 731-7541
Bosco's Pizza Co...................... (248) 616-3450
Eden Foods.............................. (517)456-7424
Home Style Foods, Inc.............(313) 874-3250
Jaeggi Hillsdale Country Cheese... (517) 368-5990
Kraft General Foods................(248) 488-2979
Monitor (Big Chief) Sugar..... (517) 686-0161
Nabisco, Inc..............................(248)478-1350
Old Orchard Brands.................(616) 887-1745
Pack'Em Enterprises................(313) 931-7000
Philip Morris USA...................(616) 554-0220
Red Pelican Food Products..... (313) 921-2500
Singer Extract Laboratory...... (313) 345-5880
Strauss Brothers Co..................(313) 832-1600

MEAT PRODUCERS/PACKERS:
Alexander & Homung............ (313) 921-8036
BarS Foods............................ (248)414-3857
Burdick Packing Co................. (616) 962-5111
Gainor's Meat Packing............ (517) 269-8161
Hartig Meals............................(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............. (313) 931-7000
Pelkie Meat Processing.......... (906) 353-7479
Potok Packing Co.................... (313) 893-4228
Strauss Brothers Co................. (313) 832-1600
Wolverine Packing Company.. (313) 568-1900

MEDIA:
The Beverage Journal.............  1-800-292-28%
Booth Newspapers.................. (734) 994-6983
Detroit Free Press................... (313) 222-6400
Detroit News........................... (313) 222-2000
Detroit Newspaper Agency....(313) 222-2325
The Employment Guide (800) 752-8926, x230
Michigan Front Page..............(313) 870-1940
Michigan Chronicle................ (313) 963-5522
WDFN-AM 1130 ................... (313) 259^323

WDIV-TV4 ............................. (313)222-0643
WWWW-AM/FM...................(313) 259-4323

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

POTATO CHIPS/NUTS/SNACKS:
Better Made Potato Chips....... (313) 925-4774
Detroit Popcorn Company.....1 -800-642-2676
Frito-Lay, Inc..........................  1-800-359-5914
Germack Pistachio Co............. (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 Snacks........................(248) 862-1990
Rocky Peanut...........................(313) 871-5100
Variety Foods, Inc....................(810) 268-4900
Vitner Snacks.......................... (810) 365-5555

PR0M0TI0N/ADVERTISING:
Huron Web Offset Printing.... (519) 845-3961
J.R. Marketing & Promotions.. (810) 296-2246
JDA, Inc....................................(313) 393-7835
Market Advantage.................. (248) 351-4296
PJM Graphics.......................... (313) 535-6400
Promotions Unlimited 2000 .... (248) 557-4713 
Stanley's Advertising & D ist... (313) 961-7177 
Stephen's Nu-Ad, Inc...............(810) 777-6823

RESTAURANTS:
Copper Canyon Brewery........ (248) 223-1700
The Golden Mushroom.......... (248) 559-4230
Palace Gardens........................(810) 743-6420

SERVICES:
AAA 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
American Mailers................... (313) 842-4000
Ameritech Pay Phone Services 1-800-809-0878
AMT Telecom Group............. (248) 862-2000
Ann Klempner Red Carpet Keim .. (734) 741-1262 
Automated Collection Systems (248) 354-5012
Bellanca, Beattie, DeLisle...... (313) 882-1100
Cellular One—Traverse City... (231) 922-9400
Central Alarm Signal.............. (313) 864-8900
Check Alert..............................(231)775-3473
Checkcare Systems................. (313) 263-3556
Credit Card Center.................. (248) 476-2221
Dean Nadeem Ankouny, JD

Attorney At Law................. (810) 296-3967
Detroit Edison Company........(313) 237-9225
The Employment Guide........(800) 752-8926 x230
Eskye.Com, Inc..............................(317)632-3870
Follmer, Rudzewicz & Co., CPA . (248) 355-1040 
Frank Smith Re/Max

in the H ills.......................... (248) 646-5000
Garmo & Co., C PA ................ (248) 737-9933
Goh's Inventory Service......... (248) 353-5033
Great Lakes News................... (313) 359-1001
Grocery Street.Com................ (248) 901-1530
Guardian Alarm...................... (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 ros............................ (248) 349-6438
Meter M ale............................. (800) 843-6283
Metro Media Associates......... (248) 625-0700
Nationwide Communications .. (248) 208-3200
Nordic Electric. L.L.C............. (734) 973-7700
North American Interstate...... (248) 543-1666
Paul Meyer Real Estate.......... (248) 398-7285
Payment Authority, T he......... (248) 879-2222
Prudential Securities, Inc......... (248) 932-4480
Quality Inventory Services..... (810) 771-9526
Retail Accounting Service...... (313) 368-8235
REA Marketing...................... (517) 386-9666
Safe & Secure

Investigations, Inc............ (248) 425-4775
Sagemark Consulting, Inc........(248) 948-5124
Sal S. Shimoun, C PA ............. (248) 593-5100
Security Express......................(248) 304-1900
Smokeless Tobacco

Council, Inc..........................(202) 452-1252
Southfield Funeral Home........(248) 569-8080
Slaver & Souve, PC................ (734) 374-1900
Harold T. Stulberg, R.E., Broker

24 Hours............................ (248) 351-4368

Telecheck Michigan, Inc..........(248) 354-5000
Travelers ExpressMoney Gram (248) 584-0644
Verizon Wireless.....................(248) 763-1563

or (517) 896-7000
Western Union......................... (248) 887-1702
Western Union Financial Services (248) 888-7423 
Whitey's Concessions..............(313) 278-5207

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

Specialists............................ (561) 398-93%
Culinary Products....................(517) 754-2457
DCI Food Equipment............. (313) 369-1666
Envipco.................................... (248)471-4770
Hobart Corporation..................(734) 697-3070
Kansmacker............................. (517) 374-8807
Martin Snyder Product Sales... (313) 272-4900 
MSI/BOCAR Store Fixtures ... (248) 399-2050 
National Food Equipment

& Supplies.......................... (248) 960-7292
North American Interstate...... (248) 543-1666
Olender Equipment..................(734) 458-8850
Oreck Floor Care Centers....... (810) 415-5600
Sarkozi-Hollymatic Equipment (313) 381-5773
Serv-Tech Cash Registers...... (800) 866-3368
Swanson Commercial Food

Equipment Services............ (800) 762-8277
Taylor Freezer.........................(313) 525-2535
TOMRA Michigan................. 1-800-610-4866
United Marketing Assoc..........(734) 261-5380
Wadie Makhay

Produce Specialist.............. (248) 706-9572

WH0LESALERS/F000 DISTRIBUTORS:
AK’WA Water Co....................(248) 627-4737
Capital Distributors................ (313) 369-2137
Central F oods..........................(313) 933-2600
Chase Farms Frozen Food

Process................................. (231)873-3337
Consumer Egg Packing Co......(313) 871-5095
EBY-Brown, Co...................... 1-800-532-9276
Family Packing Distributors.... (248) 738-5631 

or (313) 873-3999
Fleming Company...................(330) 879-5681
Food Services Resources........ (248) 738-6759
Garden Foods......................... (313) 584-2800
Global Interactive Technology (517)681-2729
Gourmet International, Inc..... 1-800-875-5557
Great North Foods...................(517) 356-2281
Hamilton Quality Foods....... (313) 728-1900
Hammell Music, Inc...............(248) 594-1414
Hav-A-Bar............................... (810) 234-4155
I & K Distributing...................(734) 513-8282
Jerusalem Foods.................... (313) 538-1511
Kaps Wholesale Foods..........(313) 567-6710
Kay Distributing.................... (616) 527-0120
Kramer Food Co..................... (248) 851-9045
L&L Jiroch/J.F. Walker.........(517) 787-9880
L B Enterprises................... ;... (517) 546-2867
Lipari Foods........................1 (810) 447-3500
M&L Distributors.................. (517) 623-0420
Mr. Dee's Gourmet Foods.....(734) 747-8475
National Bulk Foods.............. (313) 292-1550
Norquick Distributing Co....... (734) 254-1000
Robert D. Arnold & Assoc..... (810) 635-8411
S. Abraham & Sons............... (248) 353-9044
Sherwood Foods Distributors.. (313) 366-3100
Spartan Stores, Inc.................. (313) 455-1400
State Fair Wholesale, Inc........(248) 542-3535
Suburban News: Warren........ (810) 756-4000

Flin t............ (810) 785-4200
Super Food Services...............(517) 777-1891
Supervalu Central Region..... (937) 374-7874
T. I. Spices, Inc...................(810)790-7100
Tiseo's Frozen Pizza Dough .... (810) 566-5710
Value Wholesale..................... (248) %7-2900
Weeks Food Coip....................(810) 727-3535
Ypsilanti Food C o o p .............(313) 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 Golf Club, Inc........(810) 781-5544
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IN C R EA SE  PROFITS!
IN C R EA SE  TRAFFIC! 

NO INVESTM ENT!
Combining the Two Top $$ Makers 

in the C-Store Business:

✓  Cellular
✓  Phone Cards
✓  Internet
✓  Home Dial Tone

SAVE UP TO 35%  
WE ADVANCE 
ALL INVENTORY

✓  Create Residual 
income

✓  No Inventory
✓  Reduce Theft

Participate in the Pay Smart America 
promotion program at no cost to you

zA \ ifUkfej-------------- ;
✓  Reduce Bad Checks
✓  Extra Revenue

IN 1999, OVER 15 BILLION
A W  TRANSACTIONS IN U.S.

✓  Customers with more 
cash spend more cash

✓  Reduce Bank Charges
✓  Best Processing in 

Business
✓  Make $$ instead of 

paying %
✓  Allows customers choice 

of cards: Debit/Credit/ 
AMEX/VISA/Discover/ 
Novus/DinersClub/
Carte Blanche/
Master Card/Others

The North American Group I

For full inform ation, please call

1 -800-333-8645
Distributor inquiries also welcom e.



Want to create 
excitement and 

increase sales with 
over 100 promotions

per year?

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

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

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

how our extensive promotional support could impact your operation?

Take Advantage of Our Strengths.

Visit our web site at www.spartanstores.com

http://www.spartanstores.com
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