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Trend spotting at the AFD Beverage 
Journal Holiday Show

S p ir its  w ill be  b lu e  
th is  C h r is tm a s

By Michele MacWilliams
Well, maybe aqua. Based on the colors of the spirits 

displayed at the recent AFD Beverage Journal Holiday Show, 
aqua is definitely the “in” color for the holidays. The products 
use different liquors as bases and they 're all blends, but the 
similarity in color is startling. Destinee, Tarantula, Artie, 
Hpnotiq and 
others glimmer 
like aquamarine 
jewels. Here’s the 
scoop on the aqua 
concoctions:

Joe David of 
McCormick 
Distillers says that 
Tarantula is a 
citrus-flavored 
tequila. The
company has come up with a ready-to-drink blue margarita

four-pack using 
Tarantula as its
base.

Artie is Italian 
vodka fused with 
100 percent fruit. 
Reborn in 2002, 
the company was 
purchased by Illva 
Saronno, who gave 
it new packaging

and a patented label. According to Jeff Hummer of Land & 
Co, the same person who designed the Ferrari designed the 
bottle.

According to Sam 
Shammas, Destinee is a 
vodka/Cognac/tropical fruit 
flavor blend that has a 
popular price point of 
$19.97 for a fifth. The 34- 
proof liquor shimmers like 
a jewel on store shelves.

See Blue Christmas, 
page 14.

L iq u o r  r e t a i le r s  
c lo s e r  to  

s e e in g  r e l ie f

With AFD leading the 
way, off-premise liquor 
licensees may soon be 
permitted to mark-up prices 
on distilled spirits under 
substitute House Bill 4458, 
reported by the House 
Regulatory Committee on 
Tuesday, October 14

The committee voted 9 - 0

to de-regulate the selling 
price, allowing retailers to 
sell spirits above the state 
set minimums but not 
below them. Additionally 
the unanimously-adopted 
amendment would have 
liquor taxes levied only on 
the minimum price set by 
the LCC rather than the 
final retail price.

The bill will now go to 
the House floor to be voted 
on by the entire House of 
Representatives and if 
successful there, it would 
go through the same 
process in the Michigan 
Senate.

AFD will continue to 
push for this legislation to 
pass and will keep you 
informed of its progress.

It’s Turkey Time!
Each year, with Autumn’s arrival, comes AFD’s annual 

Turkey Drive. In it’s 23rd year, AFD and its members 
provide Thanksgiving turkeys for needy families across the 
Metro Detroit area. AFD’s 
Charitable Activities 
Committee has 
pledged to raise 
enough money 
to provide 
turkeys for 
1,700 
needy 
families.
But they 
can’t do it 
alone.
Please see page 
4 for details.

Visit our Web site at: www.afdom.org
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President's Message

Helping others 
has its rewards

By Mike Sarafa 
AFD President

We are approaching the time of 
year when charities begin their big 
holiday donation push. Sometimes it 
seems that just about every time the 
phone rings, it’s someone asking for 
money. However, doing something 
good for your community can also be 
good for your business. Participating

in charitable activities can boost your 
store’s image, build goodwill (and 
business) in the community, and even 
help recruit and retain employees.

There are several ways that 
retailers can contribute to charity, 
including monetary donations, food 
donations and volunteer work. Each 
type of contribution has its rewards, 
but there can be pitfalls as well, so 
retailers should do their homework 
before making a commitment. Here 
are some suggestions from the 
National Association of Convenience 
Stores:

Monetary Donation
If you wish to make a monetary 

donation, make sure you do your 
research. Stick with organizations that 
you know and trust.

Food Donation
Contact your local food banks to 

Find out what is involved in the 
process. Some food banks provide 
donors with storage containers and 
offer staff training so that employees 
will learn how to pack and store the

The Grocery Zone

donations to ensure proper food 
safety. Before you begin donating, 
check out the Good Samaritan Food 
Donation Act, which provides donors 
with some protection in the event 
someone becomes ill from donated 
food.

Volunteer Work
When choosing to donate your 

time, make it a company event and 
get your employees involved as well. 
Find an organization that 
complements your company’s 
philosophy and that your employees 
are interested in supporting. Tell your 
employees what cause the charity 
supports, how your store is going to 
support the charity and how they can 
get involved.

When choosing a charity, keep in 
mind the following pointers:

• Look for an organization with a 
proven track record.

• Make sure the assets are secure.
• Find out their policy on privacy.
• Check out the board of directors.
• Match up your current skills or 

skills you would like to learn with the 
charitable organization.

• Find a charity that matches your 
company’s philosophy and that your 
employees will support.

Anheuser Busch, Inc.
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AFD’s charitable solution -  
join our Turkey Drive!

When looking at NACS’ 
suggestions for choosing a charity, 
AFD’s Annual Turkey Drive fits all 
the criteria. We’ve been providing 
turkeys to needy families for 23 years 
now, and with the support of our 
generous members, we will once 
again put a turkey on the table of 
1.700 Metro Detroit needy families. 
However, we can’t do it without your 
help. Jim Garmo, the AFD Charitable 
Activities Co-Chair, is asking for 
your support. Let’s not let him down! 
Please see his article and donation 
form on the next page.

I believe that all of us in the food 
industry are truly blessed and have 
many reasons to give thanks. AFD’s 
Annual Turkey Drive provides an 
opportunity to unite for a great cause, 
give something back to our 
community and make the 
Thanksgiving holiday season a bit 
brighter for over 1,700 disadvantaged 
families. In closing, I would like to 
wish all AFD members a very happy 
Thanksgiving.
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It’s time for our annual Turkey Drive
By Jim Garmo

AFD Charitable Activities Co-Chair
For the 23rd year, AFD is 

sponsoring its annual Turkey Drive. 
The Charitable Activities committee 
has pledged to put a Thanksgiving 
turkey on the table of over 1,700 
metro Detroit families that may not 
otherwise be able to enjoy this 
special meal.

The list of groups that ask for 
turkeys grows each year, and 
believe me, they are all worthy of 
our support! There are many more 
requests than we could ever fill. 
However, with your help, we can 
make 1,700 families happy this 
holiday.

Thanksgiving is a time to reflect, 
give thanks for what we have and 
help those who have less. We are 
asking all of you to pitch in. You 
can really make a difference. A 
$200 tax-deductible donation to the 
AFD Turkey Drive will provide 
turkeys for 20 families! Just think, 
you can give Thanksgiving turkeys 
(12 pounds each), bread and stuffing 
to 20 local, needy families for about 
the cost of a night on the town.

The list of charities that receive 
turkeys is extensive and covers a

good part of the Metro Detroit area. 
There is a real good chance that at 
least one of the organizations 
receiving turkeys is in the 
neighborhood of your place of 
business.

We need your help! AFD 
welcomes all donations, large or

small. It is truly heartwarming to be a 
part of our annual Turkey Drive and 
to know that together, we have 
brightened the day for 1,700 needy 
families. To make a tax-deductible 
donation, please fill out the form 
below or call Michele MacWilliams 
at 248-557-9600. Thank you.

Yes! I want to provide Thanksgiving dinner to to  comedy Metro Detroit families.

Payment Method:Name__

Business.

Address.

Phone__________________________

Email__________________________

I will provide Thanksgiving turkeys for:

____ 20 families at $200
____ 40 families at $400
____ 50 families at $500
____ 100 families at $1,000

By check:
Make check payable to AFD Turkey Drive 
and send this form, with your tax-deductible 
check,to:
AFD Turkey Drive, 18470 West Ten Mile 
Road, Southfield, MI 48075.

By credit card:
Circle one: MC Visa

Card Number: ____ -____ -____ -____

Expiration Date:___________________

Signature_____________________________
Please return by fax 248-557-9610 or by mail to the address above.

Estate Planning With Life Insurance -  
What You Should Know

By: Randall A. Denha, Esq.*
Most people don’t realize it, but 

unless you plan carefully, there’s a 
good chance the government will end 
up as a major beneficiary of your life 
insurance policy. While it is true that 
life insurance death benefits are paid 
income-tax-free to the beneficiary, the 
proceeds are generally counted as an 
asset of your estate for estate tax 
purposes.

The Problem
Consider a client who passed away as 
a result of cancer in her mid-40s.
Much of her sizable estate passed to 
her husband estate-tax-free, but 
among the assets that didn’t was a 
$100,000 insurance policy that named 
her son as beneficiary. Before her son 
could claim the cash, Uncle Sam 
scooped up $45,000 of it.

The problem was that she bought 
the insurance herself and held the 
policy in her own name. When she 
died, according to the tax law, the 
payout became part of her taxable 
estate. What she should have done 
and what I advise clientele is to place 
the policy into an irrevocable life 
insurance trust (“ILIT”). Then the 
$100,000 death benefit would have 
gone to her son both income and 
estate tax-free and could have grown 
into more than enough to cover his 
college tuition. It’s an all too common 
mistake.
4..... AFD Food & Beverage Report, November, 2003

What to Do
If your life-insurance beneficiary is 
your spouse, generally there’s no issue 
(unless of course your spouse 
predeceases); assets pass estate tax- 
free between husbands and wives no 
matter what the amount (as long as the 
spouse is a U.S. citizen). But if the 
beneficiary is anybody else, there are 
two paths to follow:

1. Have a trust (i.e., ILIT) buy the 
policy in the first place so that you are 
never the owner. That way, the policy 
is never a part of your taxable estate, 
but you can still designate as 
beneficiary whomever you want.

2. If you already have policies that 
may generate an estate tax liability, 
place them in an ILIT. But be aware 
that there are some complications. 
First, to eliminate deathbed transfers, 
the government mandates that you 
must survive the transfer by three 
years or your estate will be taxed 
anyway. Second, if the cash value of 
the policy — what you would get if 
you cashed the policy in now instead 
of when you die — is more than
$ 11,000, the transfer may use up part 
of your gift and estate tax exemptions, 
unless certain notices (i.e., Crummey 
Notices) are given to beneficiaries.

In the second case, you may want 
to set up the trust with multiple 
beneficiaries. That way you can 
transfer up to $11,000 in cash value

per beneficiary without any negative 
tax implications. Still, you'll need a 
competent estate planning attorney to 
help you do the deal. I have always 
maintained that “Moving a life 
insurance policy is the easiest way to 
transfer wealth estate-tax-free.”

*Randall A. Denha o f Cox, 
Hodgman & Giarmarco is an 
attorney specializing in the areas o f 
estate planning, wealth transfer 
planning and asset protection 
planning fo r high net worth 
individuals. Mr. Denha is an 
instructor at Oakland University’s 
Certified Financial Planning 
Program. He is a frequent lecturer 
for various associations such as the 
Michigan Association o f Certified 
Public Accountants (MACPA), 
Michigan Association o f Osteopathic 
Family Practitioners (MAOFP), 
banks, life insurance companies and 
brokerage firms. Recently, Mr. 
Denha appeared in Forbes magazine 
in an article titled, “Partners, but not 
with the IRS"

Mr. Denha utilizes advanced 
estate planning techniques that go 
beyond the basics in Wills and Trusts 
that truly seek to shift wealth to the 
next generation, allow senior 
generation members to retain control 
and most o f all disinherit one person 
-  Uncle Sam.

Calendar
November 24-25 
AFD Annual Turkey Drive 
Metro Detroit 
(248) 557-9600

February 8, 2004
AFD Annual Trade Dinner
Casablanca, As Time Goes By
Penna’s of Sterling 
Sterling Heights, MI 
(248) 557-9600

February 9-11, 2004 
NGA Annual Convention
Paris Las Vegas Hotel 
Las Vegas, Nevada 
(703) 516-0070

April 20-21, 2004
AFD 20th Annual Buying Trade
Show
Burton Manor 
Livonia, MI 
(248) 557-9600

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

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

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

ADVERTISERS: For information on 
advertising rates and data, call AFD, 
Ray Amyot, 18470 W. 10 Mile, South- 
field, Ml 48075, (248) 557-9600 or 
(989) 386-9666.

AFD works closely with the following 
associations:



Suburban News/Magazines is steadily growing and is now over 1,100 
retailers strong. We thrive to achieve our retailers satisfaction and give 
you, the retailer, the best possible service within the market of magazine 
distribution. We are pleased to announce our acquisition of a smaller com
pany that was servicing the Detroit/Metropolitan area. With the addition 
of these stores, our drivers have been re-routed to cover a larger delivery 
area. We appreciate and give a deep “thank you” to all of the retailers that 
have been with us for years and welcome all the new retailers that have 
recently joined with us for service.

Our area of delivery and service is broader than before. Regardless of 
your location, a delivery route may already be in place and we may be 
delivering within your area. To list a few areas, Detroit and the metropoli
tan areas surrounding, Flint and surrounding cities, Saginaw, Bay City, 
Lansing, St. John, Durand, Owosso and many more. If you are interested 
in magazines sales for your business, give us a call.

We are family-owned and have been in business since 1988. In recent 
years, we have been affiliated with the Better Business Bureau, the Asso
ciated Food Dealers and the Michigan Chamber of Commerce. We strive 
for excellence in our customers’ satisfaction while always looking for bet
ter ways to fulfill their needs. We do provide in-store service on your racks 
and displays. This allows us to keep your business current in all the out- 
coming magazines as they are given to us. As always, you, as a retailer, 
have the option to refuse any magazines that you feel might be inappropri
ate for your store.

On behalf of all the employees and management of Suburban News/ 
Magazines, we thank you again for your loyalty and support. To the new 
businesses with us, we will strive to bring you the same faithful service 
and dependability that you should expect from a shared interest.

Sincerely,

Tony Kassab
Owner, Suburban News/Magazines

MAGAZINE;



New $20 bill enters circulation

A new, more colorful $20 bill 
entered circulation recently.

Banks received the new bills and

began distributing them to customers. 
The U.S. Bureau of Engraving and 
Printing (BEP) said it will take days

or even weeks for the bills to make 
their way to all communities in the 
United States and internationally. The

Get
Quenched!

Absopure 

Natural Spring Water 
Is Available 

In Just The R ight Size 
For People On The Go!

Naturally clean, naturally clear Absopure. 
Available at fine stores everywhere.

A bsopu re  
Tastes G rea t Because I t  

Com es From O u r  
O w n  N a tu r a l Source In 

P ris tin e  Sou thern  
M ich igan !

green, peach and blue-colored bills 
will co-circulate with the old $20 
bills.

Events marking the first purchases 
with the new $20 notes were held in 
more than 30 U.S. cities and similar 
events will be held internationally.

“This is a historic milestone on two 
fronts: for the first time in modem 
history, U.S. currency features 
background colors other than black 
and green, and more importantly, this 
currency is the most secure U.S. 
currency ever, to protect against 
counterfeiting,’ said Tom Ferguson, 
BEP director.

The most noticeable difference in 
the new $20 bill is the mix of colors. 
Color adds complexity to the note, 
making counterfeiting more difficult. 
The new bill maintains the traditional 
U.S. currency appearance and size 
and uses enhanced versions of the 
portraits and historical images of 
Andrew Jackson on the face of the 
note and the White House on the 
back. The redesign also features new 
symbols of freedom—a blue eagle in 
the background and a metallic-green 
eagle and shield to the right of 
Jackson’s portrait.

The revamped $20 bill retains three 
security features that were introduced 
in the late 1990s: a watermark, 
security thread and color-shifting ink.

New designs for the $50 and $100 
bills are slated to be introduced in 
2004 and 2005, respectively. Different 
colors will be used for each 
denomination, said the BEP.
Redesigns of the $5 and $10 notes are 
being considered, but the BEP said 
that the $1 and $2 bills will not be 
changed.

Chocolate may 
become Hawaii's 

next big crop
Hawaii state legislators have 

approved $10 million in bonds to help 
Hawaii Gold Cacao establish the state 
as a prolific chocolate producer. The 
company sees Hawaii's proximity to 
Asia, where chocolate consumption is 
a fraction of what it is in the U.S. and 
Europe, as a potential benefit.

-San Jose Mercury News
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looking for energy solutions?
our door is always open.

At DTE Energy, our experience makes us a powerful partner for 

your business. We're your hometown energy provider, and we're 

committed to solving even your most complex energy needs. We 

can deliver solutions from our utilities MichCon and Detroit Edison, 

as well as from alternative energy sources such as DTE Energy 

Technologies' distributed generation products. That's important, 

because, when it comes to supporting your business, you need a 

company that delivers the options you want.

DTE Energy

dteenergy.com

F o r  a l l  t h e  e n e r g y  y o u ' l l  e v e r  n e e d  e = D T I
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Letter to AFD

Readers respond to Reverse Vending article
Editor's Note: In the September issue of the AFD Food & Beverage Report, AFD president, Mike Sarafa wrote an article about escalating costs of reverse vending.

The two letters below are in response to Mr. Sarafa’s article.

Dear Mike Sarafa,
The history of reverse vending 

machines (RVMs) in Michigan does 
not support your call for soft drink 
and beer distributors to pick up some 
of the retailers’ costs involved with 
reverse vending.

It is important to remember the 
RVMs were not something the 
beverage distributors wanted or 
sought. Indeed, the distributor 
community voiced significant 
misgivings, but the retailers insisted 
upon their introduction because of the 
financial savings it provided the 
retailer. The distributor did not 
legally have to accept the 
commingled containers coming from 
the RVMs, but finally reluctantly 
went along with the retailers to 
accommodate them and the financial 
gain it provided them.

In addition, distributors set up and 
operate the third party pick-up system 
for larger stores with RVMs. This 
was done to accommodate the retail 
community and increase the 
efficiency of their use of RVMs.

This was a significant, new out of 
pocket expense that the distributors 
pay for every week.

So indeed, Mike, the history of 
RVMs in Michigan actually shows 
that the distributor community has 
already accommodated the retail 
community -  twice -  both 
operationally and financially. We 
hope this background does not get 
lost or ignored as time goes on.

Sincerely,
William E. Lobenherz
Michigan Soft Drink Association

Dear Mr. Sarafa:
I am writing in regard to the 

conversation we had last month. We 
spoke about the article which was 
published in the September issue of 
your A F D  F o o d  & B evera g e  Report.

We discussed the article which was 
headed, “Reverse vending costs 
escalate”. Since this article was 
published it is beginning to 
discourage customers from 
purchasing reverse vending machines.

As I mentioned in our 
conversation, Kansmacker does not 
charge the excessive costs stated in 
the article. Our charges per 
transaction do not exceed $19.95.

When a service call is made it is 
only one charge, no matter how many 
new bar codes are inserted into the 
data system. For example: if a store is 
to request that fifteen new bar codes 
be entered into the system it will cost 
$19.95, same as if they only need two 
new bar codes, the cost will still be 
$19.95. Kansmacker’s process of 
updating is done through a modem

connection from the Kansmacker 
headquarters directly to each 
machine.

Although the cost of these updates 
is not very high. It is encouraged by 
Kansmacker that the merchant request 
some sort of product or fund from the 
vendors to offset the cost of new 
product updates.

Kansmacker customers have never 
exceeded a yearly total of $300 for 
bar code data updates. This is a result 
of Kansmacker’s goals to focus on 
keeping services to their customers 
efficient and inexpensive.

Thank you for your time and 
consideration.

If you have any questions or 
concerns please feel free to contact 
me anytime at (248)249-6666. Thank 
you once again.

Sincerely,
Nick Yono
Kansmacker

READ ALL ABOUT IT!!
D etroit’s Snack Food Leader Announces

8.....AFD Food & Beverage Report, November, 2003

NEW EQUIPMENT

E XCITING PROGRAMMING 

W ORTH WHILE PROFITS

IGNING BONUS

For more details contact your Frito-Lay Rep



H O W  TO P O U R  T H E  P E R F E C T  B U D .
 

Contrary to conventional wisdom, the right way 
to pour your Budweiser is directly down the center

 of your glass. This releases the carbonation naturally,
allowing you to enjoy the always refreshing,

 never filling  taste you've come to expect
 from the King of Beers. 
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News Notes
New study finds flaws in 
understanding of calories
Conventional logic in nutrition has 

held that when it comes to weight 
loss, all calories are the same, 
whether they come from proteins, fats 
or carbohydrates. But a new study 
from the Harvard School of Public 
Health found that dieters on a low- 
carb diet who consumed more 
calories than dieters on a low-fat diet, 
still lost more weight. Critics of the 
study say the dieters need to be 
studied over the next year to see if 
they keep the weight off before 
rewriting the rules on calories. 

-Associated Press

USA: Aurora Foods to 
merge with Pinnacle Foods

Troubled US food maker Aurora 
Foods has announced that it revised 
its financial restructuring plan so that 
Aurora will now be combined with 
Pinnacle Foods Corporation. St. 
Louis-based Aurora, whose brands 
include Duncan Hines baking mixes 
and Mrs. Butterworth’s syrups, said 
buyout firms J P Morgan Partners and 
J W Childs Equity Partners would 
jointly buy a 49% equity stake in the 
combined company for $83.7m.

-Reuters

Rise in obesity numbers 
more severe than 

previously thought
Government researchers predict 

40% of the U.S. population will be 
obese by 2010, and a separate study 
says severe obesity —  usually people 
more than 100 pounds overweight — 
now affects one in 50 people. The 
head researcher on the severe obesity 
data says the condition will lead to a 
rise in diabetes and arthritis at a 
younger age, and these people have 
the highest health care costs.

-The Washington Post

Honeybaked Ham tries 
different ways to develop 

year-round sales
While Honeybaked Ham receives 

60% of its sales during the holiday 
season, it has launched several new 
products to boost year-round sales. 
The company sells lunch, offers take- 
home meals and has added hickory- 
smoked ham and two types of turkey 
to its product line. In addition, 
Honeybaked Ham offers free delivery 
programs to large companies and 
sells its products through retail food 
stores such as Papa Joe’s in 
Rochester, Mich. -The Detroit News

The largest 
manufacturers and 

distributors of 
Packaged Ice in the  
S ta te  of Michigan!

J.M. Smucker sued over 
label claims

The lawsuit against JM Smucker 
alleges it misrepresented claims on its 
"100% Fruit" labels, contending that 
several varieties contain significantly 
less than the advertised amount of 
actual fruit. An attorney for those 
filing the lawsuit said that if this legal 
action is successful, the company 
could be forced to refund money to 
consumers or make a charitable 
contribution. -Just Food

Tab drinkers, a loyal bunch
Tab had its moment in the Zeitgeist 

in the 1970s, when it was the pre
eminent diet soda, a title it maintained 
until Diet Coke muscled onto the 
scene in the 1980s. Tab drinker’s 
search high and low for the drink, and 
some maintain Web sites extolling its 
virtues, proving that sometimes a 
brand’s value is almost incalcuable.

-Journal and Constitution

Georgia-Pacific fights for 
paper towel crown

The company is preparing to 
release a new, softer and more 
absorbent version of its Brawny paper 
towel to further compete with Procter 
& Gamble’s industry-leading Bounty 
product. The move is part of Georgia- 
Pacific’s plan to focus on its line of 
consumer products such as toilet 
paper, paper plates and paper towels. 
-Journal and Constitution

E.U. looks to make ban on 
hormone-treated U.S. beef 

permanent
The European Union believes it 

lias enough scientific evidence to 
permanently ban the import of U.S. 
hormone-treated beef because it 
believes the beef poses a health threat- 
E.U. studies say one hormone is a 
carcinogen, a claim the U.S. beef 
industry rejects. The National 
Cattlemen’s Beef Association calls 
the move “pure protectionism.
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News Notes

Levitra outperforms 
Viagra in study

Food safety rules to go into 
effect in December

Beginning later this year, foreign 
companies must inform the FDA in 
advance of any food shipments being 
delivered to the U.S., currently at 
25,000 a day. Further, all foreign and 
U.S. food facilities must register with 
the agency. The FDA is taking 
comments on the regulations but is 
not expected to make significant 
changes to the regulations.

-The Wall Street Journal

A handful of nuts for health
Now recognized as having more 

health value than previously thought, 
the FDA, doctors and nutritionists tell 
consumers nuts are not as bad as once 
believed. In fact, nuts are high in 
unsaturated fats and seem to lower 
cholesterol and may be involved in 
reducing heart disease risks.

-Los Angeles Times

Americans slowly 
shed weight

A recent survey found the 
percentage of overweight Americans 
dropped slightly from 56% to 55% 
between 1998 and 2002. While the 
drop is not significant, some feel it 
shows more consumers are starting 
to put more focus on nutrition and 
dietary habits. -MSNBC

Mayor buys prescription 
drugs from Canada

The mayor of Burlington, Vt., 
took the first step to join other cities 
in buying prescription drugs from 
Canada to give to city employees. 
Saying the city “can’t wait for federal 
action,” Mayor Pete Clavelle asked 
the City Council to give his 
administration until December to 
investigate the possibility of 
importing drugs for city workers.

-The Boston Globe

Wireless technology makes 
food shopping easier

Stop & Shop and CueSol, a 
Massachusetts-based technology 
consultant, have teamed up to create a 
“shopping buddy,” a cart-based 
wireless shopping aide that aims to 
speed and simplify the food-shopping 
experience. Available in three Stop & 
Shops in suburban Boston, the system 
links the retailer’s loyalty card and the 
shopping history it collects to a 
computer touch screen that performs 
several functions, including keeping a 
running total, identifying sales items 
and suggesting food combinations.

-Mass Market Retailers

In a study, almost half of men not 
responding to Viagra achieved 
successful sexual intercourse when 
taking Levitra. Analysts expect a 
strong battle between Viagra’s 
Pfizer and Levitra’s Bayer and 
GlaxoSmithKline for the top spot in 
the erectile dysfunction industry.

-MSNBC/Reuters

Legal battle heating up over 
Canadian drugs

Several states have announced they 
are exploring the option of purchasing 
Canadian drugs to cut costs, a move 
the FDA so far has opposed. Currently 
the Justice Department is taking on 
the owner of Rx Depot and Rx of 
Canada in an Oklahoma courtroom, 
seeking to close his 85 stores that help 
seniors purchase Canadian drugs.

-The Sun /Associated Press

Man Sentenced to Death in Post-September 11 Shooting
An Arizona jury handed down the death sentence in the case of a man who 

shot and killed an Indian immigrant gas-station owner after the September 11, 
2001, terrorist attacks.

Frank Roque shot and killed Balbir Singh Sodhi, a Sikh. Sodhi had a beard 
and wore a turban, and law-enforcement officials think Roque mistook him for 
an Arab, reports CNN.com. An appeal of the verdict is mandatory.

The murder case led India to ask the U.S. government to take steps to 
prevent assaults on Sikhs living in the Unites States. Sodhi was one of several 
Sikhs thought to be of Arab descent and attacked following September 11.

“The jury brought justice back to our family,” said Sodhi’s brother 
Lakhwinder Singh Sodhi. “They brought the truth in front of the whole world 
and showed that we are all Americans.”

After deliberating for six hours, jurors sentenced Roque to death by lethal 
injection.

During the trial, prosecutors stated that Roque targeted Sodhi because of 
racial hatred. Roque’s attorneys argued that he was mentally ill and that the 
attacks of September 11 drove him to commit the acts of racial violence, 
according to CNN.com.

Roque must still be sentenced in two other shooting cases. On the same day 
he shot and killed Sodhi, Roque also shot at people from Afghanistan and 
Lebanon. -NACS

Do you have a drug card?
AFD offers eligible members Blue Cross Blue Shield Blue 
Care Network of Michigan coverage through AFD's spon
sored program for groups from 1 to 99 employees. The 
program guarantees coverage regardless of your medical 
condition and includes a drug card (dental and vision avail
able for groups of 5 or more).

Networks Available 
Managed Traditional

Blue Choice POS 
Blue Care Network HMO

Carry the Blue card that is honored by more doctors and 
hospitals in Michigan than any other health insurance card.

B lu e  C ross  
B lu e  S h ie ld  
Blue Care Network
of Michigan

Blue Cross Blue Shield of Michigan and 
Blue Care Network are independent licensees 

of the Blue Cross Blue Shield Association.

For information on AFD's 
endorsed Blue Cross program 

available to AFD members, call: 
Sheila at (800) 666-6233 or 

sreeves@afdom.org

RANDALL A. DENHA, ESQ.
Estate and Business Planning Specialists

Cox, Hodgm an & G iarm arco, P.C.

Our estate planning attorneys provide soundly based estate 
and business succession plans utilizing:

Revocable Living Trusts Split-Dollar Plans (Private and Employer)
Irrevocable Living Trusts Generation Skipping Transfer Trusts
Qualified Personal Residence Trusts Charitable Planning Techniques 
Grantor Retained Annuity Trusts Buy-Sell Agreements
Sales to Grantor Trusts Estate Planning for Retirement Benefits
Business Succession Plans Asset Protection Planning

Please call

RANDALL A. DENHA, ESQ.
at (248) 457-7205

cox;

101 West Big Beaver Rd., Suite 1000 
Troy, Michigan 48084-5280 

Phone (248) 457-7000 • Fax (248) 457-7219
www.disinherit-irs.com
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Convenience Store Corner

Show 
exhibitors 
“milk” a 

new trend
Consumers' thirst for variety in even 

the most traditional of products has led 
to a revolution in the dairy aisle and the 
products of that revolution created a 
stir in the exhibition aisles at the NACS 
Show 2003.

“People are looking for different 
beverage solutions and beverages that 
have health benefits," said Charles 
Kinsolving, brand manager of 
beverages for Dean Foods, which was 
showcasing its Hershey s MilkShake 
flavored-milk product.

The latest flavor additions to the 
MilkShake line are York Mint 
Chocolate and Strawberry. Other 
MilkShake flavors include Cookies ‘n' 
Cream, Strawberry, Creamy Chocolate 
and Vanilla Cream.

Bravo Foods International Corp.’s 
entry into the flavored-milk market is 
Slammers. The company offers 100 
percent milk Slammers MoonPie, 
Looney Tunes Slammers and Extreme 
Slammers varieties.

“We offer Extreme Slammers for 10 
to 19 year olds, teens into extreme 
sports and skateboarding,” said Bryce 
Boynton, account manager for Bravo. 
“The MoonPie is more for adults who 
grew up eating moonpies, and the 
Looney Tunes line is for kids aged 2 to 
10.”

Holidays should be merry for retailers
Retailers will be decking their 

halls with lots of green this holiday 
season, according to two Bank One 
economists.

The economists predict that tax 
cuts, union bonuses and easy credit 
will encourage shoppers to increase 
their spending the most since 1999.

“We expect total retail sales to 
rise 6.3 percent in November and 
December from a year earlier— 
nearly double the pace of last year,' 
said Bank One Chief Economist

Diane Swonk.
Consumers also will be spending 

more on luxuries, such as vacations 
and eating out, said Bank One Senior 
Economist Peter G. Glassman.

“Restaurants are expected to be a 
big winner this holiday season, with 
sales growing 7.8 percent from a year 
ago,” forecasted Glassman.

Holiday hiring is also expected to 
pick up, especially at resorts and 
restaurants, Swonk said, adding that, 
“Unfortunately, this will provide only

modest help to the lackluster labor 
market.”

Swonk said she doesn’t expect an 
increase in overall hiring until 2004.

Swonk and Glassman cited a 
number of factors that will fuel 
holiday spending, including:

 The benefits of earlier income-tax 
cuts are still pouring in, with the cut 
in dividend taxes prompting many

See Merry Retailers 
page 15

What if you could get a glimpse 
of your financial future?

Sparkling Cow is positioned as a 
healthy alternative for soda drinkers, 
especially teens and tweens.

The bubbly beverage comes in three 
fat-free flavors, Luscious Lemon, 
Outrageous Orange and Sweet 
Strawberry—all are 130 calories per 
serving. The company said that 
Sparkling Cow is enriched with 
vitamins A and D and has a two-year 
shelf life.

Dynamic dairy drinks were also on 
the menu at the Nestle booth. The 
company launched its Nesquik Ready- 
to-Drink (RTD) MilkShakes and 
Mocha-flavored Nesquik RTD Milk, 
co-branded with Nescafe, at the NACS 
Show 2003.

Want to get a realistic perspective on the ability of your income and assets 

to meet your long-term needs and objectives? Would you like the oppor

tunity to analyze a variety of “what-if scenarios to prepare for whatever 

the future might hold? You can. And you don’t need a crystal ball to do it. 

Find out more. Call us today.

Michael J. LoGrasso CLU, ChFc, Christian P. Cicchella, and J. Gary Faigle CLU, CFP., MBA 
Strategic Planning Concepts

26555 Evergreen Road 16th Floor • Southfield, Ml 48076 
866.953.6600

“With these new products, we are 
extending the success of the traditional 
Nesquik products to provide a 
convenient, delicious treat that brings 
fun and enjoyment to teens and young 
adults,” said Andy Hill, marketing 
manager for Nestle Nesquik RTD.

An 8-ounce serving of Nesquik 
MilkShakes provide 40 percent of the 
Recommended Daily Value of calcium 
and 8 grams of protein.

© 2001 Sagemark Consulting

Advisory services offered through Lincoln Financial 
Advisors Corp., a registered investment advisor, or 
Sagemark Consulting, a division of Lincoln Financial 
Advisors Corp. Insurance offered through Lincoln 
affiliates and other fine companies. Securities offered 
through Lincoln Financial Advisors Corp., a broker/ 
dealer (member SIPC). Lincoln Financial Group is 
the marketing name for Lincoln National Corp. and 
its affiliates.

CRN0101-0713
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Blue Christmas
Continued from front page

Gallo purchased Louis M. Martini 
Vineyards earlier this year. The wine 
that was showcased at the AFD 
Beverage Journal Holiday Show was 
the first 
introduction 
since the 
ownership 
change.
Dennis Rizzo 
of J. Lewis 
Cooper says 
the Napa 
cabernet retails 
for $19.99 
while the 
Sonoma 
variety is $11.99.

Koala Blue, the trademark name of 
Pat Farrar and Olivia Newton-John’s 
winery is another chart-topping wine. 
From Australia, the winery takes its 
name from the pair's trendy apparel 
stores. The distinct blue bottle (here 
we go again with the blue) sets the

Domecq, Kuya is getting 
one of the biggest product 
launches in recent history.
Rum infused with citrus 
and spice, Kuya is geared 

to the 21 to 30 
year-old male 
demographic and the $25 
million advertising 
campaign will target that 
market.

Want to make points with 
your wine customers? 
Introduce them to Marques 
Casa Conchia, a 
Chilean wine 
distributed by J.
Lewis Cooper.
The numbers on 
this wine look 
good. With 
91 points for 

the Cabernet from 
Wine Spectator and a 
retail price of just 
$ 11.99, Marques Casa 
Conchia adds up to 
profits for you!

Also new this year is 
a “Cabcentric” winery 
from Napa Valley and 
Sonoma County. E & J

All that glimmers is not aqua
When it comes to wine, there is 

another “Jewel” this year. Introduced 
in November of 2000, Jewel is the 
fastest growing winery in California.

Located in Lodi, south of Sacramento, 
Jewel offers nine different types of 
wines. From Cabernet to Chardonnay 
to Firma, a signature blend of 
Barbara, Cabernet and Sangiovese, all 
nine wines retail for a fixed price of 
$9.99 nationwide. According to Paul 
Grieger of General Wine, the price is 
guaranteed never to go up.

Do ya Kuya? New from Allied

winery apart. Both the Chardonnay 
and the Shiraz are packaged in cobalt 
blue bottles with synthetic color- 
coded corks (blue for Chardonnay 
and red for Shiraz). Although the

signature Koala Blue shop is located 
on trendy Rodeo Drive in Beverly 
Hills, the wine’s price certainly does 
not reflect its roots. The 750ml 
retails for $4.99 while the 1.5 liter is 
$8.99.

Judging from the colorful displays 
and the optimistic air of the AFD 
Beverage Journal Holiday Show, this 
Christmas may be blue, but “spirits 
will” soar!

Electronic Imaging, Design and Printing Phone 58 6-777-6023 • Fax 506-777-1434

inc. 17630 East Ten Mile Road • Eastpointe, Ml 48 021
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Grocer starts 
construction business

Former Vic’s Market owner, Vic Ventimiglia, has taken up a new 
enterprise, called Hopper-Lamphear.

Vic has started a custom home building/renovation company. His 
business partners and he have over 30 years of combined construction 
and business experience.

They offer custom architecture, complete home renovations, custom 
home additions and brand new custom homes.

"We have done business with the AFD for years and I would like to 
continue that relationship with my new company as well," Vic states. 
“We will give you excellent customer service, outstanding quality 
workmanship and our word will be as good as gold.”

For more information, call Vic at (313) 434-1900.

Merry Retailers
Continued from page 13

companies to boost their dividend 
payouts and allowing investors to 
keep more of it.

• Recently signed United Auto 
Workers contracts include a signing 
bonus of $3,000 which was payable in 
early October. That amounts to an 
annualized $4 billion in extra 
spending power in the fourth quarter.

• Incomes are expected to remain 
in the black, supported by earlier 
productivity gains and a modest 
rebound in employment.

• Damages caused by Hurricane 
Isabel are expected to trigger 
additional spending on home repairs.

• Credit remains exceedingly easy, 
especially for consumers who have 
access to loans based on the prime 
rate, which is at its lowest level in 40 
years.

• Consumer sentiment remains 
relatively buoyant, despite some 
recent setbacks. Consumers remain 
particularly confident about their 
current financial situations.

Leinenkugel’s Amber 
Light wins gold

Leinenkugel 's Amber Light, the 
Jacob Leinenkugel Brewing 
Company’s most recent addition to 
their family of brands, took home a 
gold medal at the Association of 
Brewers Great American Beer 
Festival, held in Denver September 
25-27. The amber brew turned out a 
gold in the American-Style "Light” 
Amber Lager category.

This year’s Great American Beer 
Festival, America’s largest and most 
prestigious beer competition, featured 
more than 2,000 beers from nearly 
400 American brewers. Gold, silver 
and bronze medals were awarded by 
the festivals’ Professional Judge 
Panel.

Winning awards is not new to the 
Jacob Leinenkugel Brewing 
Company, winning an impressive 13 
Prestigious beer awards in the last six 
years, at the Great American Beer 
Festival and World Beer Cup 
competitions.

National 
Processing 

Services LLC A Registered ISO of
JP Morgan Chase

Associated Food Dealers has teamed up with 
Chase and NPS to give you special Credit 
Card Processing discounts and service!

Quick / Free Statement Analysis — 
just fax your statement to NPS
NPS will examine your current monthly 
processing statement and give you a 
confidential analysis of what you are 
currently paying and what NPS can offer 
you in savings. NO OBLIGATIONS

Advantages of Chase Merchant 
Services!
• Chase is the world’s largest processor 
of Visa and MasterCard transactions, 
with over 2.5 Billion transactions a year 
and over $ 205 Billion in credit card 
volume. This means greater buying 
power, special products for your 
business and special attention and 
service from NPS.

• Chase has relationships with Visa, 
MasterCard, American Express. Diner's 
Club, Discover, Novus, JCB, Debit and 
Check Services to support your entire 
processing needs for your business.
Your processing is deposited into your 
bank of choice within 24-48 hours. Toll- 
free POS Help Desk and Client Services 
are available 24 hours a day, 365 days a 
year.

Extremely low equipment prices 
for AFD Members 
FREE — Lifetim e W arranty on all 
equipm ent purchased from  NPS

Contact your NPS ■ AFD 
Representative and start saving 
today!!

ALL YOU HAVE TO DO IS....

• FAX your monthly statement to 248- 
540-7910 and tell us you are an AFD 
Member
•O R  CALL OR EMAIL to NPS
at 248-540-7900 or toll free 
866-NPS-VISA (677-8472)
(ask for Jimmy, Olivia or Laith: 
Jimmyn@npsvisa.com, 
Olivia@npsvisa.com, or 
Laith@npsvisa.com)

National 
Processing 

Services LLC

A Registered ISO of
JP Morgan Chase

AFD Food & Beverage Report, November, 2003.....15

Heloful numbers to keep on hand
Michigan Department of Agriculture 1-800-292-3939
Michigan Liquor Control Commission (517) 322-1400
Michigan Lottery (517)335-5600
WIC (517) 335-8937
EBT Customer Service 1-800-350-8533
Food and Nutrition Service/Food Stamps Detroit (313)226-4930

Grand Rapids (616) 954-0319 
Michigan Consumer and Industry Services (517) 373-1580
Michigan Department of Treasury/Tobacco (517) 241-8180
Michigan Department of Attorney General (517) 373-1110

To reach your representative or senator, call these 
numbers to get the phone number for your district.

House of Representatives (517) 373-0135
Senate (517)373-2400

mailto:Jimmyn@npsvisa.com
mailto:Olivia@npsvisa.com
mailto:Laith@npsvisa.com


The Associated Food Dealers of Michigan welcomes these new members 
who have joined in July through September 2003

A.V.I. Company 
Alger Market
Ambassador Service Group 
Art of the Table 
Asher’s Market 
Bill’s Market 
Boulevard Lounge 
Bursanti Sauces 
Costco, Auburn Hills 
Costco, Bloomfield 
Costco, Commerce Twp. 
Costco, Livonia 
Costco, Roseville 
Costco, Shelby Twp 
Costco, Livonia

Costco, Madison Heights
Cox, Hodgman & Giarmarco, P.C.
Curtisville Trading Post
D & G Goossens
Discount Drinks
Dollar Castle #1
Dollar Castle #2
Dollar Castle #3
Dollar Castle #5
Dollar Castle #6
Dollar Castle #7
Dollar Castle #8
Dollar Castle #9
Dollar Castle #10
Dollar Castle #11

Dollar Castle #13 
Dollar Castle #17 
Dollar Castle #18 
Dollar Castle, Inc.
Elite Pest Management 
Four Seasons Market 
Freedom Systems Midwest, Inc. 
Grand Foods, Inc 
Harters Store 
Hinky Dinky Food Store 
JJ Security Systems, Inc. 
Kassab’s Town & Country 
Knotts Hops & Schnapps 
Lake O Mart 
Larry’s Family Food

TASTE •  VARIETY •  SERVICE •  VALUE

You deserve 
TASTE...
Kar’s delivers!
• S tore D o or Service

• Tasty Fresh G uarantee

• A ttra c tive  Merchandising

• C o ntact your sales rep for 
the  latest prom otional deals!

Ask about new 
Holiday Shipper!
Five tasty snacks in 
festive gift bags. NOTE: Photo for illustration purposes only. Product selection shown may 

differ from special offer. Ask sales rep for specific details. Red and green 
shipper and bag labels really dress up the display for the holidays!

Laura Lee’s Landing 
Lion's Wine & Deli 
Mainstreet Marketplace 
Mickey’s Food Stores 
Mobil Mart
One Step Party Shoppe 
P & T Party Shoppe 
Parkside Country Store 
Party King
Pat & Garys Party Store 
Paul’s Market 
Players Market 
PP’s Quik Mart 
R & W Ltd.
Rainbow Market 
Safaros Food Store 
Save-A-Lot 
Smokers Outlet 
Soo Comer Store 
Specialty Food Services 
Spencer Landing Party Store 
Sunoco of Highland Twp. 
Three Sisters Market 
Trepco Import & Distributor 
USA 2 Go
Van’s Foods of Menominee 
Vintage Wine Shoppe 
Warren Food & Drugs 
Warren Liquor

Campbell's goes 
organic

Tomato juice made from organic 
tomatoes will be available from 
Campbell Soup next month. The 
organic juice will cost $2.69 for a 46- 
ounce bottle, compared to $1.99 for 
the same amount of juice made from 
conventionally grown tomatoes.

-The Philadelphia Inquirer

PepsiCo keeps 
pace with 
on-the-go
snackers

PepsiCo enjoyed another quarter of 
double-digit earnings growth, thanks 
in large part to its new portable snack. 
Lay’s Stax chips, and Pepsi Vanilla.

The company reported earnings per 
share (EPS) for the third quarter of 
2003 up over 15 percent to $0.62, on 
a fully diluted basis. Year to date, 
earnings per share were up 17 percent 
to a total of $ 1.64, on a fully diluted 
basis.

The company has found success 
with Pepsi Vanilla, which debuted 
this summer. The drink increased 
North American beverage sales by 6 
percent.

PepsiCo’s Frito-Lay division found 
favor with on-the-go consumers with 
its Lay’s Stax. Frito-Lay’s North 
American sales increased 7 percent in 
the third quarter.
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A Good Deal for Players.
A GREAT Deal for Retailers.

Any player who purchases a 10-Draw WINFALL ticket (good for the next 10 drawings) 
will receive 2 FREE "Easy Pick" wagers for the upcoming drawing.

 That means retailers will earn commission on the multi-draw wager AND on the FREE wagers, 
which adds up to 2 0%  MORE commission on the sale of every 10-draw single-panel wager.

So tell your players to get in on the next 10 WINFALL drawings. 

Players will win big and so will you.

AFD Food & Beverage Report, November 2003..... 17



Member Profile

Elite Pest Management works out the bugs
By Kathy Blake

It may be a bug’s life out there, but 
Elite Pest Management, (EPM) is 
ready to help retailers keep bugs and 
other pests from living it up. The 
pest management service provider s 
goal is to be the Premier Pest Control 
Company of the 21 century through 
total customer satisfaction. Founded 
in 2000, by Ken Matheny, Elite Pest 
Management of Roseville serves 
clients such as retailers, homeowners, 
restaurants and schools in 
Southeastern Michigan.

As a full service pest management 
company, EPM offers general pest 
control, bird control, bat control, mole 
control, animal trapping, gutter 
cleaning and pest inspections. They 
can create a customized pest 
management program for each client. 
“A lot of service providers have 
become specialized. We take care of 
the complete pest problem," said 
Matheny.

When a retailer calls for service, 
Matheny or one of his technicians, 
will go out and look at the whole 
situation starting with a thorough 
inspection to look for the points of 
entry for pests, such as broken door

Ken Matheny, owner/president, holds a 
bald-faced hornet nest.

sweeps. EPM makes a detailed report 
to the client and then goes to work 
fixing the root problems.

“We generally don't leave until 
we’ve fixed the problem. If we can’t 
provide noticeable improvement in 
30 days, then the customer can fire 
us,” said Matheny. He added that 
they’ve never had to do that. In fact 
they have a very good track record 
with clients. “We get a lot of wows!” 
said Matheny.

He cites as an example of the work 
they have completed for a chain of 
florists who intially were having 
troubles with pigeons damaging

roofs. “We cleaned out 
chimneys and made 
other roof repairs. The 
owner was very happy 
with the results,’ said 
Matheny.

A Macomb County 
school called because 
they had a problem with 
bald-faced hornets. 
Matheny and his 
technicians, Jeff Bartnik 
and Duron Jenkins agree 
those particular hornets 
are the most aggressive 
pests. They went out 

and treated the hornets nests, then as 
a general precaution, went back the 
next day to collect the nests. They 
shellacked and gave the nests to the 
schools for display in science classes.

EPM services over 50 percent of 
the 22 school districts in Macomb 
County, with more to come. “To get 
as far as we did in 2-1/2 years (of 
business) is our kudos,’ said 
Matheny. He said they have a highly 
respected Integrated Pest 
Management program.

All of Elite Pest Management’s 
technicians are certified applicators 
and all of the staff are Integrated Pest

Management certified, including the 
office manager, Lisa Bruton and 
bookkeeper Barb Potter.

Matheny has been a licensed 
applicator for six years, and is 
extremely knowledgable about the 
pest control field. Prior to starting up 
EPM, he was the marketing director 
for another pest control company. He 
has four degrees in pest management 
including: 7A-General Insect and 
Rodent; 7B-Wood Destroying 
Organisms; 7F-Mosquito and 8-Public 
Health. Many members of the 
Associated Food Dealers may 
remember Ken Matheny from when 
he was an AFD Board member in the 
early 1980s. At that time, he worked 
for Austin Meat Company. Some of 
his personal interests include bowling, 
golf, and he has an extensive record 
collection, with framed LPs in his 
office.

Elite Pest Management is excited 
to be a new member of the Associated 
Food Dealers of Michigan. All AFD 
members that sign up for a 
commercial monthly account will 
save 10% off their current pest control 
contract. For more information, 
please call (586) 294-7055.

4 out o f 10 em ployees s tea l
FBI reports employee theft is among the fastest growing crimes

Protect Yourself & Your Business
DON’T  BE A  STATISTIC

A C T  NO W  BEFORE IT ’S TOO LATE
Indoor/Outdoor/Covert

We carry cameras for all applications

Best Prices and Service Guaranteed
866-323-C C TV

w w w . t e l e c o n n e c t u s a . c o m
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please call vicheie 
MacWilliams for 
reservations and 

sponsorship information:

(248) 557-9600
Attention Sponsor New video 

presentation will feature 
footage shot on location at 

your place of business 
Excellent marketing tool!

Penna's o f S terling

v

Gold Sponsor: $7,000
•Two tables o f 10 for dinner (Prime seatins) 

•15-second video or ten company images for media presentation 
•Corporate signage at the dinner 

•Half page ad in the Food & Beverage Report 
•Use o f tw o  company products at dinner 

or tw o  additional images in media presentation 
$700 for each additional table.

The 88th Annual 
Trade Dinner and Ball 

 o f the Associated 
Food Dealers of Michigan

Platinum Sponsor: $10,000
(Limited sponsorships Available)

•Three tables o f 10 for dinner (VIP seating)
•30-second video or fifteen company images f a  media presentation 
•Title sponsorship signage f a  music, photo booth a  centerpieces 

•Full page ad w /  spot c o la  in the Food & Beverage Report 
•Use o f four company products at dinner 

a  four additional images in media presentation 
$600 f a  each additional table.

Silver Sponsor: $4,000
One table o f 10 f a  dinner (Preferential seating) 
•Five company images f a  media presentation 

•Corporate signage at the dinner 
Quarter page ad in the F ood & Beverage Report 

•Use o f one company product at dinner 
a  one additional image in media presentation 

$800 f a  each additional table.

Bronze Sponsor: $2,500
•One table o f 10 f a  dinner 

•Two company images f a  media presentation 
•Corporate signage at the dinner 

•One-Eighth page ad in the F ood & Beverage Report 
$900 f a  each additional table.

AFD Food & Beverage Report, November 2003.....19

Friday, Feb. 6, 2004



Lottery Lowdown

Lottery finishes another exciting year and 
celebrates 30th Anniversary!

By Commissioner Gary Peters

The Michigan Lottery recently 
wrapped up fiscal year 2003, and what 
an exciting year it was! On November 
13, 2002, the Michigan Lottery began 
its 30 year of operation. Over the 
past three decades the Lottery has seen 
many changes, but the one thing that 
has never changed is the Lottery’s 
dedication to supporting kindergarten 
through 12 grade public education in 
the state of Michigan. In the Lottery’s 
30-year history, over $11 billion has

been transferred to the state School 
Aid Fund, and we are very proud of 
our continuing role in helping the 
state invest in the future of 
Michigan’s children!

In order to keep players interested 
in the Lottery 's products and 
generating maximum funds for the 
state School Aid Fund, the Lottery’s 
staff works hard to ensure that the 
game lineup is always fresh, fun and 
exciting.

Delivers In More 
Ways Than One.

MANY RESOURCES/

FINANCIAL |  LEGISLATION |  EDUCATION I  ACTIVITIES

• Blue Cross/ Blue 
Shield Health Care

• SPC Financial Planning

• Verizon Wireless

• Coupon Redemption 
Program

• Clear Rate Long Distance

• NPS-Chase Mastercard/ 
Visa Acceptance

• Northpointe Liquor 
Liability Insurance

• Security Express 
Money Orders

• AAA Auto & Home 
Insurance

• Star Workers 
Compensation Insurance

• Full Time Lobbyist 

•AFD PAC Committee

• Legislative Updates

• Liaison with Govern
mental Agencies

• A/VLoan Library

- T IP S . Seminars

• Legal Consultation

• Accounting Advice

• Monthly Food &
Beverage Report

• Scholarship Awards

• Annual Trade Show

• Formal Trade Dinner

• Scholarship Golf Outing

• Thanksgiving Turkey Drive

• Beverage Journal 
Holiday Show

For more information on any of these 
excellent programs, call: 

ASSOCIATED FOOD DEALERS OF MICHIGAN
18470 West Ten Mile Road • Southfield, Michigan 48075

1 -8 0 0 -6 6 -6 6 -AFD
or (248) 557-9600

That is why players were so 
excited in January when the Lottery 
kicked off the new year with the 
introduction of its new WINFALL 
game. WINFALL replaced the 
Lottery’s Michigan Millions game.

Since its debut on January 19, 
2003, the WINFALL game has 
created thousands and thousands of 
big money winners all across the 
state! Players love the new game 
because it offers so many ways to win 

- and there are lots and lots of prize 
winners in each drawing. Sales for 
WINFALL in the past fiscal year 
show just how much players love the 
game, as they have increased by more 
than 10 percent over Michigan 
Millions sales in the previous fiscal 
year!

The WINFALL game wasn’t the 
only strong performer in the Lottery’s 
line up in fiscal 2003. We also saw 
significant sales increases in instant 
games, the Daily 3 & 4 Games and 
Keno.

When Michigan Lottery instant 
tickets debuted, there were only a few 
new games introduced each year. 
Today, the Michigan Lottery 
introduces more than 70 new instant 
ticket games each year! Instant 
games play a very important role in 
generating new revenue, as they 
comprise more than 40 percent of the 
Lottery’s annual sales. In the past 
fiscal year instant ticket sales 
increased by more than four percent.

That increase in instant ticket sales 
can be attributed in part to 
innovations the Lottery has made in 
the types of tickets we offer. Many of 
the Lottery ’s instant tickets offer 
second-chance drawings in which 
non-winning tickets can be sent in to 
win fun and exciting prize packs. The 
biggest change in the past fiscal year 
to instant games involves the $20 
instant tickets. The Lottery has added 
an excitement-building new feature to 
the $20 games -  grand prize drawings 
to win the top prize. The Lottery has 
chosen to award the big top prizes in 
these games through a grand-prize 
drawing in order to enhance the 
game-playing experience and to offer 
more low- and mid-tier prizes in each 
game. In fiscal year 2003 two grand 
prize drawings of this type were held 
-  one in January and the other in 
June. Both lucky winners took home 
$2,000,000 top prizes!

The Daily 3 & 4 Games are also a 
very important part of the Lottery s 
lineup, comprising over 42 percent of 
the Lottery’s overall sales. These 
games have been a part of the 
Lottery’s lineup for over 25 years and 
sales for both games increase each

Lottery, continued on page 25.
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If you still h o v e l 
the original 
Konsmacker, 
call us for .. 
repairs or tune I  
up specials. 

For more information 
regarding our machine, or to 
compare to our competitors, 

visit our web site at 
www.kansmacker.com

BRAND REVERSE VENDING MACHINES
K ansm acK ers

CO M PA CT STAINLESS 
STEEL M ACHINE:

NUMBER ONE FOR:

•  C lean liness
•  D urab ility  

•  Efficiency 
•  Service 

 •  Speed
Our new machines are

•  SIMPLE!
•  EASY TO CLEAN!

IT'S THE
3 - i n - 1
MACHINE!

Two 
Machine Sizes 

to Choose From!

See our new  
Compact M odel!

 Plastics &
Cans Front or  

Rear End Unloader  
Machine only  

 32" wide!

Ask about a
FREE T R IA L -

NO OBLIGATION! 

For more information regarding KANSMACKER BRAND REVERSE 
VENDING MACHINES, please contact NICK YONO at

800-379-8666 or 248-249-6666
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Legislator Profile

State Senator Dennis Olshove 
is a recognized leader

by Kathy Blake 
Senator Dennis Olshove, (D- 

Warren) is a freshman state senator.
He is described as a good 
communicator who grasps concepts 
quickly with the ability to expedite a 
decisive plan of action.

Although this is his first year in the 
Senate, he’s worked in Lansing 
before. After graduating from 
Michigan State University with a 
Bachelor’s Degree in 
Communications, Olshove went to 
work in the auto industry. When his 
friend Curtis Hertel became a state 
representative for Detroit, he asked 
Olshove to come work for him as a 
legislative assistant. Olshove said he 
found the work interesting and felt he 
was good at it. Five years later, the 
state representative seat opened in his 
district for a special election. He felt 
he was a qualified political candidate.
“I had as much expertise and as much 
to offer as anyone,” Olshove said. He 
campaigned door-to-door with his 
wife by his side for six weeks

ml
finishing 2 out of 10 in the primary. 
Although he didn't make it to the 
election, the term was nearly over. He 
won the primary next time and ousted 
the short-term Republican incumbent 
in the general election. Since then he 
was re-elected to office four times, 
until term limits went into effect.

In 1998, Olshove was elected to the 
Macomb County Commission and 
served two terms before being elected 
state senator in 2002. He was one of 
27 new state senators taking office 
this year. Since there are only 38 
senators in total, this made for a 71 
percent turnover in the Michigan 
Senate mostly due to term limits.

With the new district boundaries, 
he serves parts of former Senators 
Arthur Miller and Ken DeBeaussaert ' s 
districts combined. His district, the 
9 , includes the cities of Warren, 
Center Line, Eastpointe, Fraser and St. 
Clair Shores which are in southern 
Macomb County.

He is the Assistant Democratic 
Caucus Whip. The senator’s 
committee assignments include: Vice- 
Chair of Gaming and Casino 
Oversight; Vice-Chair of Technology 
and Energy; Banking and Financial 
Institutions; Commerce and Labor;

Senior Citizens and Veteran’s 
Affairs.

Energy and Technology 
committee

As former Chair of the Michigan 
House of Representatives Public 
Utilities committee, Olshove has 
followed the history of electric 
deregulation. Currently he is vice
chair of the Senate Technology and 
Energy Committee. Regarding the 
massive power outage affecting 
Michigan and northeastern states in 
August, Olshove said hearings to 
investigate the cause of the power 
outage and develop strategies for 
preventing future occurrences are 
underway. "Considering the 
personal and economic loss 
associated with such a massive 
power failure, it’s imperative that we 
get to the bottom of what occurred,” 
said Olshove. The Michigan Public 
Service Commission is looking into 
it as well. It is widely believed that 
the outage resulted from a power 
plant and transmission line that went 
out in northern Ohio.

Olshove wondered, “We want to 
know what role deregulation may 
have played in the power outage. In 
the power wielding grid, we’re trying 
to get reliable electricity with the new 
marketing of electricity on the grid. 
Have we given up reliability? With 
all the lost wages, production and 
products, was it worth the penny per 
kilowatt saved with deregulation?” 

Another issue that Olshove co
sponsored is a bill to allow utility 
companies to continue to offer 
appliance service plans. With 
deregulation, power companies were 
required to follow a code of conduct 
which separates services from the 
company. Consumer’s Power had a 
very successful service program in the 
Warren area and when residents were 
notified that it would be discontinued, 
they were upset. The program allows 
customers to have appliances serviced 
as needed by paying a monthly fee. 
“This service was tremendously 
popular, especially with seniors,” said 
Senator Olshove. Through active 
lobbying by seniors, he received 
hundreds of phone calls and letters, 
which is very uncommon, he said.

The committee is in the process of 
holding hearings to allow this service 
plan to be continued.

Commerce and Labor 
committee

On the Commerce and Labor 
committee, Olshove said they’re 
trying to help the tool and die and 
machining industry. “We’re losing 
jobs to China, 24 percent of tool and 
die jobs were lost just from Michigan. 
For years shops have been closing.” 
He said they’re attempting to address 
that problem and are looking at tax 
credits to keep this industry here.

Gaming and Casino 
Oversight committee

As Vice-Chair of Gaming and 
Casino Oversight, Olshove says the 
biggest news has been the recent 
legalization of gambling in bars and 
restaurants. Now these establishments 
are allowed to be licensed to offer 
club games including Club Keno and 
pull-tab games. Governor Jennifer 
Granholm established the new games 
and expects them to add $50 million 
to the state coffers during the next 
fiscal year. Olshove said there has 
been an attempt by the Michigan 
Restaurant Association to allow 
lottery terminals for individuals to use 
in bars and restaurants. They are 
already allowed in large stores like 
Kroger and Meijer’s.

Olshove is married with four sons. 
He said jokingly that if he’d known he 
was going to have four sons, he would 
have named them John, Paul, George 
and Ringo. It would have fit too 
because they all play musical 
instruments. The youngest are twin 
11-year olds.

“Government is a dynamic 
sometimes fast moving process, the 
senator explains in his introduction on 
the Michigan Senate website, 
senate.michigan.gov, and he said he s 
glad to be a part of it.

To contact Senator Olshove, call 
(517)373-8360, email
sendolshove(a)senate.michigan.gov, or
write The Honorable Dennis O lshove. 

State Senator, State Capitol, PO Box 
30036, Lansing, Ml 48909-7536.
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The widespread destruction caused 
by Hurricane Isabel is a powerful 
reminder of the importance of creating 
a disaster-preparation plan for your 
business.

The U.S. Small Business 
Administration has outlined several 
strategies for preparing for disasters. 
There are four areas that should be 
addressed when preparing your store: 
facilities (buildings and equipment), 
operations, critical information and 
insurance.

It is important to develop a 
contingency plan in the event your 
store is not able to continue operations.

Spartan creates 
Hug-A-Bear 

campaign
Spartan Stores is pleased to 

announce its participation in the 2003 
National Fire Prevention week through 
the donation of stuffed teddy bears to 
the Hug-A-Bear program, sponsored by 
Spartan Stores security and health & 
safety departments.

“The Spartan Hug-A-Bear program 
collects new or lightly used stuffed 
animals from our associates and 
donates them to local fire 
departments,’’ said Tim Barkowiak, 
Spartan Stores Corporate Security.
“Fire departments are able to provide 
these stuffed animals to children who 
are victims of fires and other accidents. 
It’s a rewarding program to everyone 
involved. And it also brings attention to 
the importance of fire prevention,” said 
Tim.

Spartan Stores associates donated 
close to 200 stuffed animals. The 
stuffed animals were presented to 
Cutlerville, Hudsonville, Wyoming and 
Byron Township Fire departments in 
early October.

Based in Grand Rapids, Michigan, 
Spartan Stores, Inc. (Nasdaq: SPTN) 
owns and operates 54 supermarkets and 
21 deep-discount drug stores in the 
Michigan and Ohio area, including: 
Ashcraft’s Markets, Family Fare 
Supermarkets, Glen’s Markets, Great 
Day Food Centers, Madison Family 
Market, Prevo’s Family Markets and 
the Pharm. The company also supplies 
more than 40,000 private-label and 
national brand products to more than 
330 independent grocery stores.

Preparing your store for disaster
Retailers must consider if the store 
could be temporarily operated from 
a nearby storefront, and if important 
items, such as computers and 
inventory, could be moved in the 
event of an emergency. All 
possibilities should be considered in 
developing an emergency plan.

Here are some suggestions for 
disaster preparation:

• Keep an extra supply of any 
hard-to-replace parts or items.
Make upgrades to your store now in 
order to avoid future problems. For 
example, re-enforce walls or shore 
up a nearby creek bank that may be

susceptible to flooding.
• Purchase a back-up generator for 

protection in the event of a power 
outage. This will be especially 
helpful in the protection of 
refrigerated inventory.

• Make arrangements with alternate 
vendors in the event that your primary 
vendors are not able to deliver. You 
should place occasional orders with 
these vendors to maintain an active 
customer status.

• Keep backups of all your 
important and sensitive files in 
another location. Pre-arrangements 
also should be made with vendors for

the speedy replacement of any critical 
hardware or software. Also, surge 
protectors should be used to protect 
all computers and phone lines.

• Review your insurance policy 
regularly. Does it cover the cost of 
replacing your vital equipment and 
facilities? It is also important to know 
what your policy does not cover.
Most policies require additional riders 
for flood, windstorm, sewer backup 
and earth-movement coverage. 
Consider getting business-interruption 
insurance to help cover payrolls and 
vendor debt in the case of an 
emergency.
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The
Retailer Profile

Vinery makes friends 
in Dearborn

The Vinery also offers check 
cashing services, money orders, fax 
and copy services, utility payments 
and an ATM machine.

Perhaps one of the 
most impressive 
sections of the store 
is its delicatessen. 
The Vinery is clearly 
designed to host the 
lunch crowd from the 
Ford offices and 
factories nearby. 
Fresh pizza and deli 
sandwiches are a hit 
with the customers 
that have discovered 
the store. In 
October, when this 
story was written, the 
store had just 
completed a carryout 
menu and it was at(l to r) Vince nona, Ray Foumia and loyal customer Joe Pietroniec 

in front o f the large liquor selection.

By Michele MacWilliams 
An unusual new convenience store 

has opened in Dearborn, positioned to 
serve the local residents and the Ford 
Motor employees that work in the 
area. Called the Vinery, the store is 
the brainchild of Louie and son Vince 
Nona, in partnership with cousins 
Gary and son Ray Foumia.

The idea for the store started when 
Louie Nona began looking for a new 
location. As owner of the popular

Salvaggio.
Vince is currently a senior at 

Oakland University and will graduate 
in April with a degree in business and

the printer. The intention is to pepper 
the nearby Ford plants with the 
menus to attract workers on their 
lunch hour.

Will Hill, a Dearborn resident and 
already loyal customer said that he 
has lived in the area for many years 
and watched as the different stores 
have come and gone from the general 
vicinity. He believes that Vince and 
Ray have a real gold mine in the 
Vinery. He loves the deli offerings 
and comes in often for lunch. “It’s 
quick and easy. There’s a park over 
there, you can sit right down where 
its cool and breezy,” he remarked 
with a laugh.

On the day of this interview, all 
the customers in the store were 
friendly and ready to give their 
impressions of the Vinery. They are 
happy to have the store as a new 
neighbor.

It appears that the Vinery has 
made a good first impression. Now, 
once the local factories and offices 
discover its fresh, homemade 
sandwiches and pizza, Vince and Ray 
won’t have time to talk to reporters 
during lunchtime!

Parkway Foods on East Jefferson in 
Detroit, Nona wanted to explore 
additional store options. He found a 
vacant storefront (formerly a Spartan 
store) on Pelham near Outer Drive in 
Dearborn and immediately fell in love 
with the location.

The Nona and Foumia families 
combined their efforts to create a 
concept and open the new store. They 
chose the name Vinery, because of its 
catchy sound and because the store 
stocks an extensive selection of wine. 
The Vinery opened on September 15, 
and was immediately well received by 
its customers in the neighborhood.

The younger generation cousins, 
Vince Nona (23) and Ray Foumia 
(26) run the Vinery. It is the first 
store that the pair has run, but neither 
is new to the retail food business.
Both have worked in their family's 
stores and Ray also worked for Nino

general management. He currently 
juggles his time between college, 
managing the Vinery and working in 
his father’s store, Parkway Foods.

Vince likes to think of the Vinery 
as “a convenience store on steroids,” 
and he is right. The Vinery has all 
the typical convenience store 
trappings: coffee and soda to go, a 
large cooler for beer, wine and other 
beverages, and a grocery section that 
stocks the essentials. However, the 
store also has some added features 
that you don’t find in most 
convenience stores. The liquor 
selection is impressive. It lines the 
entire cashier counter, which spans 
about 30 feet. They carry more wine 
and imported beer than most 
convenience stores too, which speaks 
to the customers that they intend to 
attract, Dearborn residents and the 
Ford employees in the area.
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Lottery, continued from page 20.

and every year. They are a player 
favorite that saw a combined sales 
increase of over 2.4 percent this past 
fiscal year.

The game that produced the largest 
percentage sales increase in fiscal 
year 2003 was Keno. This game has 
been part of the Lottery’s lineup for 
the past 13 years. In the past fiscal 
year the Lottery saw an over 30 
percent increase in Keno sales, as 
drawings for the game were expanded 
to seven days a week when Sunday 
drawings were implemented for the 
first time ever in the Lottery’s 30-year 
history in October 2002.

Sales of tickets for all of the 
Lottery’s games generated hundreds 
of thousands of cash prize winners. In 
total for fiscal year 2003, the Lottery 
awarded over $918 million in prizes 
to lucky Lottery winners all over the 
state!

For all of this great success, I want 
to thank you -  the Lottery's hard
working retailers! Your reward for 
helping increase sales for the 
Lottery's games is the more than 
$121 million in commissions that 
Lottery retailers collected this past 
fiscal year. As we close the books on 
fiscal 2003,1 want to thank each of 
you for your continued hard work and 
support of the Michigan Lottery. I 
look forward to working with each 
and every one of you in fiscal year 
2004, and I am confident that our 
combined efforts will serve to make 
the coming year another very 
productive one!

Seasons Greetings! It's that time 
of the year to make your customers 
jolly with Michigan Lottery holiday- 
themed instant game tickets. Holiday 
instant tickets make great stocking 
stuffers, and by offering an appealing 
array of these games, you will be able 
to maximize your commissions.

This year, the Michigan Lottery is 
excited to offer five games in its 
holiday lineup. The newest $10 
instant game, “Winner Wonderland,” 
with a $500,000 top prize, will have 
your customers brimming with 
holiday cheer when it debuts on 
November 6. Though the snow may 
be flying, players will be seeing green 
on November 13 when these great 
new games hit store counters - - the 
$1 “Merry Money” offering a $5,000 
top prize and the $2 “A Wreath of 
Cash” with a $25,000 top prize.
Also, on November 13, customers 
will be whistling a happy tune when 
the $5 “Sleigh Bills,” with a 
whopping $250,000 top prize, goes on 
sale. Finally, the cold winter days 
will be much warmer when your 
customers take a chance on the $2 
“Cash Flurries'' offering a $15,000 
top prize.

This great lineup offers your 
customers an opportunity to stuff their 
pockets with a lot of extra dough this 
holiday season! I encourage you to 
prominently display the colorful 
point-of-sale materials the Lottery has 
Provided for you to promote these 
holiday instant games and be sure to

FDA says ‘high likelihood' of 
food-poisoning incident in 2004

Other New Instants. In addition 
to the new holiday instant tickets, the 
Michigan Lottery is offering two 
other new instant games in 
November. On November 6, your 
customers will be wild with 
excitement when the new $2 “Wild 
Time Doubler’ with a $30,000 top 
prize, goes on sale. Players can try 
their luck on November 20 with the 
$1 “Triple Your Luck” with more 
than 400 top prizes of $333.

Office Closings. Michigan Lottery 
offices will be closed on Tuesday, 
November 11 in observance of the 
Veteran’s Day holiday. Lottery 
offices will also be closed Thursday, 
November 27 and Friday, November 
28 in observance of the Thanksgiving 
holiday.

The U.S food supply is at risk from 
a terrorist attack in 2004, according to 
the U.S. Food and Drug 
Administration (FDA).

The FDA said that there is a “high 
likelihood” that a food-poisoning 
outbreak will occur next year.

The agency was led to that 
conclusion because of recent 
foodbome-illness outbreaks and 
intelligence reports that al-Qaida is 
planning to target the country ’s food 
supply, reports Reuters.

“FDA has concluded that there is a 
high likelihood, over the course of a

year, that a significant number of 
people will be affected by an act of 
food terrorism or by an incident of 
unintentional food contamination that 
results in serious foodborne illness,” 
the FDA stated in a declassified 
report.

The FDA said there are “many 
points of vulnerability” in the U.S 
food supply, which is particularly 
susceptible to a variety of biological 
and chemical agents. Salmonella, E. 
coli and ricin are considered

FDA, continued on page 29

The most Powerful Card
in Your Wallet

M anaged Traditional Plan 

Com m unity Bkie PPO 

Blue C are  Network HMO

It’s the Blue Cross Blue Shield of Michigan member card, and 
it’s honored by more doctors and hospitals in Michigan than 
any other health insurance card.

More people in Michigan carry this card with confidence.
T he Blue Cross card — it can’t buy you everything, but what 
it does pay for, money can’t buy.

For information about Blue Cross coverage available to AFD 
members, please call Sheila Reeves at 1-800-66-66-AFD.

 and the POWER o f  B l u e !

www.bcbsm.com
Blue Cross 
Blue Shield 
Blue Care Network
of Michigan

ask for the sale!
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Really big crowds DTE displayed their new generator.

Big crowds and plenty to pour at the 
AFD/Beverage Journal Holiday Show

Held September 23 and 24 at Burton Manor in Livonia, smiles abounded from both exhibitors and attendees.

Besides having fun, plenty o f business 
was done!

(1 to 4) General Wine’s Mike Rosch, Mike Sarafa, 
MLCC Chair Nida Samona, Michigan Lottery 

Commissioner Gary Peters & AFD’s Dan Reeves

DoYaKuya?

Jones Soda was a popular stop

Pepsi (Chris Zebari) & Fay go (Al Chittaro) 
together at the show!

Oh so much to taste! Art One Sign Expo and friends

The "Nurse" handed out shots.
The crew from General Wine & Liquor Company at their 

special wine tasting event.
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They’ll keep coming back for more
Instant tickets are great to give, great to get

Your customers will love all these terrific new holiday instant tickets from the Michigan Lottery. The variety of prices and fun holiday themes will have them 

singing a happy tune as they stock up for their holiday gift giving. There's even the $20 Casino Millions with a $2 million top prize -  a gift customers might 

want to keep for themselves. So stock up and keep the door open. These festive holiday instant tickets are sure to bring customers back for an encore!
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Yes to recycling, no to more bottle bill
A Senate Republican report 

released in late October will 
recommend a statewide revamp in 
recycling attitudes, but not an 
expansion in the state’s 26-year-old 
bottle bill.

The 10-month-old Michigan 
Beverage Container and Recycling 
Task Force is suggesting that 
expanding the 10-cent bottle deposit 
to juice and water containers would 
be too narrow of a solution to the 
larger statewide problem of overall

“We want to get the maximum 
bang for the buck and if that 
means going with an expansive 
recycling program, that would 
be satisfactory”

poor recycling habits.
Apparently, several of the key 

interest groups that have watched the 
task force are on board if the 
recommended recycling initiatives

are expansive enough. This includes 
the Michigan United Conservation 
Clubs (MUCC), which had 
threatened to take a bottle bill 
expansion initiative to the voters if 
the Senate committee didn’t 
recommend one.

“We want to get the maximum 
bang for the buck and if that means 
going with an expansive recycling 
program, that would be satisfactory,” 
said MUCC executive director Sam 
Washington. “W e’d have to see the

details, but this is a much, much 
larger problem than beverage 
containers. If we can address that by 
going in a different direction, we’d 
be silly not to shift gears.”

Senate Majority Leader Ken 
Sikkema (R-Wyoming) created the 
“bottle bill committee” 16 days into 
2003. He tapped Sen. Cameron 
BROWN (R-Fawn River Twp.) to 
head up a group of six GOP senators 
to drive around the state, taking 
testimony on the state’s next 
recycling step.

The committee benefited from the 
cooperation of retailers and 
conservationists in June when the 
two competing interests agreed to 
unite on a proposal to raise landfill 
tipping fees $3 per ton, with the 
proceeds going toward recycling 
efforts.

The tipping fee increase serves a 
dual purpose — to raise money for 
recycling and to discourage citizens 
(in-state and out-of-state) from 
landfill dumping.

The group said that Michigan, 
once a leader in the area of solid 
waste recycling, is falling behind 
other states, coming in 28th in the 
nation in expanded recycling 
efforts. To change this ranking, the 
hope is to get an expanded curbside 
recycling pick-up in urban cities and 
drop-off sites in rural communities. 
Washington stressed this plan again 
with Sikkema in a recent meeting.

While encouraging more curbside 
recycling will make the final draft, 
it’s unclear whether the $3 per ton 
tipping fee increase will.

The importance of earning 
conservationists’ OK on the final 
product, however, can not be 
overstated. If MUCC or any other 
environmental group were to run a 
ballot proposal to expand the bottle 
bill over the task force’s suggestions 
not to, it would damage the task 
force’s credibility and crumble this 
union of merchants and 
conservationists.

Polling numbers show that 
expanding the bottle bill is a winner 
politically and Senate Republicans 
don’t want the strong environmental 
work they’ve done up to now to be 
flushed by a messy bottle bill 
expansion fight at the ballot box.

Brown said the report is 
completed, being printed and will be 
released at a press conference in late 
October. He declined to dive into 
the details of the report.

“Our challenge and our task has 
been where we can best direct public 
policy,” Brown said. “We have 
conducted nine public hearings and 
given people an opportunity to 
speak. All groups have been heard 
and their suggestions have been 
taken into consideration.”

Attention Food 
and Beverage 
Industry:

Food & Beverage Report
MEDIA INFO & DATA
Working hard for Michigan 's Food 

& Beverage Industry

• Wholesalers
• Brokers
• Manufacturers
• Distributors
• Liquor, Beer & Wine 

Distributors & Principals
• Food Processors
• Banks
• Phone Companies

Reach a group of 25,000* of your best 
prospects each month by advertising in 
AFD,s  Food & Beverage Report!

*2.5 Pass Along Readership. 10,000 circulation includes every supermarket, 
drug store, convenience store and specialty food m a rke t. . .  virtually the 
entire retail food industry in Michigan!

If you’re reading this message, we can help 
you increase your company’s market share 
in Michigan. Our rates are competitive and 
layout and design personnel are available 
to  give your own special flair to  your ad.

Join other successful companies th a t advertise in 
The Food and leverage Report. Call for more information, 
rates, or to  schedule an ad. Our readers look forward to  
learning more about your company, your product and your services.

Associated Food Dealers o f Michigan
18470 West Ten Mile Road 

5outhfield, Ml 48075 
Call Ray Amyot a t  9 8 9 -3 8 6 -9 6 6 6  

or 2 4 8 -5 5 7 -9 6 0 0  • Fax 2 48 -557 -9610

M onthly Them e/
Prom otion Schedule

January.... Store Design, Equipment
February.... .................. Trade Dinner
March....... ....Service Organizations
April......... ...AFD Buying Trade Show

June........ ................... Deli & Dairy 1

July.... - .... ...Scholarship Golf Outing ’
August....

“Independents’ Day"
September ................AFD/Beverage

Journal Show/Wine & Spirits -
October.... ......... “Made In Michigan"
November. ............Holiday Features
December. .............. Industry Trends
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Home Pride introduces sugar free bread
Home Pride has just introduced a bread for those who 

are watching their sugar. Called Home Pride Sugar Free, 
it’s made with 100 percent whole wheat and has no 
artificial preservatives, colors or flavors.

Best thing is that it tastes good too! The bread has just 
1.5g of fat, 0 saturated fat, is low in sodium and relatively 
high (3g) in fiber. It is also lower in carbohydrates than 
traditional whole wheat bread, with 19g of carbs. per 
serving.

With no sugars and 5 grams of protein, it is a healthy 
and tasty alternative. Home Pride is baked and distributed 
by Interstate Brands.

For more information, talk to your Interstate Brands 
representative or call Chip Gerlach at (586) 792-7580.

Classifieds
FOB SALE—68 feet of Tyler service meat case— 
$3400.00; 36 feet of Tyler service deli case— 
$1,000.00; 16 feet of self-service, open cheese 
case, 3decks—$2,000.00; (2) Hatco food warmer 
merchandisers, large capacity, will hold up to 20 
rotissene chickens—$1,000.00each. Remodeling 
store—all equipment in perfect condition. Market 
Square 1964 Southfield Road, Birmingham, Ml 
48009. Phone 240-644-4641; Fax 248-644 1849 

199724' SEARAY SUNDANCER— Low mileage, 
sleeps 4, galley. Call Mary at 734-262-5983. 

full LINE CONVENIENCE STORE— with Mini 
Storage' What an opportunity! Totally updated 
structure & top of the line equipment. Includes 
beer, wine, liquor and lotto license. Gasoline. 
Cigarettes, Groceries, Pop, Coffee, Cappuccino, 
slushes, Sandwiches and Pizza. Located in thumb 
area. Call today on C O -797. W o n d e rfu l 
recreational land. 108.6+-acres in Sanilac County. 
$239,000. Call Barb at Osentoski Realty at (989) 
672-7777.

BANQUET HALL & RESTAURANT FOR S A L E -
Hamtramck. Includes real estate & everything 
10,000 sq. ft.+ Good money maker. $560K. Call 
for FREE recorded info. 24 hours—877-533-8360. 
1012018

RECENTLY VACATED— 21,000 square foot 
lease space for grocery store. Just remodeled, 
new equipment, excellent location on high volume 
street in Saginaw. Great opportunity, call 216- 
595-0780

FOR SALE— "C" store with bakery, ice cream & 
general merchandise, good gross also BP Gas 
with brand new Clawson 10.000 gal. perma tank 
and enviro-flex p ip ing , loca ted  dow ntow n 
Roscommon, Ml. Call 989-275-6246 for more 
information. Buy business and property or just 
business and lease property.

S.D.D. and S.D.M.— Liquor Licenses for sale. 
Call 586-634-3658

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.

COMPLETE DISHW ASH SETUP— Hobart 
Commercial AM-14 D ishwasher w ith  large 
wraparound 4-piece s ta in less w orksta tion , 
complete with preheater and large 3-compartment 
sink—$4,995 or best offer. Other equipment at 
liquidation prices. 989-887-8236—Tom.

PARTY STORE— Choice location. Liquor, Beer 
Wine, Deli, Lotto. Lapeer area Interested buyers 
inquire to P.O. Box 622, Lapeer. Ml 48226.

PORT HURON LO C A TIO N -2  blocks from Blue 
Water Bridge Beer. Wine and Lotto. 8,000 sq. ft 
grocery equipped with deli, bakery and meat 
department, with smoke house. Includes real 
estate and equipment. Always shown profit. Owner 
retiring—no reasonable offer refused. More 

"formation: call (810) 329-4198.

BUSINESSES FOR SALE—Franchise Bagel 
Store— located in the western suburbs. Strong 
growth and track record of the franchise make this 
an excellent opportunity. Turnkey operation 
Asking $220,000; Liquor Store—  Macomb 
County Revenue of $900L, asking $275,000 plus 
inventory. Terms available; Grocery Store— Over 
S2.0mm in sales, cash flow $350,000. Land 
contract. Wayne County. For more information, 
call Empire Business Brokers, Jay Houghton, 
248-547-1642

KITCHEN HOOD FIR E S Y S TE M S  AND 
EXTINGUISHERS— Low discount pricing to all 
AFD members. New in s ta lls , rem ode ls , 
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 EQUIPMENT— 800-452- 
1540.

FOR. SALE—Party Store in Warren. Excellent 
nation! Good business with GREAT income. 
Call Sam or Mike at (586) 751 -6440. 

CONVENIENCE STORE— Deli, Pizza, Storage
Coolers, ......  square  foot. B us iness and
Equipment. Call 734-946-9036. 

FOR SALE— 1) 12 Berkel electronic scales with 
computer & software— $500 each or all for $4,000 
2 68-foor custom wood knee knocker bread 
racks—$100 for all (displays along front of deli or 
rneat counter. 3) Slow Cooker & Hold Oven (needs 
a starter sw itch—$200 4) Hatco Food Warmer 
Merchandiser, large capacity, will hold up to 24 
totisserie chickens— $1,000. All equipment is in 
perfect  condition. Market Square, 1964 Southfield 
Road, Birmingham. Ml 48009.248-644-4641; Fax 
248-644-1849.

FDA, continued from page 25

particularly dangerous because they 
can be disseminated easily to food. The 
deadliest contaminants, according to 
the agency, are anthrax and botulism.

“The relative centralization of food 
production in the U.S. and the global 
distribution of food products give food 
a unique susceptibility,’ wrote the 
FDA.

NACS Daily previously reported that 
the FBI had issued a warning regarding 
possible terrorist attempts to use 
natural toxins, such as nicotine and 
solanine contained in old potatoes—to 
poison the nation’s food and water.
The warning was issued because of 
information found in terrorist manuals 
and documents at al-Qaida camps in 
Afghanistan.

Reuters stated that foodbome illness 
affects one out of four Americans each 
year, resulting in some 76 million 
illnesses and 5,000 deaths. The 
majority of these incidents are 
unintentional.

In related news, the Grocery 
Manufacturers of America (GMA) 
commended the FDA for drafting 
interim final bioterrorism rules for 
prior notice and registration that take 
into account the realities of food and 
agricultural trade.

“GMA and its member companies 
are pleased that FDA appears to have 
given a great deal of consideration to 
making the bioterrorism regulations 
workable,” said GMA Vice President 
of Federal Affairs Susan Stout. “These 
interim rules are an example of what 
can be accomplished when the 
government engages all stakeholders to 
create regulations that meet the needs 
of FDA, the food industry and 
consumers to further protect the food 
supply without creating overly 
burdensome requirements.’

FDA’s interim final bioterrorism 
rules for prior notice and registration 
go into effect on December 12, 2003. 
The registration rule requires domestic 
or foreign facilities that manufacture, 
process, pack, distribute, receive or 
hold foods for human or animal 
consumption in the United States to 
register with FDA. The prior notice

rule requires importers to give the 
FDA advance notice of food 
shipments to the United States.

According to the GMA, key 
changes in the interim final rules 
include:

• FDA will now require companies 
to provide prior notice of shipment 
two to eight hours before delivery at 
the port of entry depending on the 
mode of transportation instead of noon 
the day before.

• FDA has partnered with the U.S. 
Customs Bureau to streamline the 
prior notice and registration process,

allowing companies to submit one 
form that will meet the needs of both 
agencies.

• FDA will use enforcement 
discretion for four months following 
December 12 to ensure that all 
foreign and domestic companies have 
an adequate amount of time to 
comply with the regulations.

NACS Daily previously reported 
that a Food Institute survey found that 
although many food firms are aware 
of the new requirements, few have 
taken action towards compliance.

It ’s That simple! You can count on us!
Over 250 AFD 

grocers  use our 
coupon redem ption  

s e rv ic e . . .  this 
is p roof w e do 

it  the way 
grocers  like it.

Put your coupons In a box 
or strong envelope.
(No need to count or sort).

Bring your coupons to AFD.

CASH YOUR CHECK!

THAT’S IT . . THE REST IS OUR JOB!
• Quick, efficient and accurate processing of your 

coupons is started immediately.

YOU CAN COUNT 
ON US—W E'RE
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SUPPORT THESE AFD SUPPLIER MEMBERS
AUTHORIZED LIQUOR AGENTS:
G e n e r a l  W i n e  &  L i q u o r ............................. . ( 2 4 8 )  8 5 2 - 3 9 1 8

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

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

E n c o r e  G r o u p /  T r a n s - C o n ,  C o .....................( 8 8 8 )  4 4 0 - 0 2 0 0

BAKERIES:
A c k r o y d 's  S c o t c h  B a k e r y

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

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

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

I n t e r s t a t e  B r a n d s /

W o n d e r  B r e a d / H o s t e s s ................................. ( 5 8 6 )  7 9 2 - 7 5 8 0

S  &  M  B i s c u i t  D i s t .  ( S t e l l a  D 'O r o ) ........ ( 5 8 6 )  7 5 7 - 4 4 5 7

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

BANKS:
A T M  o f  A m e r i c a ...................................................( 2 4 8 )  9 3 2 - 5 4 0 0

A T M  o f  M i c h i g a n ................. ............................. ( 2 4 8 )  4 2 7 - 9 8 3 0

C o m e n c a  B a n k  ..........................................( 3 1 3 )  2 2 2 - 4 9 0 8

D ia m o n d  F i n a n c i a l  P r o d u c t s .......................( 2 4 8 )  3 3 1 - 2 2 2 2

F i n a n c i a l  C o r p ........... . . ............................................ ( 3 1 3 )  3 8 7 - 9 3 0 0

N o r t h  A m e r i c a n  B a n k a r d ................................. ( 2 4 8 )  2 6 9 - 6 0 0 0

P e o p le s  S t a t e  B a n k  ............................................ ( 2 4 8 )  5 4 8 - 2 9 0 0

S t a n d a r d  F e d e r a l  B a n k ...................................  1 - 8 0 0 - 2 2 5 - 5 6 6 2

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

A l l i e d  D o m e c q  S p i r i t s  U S A ....................................................( 2 4 8 )  9 4 8 - 8 9 1 3

A m e r i c a n  B o t t l i n g .................................................. ( 3 1 3 ) 9 3 7 - 3 5 0 0

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

B a c a r d i  I m p o r t s ,  I n c ............................................ ( 2 4 8 )  4 7 6 - 6 4 0 0

B e l l i n o  Q u a l i t y  B e v e r a g e s .  I n c .......................( 7 3 4 ) 9 4 7 - 0 9 2 0

B r o w n - F o r m a n  B e v e r a g e  C o .......................... ( 7 3 4 ) 4 3 3 - 9 9 8 9

B r o w n w o o d  A c r e s ...................- .........................( 2 3 1 )  5 9 9 - 3 1 0 1

C a n a n d a i g u a  W in e  C o .......................................... ( 5 8 6 ) 4 6 8 - 8 6 5 0

C e n t r a l  D i s t r i b u t o r s ........................................................................( 7 3 4 )  9 4 6 - 6 2 5 0

C o c a - C o l a  B o t t l e r s  o f  M l

............................. . . ................ ..........A u b u r n  H i l l s  ( 2 4 8 )  3 7 3 - 2 6 5 3

.............1................... ................................. . D e t r o i t  ( 3 1 3 ) 8 2 5 - 2 7 0 0

......................... .........................M a d i s o n  H e i g h t s  ( 2 4 8 )  5 8 5 - 1 2 4 8

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

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

C o f f e e  C o n n e c t i o n ................. ............................. ( 2 4 8 )  5 8 3 - 1 7 6 5

C o o r s  B r e w i n g  C o ................................................ ( 5 1 3 ) 4 1 2 - 5 3 1 8

D e l i c a to  F a m i l y  V i n e y a r d s .............................. ( 2 4 8 )  7 6 6 - 3 4 5 1 ,

D i a g e o .................................................. ....................... ( 8 0 0 )  4 6 2 - 6 5 0 4

E  & J  G a l l o  W . n e r y .............................................. ( 2 4 8 )  6 4 7 - 0 0 I 0

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

F a y g o  B e v e r a g e s .  I n c  ..........« . . . .................... ( 3 13 )  9 2 5  - 16 0 0

F u t u r e  B r a n d s .......................    ( 2 4 8 ) 4 7 1 - 2 2 8 0

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

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

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

H u b e r t  D i s t r i b u to r s . - b i c ...................................... ( 2 4 8 ) 8 5 8 - 2 3 4 0

I n t r a s t a t e  D i s t r i b u t i n g .......................................... ( 3 1 3 )  8 9 2 - 3 0 0 0

J  L e w is  C o o p e r  C o ................................................ ( 3 1 3 )  2 7 8 - 5 4 0 0

J a v a  J o e ' s ........... _ . . . . r . ....... J .................................... ( 7 3 4  ) 4 3 9 - 3 2 8 0

J o s u le t e  W in e s .  I n c . ............................................ ( 3 1 3 )  5 3 8 - 5 6 0 9

K in g s  O r c h a r d s ......................................................... ( 8 7 7 )  9 3 7 - 5 4 6 4

L e e la n a u  W in e  C e l l a r s ....................................... ( 2 3 1 ) 3 8 6 - 5 2 0 1

M c C o r m ic k  D i s t i l l i n g  C o ............................... ( 5 8 6 )  2 5 4 - 5 6 5 0

M ic h ig a n  G r a p e - & ,W in e

I n d u s t r y  C o u n c i f ................................................ ( 5 1 7 )  3 7 3 - 1 1 0 4

M i l l e r  B r e w i n g  C o m p a n y ...... * ....................... ( 4 1 4 )  2 5 9 - 9 4 4 4

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

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

O a k  D i s t r i b u t i n g  C o m p a n y  ............ ( 8 1 0 )  2 3 9 - 8 6 9 6

P e p s i - C o l a  B o t t l i n g  G r o u p

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

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

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

P c m o d  R i c a rd  U S A .............................................. ( 6 3 0 )  9 2 2 - 6 4 8 4

P e t i t p r e n ,  In c  .................................................( 5 8 6 )  4 6 8 - 1 4 0 2

S c h iu l  C o f f e e  C o . ............................................ ( 6 1 6 )  9 5 6 - 6 8 1 5

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

S t o n y  C r e e k  B r e w i n g  C o . ........................ ( 3 1 3 )  2 9 9 - 5 4 1 1

T r i - C o u n ty  B e v e r a g e .................. ...................... ( 3 1 3 )  5 8 4 - 7 1 0 0

BROKERS/REPRESENTATIVES:
A c o s ta - P M 1  . . . . . . . . . . ........ ......................... .............( 7 3 4 ) 7 3 7 - 1 2 5 0

B o b  A r n o l d  &  A s s o c i a t e s  ............................ ( 2 4 8 )  6 4 6 - 0 5 7 8

C r o s s M a r k  ...................   ( 7 3 4 ) 2 0 7 - 7 9 0 0

H a n s o n  &  A s s o c i a t e s .  I n c ................................. ( 2 4 8 )  3 5 4 - 5 3 3 9

J .B .  N o v a k  &  A s s o c i a t e s ..................... ..........( 5 8 6 )  7 5 2 - 6 4 5 3

S  &  D  M a r k e t i n g ....................................................( 2 4 8 ) 6 6 1 - 8 1 0 9

CANDY & TOBACCO:
A l t r i a  C o r p .  S e r v i c e s ,  I n c ..................................( 7 3 4 )  5 9 1 - 5 5 0 0

B r o w n  &  W i l l i a m s o n  T o b a c c o  C o ...........( 7 3 4 )  4 6 2 - 2 9 3 1

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

CATERING/HALLS:
F a r m in g to n  H i l l s  M a n o r ................................... ( 2 4 8 )  8 8 8 - 8 0 0 0

K a r e n 's  K a f c  a t N o r t h  V a l l e y ......................( 2 4 8 )  8 5 5 - 8 7 7 7

P e n n a 's  o f  S t e r l i n g ................................................( 5 8 6 )  9 7 8 - 3 8 8 0

S o u t h f i e ld  M a n o r ................................................. ( 2 4 8 )  3 5 2 - 9 0 2 0

St. M a r y 's  C u l t u r a l  C e n t e r ............................. ( 3 13 )  4 2 1  - 9 2 2 0

r i n a ' s  C a t e r i n g .........................................................( 5 8 6 )  9 4 9 - 2 2 8 0

DAIRY PRODUCTS:
C o u n t ry  F r e s h  D a i r i e s ........................................ ( 8 0 0 )  7 4 8 - 0 4 8 0

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

M e lo d y  F a r m s  D a i r y  C o m p a n y  ..............( 7 3 4 )  5 2 5 - 4 0 0 0

M e x ic o  W h o l e s a l e .................................................( 3 1 3 )  5 5 4 - 0 3 1 0

P o m te  D a i r y ..................................................................( 2 4 8 ) 5 8 9 - 7 7 0 0

S e r r a  C h e e s e  C o .........................................................( 5 8 6 ) 7 9 0 - 8 0 0 0

S u p e n o r  D a i ry  I n c .................................................... ( 2 4 8 ) 6 5 6 - 1 5 2 3

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

ELECTRONIC AGE VERIFICATION
D .J .  K in g  &  A s s o c i a t e s ................................... ( 8 0 0 )  7 8 1 - 5 3 1 6

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

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

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

ICE PRODUCTS:
I n t e r n a t io n a l  I c e .  I n c .............................................( 3 1 3 )  8 4 1  - 7 7 1 1

P a r ty  T i m e  I c e  C o ...................................................( 8 0 0 )  3 2 7 - 2 9 2 0

Q u in c y  I c e  C o ............................................................ ( 2 4 8 )  9 6 8 4 2 9 0

U .S .  I c e  C o r p ................................................................( 3 1 3 ) 8 6 2 - 3 3 4 4

INSURANCE:
1 s t C h o i c e  I n s u r a n c e  A g e n c y ......................( 5 8 6 )  7 3 7 - 2 3 3 9

A A A  M i c h i g a n ................................................( 8 0 0 )  A A A - M I C H

A1 B o u r d e a u  I n s u r a n c e

S e r v i c e s ,  I n c ..........................................................( 2 4 8 )  8 5 5 - 6 6 9 0

C a p i t a l  I n s u r a n c e  G r o u p ...................................( 2 4 8 )  3 3 3 - 2 5 0 0

G a d a le to .  R a m s b y  &  A s s o c ............................( 8 0 0 )  2 6 3 - 3 7 8 4

J S  A d v i s o r  E n t e r p r i s e s ..................................... ( 8 1 0 )  2 4 2 - 1 3 3 1

F r a n k  M c B n d e  J r . .  I n c ........................................( 5 8 6 )  4 4 5 - 2 3 0 0

M e a d o w  b r o o k  I n s u r a n c e  ............................. ( 2 4 8 )  3 5 8 - 1 1 0 0

N o r t h  P o in te  I n s u r a n c e ..................................... ( 2 4 8 )  3 5 8 - 1 1 7 1

N o r t h  S t a r  I n s u r a n c e  A g e n c y ......................( 2 4 8 )  3 9 8 - 5 5 5 0

P a u lm a r k  A g e n c y ................................................. ( 2 4 8 ) 4 7 1 - 7 1 3 0

R o c k y  H u s a y n u  & A s s o c i a t e s .................... ( 2 4 8 )  8 5 1 - 2 2 2 7

LOGISTICS PLANNING
S a T e c h  L o g i s t i c s ,  I n c ...............................( 2 4 8 )  2 0 3 - 9 5 0 0

MANUFACTURERS:
A r t  O n e  S i g n  E x p o .  I n c ..................................... ( 2 4 8 )  5 9 1 - 2 7 8 1

H o m e  S t y l e  F o o d s .  I n c .......................................( 3 1 3 )  8 7 4 - 3 2 5 0

J a e g g i  H i l l s d a l e  C o u n t r y  C h e e s e .............. ( 5 1 7 )  3 6 8 - 5 9 9 0

K r a f t  G e n e r a l  F o o d s ...........................................( 2 4 8 )  4 8 8 - 2 9 7 9

N a b i s c o .  I n c ....... t , l ................................................ ( 2 4 8 X 4 7 8 - 1 3 5 0

O ld  O r c h a r d  B r a n d s ......................................  . ( 6 1 6 )  8 8 7 - 1 7 4 5

P h i l i p  M o r r i s  U S A ............................................... ( 6 1 6 )  5 5 4 - 0 2 2 0

R e d  P e l i c a n  F o o d  P r o d u c t s ............................( 3 1 3 ) 9 2 1 - 2 5 0 0

S i n g e r  E x t r a c t  L a b o r a t o r y ............................. ( 3 1 3 )  3 4 5 - 5 8 8 0

S t r a u s s  B r o th e r s  C o ..............................................( 3 1 3 )  8 3 2 - 1 6 0 0

MEAT PRODUCERS/PACKERS:
B a r S  F o o d s ..............................................................( 2 4 8 ) 4 1 4 - 3 8 5 7

F a m i l y  P a c k in g  D i s t r i b u t o r s ........................ ( 2 4 8 )  7 3 8 - 5 6 3 1

o r  ( 3 1 3 )  8 7 3 - 3 9 9 9

G a i n o r 's  M e a t  P a c k in g  . . 1 , ........................... ( 9 8 9 )  2 6 9 - 8 1 6 1

H a r t ig  M e a t s ............................................................( 8 1 0 )  5 5 7 - 0 0 5 5

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

K o w a l s k i  S a u s a g e  C o m p a n y .......................( 3 1 3 )  8 7 3 - 8 2 0 0

N a g e l  M e a t  P r o c e s s i n g  C o . .;.......................( 5 1 7 )  5 6 8 - 5 0 3 5

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

S t r a u s s  B r o th e r s  C o ............................................. ( 3 1 3 )  8 3 2 - 1 6 0 0

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

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

B o o t h  N e w s p a p e r s . . . ^ ....................................... ( 7 3 4 ) 9 9 4 - 6 9 8 3

D e t r o i t  F r e e  P r e s s ............... ................................ ( 3 1 3 )  2 2 2 - 6 4 0 0

D e t ro i t  N e w s .................. ................ .........................( 3 1 3 ) 2 2 2 - 2 0 0 0

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

S u b u r b a n  N e w s — W a r r e n : ................ .. ( 5 8 6 ) 7 5 6 - 4 0 0 0

— F l i n t : ......... ........( 8 1 0 ) 7 8 5 - 4 2 0 0

T r a d e r  P u b l i s h i n g ............... ................................( 2 4 8 ) 4 7 4 - 1 8 0 0

W D F N - A M  1 1 3 0 ...........j . .................................( 3 1 3 ) 2 5 9 - 4 3 2 3

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

NON-FOOD DISTRIBUTORS:
I t e m s  G a l o r e ................. : ......................................... ( 5 8 6 )  7 7 4 - 4 8 0 0

J & B  M e d ic a l  C o r p . ............... ..........................  ( 2 4 8 )  3 2 4 - 8 9 0 0

POTATO CHIPS/NUTS/SNACKS:
B e t t e r  M a d e  P o t a to  C h i p s .............................. ( 3 1 3 )  9 2 5 - 4 7 7 4

F r i t o - L a y ,  I n c ..........................................................1 -8 0 0 -3 5 9 - 5 9 1 4

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

K a r  N u t  P r o d u c t s  C o m p a n y ............................( 2 4 8 )  5 4 1 - 7 8 7 0

M e x ic o  W h o l e s a l e .................................................( 3 1 3 )  5 5 4 - 0 3 1 0

N i k h l a s  D i s t r i b u t o r s  ( C a b a n a ) ....................... ( 2 4 8 )  5 8 2 - 8 8 3 0

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

V a r i e ty  F o o d s .  I n c ..................................................( 5 8 6 )  2 6 8 4 9 0 0

PROMOTION/ADVERTISING
A r t  O n e  S i g n  E x p o .............................................. ( 2 4 8 ) 5 9 1 - 2 7 8 1

E n t e r p r i s e  M a r k e t i n g ..........................................( 6 1 6 )  5 3 1 - 2 2 2 1

H u r o n  W e b  O f f s e t  P r i n t i n g .......................... ( 5 1 9 ) 8 4 5 - 3 9 6 1

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

S t a n le y 's  A d v e r t i s i n g  &  D i s t .........................( 3 1 3 ) 9 6 1 - 7 1 7 7

S t e p h e n ’s  N u - A d ,  I n c ..............................................( 5 8 6 )  7 7 7 - 6 8 2 3

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

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

P i z z a  P a p a l i s  C o r p .................................................( 2 4 8 )  5 4 0 - 2 4 2 6

R i o  W r a p s ....................................................................( 2 4 8 )  5 4 0 - 2 4 2 6

SERVICES:
1 s t C h o i c e  I n s u r a n c e  A g e n c y ......................( 5 8 6 )  7 3 7 - 2 3 3 9

A A A  M i c h i g a n ................................................( 8 0 0 )  A A A - M I C H

A B N  A M R O  M e r c h a n t  S e r v i c e s .................( 5 1 7 )  3 2 3 - 6 0 2 7

A c t i o n  I n v e n to r y  S e r v i c e s ................................( 5 8 6 )  5 7 3 - 2 5 5 0

A i r  O n e  T e l e c o m ..................................................... ( 7 3 4 )  7 4 1 - 0 3 %

A ir P a g e  P r e p a y  &  T a l k  C e l l u l a r .................( 2 4 8 )  5 4 7 - 7 7 7 7

A l  B o u r d e a u  I n s u r a n c e

S e r v i c e s ,  I n c ......................................................... ( 8 0 0 )  4 5 5 - 0 3 2 3

A l a r m - M e d i c ........................................................... ( 2 4 8 )  3 4 9 - 9 1 4 4

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

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

A n d r e w s  B r o th e r s  I n c .

D e t r o i t  P r o d u c e  T e r m i n a l ............................( 3 1 3 )  8 4 1 - 7 4 0 0

A O N  R i s k  S e r v i c e s ............................................... ( 2 4 8 )  3 5 9 - 6 0 8 0

A y e r s  B u s i n e s s  S y s t e m s .....................................( 6 3 0 )  4 2 0 - 9 9 6 2

B e l l a n c a ,  B e a t t i e ,  D e L i s l e ................................ ( 3 1 3 )  8 8 2 - 1 1 0 0

B i n n o  &  B i n n o  I n v e s t m e n t  C o .......................( 2 4 8 )  5 4 0 - 7 3 5 0

B M C  G ro c e r y  S y s te m s  S p e c i a l i s t s ................. ( 5 1 7 )  4 8 5 - 1 7 3 2

B u s i n e s s  M a c h in e s  C o .  ( B M C ) ....................( 5 1 7 )  4 8 5 - 1 7 3 2

C .  R o y  &  S o n s ........................................................... ( 8 1 0 )  3 8 7 - 3 9 7 5

C a n t e e n  S e r v i c e s ...................................................( 6 1 6 ) 7 8 5 - 2 1 8 0

C a t e r a i d ,  I n c ..................................................................( 5 1 7 )  5 4 6 - 8 2 1 7

C e n t r a l  A la r m  S i g n a l .....................................- . 1 3 1 3 )  8 6 4 - 8 9 0 0

C h e c k  A l e r t ...... ...............................  ( 2 3 1 ) 7 7 5 - 3 4 7 3

C h e r r y  M a r k e t in g  I n s t i t u t e  ..................41 5 1 7 ) 6 6 9 4 2 6 4

C l e a r  R a te  C o m m u n i c a t i o n s ........................... ( 2 4 8 )  9 6 8 4 2 9 0

C l o s e d  C i r c u i t  C o m m u n ic a t i o n s  . . . . . . . . . . ' ( 2 4 8 )  6 8 2 - 6 4 0 0

C o x .  H o d g m a n  &  G ia r m a r c o ,  P .C .  . . . . . J  ( 2 4 8 )  4 5 7 - 7 0 0 0

D . J .  K in g  &  A s s o c i a t e s .........................................................................( 8 0 0 )  7 8 1 - 5 3 1 6

D e f o r d  D i s t r i b u t i n g ..............1........................ ( 9 8 9 )  8 7 2 4 0 1 8

D e t r o i t  E d i s o n  C o m p a n y ................................ ( 3 1 3 )  2 3 7 - 9 2 2 5

D e t r o i t  W a r e h o u s e ................................................( 3 1 3 ) 4 9 1 - 1 5 0 0

D ig i t a l  S e c u r i t y  T e c h n o l o g i e s .......................( 2 4 8 )  7 7 0 - 5 1 8 4

E l i t e  P e s t  M a n a g e m e n t .......................   ^ ( 5 8 6 )  2 9 4 - 7 0 5 5

F i n a n c i a l  &  M a r k e t in g  E n t ............................... ( 2 4 8 )  5 4 1 - 6 7 4 4

F M S  A c c o u n t in g  &  P a y r o l l  P r o v id e r s  . ( 6 1 5 )  2 9 4 4 0 5 5

F o l lm e r .  R u d z e w ic z  &  C o . ,  C P A ............. ( 2 4 8 )  3 5 5 - 1 0 4 0

F r e e d o m  S y s t e m s  M id w e s t .  I n c  ( 2 4 8 )  3 9 9 - 6 9 0 4

G a d a le to .  R a m s b y  & A s s o c ..................................................... ( 8 0 0 )  2 6 3 - 3 7 8 4

G o h 's  I n v e n to r y  S e r v i c e ............................................................( 2 4 8 )  3 5 3 - 5 0 3 3

G r e a t  L a k e s  D a ta  s y s t e m s  ( 2 4 8 )  3 5 6 4 1 0 0

K a n s m a c k e r ......................................................................................... ( 2 4 8 )  2 4 9 - 6 6 6 6

K a r o u b  A s s o c i a t e s .................................,t. ( 5 1 7 )  4 8 2 - 5 0 0 0

L a w  O f f i c e s - G a r m o  &  G a r m o  ( 2 4 8 )  5 5 2 - 0 5 0 0

M a r k e t  P r o s ................................................................ ( 2 4 8 )  3 4 9 - 6 4 3 8

M a r k e tp l a c e  S o l u t i o n s ...................... * . . .2 . ; .  ( 9 8 9 )  2 3 5 - 5 7 7 5

M e tr o  M e d ia  A s s o c i a t e s ......... ( 2 4 8 )  6 2 5 - 0 7 0 0

N o rd i c  E le c t r i c .  L .L .C ............... ........................( 7 3 4 )  9 7 3 - 7 7 0 0

P a u l  M e y e r  R e a l  E s t a t e ....................  ( 2 4 8 )  3 9 8 - 7 2 8 5

P O S  S y s t e m s  M a n a g e m e n t ...... .. ( 2 4 8 )  6 8 9 4 6 0 8

P r e f e r r e d  M e rc h a n t

C r e d i t  R e s o u r c e s ........... * ....................................................... ( 6 1 6 )  7 9 4 -3 2 7 1

R E A  M a r k e t i n g .................. 2................................ ( 9 8 9 )  3 8 6 - 9 6 6 6

S a g e m a r k  C o n s u l t i n g .  I n c ............................-  ( 2 4 8 )  9 4 8 - 5 1 2 4

S B C  P a y p h o n e s ................................................’. . .  ( 3 1 3 ) '5 5 l  - 7 7 4 0

S h i m o u n .  Y a l d o  &  A s s o c ia t e s .  P . C . ( 2 4 8 )  8 5 1 - 7 9 0 0

S a l im  A b r a h a m ,  B r o k e r ............................  ( 2 4 8 )  3 4 9 - 1 4 7 4

S e c u r e  C h e c k s ......... .................... .........................( 5 8 6 ) 7 5 8 - 7 2 2 1

S e c u r i t y  E x p r e s s    ( 2 4 8 )  3 0 4 - 1 9 0 0

S m o k e le s s  T o b a c c o  C o u n c i l ,  I n c ................. ( 2 0 2 )  4 5 2 - 1 2 5 2

S o u t h f i e ld  F u n e r a l  H o m e ......................................................... ( 2 4 8 )  5 6 9 - 8 0 8 0

T  &  L  A c q u i s i t i o n ................................................. ( 3 1 3 )  3 8 1 - 2 2 6 6

T  D  R o w e  C o r p ................... .... r .........................( 2 4 8 )  2 8 0 4 4 0 0

T e l e C h e c k  M ic h ig a n .  I n c ................ ................ ( 2 4 8 )  3 5 4  5 0 0 0

T r a v e l e r s  E x p r e s s M o n e y  G r a m ..............   ( 2 4 8 )  5 8 4 - 0 6 4 4

V a n  a l e e  W i r e l e s s ............................................... ( 2 4 8 )  6 5 8  5 0 0 0

V e n z o n  W i r e l e s s  .. . .  ( 2 4 8 )  7 6 3 - 1 5 6 3  o r  ( 5 1 7 )  8 9 6 7 0 0 0

W e s te r n  U n io n  F i n a n c i a l  S e r v i c e s ......... ( 5 1 3 )  2 4 8 4 9 0 0

W e s ts id e  C o ld  S t o r a g e .....................................( 3 1 3 ) %  14 7 8 3

W h i t e y 's  C o n c e s s i o n s .............. ..............  ( 3 1 3 )  2 7 8 - 5 2 0 7

STORE SUPPLIES/EQUIPMENT:
A l a r m - M e d i c ........................................................... ( 2 4 8 )  3 4 9 -9 1 4 4

B e lm o n t  P a p e r  &  B a g  S u p p l y ................... ( 3 1 3 )4 9 1 - 6 5 5 0

B r e h m  B r o a s t e r  S a l e s ....................................... ( 9 8 9 )4 2 7 - 5 8 5 8

B u n z l  U S A ........................................................... . . . .  ( 8 1 0 ) 7 1 4  1400

C u l i n a r y  P r o d u c t s ..................................................( 9 8 9 )7 5 4 - 2 4 5 7

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

E n v i p c o ...........................................................................( 2 4 8 ) 4 7 1 4 7 7 0

F o u r  S e a s o n s  B e v e r a g e  &  E q u i p ............. ( 7 3 4 )  2 5 4 -0 8 8 6

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

M a r t in  S n y d e r  P r o d u c t  S a l e s ...................... ( 3 1 3 )  2 7 2 4 9 0 0

M S I / B o c a r ................................................................. ( 2 4 8 )  3 9 9 -2 0 5 0

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

&  S u p p l i e s .............................................................( 2 4 8 )  9 6 0 -7 2 9 2

T a y l o r  F r e e z e r ..........................................................( 7 3 4 )  525 -2 5 3 5

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

WHOLESALERS/FOOD DISTRIBUTORS:
A m b a s s a d o r  S e r v i c e  G r o u p .......................... ( 2 4 8 )  8 7 9 -7 7 0 4

A m e n d t  C o r p ..............................................................( 7 3 4 )  242-2411

B r o w n w o o d  A c r e s ................................................( 2 3 1 )  599-3101

C a l v e r l e e  S u p p l y ...................................................( 5 8 6 )9 7 9 -1 3 7 0

C a p i t a l  D i s t r i b u t o r s ............................................ ( 8 0 0 )4 4 7 -8 1 8 0

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

C o n s u m e r  E g g  P a c k i n g  C o ............................ ( 3 1 3 )  8 7 1-5095

C S  &  T  W h o l e s a l e r s ..................................... . . .  ( 2 4 8 )  5 8 2-0865

D & B  G r o c e r s ..................................... . . ...................( 3 1 3 )9 2 8 -5 9 0 1

D e a r b o r n  S a u s a g e .................................................( 3 1 3 )  8 42-2375

D e c a n t e r  I m p o r t s  ............... .................................( 2 4 8 )  4 4 6 4 5 0 0

D e l i  S t y le  J e r k y ........................................ .............( 7 3 4 )4 5 3 -6 3 2 8

E B Y  B r o w n .  C o .................... . . . . ........................  I -8 0 0 -5 3 2 -9 2 7 6

E c o n o m y  W h o le s a le  C a s h  &  C a r r y ............. ( 3 1 3 )  922-0001

E le g a n c e  D i s t r i b u t o r s ................................ ... ( 5 1 7 )6 6 3 -8 1 5 2

E n e r g y  B r a n d s ........................................................ ( 2 3 1 )2 2 3 -9 4 5 1

E p s te in  D is t r ib u t i n g  C o ........... .........................( 2 4 8 )6 4 6 3 5 0 8

F l e m i n g  C o m p a n y  — ........................................ ( 3 3 0 )  879-5681

F o o d  S e r v i c e s  R e s o u r c e s .................................(2 4 8 )  738-6759

G e n e r a l  M i l l s ..................................... ( 2 4 8 )9 6 0 -5 2 3 7

G r e a t  N o r t h  F o o d s ................................................ (9 8 9 )3 5 6 -2 2 8 1

H a m i l to n  Q u a l i t y  F o o d s  ................................ ( 3 1 3 )7 2 8 -1 9 0 0

I  &  K  D i s t r i b u t i n g  ..............................................( 7 3 4 )5 1 3 -8 2 8 2

I n te r n a t io n a l  I c e ...................................................... ( 3 1 3 )  8 4 1 -7 7 1 1

I n te r n a t io n a l  W h o l e s a l e ...... ............................ ( 2 4 8 )5 4 4 8 5 5 5

I n t e r s t a t e  B r a n d s /

W o n d e r  B r e a d / H o s t e s s ............................. ( 5 8 6 )  7 92-7580

J e r u s a l e m  F o o d s ....................................................(3 1 3 )5 3 8 -1 5 1 1

K a p s  W h o le s a l e  F o o d s ....................................  ( 3 1 3 )  5 67-8710

K a r r  F o o d s e r v i c e  D i s t r i b u t o r s ....................(3 1 3 )2 7 2 -6 4 0 0

K a y  D i s t r i b u t i n g ................................................... ( 6 1 6 )5 2 7 -0 1 2 0

K i t c h e n  E t  C e t e r a ................................................ ( 3 1 3 )  5 6 7 -6 0 *

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

L & L  J i r o c h / J  J .  W a lk e r  ........................( 5 1 7 )  787-98M 1

L  B  E n t e r p r i s e s .......................................................(5 1 7 )5 4 6 -2 8 6 7

L ib e r ty  W h o le s a l e  .............................................. (5 8 6 )7 5 5 -3 6 2 9

L i p a n  F o o d s ...........I.".......................... ...........  I - (5 8 6 )  4 47-3500

M e x ic o  W h o l e s a l e . . . . . ...................................... ( 3 1 3 )  554-0310

M ic h ig a n  Q O a l i ty  S a l e s ....................................( 3 1 3  ) 2 5 5 -7 3 3 '

N a s h  F i n c h ............... ..............................................  ( 9 8 9 ) 7 7 7  I8MI

N ik h la s  D i s t r i b u to r s  ( C a b a n a ) ................. ( 2 4 8 )  582-8830

N o r q u i c k  D i s t r i b u t i n g  C o .................................(7 3 4 )  2 5 4 1 0 0 0

P o t o k  P a c k i n g ......................._ ... '.......................... ( 3 1 3 )8 9 3 4 2 2 8

P r e f e r r e d  B r a n d s .................................................... ( 3 1 3 )3 8 1 -8 7 0 0

R o b e r t  D  A r n o l d  & A s s o c ..............................( 8 1 0 )6 3 5 - 8 4 1 1

R o u n d y s .....................................   (4 1 9 )2 2 8 -3 1 4 1

S . A b r a h a m  &  S o n s ........................ ................ ( 6 1 6 )  4 53-6358

S c h u i l  C o f f e e  C o ...................................................( 6 1 6 )  9 5 6 6 8 1 '

S h e r w o o d  F o o d s  D i s t r i b u t o r s ....................( 3 1 3 )  366-3I0O

S p a r t a n  S t o r e s .  I n c ................ J . - .................—  (7 3 4 )  455-14*"

S u b u r b a n  N e w s :  S o u t h f i e l d .............. - ........( 2 4 8 )9 4 5 -9 < « '

F l i n t ............ - .....................( 8 1 0 )7 * 5 4 2 0 0

S u p e r V a lu  C e n t r a l  R e g i o n . . - . . ........i~......( 9 3 7 )  3 7 4 -7 8 ^

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

T o m  M a c e r i  &  S o n ,  I n c ................... (3 1 3 )  568-058

T o n y 's  P i z z a  S e r v i c e ..........................................(6 1 6 )  7 95-0220

U  S . I c e  C o r p .......................- ............................. ....  ( 3 1 3 )8 6 2 -3 3 4 4

V a l u e  W h o l e s a l e .................................................  (2 4 8 )  967-2901'

W e e k s  F o o d  C o r p .................................—  • (5 8 6 )7 2 7 -3 5 3

W in e  I n s t i t u t e .........................................................( 3 1 3 )8 8 2 -7 6 3 0

ASSOCIATES:
A m e r ic a n  S y n e r g i s t i c s ..................... ~ .............(3 1 3 )  * 2 7 "* * F j

C a n a d i a n  C o n s u l a t e  G e n e r a l --------- -------(3 1 3 )  567-2208

L iv e m o i s - D a v i s o n  F l o r i s t .............................. ( 2 4 8 )  3 5 2 -0 0 8 1

M in n i c h ’s  B o a ts  &  M o t o r s ........................... (# 1 0 )  748-34U-

W i le d e n  & A s s o c i a t e s .....................................( 2 4 8 )  588 2358

W o lv e r in e  G o l f  C l u b .  I n c ...............................< 586) 781-5-
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Pharmacists recommend the 
Pharm brand for its quality.

we recommend it 
for all its benefits!
■ Increased Profits ■ Comprehensive Variety
■ Outstanding Consumer ■ Everyday Low Cost 

Savings

“ As a pharmacist, I recommend the Pharm brand because it provides a 
quality alternative to comparable national brand items that are priced 
much higher. Pharm products are excellent. They must meet high quality 
standards before they even make their way to your shelves. Plus, they 
carry a 100% satisfaction quarantee to ensure consumer confidence."

Dinorah Espinoza-Dykstra 
Pharmacist

soanran stones, me.
" T H E  FO O D PE O P LE

Exclusive Distributor of Pharm Brand Products
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http://www.spartanstores.com

	FOOD & BEVERAGE REPORT
	President's Message: Helping others has its rewards
	The Grocery Zone
	It’s time for our annual Turkey Drive
	New $20 bill enters circulation
	Letter to AFD: Readers respond to Reverse Vending article
	News Notes
	Convenience Store Corner: Holidays should be merry for retailers
	Member Profile: Elite Pest Management works out the bugs
	Lottery Lowdown: Lottery finishes another exciting year and celebrates 30th Anniversary!
	Legislator Profile: State Senator Dennis Olshove is a recognized leader
	Retailer Profile: The Vinery makes friends in Dearborn
	Yes to recycling, no to more bottle bill
	SUPPORT THESE AFD SUPPLIER MEMBERS


