
Pepsi backs off 2-to-1 bottle return policyJust In

Be the biggest winner at AFD's 
21st Annual Trade Show 
April 19 and 20, 2005 
Burton Manor, Livonia
Make a New Year's Resolution you’ll want to 
keep Resolve to add the AFD 21st Annual 
Trade Show to your list for 2005. AFD is 
planning ten full hours of uninterrupted 
buying, along with fun and terrific prizes.

With many booths already filled, exhibitors 
are making plans that guarantee excitement 
for trade show attendees. New products will 
be introduced at the show and exhibitors 
show specials will help your bottom line for 
months to come.

Plan now to be the biggest winner with all 
the savings at the 21st Annual Trade Show.

See the ad on page 25 and call Cathy at 
AFD for more information on exhibiting or 
attending the show. (248)671-9600.

Inside

AFD’s success with liquor 
pricing legislation leads to 
merchandising challenges . . .  3

Saxon o ffers  options fo r liquor shelf
pricing .............................................................5
Meet Rep. John Stakoe .......................16
D4B G roce rs  celebrates 10 years 
of se rv ice ................................................... 18
Beyond the bottle bill: Recycling . .20 
Convenience store c o rn e r ..................26

By Mike Sarafa 
AFD President

I am happy to report that Pepsi 
Bottling Group quickly backed off 
their new policy of only accepting 
twice the amount of returns as 
ordered by a retailer on any given 
day. AFD was quick to point out to 
Pepsi that the policy was a violation 
of state law which requires them to 
accept all the returns that they 
distribute. Specifically, the law

All aboard the S.S. AFD!
Make plans to join your friends and 
associates at the AFD Annual Trade 
Dinner and Ball. This year we're casting 
off from Penna’s of Sterling aboard the 
S.S. AFD for a night of cruise ship fun!

We are proud to feature AFD's Trade 
Dinner sponsors in a giant-screen media 
presentation. Sponsors, please call 
Michele MacWilliams at (248) 671-9600, 
to be a part of this special presentation.

The date is Friday, February 11 at Penna’s 
in Sterling Heights. Please see page 9 for 
details or call Michele MacWilliams at 
(248) 671-9600.

states in part that "a distributor shall 
accept from a dealer an empty 
returnable container of any kind, 
size and brand sold or offered for 
sale by that distributor..."

AFD received many complaints 
from retailers about the new policy, 
saying that the 2-to-1 ratio was not 
sufficient, since we know that 
smaller stores often accept returns 
many times the amount of 
their sales.

By Jim Chuck 
Frito-Lay

Working with AFD, Frito-Lay has 
just unveiled a series of special 
programs and incentives that are 
designed to increase profits on Frito 
products for AFD members.

"Frito Lay is well aware of the 
difficulty all businesses face - 
particularly small business owners - 
and has come to the table with 
tailored programming to best fit each 
operation," said Kirk Tanner of Frito.

Whether it is Partners in Profit, 
Partners in Growth, or their newest 
Program, the PLATINUM CLUB. 
Fnto’s team will help AFD members 
decide which is best for their 
particular business, based on product

The policy came about because a 
few retailers are taking advantage of 
the system to reap profits at the 
expense of other retailers, the 
distributors and the state of 
Michigan. The pop companies have 
informed AFD of a disturbing trend 
at a few stores that include short 
bags and non-returnable containers 
from other states. These illegal

Pepsi, continued on page 31

mix and the make up of the store’s 
business. Frito Lay will also furnish 
projected sales and profit 
calculations for the calendar year.

Programming will include profit 
enhancements, rebate programs for 
sales growth, as well as special 
promotional pricing. "In years past 
Frito was willing to offer one or two 
of these elements to AFD members, 
but never anything like the options 
we have available now," explained 
Kirk. Kirk adds that in some cases, 
profits could increase by as much as 
fifty percent.

For more details, contact Jim 
Chuck at (734) 414-7727. Make 
sure that you mention that you are 
an AFD member.

Associated Food Dealers 
30415 W. 13 Mile Road 
Farmington Hills, Ml 48334

Change Service Requested

Top offenders of over-redemption. 
Year-to-date as of December, 2004

Cases
purchased

State deposit 
charged

Credit
issued

% Redeemed 
vs. Charged

Store 1 6,699 $9,012 $563,328 6251%
Store 2 2,713 $2,593 $99,880 3852%

Store 3 5,637 $9,691 $90,724 936%
Store 4 3,680 $6,545 $52,840 807%

Store 5 5,140 $8,888 $60,212 677%
Store 6 72,611 $96,403 $640,716 665%
Store 7 12,800 $23,000 $152,479 663%

Frito-Lay offering special 
programs to increase profits
AFD members' store profits could increase as much as 50%
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Go slowly with new liquor law

By Ronnie Jamil 
AFD Chairman

The AFD office has been flooded 
with phone calls about the new liquor 
law and there has been a great deal of 
“street talk” as well. Most retailers 
are pleased with the opportunity to 
control their own margins on liquor. 
There are also many questions about 
how it works and how best to 
proceed.

state law is as follows:
“ ...alcoholic liquor shall not be 

sold at less than the minimum retail 
selling price fixed by the 
commission...”

You know by now that this means 
you may sell liquor above the state 
set minimum, but not below it. What 
this really means for each individual 
licensee depends on the store’s 
location, its customer base, its 
product mix, the competition and 
merchandising ability. These, and 
other factors should be analyzed over 
time and your pricing policies 
adjusted accordingly. Each SDD 
licensee is free to proceed how they 
choose, but caution is advised so as 
to make sure that the overall impact 
of the new law does not have the 
unintended consequence of 
decreasing sales or lead to confusion 
with your customers.

There are a couple of things you 
can keep in mind. Your margin on

the smaller, less expensive items 
have been the same even though 
those items often require more 
handling and are inconsistently 
priced. Another important fact to 
bear in mind is that the 50 top 
brands account for almost 70 percent 
of all sales. Those brands are the 
most competitive and are the ones 
most likely to be carried by BIG 
BOX stores. The average 
independent will have many times 
the number of liquor items and sizes 
than the larger chain stores. Finally, 
higher end products are generally 
slower moving and therefore do not 
allow you to recoup your costs as 
quickly as faster moving items.

Again, each operator has to make 
his own evaluation as to how to 
proceed. But adjusting prices should 
be done cautiously and over time so 
that the market can more easily 
absorb the changes. We at AFD are 
excited about the prospects of the 
marketing potential the new law 
provides to our industry. Let’s here 
from you.

AFD Members: 
We want to hear 

from you!
Is your store celebrating a 

special anniversary? Did you just 
remodel or open a new facility? 
The AFD Food & Beverage 
Report wants to know. We will 
print information about our 
members as space permits.

Each month we also write 
feature stories about our 
members' businesses. If you 
would like to see your name on 
the pages of the AFD Food & 
Beverage Report, call our editor. 
Michele MacWilliams at 
(248) 671-9600.

The pertinent language in the new

The Grocery Zone
By David Coverly
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Help us to help you!
AFD's mission is to "improve the bottom line of 
its members." To that end, we continue to 
monitor legislation in Lansing, introduce bills 
when appropriate and work to stop those that 
could be harmful. Our recent success with the 
liquor discount legislation (see pages 3 and 5 
for more details) is one example of how AFD 
continues to work for you.

However, we can't do it alone! We rely on the 
financial support of the retail food industry in 
the form of membership. If you are not a 
member, please consider joining. In addition, 
members and non-members alike all benefit 
from a donation to AFD’s Political Action 
Committee fund.

AFD PAC DONATION
(PERSONAL CHECKS ONLY)
Please print
Name:_______________________________________

Address:____________________________________

City/State/Zip: _______________________________

Phone: ( ) _____________________________

Fax: ( ) ________________________________

E-mail: _____________________________________

YES! I WANT TO CONTRIBUTE TO THE 
AFD PAC TO SUPPORT LEGISLATORS 
WHO HAVE SHOWN THAT THEY
UNDERSTAND AND SUPPORT SMALL 
BUSINESS.

Enclosed is mv personal check or money order made
payable to AFD PAC

......................... $500.00

......................... $30000

............................$200 00

□ ..................................... $100.00

□ ...................................$50.00

□  O th e r a m o u n t

□  Check Enclosed

....................... $

□  Money Order Enclosed

Please return this form and your contribution to:

AFD Political Action Committee 
30415 West 13 Mile Road 

Farmington Hills, Ml 48334

Please take a moment to fill out the forms below 
and send them to us today. Thank you for helping 
us help the retail food and beverage industry.

AFD
MEMBERSHIP
APPLICATION
Please print
Store Name:____________________

Address:_______________________

City/State/Zip: __________________

Phone: ( ) ________________

Fax:( ) ___________________

E-mail: ________________________

O wner:__________________

Contact:_________________
(If different from above)

Supplier Affiliation (primary)__

What licenses do you have? (Please check all that apply) 

0 Daily Lottery o Instant Lottery
0 SDM (Beer & Wine) o SDD (Liquor)
0 Food Stamps 0 WIC
0 Pharmacy o Gasoline Pumps

No. of Employees_______ Square Footage__________

DUES SCHEDULE
Retail Membership
(under 5.000 sq f t )

□  Single lo ca tio n .................................................$175.00

□  2 or more locations (same Federal I D no.) . . .$350.00

Supermarket membership
(over 5,000 sq. f t )

□  Single lo ca tio n .................................................$250.00

□  2 or more locations (same Federal l D. no ) . . $500.00

□  Supplier, Wholesaler, Distributor ........................ $400

□  Check Enclosed

□  Credi* Card □  Visa □  MasterCard

Card Num ber______________________________

Expiration Date_____________________________

Signature _________________________________

Please return this form and your payment to:

Associated Food Dealers of Michigan 
30415 West 13 Mile Road 

Farmington Hills, Ml 48334

If paying by credit card, you may fax to: 
(248) 671-9610

Calendar
February 8*12, 2005
National Grocers Association 
Annual Convention 

Bally’s Las Vegas 

Las Vegas, NV 
(703) 516-0700

February 11, 2005
AFD Annual Trade Dinner and Ball 

Penna's of Sterling 
Sterling Heights, Ml 

(248) 671-9600

April 4-5, 2005
40th Annual Food Marketing Conference 
Western Michigan University 
Kalamazoo, Ml 
(202) 452-8444 
www.hcob.wmich.edu/fmk

April 19 & 20, 2005
AFD Spring Trade Show 
Burton Manor 

Livonia, Ml 
(248) 671-9600

July 13, 2005
AFD Scholarship Golf Outing 
Fox Hills 
Plymouth, Ml 
(248) 671-9600

Statement o f Ownership
T h e  A F D  F o o d  &  B e v e ra g e  R e p o r t  
(U S P S  0 82 -970 ; ISSN 0894-3567) is 
pub lished  m on th ly  by M etro  M edia  
A ssoc ia tes , Inc. (M M A ) fo r the  
A ssoc ia te d  Food D ea le rs  o f M ich igan  
(A FD ) at 30415  W. 13 M ile, 
Fa rm ing ton  Hills, M l 48334.
M ateria l co n ta ine d  w ith in  T h e  A F D  
F o o d  &  B e v e ra g e  R e p o r t  m ay not 
be re p rod u ced  w ithou t w ritten  
perm iss ion  fro m  AFD.

The o p in ions  e xpressed  in th is 
m agazine  a re  not n ecessarily  those  
o f M M A  o r AFD , its B oa rd  of 
D irecto rs , s ta ff m em bers  or 
consu ltan ts . By lined  a rtic le s  re flect 
the  o p in ions  o f the  writer.

POSTMASTER: Send address 
ch an ge s to  A F D  F o o d  &  B e v e ra g e  
30415  W. 13 M ile, Fa rm ing ton  H ills, 
Ml 48334.

ADVERTISERS: For in form ation  on 
adve rtis ing  ra tes  and  data , call AFD, 
Ray A m yot, 30415  W. 13 Mile, 
Fa rm ing ton  H ills. M l 48334, (248) 
671 -9600  o r (989) 386-9666.

A FD w orks  c lose ly  w ith  the  fo llow ing
associa tions:

I FDA
B M P '  N \ C S

in

F I A E  NO* m t
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The long road 
to liquor profits
Two years of hard work paid off with the 
passage of House Bill 4458, which now 
allows retailers to increase (but not 
decrease below the State-set minimum) the 
price that they charge for liquor. Here is a 
chronological recap of events that led up to 

the bill’s passage:
3/26/2003 - House referred to Committee 

on Regulatory Reform 
10/14/2003 - House reported with

recommendation with substitute H-2 

10/14/2003 - House referred HB 4458 to 
second reading

10/14/2003 - House laid over one day 
under the rules

10/29/2003 - House adopted and amended 
substitute H-2

10/29/2003 - House placed HB 4458 on 
third reading

10/29/2003 - House placed HB 4458 in 
immediate passage

10/29/2003 - HB 4458 passes in House of 
Representatives

10/29/2003 - House amended title 
10/30/2003 - Senate referred to Committee 

on Economic Development, Small 
Business and Regulatory Reform 

12/9/2003 - Senate reported favorably 
without amendment

12/9/2003 - Senate referred to Committee 
of the whole

11/3/2004 - Senate reported by Committee 
of the whole favorably without 
amendment(s)

11/3/2004 - Senate placed HB 4458 on 
order of third reading 

11/4/2004 - Senate amendment(s) offered 
11/9/2004 - Senate amendment(s) defeated 
11/9/2004 - HB 4458 passes in Senate 
11/9/2004 - HB 4458 ordered enrolled 
11/15/2004 - House presented HB 4458 to 

the Governor at 11:32 AM 
11/29/2004 - HB 4458 was approved by 

Governor at 9:17 AM
11/29/2004 - House filed with Secretary of 

State at 10:09 AM
11/30/2004 - House assigned PA407'04 

with immediate effect

Dear AFD Staff,
I would like to thank you very 

much for getting the liquor hill 
4458 passed. I am sure you 
people worked so hard to get it 
done. Thank you again and keep 
up the good work.

P.S. Now its time to work on the 
lottery commission to be raised 
8%. The same with this, we 
haven't had a raise in 15 years.

Aniss Kajy, Heyden Drug Store

Saxon offers custom liquor price tags at 
discount to AFD members

Adapting to the recent changes in 
Michigan’s laws regarding liquor 
pricing, label manufacturer Saxon, 
Inc. is now providing custom liquor 
price tags to its subscribers. In 
addition, if the subscriber is an AFD 
member, Saxon will provide this 
service at a discount.

Located in Ferndale, Saxon. Inc. 
was founded in 1985 by Jim Turner 
and Scott Best. In 1990, Saxon 
began selling Liquor Price Tags for 
store shelves. Since then Saxon has 
supplied hundreds of Michigan 
retail liquor stores with annual 
subscriptions to its service and 
system.

Each year, subscribers receive one 
complete book of liquor price tags 
(over 5.000 items) and three 
quarterly updates of liquor tags; all 
the same sequence and with the set 
minimum prices as provided by the 
Michigan Liquor Control 
Commission’s Price List book.

The tags Fit into standard liquor 
shelf pricing rails. Each tag (2 1/2" 
x 1 1/4") contains vital information 
such as a distributor number, state 
order number, liquor description, 
size of the bottle in ML, price, and 
the date the tag was printed.

The tags come on sheets of 20, 
and are printed on a special dry tag 
material that has no adhesive on the 
back of the tags. In addition, all 
tags are laminated for added 
durability. Installation is quick and 
easy. Just peel the tag from the 
sheet and insert it into the shelf 
price rack for the appropriate liquor 
item.

Last December, Governor 
Granholm signed into law- Public 
Act 407, which allows retailers to 
charge more than the retail price set 
by the Michigan Liquor Control 
Commission. The new law, 
however, does not permit retailers to 
sell liquor for less than the set price. 
The set price can vary from quarter 
to quarter based on price increases 
or decreases coming from the liquor 
manufacturers. For this reason. 
Saxon will continue its subscription 
service so that every retail liquor 
store subscriber that Saxon supplies

will have the most current quarterly 
legal pricing tags as authorized by 
the Michigan Liquor Control 
Commission.

The liquor price tags that Saxon 
supplies are the minimum prices 
that liquor items can be sold for in 
the state of Michigan without being 
in violation with the Michigan 
Liquor Control Commission.

For subscribers who wish to raise 
prices on select items, Saxon now 
offers custom-printed Liquor Price 
Tags sold by the sheet. Each sheet 
has 20 tags. The sheets, price tags, 
material, printed information, and 
quality are all consistent with 
Saxon's current subscription tag 
system. The only difference is that 
the tags reflect customized prices 
provided by the retailer.

Some of the immediate benefits of 
custom printed liquor tags:

1. Customers will not see physical

differences in the price tags to alert 
them of a price increase - i.e. hand­
written prices, sticker numbers, etc. 
The professional appearance and 
continuity of the store's liquor 
shelves will be the same. This will 
help reduce the risk of upsetting 
and/or losing customers as the result 
of price increases.

2. The custom price tags will be 
easily placed over the existing 
minimum liquor price tag.

3. Special pricing will be 
available for multiple sheets with 
the same exact copy. This can be 
beneficial for multiple stores or for 
group orders to help reduce the 
costs per sheet. Contact factory for 
pricing.

For more information, call Jim 
Turner at Saxon, Inc. (248) 398- 
2000. Mention that you are an AFD 
member to receive the discount on 
custom price tags.

S U B S C R IB E  T O

S A X O N ’S
LIQUOR SHELF TAG SYSTEM

2 1/2 ”  x  1 1 /4 ” 
A c tu a l S ize

321 8506-6 Tow er O f London 750  ML26.99 O ne P iece  
L am ina ted  

L iq u o r 
S h e lf Tags

The liquor shelf tags mirror the Michigan Liquor Control Commission's 
price list. They are printed in the same sequence, and reflect the 
Commission’s set prices. A yearly subscription includes 1 complete “book" 
of over 5000 tags, and 3 quarterly updates. Cost for a new subscription 
is $232.54 and a renewal subscription is $198.75, which includes taxes 
and shipping.

For those who wish to raise prices on select liquor items, Saxon is offer­
ing custom printed liquor shelf price tags. Special forms are available for 
custom pricing requests. The custom tags are sold by the sheet. Each 
sheet has 20 different custom tags. Contact Saxon for custom tag pric­
ing by the sheet and order form.

AFD Member Discount Available On Custom Sheets

SAXON, INC.
811 Woodward Heights • Ferndale, Michigan 48220 

800-727-1976 • Fax 248-398-2359
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Dear A F D

TIPS training thanks
Editor 's note: These two letters were addressed to AFD Executive Vice- 

President, Dan Reeves.

Turkey Thanks

I am writing to express my 
admiration and appreciation for your 
good work with TIPS. The 
contributions you have made to their 
alcohol education sessions are 
indicative of your thoughtfulness 
and generosity, and you have every 
reason to be proud.

Your devotion to fighting underage 
drinking and drunk driving is 
laudable. The efforts of citizens like 
you underscore the value of 
community service and I encourage 
you to maintain this level of 
commitment in the future.

Again, I extend my heartiest 
thanks to you for your involvement 
with TIPS. My very best wishes for 
success in all of your future 
endeavors.

Sincerely,
Carl Levin 
United States Senate

1 would like to offer my thanks 
to you and the Associated Food 
Dealers of Michigan for your 

' c involvement in this year's 
promotion of the TIPS program. 
Your contributions toward 
eliminating alcohol-related 
incidents in Michigan have 
helped decrease the risk of 
tragedies related to drunk 
driving, underage drinking, and 
intoxication. What a great 
service you have provided to our 
state.

Again, thank you for your 
positive and proactive 
contributions. I salute you for 
your involvement with TIPS and 
your commitment to make 
Michigan a safer place to live. 

Sincerely yours,
Jennifer M. Granholm 
Governor

I am writing to express a 
hearty thank you on behalf of 
the 13th Congressional 
District for your generous 
donation to our Thanksgiving 
Turkey give away. Needy 
families of the 13th District 
are truly blessed to have the 
support and commitment of 
people such as you that are 
willing to share. It warms 
my heart to be in a position 
to help others, which was 
made possible with your 
donation.

Again, thank you and we 
look forward to seeing you 
and working together on 
future projects.

Sincerely,
Cecilia Walker 
Chairperson

It is my great pleasure to personally 
thank you for your repeated generosity 
to Oakland Family Services. Your in- 
kind gift of 52 turkeys for our 
Thanksgiving baskets helped ensure 
that some of the many children and 
families in need within our community 
were able to enjoy a traditional 
Thanksgiving dinner.

As you know, for more than eighty 
years, Oakland Family Services has 
successfully enriched children's lives 
and strengthened families in our 
community... bringing hope and 
healing to more than 40,000 individuals 
and 12,500 families touched by our 
agency each year. We are blessed with 
many great supporters that want to be a 
part of our success in the community.

Thank you again for your 
overwhelming support, and for your 
ongoing commitment to Oakland 
Family Services.

Sincerely,
Michael S. Earl, President and CEO
Oakland Family Services

To O ur Valued A FD  Custom ers: 
ThankYou forYour Support in 2004

Ma You and Your 
Family Enjoy a 
Prosperous New Year.

From  Your Friends a t Frito-Lay!
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Kellogg CEO nominated for 
Bush cabinet

The buzz on honey's cancer­
fighting power

Carlos M. Guttierrez. chairman 
and CEO of Kellogg USA was 
nominated by President Bush to be 
Secretary of Commerce. As is 
typical with Presidents that face a 
transition to a second term, President 
Bush is going to staff over half of 
the 15 cabinet positions as cabinet 
members return to private life. New

Secretaries are being appointed for 
Agriculture. Attorney General, 
Commerce, Education, Energy, 
Health and Human Services, 
Homeland Security, State and 
Treasury. Senate confirmation of 
Guttierrez and the other cabinet 
replacements are not expected to be 
completed until February 2005.

Aunt Mid’s rated Superior by 
American Institute of Baking

Aunt Mid’s, a Detroit-based fresh 
fruit and vegetable processing 
company, has received a "Superior" 
rating for their facility by the 
independent auditors of AIB 
(American Institute of Baking).

The Detroit facility was graded in 
five areas: food safety programs, 
personnel/operational practices, 
plant safety, bio-terrorism and 
sanitation practices.

Superior is the highest possible rating.

Scientists have some sweet news about honey-it may help 
fight cancer.

Researchers from Croatia's 
University of Zagreb report that bee 
products applied orally or injected 
into mice significantly reduced tumor 
growth and the spread of cancer. The 
team's research findings are 
published in the December issue of 
the Journal o f the Science o f Food 
and Agriculture.

According to the scientists, the 
tests show that natural honeybee 
products, such as propolis, royal 
jelly, caffeic acid, honey and venom 
could be used to prevent cancer in 
the future, states FoodNavigator.com.

Propolis is a resinlike substance 
used in building honeycombs. 
Caffeic acid is a chemical contained 
in propolis that significantly 
decreases subcutaneous tumor 
growth. Honey also was found to 
slow the spread of tumors.

Royal jelly is produced by worker 
bees as food for bee larvae and was 
successful in inhibiting the spread of 
tumors. In addition, 
FoodNavigator.com reports that the 
researchers said that injections of bee 
venom caused tumors to shrink and 
delayed their growth.

Coke may take
Coca-Cola reportedly is pondering 

a new soda called Vault, which 
would go head-to-head with 
PepsiCo's popular Mountain Dew, 
according to industry reports. The

on "the Dew"
soft drink maker also is said to be 
considering a new diet cola to be 
called Coke Zero.
-Journal and Constitution

A balancing act for 
the serious investor.

The most important investment decision you may ever make w on’t 
be the choice o f a stock, bond or mutual fund. It will be how you 
decide to allocate your assets. Most industry experts believe that up 
to 90% o f long-term returns are directly attributable to this one 
decision. Asset allocation helps reduce volatility, minimize risk and 
optimize return. Sagemark Consulting can help you and your 
advisors develop and maintain a personalized, long-term asset 
allocation p lan—one that balances things just the way you want. 
Find out more. Call us today.

Michael J. LoGrasso CLU, ChFC and John M. Bussa 
Sagemark Consulting

26555 Evergreen Road 16th Floor • Southfield, MI 48076
800 -382 -8122

Advisory services offered through Lincoln Financial 
Advisors Corp., a registered investment advisor. Insurance 
offered through Lincoln affiliates and other fine companies. 
Securities offered through Lincoln Financial Corp.. a 
broker/dealer (member S1PC). Lincoln Financial Group is 
the marketing name for Lincoln National Corp. and its 
affiliates.

CRN0100712

Sagemark
Consulting
A member o f Lincoln Financial Group 

© 2003 Lincoln Financial Advisors
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The 89th Annual 
Trade Dinner and Ball 

of the Associated 
Food Dealers 

o f Michigan

Brought to you by:

of Michigan

JETTING 54)11 
E E £ .  11. 2 0 0 E
C=00 p.m.
P E N N 4 T 5  O f  S T E R L IN G

Please call Michele 
MacWilliams a t AFD 
(248) 671-9600 fo r 
your Boarding Passes!

' _

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

•Three tables of 10 for dinner (VIP seating) 
•30-second video or fifteen company images 

for media presentation 
•Title sponsorship signage f a  music, 

photo booth a  centerpieces 
•Half pnce on the ad o f your choice in the 

Food & Beverage Report 
•Use of four company products at dinner 

( a  4 additional images in media presentation) 
*600 f a  each additional table

Gold Sponsor: $7,000
•Two tables o f 10 f a  dinner 

(Prime seating)
•15-second video a  ten company images i 

f a  media presentation 
•Corpaate signage at the dinner 

•Half price on the ad of your choice in the 
Food & Beverage Report 

•Use o f two company products at dinner 
( a  two additional images in 

media presentation)
$700 f a  each additional table

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

•Corpaate signage at the dinner 
•Half price on the ad of your choice in the 

Food & Beverage Report 
•Use of one company product at dinner (or one 

additional image in media presentation) 
$800 fa  each additional table

Bronze Sponsor: $2,500 j
•One table o f 10 f a  dinner 
•Two company images fa  

media presentation 
•C apaa te  signage at the dinner | 

•Half price on the ad of your 
choice in the 

Food & Beverage Report 
$900 for each additional table

■ ■ 1

TABU O f 10—$1,850 • C O U PU -$875 •  INDIVIDUAL—  »150 
Attention Sponsor New video presentation w *  feature footage shot 

on location at your place of business. ExceVent marketing tooll
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Competition heats up for consumers' dollars
Retailers should put on their 

gloves and prepare to fight for 
consumers' dollars because 2005 
will be another year of intense 
competition, according to industry 
analysts.

After several difficult years, 2004 
was a year of recovery for some 
retailers while others continued to 
face challenges, according to Fitch 
Ratings. The luxury chains and 
warehouse clubs led the industry in 
2004, suggesting shoppers were 
willing to splurge even as they 
continued to look for bargains. The 
supermarket chains began to recover 
from the effects of the prolonged 
strike in Southern California, while 
results among the specialty retailers 
were mixed.

Merger-and-acquisition activity 
accelerated in 2004. with notable 
transactions including Kmart's 
acquisition of Sears. May's 
acquisition of Marshall Fields. J.C. 
Penney's sale of Eckerd. Dillard's 
sale of its credit card operations, and 
Albertson’s acquisition of Shaw's, 
said Fitch.

During the 2004 holiday, Fitch said 
the stronger retail segments were 
luxury, electronics and interesting 
fashion items; basic fashion items 
and toys remained weak. The 
disposable income of low- and 
middle-income buyers in particular 
is being pressured, not only by high 
gas prices, but also by the jobs 
situation and high consumer debt 
levels.

Fitch expects softness in overall 
revenue growth for retailers in 2005. 
This prediction is based on the 
economic backdrop of U.S. GDP 
growth of 3.3 percent in 2005 versus 
4.3 percent in 2004 (as projected by 
Fitch), relatively flat unemployment, 
increasing interest rates and 
continued high oil prices.

Intense competition will continue, 
particularly for those retailers that 
compete with Wal-Mart. As Wal- 
Mart continues to expand into new 
geographies and broaden its 
selection within categories such as 
electronics, other retailers will have 
to differentiate themselves with 
broad product offerings, innovative

marketing and customer- 
retention strategies, and 
high levels of service, 
noted Fitch.

Fitch predicts the luxury 
chains will prosper in 
2005 as consumers 
continue to splurge on 
high-priced fashions and 
accessories. However, 
comparable store sales 
growth for these chains 
will likely be moderate to 
more sustainable low 
single-digit levels. Growth 
of the traditional- and 
middle-market chains will 
be constrained by 
expected slower GDP 
growth and continued 
high energy prices. The 
chains with more of a 
fashion orientation like 
Federated and JC Penney 
will likely lead the pack.
Profitability should track 
in-line with sales growth in 2005 
because there is little additional 
upside to gross margins while labor, 
health care and energy expenses 
continue to move higher, stated 
Fitch.

Fitch expects that department store 
chains will continue to look at 
acquisition opportunities given the 
mature nature of the industry and the 
desire for greater economies of 
scale. In the absence of a 
blockbuster merger, department 
stores will continue to buy/sell 
stores or groups of stores in an 
attempt to build scale in certain 
markets and de-emphasize other 
markets on a targeted basis.

The general-merchandise 
discounters have been steady 
performers, although Wal-Mart's 
comparable store sales have slowed 
as gas prices moved higher. 
Persistently high gas prices will 
likely continue to constrain Wal- 
Mart's sales in 2005, predicted Fitch. 
Target has held up better by offering 
a combination of interesting 
merchandise at value prices. The 
warehouse clubs have benefited 
from their success in adding high- 
quality perishable items and the 
growing popularity of the club 
format. Overall, Wal-Mart, Target 
and Costco should continue to 
perform well as they expand rapidly

and take market share from other 
retail sectors.

On the other hand, Kmart and the 
regional discounters, including 
ShopKo, will continue to struggle, 
said Fitch. Kmart's merger with 
Sears will accelerate its downsizing, 
as it is expected that perhaps several 
hundred existing Kmart stores will 
eventually be converted to Sears 
stores. The long-term outlook for 
Kmart and Sears remains uncertain 
given their weak operating trends, 
evolving business models and plan 
to monetize excess real estate.

Next year is key for the 
supermarket industry as they see the 
full effects of several protracted 
union strikes that took place during 
2003-2004. The results in 2005 
should paint a picture as to how the 
supermarket companies are able to 
maintain and/or grow their core 
customer base.

Adding to this challenge is the fact 
that new competitors such as 
supercenters, warehouse clubs, 
dollar stores and pharmacy chains 
are taking business by offering 
convenience or drastically lower 
prices. The supermarkets remain at a 
cost disadvantage to the discounters 
and other nontraditional retailers 
given their higher cost structures 
associated with operating a primarily 
union work force. -NACS

A Health Savings Account (HSA) is a qualified high-deductible medical plan 
used in conjunction with a specific use tax-exempt bank account. Savings 
from moving to a high-deductible plan can be put into the account to pay for 
future qualified medical expenses. Employer and/or employee may 
contribute to the account. Any medical expense paid out of the account is tax 
free. What you don’t use rolls over year-to-year in the interest account.

Associated Food Dealers is proud to sponsor Blue Cross Blue Shield of 
Michigan for our members. BCBSM offers three different HSA’s with no 
medical underwriting to groups of 2 or more employees.

BCBSM is now more affordable than ever, with our ability to age rate. Take 
a look at the benefits of joining AFD sponsored BCBSM program.

Blue Cross  
Blue Shield  
Blue Care Network
of M ichigan

For information on AFD's 
endorsed Blue Cross program, call: 

Melissa (800) 666-6233 or 
mvarney@ afdom.org
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Out Your 6-Pack

MiUerBrewtngCo.. Milwaukee, W1 J
L iv e  R e s p o n s ib ly

-  '  r -
^  Good call. ‘
> " T v  i .  r l i ' * \

MILLER LITE HAS n 
1/2 TH EC ARBS 
OF BUD LIGHT."

'  to ta l carbohydrates based on  six 12-oz. servings. I
I ' Miller Lite contains 3.2 grams carbohydrates per 12oz. while Bud Light contains 6.6 grams carbohydrates per 12oz.
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NewsNotes
Food prices rose in 2004
U S. food prices in 2004 may have 

increased by as much as 4%, the largest 
increase since 1990, the U S. Agriculture 
Department reported, although final figures 

are not yet available, leading factors for the 
inflation include beef, which rose by 11%, 
and milk, dairy products and eggs, which 
had an increase of 8%, the USDA said. 

-CNNmoney/Reuters

Retailers look for help in fight 
against organized shoplifting
One FBI official estimates retailers lose a 
combined $15 billion a year due to theft and 
shoplifting, with some falling victim to 
organized shoplifting gangs that know how 

to deceive security tags. The Senate is 
debating a bill that would treat organized 
shoplifting as a federal felony.
■Newhouse News Service

Chocolatier touts confection's 
health benefits
St. Louis-based Bissinger’s Handcrafted 
Chocolatier is marketing its premium 
chocolates as healthy treats containing 
ingredients that have been linked to 
cardiovascular benefits and slowing of the 

aging process. Health activists have blasted 
the campaign, but company officials say one 
chocolate per day can be pad of a healthy diet.

R.J. Reynolds Increases list price 
on cigarettes
R.J. Reynolds Tobacco Company, a 

subsidiary of Reynolds American Inc., will be 
increasing the list price on cedain brands of 
cigarettes. The tobacco giant also 

announced that it would reduce retail 
discounts on cedain other brands.

The price increases vary by brand, but 
discounts to retailers would be decreased by 
$1 a cadon on the company's most popular 
brands-raising the cost of a pack of Kool, 

Doral, most Camel varieties and other 
cigarettes by 10 cents, a Reynolds 
spokesman told Reuters. Other brand prices 
will increase by 40 cents to $1 a cadon.

The company attributed these pricing actions 

to higher costs because of recent enactment 
of federal tobacco buyout legislation and 
higher rates from master settlement 

agreement obligations. R.J. Reynolds 
projects its total expenses associated with 
the master settlement agreement and the 
federal tobacco buyout legislation to exceed 
$2.8 billion in 2005.

Last December, Philip Morris raised its 
prices for the first time in neariy 3 years, a 
move analysts see as a sign that larger 
cigarette manufacturers had regained some 
of the pricing power they had lost when 

some smokers turned to deep discount and 
private-label cigarettes, according to 
Reuters.

Market forces weigh on 
Interstate Bakeries
While its Baker's Inn products provided a 
recent revenue boost, Interstate Bakeries, 
which recently filed for Chapter 11 
bankruptcy protection, says it is unclear how 
discount pricing pressures and new 
government food guidelines will effect its 
restructuring efforts. The maker of Wonder 
Bread is evaluating its strategic options, 
including the possible sale of some assets. 
■American City Business Journals

Dollar stores upend retail norms
While low-income families represent the core 
market for dollar stores, middle- and high- 
income shoppers are a fast-growing group 
within this segment, and suppliers and 
traditional retailers have noticed. Target, 
Albertsons and Kroger now showcase $1 
items, and packaged goods giants are now 
making products specifically for the dollar 
store segment. "Poor people need low 
prices. Wealthy people love low prices," one 
analyst said. -The Wall Street Journal

If you still have | 
the original 
Kansmacker,
call us for 
repairs or tune| 
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

IT'S THE
3 - i n - I

MACHINE!

^  Two 
M achine Sizes '  

to Choose From!
See our new  

Compact M o de l!/

Kansmacker's

COMPACT STAINLESS 
STEEL MACHINE:

NUMBER ONE FOR:

•  Cleanliness 
•  Durability 

•  Efficiency 
•  Service 
•  Speed

Our new machines are
•SIMPLE! • EASY TO CLEAN!

5

m

/  Plastics & 
Cans Front or 

Rear End Unloader 
M achine only 

k  32" wide!

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

► FI
Ask about a

REE TRIAL-—  A

W n o  OBLIGATION!

800-379-8666 or 248-249-6666
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Michigan wine laws heard by U.S. Supreme Court
In December the Supreme Court 

considered whether state alcoholic 
beverage regulations put in place 70 
years ago after Prohibition was 
lifted, should remain.

The court heard three cases 
challenging laws in Michigan and 
New York that make it a crime to 
buy wine directly from wineries in 
another state. Twenty-two other 
states have similar statutes.

At issue is the 21st Amendment, 
which ended Prohibition in 1933 
and explicitly granted states 
authority to regulate alcohol sales. 
Twenty-four states subsequently 
passed laws requiring outside 
wineries to sell their products 
through licensed wholesalers in the 
state.

Michigan's case began when 
Eleanor and Ray Heald of Troy 
asked an Indianapolis lawyer,
Robert Epstein, to challenge the 
Michigan statute barring direct 
sales to consumers from out-of- 
state wineries.

Wineries in-state are allowed to 
sell and ship directly to consumers. 
But all other wineries and breweries 
must sell to wholesalers, who ship 
the products to groceries, 
restaurants, bars and party stores.

The Healds , wine writers whose 
work appears locally in the 
Observer & Eccentric Newspapers 
and nationally in two wine 
publications, were frustrated by not 
being able to order samples directly 
from wineries outside Michigan.

During the December Supreme 
Court hearing, the justices seemed 
troubled that states could treat out- 
of-state wineries in a different way 
from those within their own 
borders. They were equally 
uncertain, however, about 
overturning long-established 
regulations aimed partly at 
protecting minors.

Alcohol is regulated by a three- 
tier system: a state-licensed 
wholesaler brings in the beverages, 
state-licensed retailers sell them to 
customers, and customers drink them

Owners of small wineries, which 
have proliferated in recent years, 
say they can't compete with huge 
companies unless they can sell 
directly to customers over the

Internet or by allowing visitors to 
their wineries to ship bottles home.

During oral arguments. Justice 
Anthony Kennedy wasn't so sure.

"Under your view, the whole 
three-tier system falls," Kennedy 
said, in response to wineries'

arguments that the state laws were 
discriminatory. Justice Ruth Bader 
Ginsburg suggested the court might 
remedy the problem of unfair 
treatment by striking down laws 
that allow direct shipments only for 
in-state wineries. "The out-of-state

vendors would be no better off, but 
it would be equal," she said.

The cases are Granholm v. Heald, 
03-1116; Michigan Beer & Wine 
Wholesalers Association v. Heald. 
03-1120; and Swedenburg v. Kelly, 
03-1274.

T he m o st Powerful Card
in Your Wallet

M anaged Traditional Plan 

Community Blue PPO 

Blue Care Network HMO

www.bcbsm.com

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.
The 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 Melissa Varney at 1-248-671-9600.

yblt and the P O W E R

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

■ ngsM o' th« Bkjo OoM WK) Blu«
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NewsNotes

Canada considers visit 
requirement to get prescriptions 
filled in the country
Canada's health minister is considering a 
requirement that Americans buying 

prescription drugs from Canadian-based 
Internet pharmacies must visit a Canadian 
doctor inside Canada before their 

prescription can be filled. "We may prevent 
the pharmacists or the doctors from co­
signing the prescriptions" without the in­
country visit, Minister Ujjal Dosanjh said. But 
Internet pharmacists who met with 
government representatives at a Manitoba 

meeting indicated disputes between the two 
sides remained unresolved.
■The Toronto Star

Study: Overeating brain chemical 
associated with alcoholism
The same brain chemical linked to 
overeating also appears to be associated 
with over-indulging in alcohol, according to a 

new study. Scientists found rats injected with 
the neuropeptide galanin, which is 
associated with overeating, did not increase 
their water consumption, but drank much 

more alcohol.
-MSNBC

Drug Celebrex linked to heart 
attack risk
Pfizer Inc. says it has found an increased 

risk of heart attacks with patients taking its 
top-selling painkiller Celebrex, a drug that is 

in the same class as Vioxx, which was 
pulled from the market in September 
because of safety concerns.

The National Cancer Institute, which was 
co'- ducting the study for Pfizer, suspended 
the use of Celebrex after finding that 
patients taking 400 mg. to 800 mg. of the 
drug daily were found to have a risk 2.5 
times greater of experiencing major heart 
problems than those who weren't. A 
separate cancer study found no increased 
heart risk with patients taking 400 mg. of 
Celebrex per day.

Kroger sells more than food
Looking to lure customers shopping at 
Wal-Mart and Target and hoping to boost 
same-store sales, Kroger's Marketplace 
concept offers groceries plus home items, 
such as microwaves, lamps and rugs. Its 
recently opened Marketplace store in 
Columbus is the first of the 23 stores to 
carry the Kroger brand.

Ultra-thin, lightweight, 
com fortable and flexible. 
W eight 1.9 lbs.,
1/8 inch thick.
Naturally concealable.

Body Arm or is 
responsible for saving  
the lives of thousands  
of law enforcem ent 
officers.

Vest price is $599.00
or 5 easy paym ents of $125.00 plus tax.

Vest Rental for AFD Members 
— $25.00 per month*—

For information call Doug Saroki at

2 4 8 -2 5 8 -3 9 0 0
*$150.00 deposit required + tax, 24-month minimum.

Florida battles Coke, Pepsi on 
"light" OJ
Florida citrus officials are requesting the 
FDA require makers of "light" orange juice, 
including Coca-Cola and PepsiCo, to label 
their drinks as such on the front of the carton 

to clearly distinguish between these drinks 
and 100% juice offerings. Officials from 
Coke and Pepsi contend their labels are 
clear and see no need for them to be 
revised. "If (some people have] walked away 

from the category entirely, we would rather 
bring them back by selling them one unit 
with half the juice than no units with 100 
percent juice," a Coke executive said.
- The Ledger

Big boxes succeeding with 
online stores
One online retail analyst says the major 
brick-and-mortar players have "got their act 
together online" and are improving their 

offerings for customers. Additionally, another 
e-commerce executive notes such major 
players as Wal-Mart and Best Buy have 
done a good job of integrating their Web 
sites with their stores to appeal to 
multichannel shoppers. -MSNBC

Sweet-Talking Candy
M&M'S wants consumers to eat their words. 
Masterloods USA, makers o f M&M'S Brand 
Candies, now offers MY M&M'S 
personalized M&M'S.

MY M&M'S are available in 21 colors and 13 
of those-silver, gold, white, light blue, light 
purple, red, dark pink, pink, cream, yellow, 
orange, aqua green, and green-can be 

imprinted with a personal message.

T h is  is an exciting milestone in the history 
of M&M'S Candies-now consumers have 
yet another way to have fun and interact 
with our brand by creating a personal 

message on America's favorite chocolate 
candy," said Janis Smith-Gomez, vice 
president of marketing for Masterfoods USA. 

"What better way to express yourself than 
on M&M'S Milk Chocolate Candies?"

To create a custom candy gram, customers 
select the color or color combination they 
prefer, compose their message up to two 
lines (using eight characters or less per line) 

and indicate quantity and shipping 
preference. An 8-ounce bag is $9.49 
(minimum order is four bags); other order 

options are available on M&M'S Web site, 
www.mms.com. -NACS

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

Cox, Hodgman & G iarm arco, P.C.

O u r es ta te  p lann ing  a tto rne ys  p rov ide  so u n d ly  based esta te  
and bus in ess  succe ss io n  p lans u tiliz ing :

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
R AN D ALL A. DENHA, ESQ.

at (248) 457-7205

COX,
h o d g m Xn &

GIARMARCO, RC.
101 W est B ig B eave r Rd., S u ite  1000 

Troy, M ich igan 48084 -528 0  
Phone (248) 457-7000 • Fax (248) 457-7219

w w w .d is inhe rit-irs .com
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E ffective Im mediately!

D  I I  T  I I  L I N  G  c

McCormick Distilling Co.
is proud to a n n o u n ce  the ap p oin tm en t o f

Trans-Con, Co.
as the new

Authorized Distribution Agent (ADA)
for our family of brands.

M cCorm ick B lended W hiskey

M cC orm ick Brandy

M cC orm ick 
C anadian W hiskey

M cC orm ick Gin

M cC orm ick Gold 
Rum

M cCorm ick Gold Tequilla  

M cC orm ick Vodkas

H ussong 's  R eposado

Ke Ke Beach Cream  L iqueur

M cC orm ick 's  Irish  Cream 
L iq u e ur

Polar Ice Vodka 

Tarantu la  Azul 

Tequ illa  Rose 

W iser's De Luxe

To order, call
1 888 440 0200

Or call your local m em b er o f the Trans-Con, Co. distribution family:
J . L ew is C o o p er  Co.

(8 8 8 ) 990-0600
se rv ing  S ou theast M ichigan

F ab ian o  B ro s., Inc.
(8 8 8 ) 773-2756  

se rv in g  Eastern and 
n o rth e rn  M ichigan 

and th e  U.P.

H enry A. Fox S a le s  Co.
(8 0 0 ) 762-8730  

s e rv in g  W estern 
and  S ou thw est M ich igan
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LegislatorProfile

Representative John Stakoe’s guide to 
fixing government: Become a leader
By Kathy Blake

Representative John Stakoe (R- 
Highland), says if you don’t like the 
way things are going, change them. 
In order to make changes, you need 
to be in a position of leadership and 
that’s what led Rep. Stakoe to his 
career as a politician.

Stakoe was a police officer for 
Milford Township for nearly 20 
years prior to taking the position of 
Supervisor for Highland Township 
in 1996. He ran against a 14-year 
incumbent and won. "The 
incumbent let the township run 
itself and didn't deal with the 
growing infrastructure and planning 
needs," said Stakoe. That was what 
prompted Stakoe to get involved.
He saw things that needed to be 
done and when he took office, he 
did them. He led the board of 
trustees in developing a sewer plan 
and water system, a Downtown 
Development Authority and 
establishing a Brownfield re­
development site.

When Stakoe ran for state 
representative in 2002, he won the 
Republican seat in a five-way 
primary. He was re-elected to his 
second term last fall and was 
elected assistant majority floor 
leader by House Republicans. He is 
assistant to Majority Floor Leader 
Chris Ward. "It’s a tremendous 
honor and opportunity," Rep. Stakoe 
remarked about his leadership 
position. He’s now a part of the 
team that discusses and 
recommends policy.

Committee Assignments
Rep. Stakoe serves as Vice Chair 

of the Criminal Justice committee 
and is a member of the Higher 
Education committee; the Local 
Government and Urban Policy 
committee and the Tax Policy 
committee. His district includes the 
townships of Highland, 
Independence, Springfield and 
White Lake and the city of 
Clarkston. "I believe and work 
toward maintaining a presence in 
the district and providing an

advocacy for constituents," said 
Stakoe.

Budgeting
One of the things that amazes Rep. 

Stakoe is how people prioritize when 
it comes to budgeting. "The first 
thing that people look at cutting is 
public services," he said. He 
believes public services should be 
the last to cut. "When roads are 
plowed, the police can come and the 
trash is picked up," he explained. He 
said he learned how to budget while 
serving on the township board. 
"Budgeting should be done by first 
looking at how much money you 
have to work with, then listing line 
items in order of importance," he 
added.

Looking at the state’s budget, 
Stakoe says it has increased 1.5-1.6 
percent over the last two years, (it’s 
nearly $40 billion now), while the 
tax revenue has decreased. "The 
state is constantly looking at the 
budget, for revenue. We need to quit 
looking for new taxes, prioritize and 
budget using the money we have."

Keep the economy rolling
In order to increase revenue,

Stakoe believes the state should do

whatever it can to keep existing 
businesses and attract new ones. 
"We’re not doing anything to make 
it easy on them. We should be 
reducing regulation and keeping the 
costs of doing business down," said 
Rep. Stakoe adding, "This means 
allowing tax credits and 
inducements to make the state 
competitive for a wide range of 
business interests." Stakoe has 
sponsored and co-sponsored a 
number of bills that provide 
incentives and reduce government 
red tape.

Sanitarian legislation
Stakoe sponsored legislation that 

streamlines registration for 
sanitarians and replaces the state 
licensure exam with the national 
examination. The new law allows 
sanitarian professionals, who are 
required to have at least a bachelor’s 
degree, to become licensed. It sets 
state-level occupational procedures 
and guidelines for the sanitarians 
who serve as the environmental 
scientists working in local health 
departments. The bill also creates 
an advisory panel which includes 
members of the Michigan 
Groundwater Association, Michigan

Onsite Wastewater Recycling 
Association, the Michigan 
Association for Local Public Health 
and the Michigan Restaurant
Association.

Identity theft
Identity theft issues have been a 

concern for Stakoe, given his 
background as a police officer. He 
worked on recent legislation that 
tightens the rules for perpetrators 
and allows victims to use police 
reports of theft to improve their 
credit rating. Victims previously had 
to go before a judge to declare them 
a victim, said Stakoe.

Rep. Stakoe's background
Rep. Stakoe graduated from 

Dearborn High School in 1970. His 
family formerly owned Stakoe’s 
Meat Market, a meat and catering 
business in East Dearborn. Stakoe 
earned a bachelor’s degree in 
secondary education in 1975 and a 
master’s degree in criminology in 
1996 from Eastern Michigan 
University. He also completed the 
School of Staff and Command at 
Northwestern University in 1993.

Stakoe is a member of the:
Optimist Fraternal Order of Police; 
the SEMCOG Executive Committee; 
Huron Valley Lions Club, Huron 
Valley and the Clarkston Chambers 
of Commerce. He is past president 
of the Oakland County Supervisors 
Association and former co-chair of 
the Huron Shiawasee Headwater 
Project and former member of the 
Western Oakland County Corridor 
Study steering committee.

Rep. Stakoe is married with two 
daughters and enjoys downhill 
skiing, golfing, reading, riding 
horses, playing tennis and physical 
training.

To contact State Representative 
John Stakoe, call (517) 373-2616, 
email johnstakoe@house.mi.gov or 
write The Honorable John Stakoe, 
State Representative, State Capitol, 
PO Box 30014, Lansing, Michigan, 
48909-7514.

1 6  | AFD Food & B everageR EPO R T

mailto:johnstakoe@house.mi.gov


Now available In the 
1 /  eCARBS 12pk Fridge Pack, 
/ 2  CALS 2 Liter and 20oz.

ALLTHE
GREAT

TASTE
02004 The Coca-Cola Company “ Coca Cola C2," the Dynamic Ribbon and “ Fridge Pack" are tradem arks of The Coca-Cola Company

Reduced Calorie Cola
Halt me Calories ol Regular Cola 
18 grams carbohydrates per 12II oz. (355 mL) serving 
Par 12II az. (355 ml) serving

This Product Regular Cola 
Calories 70 calories 140 calories
Carbohydrates 18 grams 39 grams
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MemberProfile

D&B Grocers Wholesale celebrates 10 years of service
By Michele MacWilliams

Walking the spotlessly clean aisles 
of D&B Grocers Wholesale, it is 
easy to see that the company is well 
stocked and ready to serve its 
Michigan clientele. From paper 
towels to chicken soup they stock a 
good portion of what a supermarket, 
gas station or convenience store 
would need in their grocery section.

Located in a new warehouse on 
Sears Drive in Livonia. D&B is the 
brainchild of Bobby Hesano, who 
started the business with his brother 
in 1994.

"Our family had been on the retail 
side of the food business since 1963. 
Moving into wholesale was a natural 
progression for me," says Hesano.

Bobby started by working in his 
parent’s stores as a teen. He 
attended college at Western 
Michigan University where he 
received a food marketing degree. 
From there, it was on to Houston, 
Texas to work at Fleming Foods, 
where he stayed for eight years. 
Combining his formal education, 
prior experience as a retailer and his 
years at Fleming as a merchandiser 
where he worked his way up to the 
director of merchandising, Bobby 
decided the time was right to bring 
his knowledge back to Michigan and 
open a wholesale company.

Working with his brother Danny, 
they opened their first warehouse in 
Lincoln Park in 1994. The business 
grew right from the start, and soon 
they were looking for larger 
quarters. The new, 50,000-plus 
square-foot facility in Livonia.

which they moved into in 2004, is a 
shining example of the brothers’ 
hard work and attention to detail.

The floors are spotless and grocery 
items categorized in a manner that 
streamlines the entire warehouse 
process.

"We strive for efficiency," says 
Bobby. "The more efficient we are, 
the lower our costs. With lower 
overhead we can offer better prices 
to our customers."

D&B services all kinds of stores, 
from supermarkets to drugstores, 
produce houses, dollar stores and 
convenience stores. They have over 
270 customers and the list grows 
daily. The service includes all of 
Southeast Michigan however, the 
main focus is in the Metro Detroit 
area.

Bobby said that he and Danny 
chose Livonia for their warehouse 
location because the highway system 
in the area makes it convenient to 
get to just about anywhere. "From 
here, we’re only a few minutes from 
Detroit and it also takes no time at 
all to get to Ann Arbor, Flint or 
Lansing. It is really an ideal 
location," he added.

Although D&B services all types 
of stores, Bobby says that he and his 
brother are now concentrating on 
working to fill the needs of the 
independent stores in the Metro 
Detroit area.

"When Midwest Wholesale closed 
and Foodland left the area, it left the 
independent retailers with less 
choices. Due to the unique needs of

Left: Bobby Hesano in 
the D&B warehouse

Below: Jen Lucier in the 
D&B office.

the Detroit market we felt that there 
was a need for additional 
distribution sources," Bobby says. 
He added that when those 
wholesalers left the market, a need 
was created in the supply chain to 
these stores.

"Even with the major wholesalers 
still supplying the supermarkets, we 
feel that we can compliment the 
distribution channel to the 
independents due to the unique 
product mix we carry." Together 
with other wholesalers in the area, 
Hesano’s goal is to bring the buying

power back to the independent 
retailers. "We want to give them 
the opportunity to be on a level 
playing field with all retailers, 
regardless of their size," he says, 
adding that, "Our goal is to support 
the independent retailers so they can 
compete with Farmer Jack, Kroger 
and Meijer. Together, with other 
independent wholesalers, this is 
achievable," he maintains.

To reach Bobby and Danny 
Hesano at D&B Grocers Wholesale, 
call them at (734)513-1715.
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Disney has designs on 
food industry
Avery big mouse will soon be loose in the supermarket 
frozen-food aisle

Walt Disney Co. announced plans to 
debut frozen meals and healthful 
packaged food products in early 2005.

Gary Foster, spokesperson for 
Disney's consumer products division, 
said the company is slated to 
introduce "comprehensive food 
products" including macaroni and 
cheese in the United States possibly 
as early as the spring, reports the Los 
Angeles Daily News.

Disney already has carrot sticks on 
the market in Europe and its 
European division is preparing to 
launch a range of food items with 
worldwide expansion expected in 
2005, noted Foster.

Disney's plans differ from its past 
foodservice ventures, where it would 
market products from other 
companies, such as Kellogg's and 
Blue Bunny, under the Disney name. 
According to Foster, Disney will 
probably work with supermarkets to 
create the food items. Disney has 
partnered with the Tesco grocery

chain on its U.K. foodservice efforts.
This new strategy will help keep 

prices down for consumers, said 
Foster, adding, "The retail landscape 
has changed dramatically.
Consumers are becoming much more 
cost-conscious."

Disney is taking the same tactics 
with its apparel and electronics 
products, for example, working with 
Wal-Mart to make its apparel.

"It's all part of a changing business 
model. More and more, we're 
developing our products in house," 
Foster told the Daily News.

Phil Lempert of
SupermarketGuru.com cautions that 
"being in the food world is a very 
different business than producing 
movies or theme parks."

Lempert also said that food items 
featuring cartoon characters typically 
have a short shelf life, noting, "The 
Pokemon cereal went through the 
roof when it first came out; then it 
failed."

New Eastpointe Save-A-Lot opens!

(I to r) Joe Arcori of Eastpointe Save-A-Lot with Save-A-Lot management representatives, Tom 
Luck, District Manager, Butch Ladd, District Manager, and Ron West, Perishable Counselor at 
the grand opening.

f f l l ®  pC O JA lU  J S  a a a
3J

Electronic Design, Imaging & Printing
17030  E a s t  Ten Mile R oad  E a s tp o in te , M ich igan  4-0021

Phone (566) 7 7 7 - 0 0 2 3  Fax (5»6) 7 7 7 -1 4 3 4 -  
Visit our Website: h ttp :/ / w w w .n u a d .e o m  

E-mail: h e lp @ n u a d .e o m

•  F u ll S e r v ic e  P r in t in g
• F u ll S e rv ic e  D e s ig n  T e a m

•  In s e r t  A d v e r t is in g  a  S p e c ia l t y  
•  S t a t e - o f - t h e - A r t  E le c t r o n ic  S y s te m

•  W o r ld -C la s s  P r in t in g  a t  a
D o w n - T o - E a r t h  P r ic e !

F e b r u a r y  2005 | 1 9

http://www.nuad.eom
mailto:help@nuad.eom


Beyond the bottle bill: Recycling
Editor’s Note: The two articles below both deal with pending legislation regarding Michigan s Bottle Bill. Over the next few years 
AFD expects to see increased activity surrounding the possible expansion of our present bottle bill. According to President Mike 
Sarafa, AFD will be vigilant in its efforts to insure that the public and our political leadership understands the costs associated 
with and the ramifications of expanding the bill.

Legislature moves Michigan closer to improved recycling
MRP urges Gov. Granholm to sign SB 790 and SB 854 creating Recycling Advisory Council

Michigan moved closer to 
improving its abysmal recycling 
rate with passage of legislation 
creating a state recycling 
coordinator and an advisory council 
to propose enhancements to 
Michigan's recycling system, said 
Mary Dechow, chairperson of the 
Michigan Recycling Partnership.

"The Legislature has indicated 
that improving Michigan’s 
recycling rate is a top priority for 
the state," Dechow said. "Now 
Governor Granholm has the 
opportunity to follow through on 
one of the goals she set out in her 
first State of the State Message -  
increasing Michigan’s recycling 
rate."

With House and Senate passage of 
Senate Bills 790 and 854, the first

initiatives recommended by the 
Michigan Beverage Container & 
Recycling Task Force in Fall 2003 
now make their way to the 
governor's desk for her 
consideration.

The task force, created by Senate 
Majority Leader Ken Sikkema and 
chaired by Sen. Cameron Brown, 
conducted hearings across 
Michigan in 2003 before issuing its 
recommendations.

SB 790 creates the Recycling 
Advisory Council, consisting of 
members appointed by the 
Governor and legislative leaders. 
The council is charged with 
reviewing how Michigan can 
increase recycling and assist in 
making recycling more self- 
sustaining through market

The following editorial was written by AFD President Mike 
Sarafa and published in the editorial section of the Detroit 
Free Press on December 15, 2004:

Recycling has not been a 
priority in Michigan for many 
years; we continue to have the 
worst recycling rate among 
Midwestern states.

Very little has been done to 
address this situation since Gov. 
Jennifer Granholm first called for 
a 40-percent recycling rate in five 
years in her first State of the State 
address. Since then, the recycling 
rate has moved in the wrong 
direction, going from 20 percent 
to 15 percent. Now we have the 
opportunity to begin to address the 
issue.

Just recently, the Legislature 
sent to the governor legislation 
that would create a state recycling 
coordinator and a task force made

up of a cross-section of the 
industry and environmental 
communities to explore options to 
enhance recycling in Michigan.

For too long, Michigan's bottle 
bill has masqueraded as recycling 
policy. To continue to rely on the 
bottle bill creates undue hardships 
and unfunded mandates on the 
retail establishments charged with 
handling and storing returnable 
cans and bottles.

The Associated Food Dealers of 
Michigan calls on the governor to 
sign these bills and create a 
public-private framework with all 
stakeholders involved.

Michael G. Sarafa
President
Associated Food Dealers

development of recycled materials. 
The Council’s initial report, which 
will include funding 
recommendations, is due to the 
Legislature on Sept. 1,2005. SB 
854 sets in statute the position of 
Recycling Coordinator within the 
Department of Environmental 
Quality.

"Michigan needs a blueprint for 
recycling growth and this 
legislation is an important part of 
that plan," Dechow said. "By 
signing these bills into law. 
Governor Granholm can set the 
stage for adoption of 
comprehensive recycling legislation 
during the 2005-2006 legislative 
session."

Dechow said Michigan continues 
to have one of the lowest annual 
recycling mtes in the nation -  15 
percent i al municipal solid 
waste produced in 2003 was 
recycled, according to the national 
BioCycle report. She added that 
while recycling rates continue to

languish, industry surveys show 
that 91 percent of Michigan 
residents want more recycling 
opportunities and two-thirds would 
recycle if more opportunities were 
available. Lack of recycling also 
contributes to Michigan’s growing 
dependency on landfills.

The Michigan Recycling 
Partnership, a coalition representing 
more than 25,000 businesses and 
400,000 employees who share a 
concern over the lack of a 
comprehensive solid waste policy in 
Michigan, believes comprehensive 
recycling holds the greatest promise 
for Michigan’s future. Michigan 
Recycling Partnership's position is 
consistent with the primary 
conclusion of the Michigan 
Beverage Container & Recycling 
Task Force — Michigan must do 
more to support and encourage 
recycling opportunities that enable 
residents to recycle the majority, 
not the minority, of their household 
waste.
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Fair Power Legislation 
Will Fix Our Broken 

Electric Laws
For months, CLEAR, the Citizens for Long-term Energy Affordability 

and Reliability, has been championing legislative reform to mandate 
fairness in the supplying of electricity to Michigan's residents and 
businesses. Fair Power Legislation requires all electricity suppliers

to follow the same rules.

Currently, out-of-state energy suppliers can supply electricity while providing only 
minimum reserves. This threatens reliability throughout Michigan. Fair Power Legislation 
will require all energy suppliers to provide the same level of reserves. Today we simply 

don't have the same level of backup as before Electric Choice.

Fair Power Legislation removes the threat of skyrocketing rates.

When all electricity suppliers follow the same rules, all consumers pay a fair price. 
Residents won't have to pay too much in order to make up for businesses that pay too 
little. This protects residential and small business customers from skyrocketing rates.

Fair Power Legislation protects Michigan jobs more effectively than 
the current laws can. Urge the Governor and Legislature to support 

Fair Power Legislation. To learn more call CLEAR at 
1-866-99-Clear or visit us at clearmichigan.com.

To learn more...

V IS IT  c l e a r m i c h i g a n . c o m  
or CALL 1-866-99-CLEAR dear

Citizens for Long-term Energy Affordability and Reliability
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LotteryLow dow n

Michigan provides strict security for Lottery games

By Commissioner Gary C. Peters

Many of you may be aware of a 
recent incident involving the Indiana 
Hoosier Lottery in which a lottery 
security officer revealed the location 
of a winning ticket to private 
individuals. In the aftermath, we've 
received several inquiries as to 
whether this could occur in 
Michigan. Let me assure you: our

system is extremely secure and very, 
very tightly controlled. This kind of 
fraud cannot happen in Michigan.

In this particular instance, the 
security officer was able to obtain, 
from the company that provides the 
tickets, information on which retailer 
had received a winning ticket as part 
of his inventory. I’m pleased to 
report that in Michigan, the 
information this individual obtained 
is simply not available. The 
company that provides our tickets 
will not give it to anyone—not even 
the Commissioner. The knowledge 
of where winning tickets reside 
cannot be determined.

The measures described above 
relate to our instant ticket process, 
but you should know that our 
diligence and security extend to our 
online drawings as well. Each 
drawing is supervised by a Lottery 
drawing manager, and more 
importantly, an outside auditor who 
is responsible for reviewing the

actions taken each step of the way. 
Virtually every contingency that 
could be imagined, such as a power 
outage at the studio where the 
drawings take place, is addressed in 
an extremely detailed written 
procedures handbook. The 
equipment used in the drawings, 
including the balls for the Daily 3 
and 4 games and the computers 
which generate the winning numbers 
for the other online games, are 
randomly rotated.

In addition, Michigan Lottery 
regulations prohibit the purchase of 
Lottery tickets by our employees. 
This rule even extends to all those 
living within a Lottery employee's 
household. Having policies such as 
this in place is another measure in 
assuring the public that we cannot 
benefit ourselves or our families 
with "inside" information.

The Michigan Lottery is many 
things, but we prize integrity above 
everything else. We take our

business very seriously and our 
reputation and relationship with our 
retailer partners and our players are 
critical. Rest assured that we will 
continue to operate under the highest 
of ethical standards.

New instant games: Several big 
prizes will be offered in a new round 
of instant tickets that went on the 
market in early January.

Players can hit the road with Take 
the Money and Run, a $1 ticket with 
a $5,000 top prize, and will have a 
chance to boost their winnings with 
Money Multiplier, which will sell 
for $2 and carry a $20,000 top prize. 
Both went on sale on January 3.

January 24 will give players a 
chance at both Doubling Red Bingo 
and On a Roll. At $2, Doubling Red 
has a top prize of $22,000, and for 
$1. On a Roll offers a $7,000 top 
prize. The month wraps up with an 
outstanding Millionaire's Casino 
ticket, which will sell for $10 and 
have top prizes of $1 million.

A ttention  Food and  Beverage Industry:
Food &Beverage Report
MEDIA INFO & DATA
Working hard for Michigan's Food 
& Beverage Industry

Monthly Theme/ 
Promotion Schedule

January
February
March
April
May
June
July
August

September

October
November
December

Store Design, Equipment 
Trade Dinner 
Service Organizations 
AFD Buying Trade Show 
Beer & Snacks 
Deli &Dairy
Scholarship Golf Outing 
Meet Our Scholars 
“Independents' Day” 
AFDfBeverage Journal 
ShowWine SSpirits 
“Made In Michigan" 
Holiday Features 
Industry Trends

Associated Food Dealers o f M ichigan
18470 West Ten Mile Road 

Southfield, Ml 48075 
C all R ay  A m y o t a t 9 8 9 -3 8 6 -9 6 6 6  

o r 2 4 8 -6 7 1 -9 6 0 0  • F ax  2 4 8 -6 7 1 -9 6 1 0

•  Wholesalers ■ Brokers ■ Manufacturers • Distributors
•  Liquor, Beer & Wine Distributors & Principals
•  Food Processors • Banks ■ Phone Companies

Reach a group o f25,000* o f 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 arket. . . 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 that advertise in The Food 
and Beverage 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.
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TO FALL
During the last Double Draw event, held in April 2003, the Red Ball fe ll seven times, 
generating an extra $2.2 million in prizes for a 7% Daily 3 sales increase statewide.
Watch the excitement rise —and sales too — with the return of the Daily 3 Red Ball Double Draw! Players 
get a second chance to win on the same ticket and it s guaranteed to happen at least once a week! So make the 
most of the Red Ball Double Draw in your store. Remind your customers to play the Daily 3 and to watch 
the evening drawings to see if the Red Ball falls. Because when it does, more happy winners will come back to 
your store —just like before!

L im ited  tim e only! January 17 - February 5, M onday - Saturday evening draw ings
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A new twist to wine bottles
Something screwy is happening in the wine world. Instead of "pop" more and more consumers 
are hearing "crackle" as their bottle is opened.

The Hogue study confirmed the findings of an 
Australian Wine Research Institute study on all 
wine closures published in 2001. It looked at 
white wines after 20 months in the bottle and 
found that wines were better preserved with 
screw caps than synthetic or natural corks.

The Australians were the first to break with 
tradition and use screw caps. Fifteen Riesling 
winemakers in Australia's Clare Valley decided 
to bottle their 2000 vintage with screw caps. 
This effort encouraged other winemakers in 
Australia and elsewhere to follow suit.

In addition to preventing cork taint and

According to Sam Gugino, Tastes 
columnist for Wine Spectator 
magazine, more than 120,000 screw- 
capped wine bottles from Cypress 
winery in San Jose, Calif., were 
released last May.

While most wines with screw caps 
are in the lower price range, some 
expensive wines have screw caps. 
Guino says that Plumpjack Winery 
in California's Napa Valley bottled 
half of its 1997 Reserve Cabernet 
Sauvignon in screw caps and sold 
that wine for $145 — $10 more 
than the other half that was sealed 
with corks.

The biggest problem, according to 
Guino, is cork taint — the result of a 
naturally occurring chemical 
contaminant (2,4,6-trichloroanisole, 
commonly known as TCA) nurtured 
by cork that can spoil wine. A wine 
afflicted with cork taint is said to be 
"corked." Though TCA poses no 
health risk, "corked" wines can 
smell like moldy cardboard or a

dank basement.
Wines sealed with screw caps 

prevent TCA. So do synthetic corks. 
But synthetic corks don't create as 
tight a seal as screw caps do or as 
natural corks do.

In addition to preventing cork 
taint, screw-cap closures were 
proven to hold fruit and maintain 
freshness more effectively than 
natural and synthetic corks. Hogue 
uses the best-known screw caps, 
Stelvin, made by the French 
company Pechiney Capsules, which 
has a factory in California.

"The reason we prefer Stelvin 
screw caps over synthetic corks is 
that synthetic corks allowed too 
much oxygen into the bottle. Screw 
caps allow less oxygen in and are 
consistent in the amount of oxygen," 
David Forsyth, director of 
winemaking at Hogue told Gugino. 
"After two years you could see the 
difference. Synthetics tasted tired, 
especially the whites."

keeping wines fresher and more 
consistent, screw caps are more 
user-friendly than corks. For 
example, wines can be cellared 
standing up (as opposed to wines 
with corks that must lie on their 
sides to keep corks moist). Opening 
a bottle is a lot easier too. Resealing 
the bottle is also easier.

While screw caps appear to have 
no downside, some people are wary 
about how well they preserve red

wines. Yet, after five years in the 
bottle, both the cork- and screw-cap- 
sealed 1997 Plumpjack Cabernets 
"aged identically" and "look and 
taste identical," according to 
Conover. A 2003 report authored by 
Australian wine writer Tyson Stelzer 
declared that screw caps were 
actually superior to corks in 
preserving red wines.

^ N a tio n a l
Processing 

-Services LUC
A Registered ISO of

JP M organ 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
N P S  w ill e xam ine  yo u r cu rre n t m on th ly  
p ro cess in g  s ta te m e n t a nd  g ive  you  a 
co n fid en tia l a n a lys is  o f w h a t you  are  
cu rre n tly  pay ing  and  w h a t N P S  can 
o ffe r you  in sav ings. N O  O B L IG A T IO N S

Advantages of Chase Merchant 
Services!
• C h ase  is the  w o rld ’s la rges t p rocesso r 
o f V isa  and  M aste rC ard  transac tions , 
w ith  o ve r 2 .5  B illion  tra nsa c tio ns  a  year 
and  o ve r $  205  B illion  in cred it card  
vo lum e. T h is  m e a ns  g re a te r buying 
power, spec ia l p ro du c ts  fo r your 
b us iness  and  spec ia l a tten tion  and 
se rv ice  fro m  NPS.

• C h ase  has re la tion sh ips  w ith  V isa, 
M aste rC ard , A m e rica n  E xpress, D ine r's  
C lub , D iscover, N ovus, JC B , Debit and 
C h eck  S erv ices  to  su pp o rt yo u r entire  
p rocess ing  needs fo r yo u r bus iness. 
Y our p rocess ing  is dep os ite d  in to  your 
b ank  o f ch o ice  w ith in  2 4-48  hours. Toll- 
free  PO S  H e lp  D esk and  C lien t 
S erv ices  a re  a va ilab le  24  hou rs a  day,

365  days  a  year.
Extremely low equipment prices 
for AFD Members 
FREE —  Lifetime Warranty on all 
equipment purchased from NPS
Contact your NPS - AFD 
Representative and start saving 
today!!
ALL YOU HAVE TO DO IS....
• FAX yo u r m on th ly  s ta tem ent to 
248 -5 40 -7 9 10  and te ll us you a re  an 
A FD  M e m b er O R  ca ll o r em ail to  NPS 
at 248 -5 40 -7 9 00  o r to ll free 
8 66 -N P S -V IS A  (677-8472 ); (ask for 
J im m y, O liv ia  o r Laith: 
J im m yn@ n psv isa .com , 
O liv ia @ np sv isa .co m , or 
L a ith @ n p sv isa .co m )

A Registered ISO of JP Morgan Chase

MAGAZINES

N E W S
Wholesale Distributor

Metro Detroit • Flint
23661 Telegraph Road 
Southfield, MI 48034  
248- 945-4900
Fax 248-945-4922

Bette r Business Bureau

2 4  | AFD Food & B everageR EPO R T

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


Working H ard fo r  ■  

the Food a n d  
Beverage Industry fo r 
Over i5  Years.

Brought to you by:
P I  Blue Cross
K ^ l  VkMJ Blue Shield
t t l *  Blue Care Network

Hosting a 
successful buying 

trade show fo r 21years
Everyone's a BIG w inner at the

afd  21st Annual 
T r a d e  S h o w !

Join your peers on 
April 19 & 20. 2005 

at Burton Manor in Livonia.
Admission ticket required. $10 at the door.

Ask your sales rep for tickets.

T r a d e  S h o w  H o u r s :

T u e s . ,  A p r i l  1 9 , 2 0 0 5  5-10 p .m . 

r  w e d . ,  A p r i l  2 0 , 2 0 0 5 ^ -9  p .m .

B u r t o n  M a n o r  u v o n ia

27777 Schoolcraft Road t
(1-96 just west of Inkster Road)

For more information contact Cathy at

6 7 1 - 9 6 0 0  @ )
or cwillson@afdom.org

•

The law demands that you be at least 21 years of age to attend this show. Proper attire please. No bags in or out.

F e b r u a r y  2005 | 2 5

mailto:cwillson@afdom.org


Convenience StoreCorner

Another last-minute win for convenience store industry
In the last days of the 108th 

Congress, a eompromise was 
reached on the 9/11 Intelligence 
Reform legislation. The approved 
legislation includes a provision 
regarding the electronic information 
stored on driver's licenses.

The National Association of 
Convenience Stores (NACS) urged 
congressional leaders to include a 
requirement that driver's licenses 
and identification cards be 
manufactured in a common

machine-readable format.
"There have been dramatic 

advances in the technology needed 
to read driver's licenses and ID cards 
and making all states incorporate a 
workable technology is a very 
achievable goal," NACS noted in the 
letter. "Taking this step will allow 
the convenience store industry to 
invest in new technology to help 
avoid sales of age-restricted products 
to minors. Simple math errors 
remain the most common reason for

the mistakes that do occur."
Retailers have an interest in being 

able to check purchasers' age to 
comply with legal restrictions on 
selling age-restricted products. 
Having a card reader that can 
electronically check all state driver's 
licenses and IDs would dramatically 
assist retailers in complying with the 
law and would clear the way for 
potential legislative efforts to 
establish affirmative defenses for 
retailers who invest in and use

electronic age-verification 
equipment. In fact, a number of 
states-including Texas, Ohio and 
New York-have already passed 
legislation providing incentives 
(principally through affirmative 
deft tses to alleged underage sales) 
for retailers to invest in and use 
technology to read driver's licenses 
and ID cards, and this legislation 
will help foster these innovative 
solutions.

Global anti-smoking treaty 
to be enforced this month

Walgreens no longer welcomes 
American Express

A global anti-smoking treaty­
covering everything from guidelines 
for cigarette-pack health warnings to 
increased tobacco taxes to tougher 
measures against cigarette 
smuggling-is set to take effect in 
late February.

Last November, Peru became the 
40th signatory state to give proof of 
ratification, starting the countdown 
for the first legally binding health 
pact in the world, reports Reuters.

The deadline for the treaty to 
become effective is February 28, 
2005, according to World Health 
Organization (WHO) officials.

"The WHO Framework 
Convention on Tobacco 
Control...will now become 
international law. Implementing this 
global treaty will help countries to 
limit the enormous harm done by 
tobacco," Lee Jong-Wook, director- 
general of the U.N.'s health agency, 
said in a statement.

In May 2003, WHO's 192 member 
states approved the convention, 
which requires countries to prohibit 
or implement tough restrictions on 
tobacco advertising, sponsorship and 
promotion.

WHO officials say that they will 
now work to increase the number of 
states where the treaty is applied. 
The United States, for example, has 
signed it but has not ratified it.

The pact, which took three years to 
negotiate, was challenged by 
international tobacco firms that 
called for voluntary restrictions, 
states Reuters, adding that the 
tobacco industry's efforts resulted in 
each country being allowed to 
determine whether or not to increase 
the price of smoking. WHO 
contends that hiking cigarette prices 
is key to encouraging smokers to 
quit the habit and to keeping young 
people from picking up the habit in 
the first place. - NACS

Walgreens announced that it will 
no longer accept American Express 
cards effective January 14, 2005.

Walgreens, which is the country's 
ninth-largest retailer, said it made 
the decision because of higher 
service fees on each American 
Express transaction compared with 
Visa, MasterCard and Discover.

Although American Express hasn't 
raised its rates since Walgreens 
began accepting the card chainwide 
in 1996, Walgreens noted that it is

the economy?
Expert predictions are gravitating 

toward a good, but not great, 
economy this year. GDP is expected 
to grow between 3.5% and 4%, but

not seeing significantly larger 
purchases from American Express 
cardholders that might offset the 
high fees.

The decision affects all Walgreens 
drugstores nationwide, along with 
Walgreens.com, Walgreens Mail 
Service, Walgreens Home Care and 
Walgreens Specialty Pharmacy. The 
company said it wanted to give its 
customers a month's notice before it 
stops accepting the American 
Express card.

the falling dollar or a drop in home 
prices could ripple negative effects 
throughout the economy.
K nowledge @ Wh arton

What does 2005 hold for

Convenience store owner charged with reselling cigarettes
Antonia Pratts, owner of the 

Dexter Street Food Mart in Central 
Falls, R.I., has been charged with 
buying tax-free cigarettes from the 
Internet and then reselling them in 
her convenience store.

Lt. Paul Nadeau said Pratts was 
charged with failing to impose state 
taxes on cigarette sales, a first-time 
violation that is not as serious as a

misdemeanor, reports the Providence 
Journal. If found guilty, Pratts could 
be fined $150 to $500.

Police received a tip that the Food 
Mart was selling cigarette packs that 
lacked the state tax stamp. The 
police notified a state Division of 
Taxation agent who went with them 
to the store. The officials seized 10

cartons and 79 packs from the store.
Nadeau told the Journal that Pratts 

has been purchasing tax-free cartons 
of cigarettes from the Native 
American Internet retailer 
ThreeFeathersTobacco.com, which is 
located in western New York. Pratts 
would then sell the cigarettes and not 
fill out the necessary tax return or

pay the taxes required by the state—a 
7 percent sales tax and a $2.46-per- 
pack cigarette tax.

"What people do is they buy the 
cigarettes, they don't pay the tax, and 
then they resell them. Bingo—you 
just made $2.50," said Nadeau. "This 
is the first time in my 18-year career 
we've ever had anything like this.
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Colorado cigarette tax increases 320 percent
Smokers in Colorado are feeling 

the heat of higher cigarette taxes. 
Beginning on January 1, the state's 
cigarette tax increased 320 percent.

In November, voters approved the 
new tax law increasing the per-pack 
tax by 64 cents to 84 cents, reports 
the Associated Press. Revenue from 
the higher tax is slated to fund 
various health-care programs, such 
as smoking-cessation classes, cancer

screenings and insurance for 
children whose families cannot 
afford coverage.

The tax on other tobacco products 
increased by 20 percent.

JoAnn Groff, spokesperson for the 
Colorado Retail Council, told the 
Associated Press that retailers are 
concerned that the higher tax will 
prompt smokers to purchase their 
tobacco products from the Internet

or from catalogs.
Other states hiking their cigarette 

taxes in 2005 include:
• Alaska -  60-cent increase 

scheduled to take effect on January 1 
to raise per-pack tax to $1.60

• Montana — 100-cent increase 
scheduled to take effect on January 1 
to raise per-pack tax to $1.70

• Oklahoma -  80-cent increase

scheduled to take effect on January 1 
to raise per-pack tax to $1.03

• Virginia -  10-cent increase 
scheduled to take effect on July 1 to 
raise per-pack tax to 30 cents.

Alaska is slated to raise its 
cigarette tax by 20 more cents on 
January 1,2006, to $1.80, and by 
another 20 cents on January 1.2007. 
to $2 per pack.

Consistency captures customers' loyalty
Retailers that focus on delivering 

a consistently positive shopping 
experience are more likely to win 
their customers' loyalty, according to 
a consumer habits survey 
commissioned by StorePerform 
Technologies and conducted by 
Harris Interactive.

The survey revealed that a retailer's 
successful execution of critical in­
store operations and initiatives is 
more important to creating customer 
loyalty than providing discounts and

promotions.
U.S. adults surveyed reported 

visiting stores typically eight times 
in the past year specifically to take 
advantage of promotions. Of these, 
61 percent of respondents said 
promotions were very important or 
important, but larger percentages 
cited a well-stocked store (86 
percent), an easy-to-navigate layout 
(73 percent) and sales-floor 
assistance (69 percent) as important 
or very important factors in

influencing loyalty to a particular 
retailer.

Each individual store's execution 
can mean the difference between 
gaining and losing customers for the 
brand, according to the survey. 
Eighty-three percent of respondents 
indicated that they are very likely or 
likely to shop with a particular 
merchant again if the shopping 
experience is consistent. Conversely, 
nearly half of respondents (48 
percent) indicated that they are not

at all likelyto shop with a particular 
merchant again if the shopping 
experience is inconsistent.

The three most common reasons 
cited for not shopping with a 
particular retailer again were poor 
service from floor associates (43 
percent), overall appearance or 
cleanliness of the store (21 percent), 
and stores out of stock on staple or 
regular goods (15 percent). -NACS

I f  U 'sBorden®
I t ’ s  G o t
T o  B e
G o o d ’."

Distributed

Hometown

Distributors of 
f Other Fine Products
om e D elivery  A vailab le  
in s e lec t areas only.

D E L IV E R Y  Y O U  C A N  D E P E N D  O N  /

POINTS DAIRY SERVICES. INC MICHIGANffXJO A BIMKV4 ASSOCIATION
WHOLESALE DAIRY & FOOD DISTRIBUTORS

PROUD MEMBER
Owned and Operated by the Selvaggio Family fo r 36 Years

Rod us at www.pointedairy.coni or call 800-858-7707
m ich igan

R STAURANT
associa tion
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WIC News
Southern vendor contracts 
expire in June

The current contract with WIC 
authorized vendors in the 
southern part of the state will 
expire on June 30, 2005.

The following counties are 
included in the contract cycle 
for the southern part of the 
state: Allegan. Barry, Berrien. 
Branch, Calhoun, Cass, Clinton, 
Eaton, Gratiot, Hillsdale, 
Ingham, Ionia, Jackson, 
Kalamazoo, Kent, Lenawee, 
Livingston, Macomb, Monroe, 
Montcalm, Muskegon, Oakland, 
Ottawa, St. Joseph, Van Buren, 
Washtenaw and Wayne.

The new application period for 
WIC vendors in these counties 
will be from January 1,2005 
through February 28, 2005.
WIC is in the process of 
implementing a three-year 
contract at this time, so during 
this period, all currently

contracted vendors in these 
counties interested in WIC 
authorization for the contract 
period from July 1, 2005 through 
June 30, 2008 must submit a WIC 
Vendor Application for a new 
contract. Applications along with 
instructions were mailed to each 
contracted vendor last December.

Food stamps
As a new mandatory 

requirement, a store must now be 
on the Food Stamp Program 
(FSP), or applying for FSP 
authorization to be considered for 
the WIC program. Both WIC and 
FSP arc funded by USDA-FNS to 
provide supplemental food.

All WIC vendor applications 
have boxes for the vendor to 
check if they are currently a Food 
Stamps vendor, or if they have 
applied to be on the FSP, as well 
as the date they applied.

Congratulations to AFD attorney Jim Bellanca and his wife Diana on 
the birth of their granddaughter, Sofia. Born on November 27 in 
London, she weighed in at a healthy 8 pounds! The Bellancas traveled 
to the UK for the happy event.

Report: Low-carb baked goods, 
cereals have staying power

Although low-carb diets have lost 
some of their luster for Americans, 
the low-carb bakery sector continues 
to show promise thanks to a decision 
by food companies to tweak popular 
brands to introduce low-carb

selections, which has caused a boom 
in sales, a new report says. The 
report does forecast, however, that 
this sector's growth will begin to 
slowly decline annually through 
2009. -Just Food

Delivers In More Ways Than One.
FINANCIAL LEGISLATION I  EDUCATION

Blue Cross/Blue 
Shield Health Care 

SPC Financial Planning 

Verizon Wireless 

Coupon Redemption 
Program

Clear Rate Long Distance 

NPS/Chase Credit Card 
Acceptance 

Northpointe Liquor 
Liability Insurance 

Security Express 
Money Orders

AAA Auto & Home Insurance 

Star Workers 
Compensation Insurance 

Cox, Hodgman & Giarmarco 
Estate Planning

Full Time Lobbyist 

AFD PAC Committee 

Legislative Updates 

Liaison with Governmental 
Agencies

A/V Loan Library 

T.I.P.S. Seminars 

Legal Consultation 

Accounting Advice 

Monthly Food & 
Beverage Report 

Scholarship Awards

Annual Trade Show 

Formal Trade Dinner 

Scholarship Golf Outing 

Annual Seniors Picnic 

Thanksgiving Turkey Drive

Beverage Journal 
Holiday Show

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

ASSOCIATED FOOD DEALERS OF MICHIGAN
30415 13 Mile Road • Farmington Hills, Michigan 48034

1-800-66-66-AFD
or (248) 671-9600
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Former AFD President passes awayClassified
k it c h e n  h o o d  f i r e  s y s t e m s  a n d
EXTINGUISHERS—Low discount pricing to all 
AFD members. New installs, remodels, 
inspections, recharging and testing. Also 
servicing auto paint booths and gas stations. All 
brands: Ansul. Pvrochem. Range Guard. 
Servicing southeastern Michigan 24 7. Call Alan 
Ross at GALLAGHER FIRE EQUIPMENT-800- 
452-1540.

BEST LOCATION IN THE THUMB— C-store: 
Beer, Wine. Liquor. Lotto. 31 cooler doors. 
Surrounded by 5 chain hotels. 2 marinas, boat 
launch, 1/2 mile from Canadian border. $1.8 
million. Only serious inquiries, please. 810-982- 
7230.

CHARLEVOIX B U S IN E S S  FO R S A L E -
Established Grocery Store in Northern Michigan 
known for its custom meats, fine wines, and 
specialty food items. Don's IGA is a landmark to 
local and summer residents alike! Real estate, 
two liquor licenses, equipment and fixtures 
included. Priced at $849,000. Call Lori Jodar at 
Boyne Realty: 231-439-4097.

DELI & ICE CREAM EQUIPMENT—Soft Serve, 
frozen pop machine, coffee equipment, deli 
slicers, scales, deli cases, prep tables and lots 
more. Only 1 year old. Cell phone 313-492-3392. 

PALLETS—Let us pick up your 48x40 unwanted 
4-way pallets each week or two and pay you 
cash. We ll keep your back rooms clean. Phone 
313- 491-1500.

WE NEED—Outdated, close dated and discon­
tinued products—food, candy, juices, etc. $$$. 
Phone 313-491-1500. 100% tax write-off also 
available.

FOR SALE—Food Prep Equipment. Excellent 
Condition. 1) DBL Duty Beverage, Air Refrig. 
SandwicIVPizza Prep.. 5"—$1,500; 2) 18" Heat 
Seal Food Wrapper—$100: 3) U.S. Berkel 10" 
Stainless Steel Sheer—$200; 4) 2-Deck Pizza 
Warmer,Hutch—$200. 5) Hot Dog Rotisserie— 
$200. 6) JCM Gold 7-Dept. & PLU Cash 
Register—$150; 7) Kubota Electronic Scale, 
30#—$150. Contact George @ 810-227-8989 for 
info or offer.

FOR SALE—Liquor store, approx 3800 sq. ft. 18 
doors of cooler space Lenawee County Call 
517-456-7249 for details

FOR SALE—Liquor, Lotto. Deli. Pizza. 10 miles 
west of Flint, buy 4-lane highway. Doing over 
$8 000 week. Excellent Lotto sales. Building and 
business apartment. Large parking lot. Owner 
retired This is a well-established business (50 
years at thislocation. Price $245 000 Call 810- 
621-3663

FOR SALE—Magazine rack. 6 feet long. 2 tier 
with 4 rows per tier. Bought new. used only 6 
months. Beige color. Asking $100.00 or best 
ofler Call 810-985-8261 and ask for Dave 

PARTY STORE. EASTSIDE LOCATION— Beer 
Wine Deli. Lotto. Only Serious, interested 
buyers 1 -586-777-2463 iWarren Location) With 
equipment.

FOR SALE—Store fixtures with compressor and 
shelving Call (734) 285-9633 and ask for Neil of 
Butch

FAST FOOD DRIVE THROUGH-Open 86
hours week . gross $500,000 per year 
$250,000 with $100,000 down Reasonable rent 
with option to buy (land) (734) 428-9628 

FULL LINE CONVENIENCE STORE—with Mini 
Storage1 What an opportunity1 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 CO-797 Wonderful 
recreational land 108 6+-acres in Sanilac 
County $239,000 Call Barb at Osentoski Realty 
at 1989) 672-7777.

BANQUET HALL & RESTAURANT FOR 
SALE—Hamtramck Includes real estate & 
everything 10,000 sq ft.+ Good money maker 
$560K Call for FREE recorded info 24 hours— 
877-533 8360 ID#2018

Raymond H. Shoulders operated 
two grocery stores in Detroit and 
was outspoken in his belief that 
more African Americans should 
become entrepreneurs.

He was one of the first black 
Americans to become president of a 
trade association of food dealers 
and also was known for his 
"Heaven's Highway" radio

program in the 1990's.
Mr. Shoulders died at his home in 

Detroit on Thanksgiving Day of 
diabetes complications. He was 82.

Bom in Earlington, KY, in 1922, 
Mr. Shoulders served in the U.S. 
Army in World War II, then moved 
to Cleveland, beginning a career as a 
radio broadcaster while attending 
Cleveland Bible College. He then

attended Western Reserve 
University's school of prelaw.

After founding two branches of 
Shoulders' Market in northwest 
Detroit, he was elected president of 
the Associated Food Dealers of 
Michigan in 1978.

AFD sends its sincere condolences 
to the Shoulders family.

V

Competitive Rates

North Pointe
Michigan's Leader 
in Liquor Liability 

for 17 years 
running!

Endorsed by AFD for 17 
consecutive years

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

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

North I Pointe
Insurance Co.

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

Admitted, Approved and Domiciled in Michigan

or call AFD at: 
(248) 557-9600 

or
(800) 666-6AFD
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SUPPORT THESE AFD SUPPLIER MEMBERS
AUTHORIZED LIQUOR AGENTS:
General Wine & Liquor ................. (313) 867-0521
National Wine & Spirits .. .. (888) 697-6424 

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

BAKERIES:
Ackroyd's Scotch Bakery

(888) 440-0200

& Sausage ................................. (313) 532-1181
Archway Cookies .......................... (616) 962-6205
Awrey Bakeries, Inc...........................
Interstate Brands/

(734) 522-1100

Wonder Bread/Hostess.................. (586) 792-7580
S & M Biscuit Dist. (Stella D'Oro). .. (586) 757-4457
Taystee Bakeries............................... (248) 476-0201

BANKS:
ATM of America.. .  . (248) 932-5400
ATM of M ich ig a n ........................ (248) 427-9830
Cash Depot............... (920) 432-5777
Comerica Bank ............................... (313) 222-4908
Fifth Third Bank ............................... (248) 603-0550
Peoples State Bank.......................... (248) 548-2900
Standard Federal Bank.................... 1-800-225-5662

BEVERAGES:
Absopure Water Co.. . . . . 1-800-334-1064
Allied Domecq Spirits U S A ............. (248) 948-8913
Ambassador Service Group............. (248) 879-7704
American Bottling............................. (313) 937-3500
Anheuser-Busch Co.......................... (800)414-2283
Bacardi Imports, Inc........................ (248) 476-6400
Brown-Forman Beverage Co............ (734) 433-9989
Brownwood Acres............................. (231) 599-3101
Central Distributors ................. (734) 946-6250
Click Wine Group 
Coca-Cola Bottlers of Ml

(586) 725-7560

........................  . Auburn Hillsi (248) 373-2653
............................ Detroi 1(313) 825-2700

............................ Madison Heights (248) 585-1248
.....................................  Van Bureri (734) 397-2700

....................................... Port Huron (810) 982-8501
Coffee Connection.......................... (248) 583-1765
Coors Brewing Co........................... (513)412-5318
Diageo . . .  . (800) 462-6504
E & J Gallo W inery........................ (248) 647-0010
Eastown Distributors...................... (313) 867-6900
Faygo Beverages, Inc..................... (313) 925-1600
Future Brands................................. (248) 471-2280
Galaxy W ine................................... (248) 363-5300
Garden Foods................................. (313) 584-2800
General Wine & Liquor Co............. (313) 867-0521
Great Lakes Beverage.................... (313) 865-3900
Great Lakes Distribution............... (810) 794-1300
Hubert Distributors, Inc................... (248) 858-2340
Intrastate Distributing...................... (313) 892-3000
J. Lewis Cooper Co........................ (313) 278-5400
Java Joe's....................................... (734) 439-3280
Jones Sodas ................................... (269) 382-4200
Josulete Wines, Inc......................... (313) 538-5609
Leelanau Wine C e lla rs................. (231)386-5201
McCormick Distilling Co..................
Michigan Grape & Wine

(586) 254-5650

Industry Council............................ (517) 373-1104
Miller Brewing Company............... (414) 259-9444
MJC Distributors............................ (248) 360-1005
National Wine & Sprits................... (888) 697-6424 

(888) 642-4697
Paramount Coffee..........................
Pepsi-Cola Bottling Group

. (517) 372-3330

-  Detroit . . . 1 -800-368-9945
-  Howell.............................. 1-800-878-8239
-  Pontiac................................ (248) 334-3512

Pernod Ricard USA........................ . (630) 922-6484
Petitpren, Inc................................. . (586) 468-1402
Schiul Coffee Co........................... (616) 956-6815
Seven-Up of Detroit........................ . (313) 937-3500
Stony Creek Brewing Co (313)299-5411
Tri-County Beverage . (313) 584-7100
Vintage Wines. . (586) 294-9390

BROKERS REPRESENTATIVES:
Acosta-PMI. (734)737-1250
Bob Arnold & Associates . (248)646-0578
CrossMark (734) 207-7900
Hanson & Associates. Inc. . (248) 354-5339

J.B Novak & Associates . . . (586) 752-6453 
Metro D Sales . . (734) 416-8969
S & D  Marketing . (248)661-8109

CANDY & TOBACCO:
Altria Corp. Services, Inc.................. (734) 591-5500
Brown & Williamson.......................... (734) 462-2931
Fubidia, Inc........................................ (810) 742-8274
Nat Sherman..................................... (248) 202-7339
R J. Reynolds................................... (248) 475-5600

CATERING/HALLS:
Farmington Hills Manor....................(248) 888-8000
Karen's Kate at North V alley...........(248) 855-8777
Penna's of S terling.......................... (586) 978-3880
Southfield Manor...............................(248) 352-9020
St. Mary's Cultural Center............... (313) 421-9220
Tina's Catering ............................ (586) 949-2280

DAIRY PRODUCTS:
Country Fresh Dairies . (800) 748-0480
Golden Valley Dairy............................(248) 399-3120
Melody Farms Dairy Company.........(734) 525-4000
Mexico Wholesale.............................. (313) 554-0310
Pointe D a iry .......................................(248) 589-7700
Prairie Farms/

Tom Davis & Sons Dairy Co..........(248) 399-6300
Serra Cheese Co.............................. (586) 790-8000
Superior Dairy Inc.......................  (248)656-1523

ELECTRONIC AGE VERIFICATION
D J King & Associates....................(800) 781-5316

EGGS & POULTRY:
Consumer Egg Packing Co............(313) 871-5095
linwood Egg Company..................... (248) 524-9550

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

ICE PRODUCTS:
International Ice, Inc.. . (313) 841-7711
Party Time Ice C o ............................ (800) 327-2920
Quincy Ice Co . . .  (248) 968-4290
US. Ice Corp.....................................(313)862-3344

INVENTORY SERVICES:
Action Inventory Services . . . .  (586) 573-2550
Goh's Inventory Service...................................... (248) 353-5033

INSURANCE:
AAA M ich ig a n .............................. (800) AAA-MICH
Al Bourdeau Insurance Services, lnc.(248) 855-6690
Capital Insurance Group.................................... (248) 333-2500
Gadaleto, Ramsby & Assoc . . (800) 263-3784
JS Advisor Enterprises ............. (586) 242-1331
Frank McBride Jr., Inc. ...........(586) 445-2300
Meadowbrook Insurance................... (248) 358-1100
North Pointe Insurance..................... (248) 358-1171
North Star Insurance Agency............ (248) 398-5550
Paulmark A g e n c y ......................... (248)471-7130
Rocky Husaynu & Associates . . . (248) 851-2227

MANUFACTURERS:
Art One Sign Expo. Inc.......................(248) 591-2781
General Mills.......................................(248) 465-6348
Jaeggi Hillsdale Country Cheese .. (517) 368-5990
Old Orchard B rands......................... (616)887-1745
Red Pelican Food Products...............(313) 921-2500
Singer Extract Laboratory .............. (313) 345-5880
Strauss Brothers C o .......................................... (313) 832-1600

MEAT PRODUCERS PACKERS:
BarS Foods..................................  (248)414-3857
Family Packing Distributors . .. (248) 738-5631

or (313) 873-3999
Hartig Meats...................................... (810) 557-0055
Kowalski Sausage Company . . . . (313) 873-8200
Nagel Meat Processing Co . . . .  (517) 568-5035
Potok Packing C o ........................... (313)893-4228
Strauss Brothers Co. .(313)832-1600
Wolverine Packing Company. (313) 568-1900

MEDIA:
The Beverage J o u rn a l.....................(800) 292-2826
Booth Newspapers . .. (734) 994-6983
Detroit Free Press (313)222-6400
Detroit News . (313)222-2000
Michigan Chronicle .(313)963-5522

Trader Publishing....................
WDIV-TV4.................................

NON-FOOD DISTRIBUTORS:
Items Galore.............................

POTATO CHIPS/NUTS/SNACKS:

Rocky Peanut........................

PROMOTIONADVERTISING:
Art One Sign E x p o ...........
Enterprise Marketing.........
PJM Graphics....................
Stanley's Advertising & Dist. 
Stephen's Nu-Ad, Inc.........

■■(248) 945-4900
(248) 474-1800

..(313) 222-0643

..(586) 774-4800
■(248) 324-8900

■(313) 925-4774
. 1-800 359-5914
.(313) 931-3205
.(2481 588-1903
-(313) 554-0310

(248) 582-8830
■■(313) 871-5100

.(248) 591-2781
(616) 531-2221
(313) 535-6400
(313) 961-7177

..(586) 777-6823

■ (248) 223-1700
(248) 540-2426
(248) 540-2426

(248)349-9144 
(313)842-4000 
(248) 862-2000

RESTAURANTS:
Copper Canyon Brewery.
Pizza Papalis Corp...
Rio Wraps........................

SERVICES:
AAA Michigan.................................(800) AAA-MICH
Advance Me Inc.................................(513) 518-3150
Al Bourdeau Insurance Services, Inc.(800) 455-0323
Alarm-Medic......... .. .
American Mailers............................
AMT Telecom Group......................
Andrews Brothers Inc.

Detroit Produce Terminal.............
AON Risk Services.............
A.S C Security Systems...............
Bellanca, Beattie, DeLisle.............
Binno & Binno Investment Co........
BMC Grocery Systems Specialists 
Business Machines Co. (BMC) .
C-21 Travis/Real Estate.................
C. Roy & S o n s ............................
Carttromcs, Inc................................
Cateraid, Inc....................................

(313) 841-7400 
(248) 359-6080 
(734)416-5550 
(313) 882-1100 
(248) 540-7350 
(517)485-1732 
(517) 485-1732 
(586) 206-9000 
(810) 387-3975 
(760) 707-1265 
(517) 546-8217 

Central Alarm Signal ....................(313) 864-8900
Check Alert 
Cherry Marketing Institute . . . .  
Clear Rate Communications .. 
Closed Circuit Communications
Copper Mug Vending.............
Cox, Hodgman & Giarmarco, PC
D.J. King & Associates...........
Detroit Edison Company.........
Diamond Financial Products . 
Digital Security Technologies..
Elite Pest Management...........
Financial & Marketing Ent........
FMS Accounting &

Payroll Providers ...............
Freedom Systems Midwest, Inc. 
Gadaleto, Ramsby & Assoc. . . 
Great Lakes Data systems 
Guardian Alarm.
JJ Security Systems
K ansm acker...................
Karoub Associates...........
Market Pros........................
Marketplace Solutions. . . .
Metro Media Associates... 
Milentek-Energy 

Conservation Service .
National Processing Services, LLC
Nordic Electric, L.L.C.................
Paul Meyer Real Estate.............
POS Systems Management. . 
Preferred Merchant

Credit Resources ...............
Premier Energy Marketing. . .  
Prepaid Legal Services . .
REA Marketing
Sagemark Consulting, Inc..............
Shimoun. Yaldo & Associates, PC.

. (231) 876-1926 

. (517) 669-4264 

. (248) 968-4290 

. (248) 682-6400 

. (248) 789-4943 
(248) 457-7000 

. (800) 781-5316 

. (313) 237-9225 

. (248) 331-2222 

. (248) 770-5184 

. (586) 294-7055 

. (248) 541-6744

. (615) 294-4055 
(248) 399-6904 

. (800) 263-3784 

. (248) 356-4100 
(248) 233-1645 

. (847) 668-2666 
(248) 249-6666 

. (517) 482-5000 

. (248) 349-6438 

. (989) 235-5775 

. (248) 625-0700

. (248) 932-1222 

. (248) 540-7900 

. (734) 973-7700 

. (248) 398-7285 
(248) 689-4608

. (616) 794-3271 
(866) 348-7605 
(586) 777-9700 
(989) 386-9666 

. (248) 948-5124 
(248) 851-7900

Salim Abraham, Broker......................(248) 349-1474
Secure Checks................................... (586) 758-7221
Security Express................................. (248) 304-1900
Southfield Funeral Home....................(248) 569-8080
T & L Acquisition................................. (313) 381-2266
T.D. Rowe Corp....................................(248) 280-4400
Travelers ExpressMoney G ram ___(248) 584-0644
UHY Advisors, Inc................................(248) 355-1040
Variatee W ire less............................... (248) 658-5000
Vix-Kersch Vending Co........................(248) 548-1300
Western Union Financial Services . .  (513) 248-4900
Westside Cold Storage...................... (313) 961-4783
Whitey's Concessions........................ (313) 278-5207

STORE SUPPLIES/EQUIPMENT:
Alarm-Medic....................................... (248)
Belmont Paper & Bag Supp ly.......... (313)
Brehm Broaster Sales........................(989)
Bunzl U S A ......................................... (810)
Culinary Products.............................. (989)
DCI Food Equipment ........................(313)
Envipco................................................(248)
Four Seasons Beverage & Equip. . .  (734)
Hobart Corporation............................ (734)
Martin Snyder Product Sales.............(313)
MSI/Bocar........................................... (248)
National Food Equipment & Supplies(248)
Taylor Freezer.....................................(734)
TOMRA Michigan............................. 1-800-

349-9144 
491-6550 
427-5858 
714-1400 
754-2457 
369-1666 
471-4770 
254-0886 
697-3070 
272-4900 
399-2050 
960-7292 
525-2535 
-610-4866

WHOLESALERS/FOOD DISTRIBUTORS:
Amendt Corp......................................(734) 242-2411
Brownwood A cres............................(231) 599-3101
Capital Distributors..........................(800) 447-8180
Central Foods Wholesale . . .  (313) 862-5000
Chef Foods......... . . .  (248) 789-5319
Consumer Egg Packing Co..............(313) 871-5095
CS & T Wholesalers . . . (248) 582-0865
D&B Grocers Wholesale . . . . (734) 513-1715
Dearborn Sausage.......................... (313) 842-2375
EBY-Brown, Co.................................  1-800-532-9276
Economy Wholesale........................(313) 922-0001
Elegance Distributors ....................(517) 663-8152
Epstein Distributing Co..................... (248) 646-3508
Food Services Resources . . . (248) 738-6759
George Enterprises.......................... (248) 851-6990
Great North Foods............................ (989) 356-2281
Hamilton Quality Foods....................(313) 728-1900
I & K Distributing.............................. (734)513-8282
International Ice................................ (313) 841-7711
International Wholesale....................(243) 544-8555
Interstate Brands/

Wonder Bread/Hostess............. (586) 792-7580
Jerusalem Foods.............................. (313) 538-1511
Kaps Wholesale Foods....................(313) 567-6710
Karr Foodservice Distributors........... (313) 272-6400
Kay Distributing................................. (616) 527-0120
Liberty Wholesale..........................  (586) 755-3629
Lipari Foods................................... 1 -(586) 447-3500
Metro D Sales................................... (734)416-8969
Mexico Wholesale.............................(313) 554-0310
Michigan Quality Sa les.................... (313) 255-7333
MJC Distributors...............................(248) 360-1005
Nash Finch........................................(989)777-1891
Nat Sherman..................................... (248)202-7339
Nikhlas Distributors (Cabana).........(248) 582-8830
Norquick Distributing Co....................(734) 254-1000
Potok Packing................................... (313)893-4228
Robert D. Arnold & Assoc..................(810) 635-8411
Roundy's............................................(419)228-3141
S. Abraham & Sons...........................(616) 453-6358
Shaw-Ross International Importers . (313) 873-7677
Sherwood Foods Distributors............(313) 366-3100
Spartan Stores, Inc............................ (734) 455-1400
Suburban News: Southfield..............(248) 945-4900
Supervalu Central Region................ (937) 374-7874
Tiseo's Frozen Pizza Dough......... (586)566-5710
Tom Maceri & Son, Inc...................... (313) 568-0557
Tony's Pizza Service.........................(616) 795-0220
US. Ice Corp......................................(313)862-3344
United Wholesale Group.................. (517) 267-9600
Value Wholesale............................  (248) 967-2900
Weeks Food C o rp ........................(586) 727-3535
Wine Institute....................................(313) 882-7630

ASSOCIATES:
American Synergistics...........
Canadian Consulate General 
Wileden & Associates . . . .  
Wolverine Golf Club. Inc........

. (313) 427-4444 

. (313) 567-2208 
(248) 588-2358 

. (586 ) 781-5544
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FBI's preliminary crime statistics for 
2004 show drop in crime

Violent crime in the nation 
decreased 2.0 percent and property 
crime declined 1.9 percent for the 
first six months of 2004 when 
compared with data from the same 
time frame in 2003, according to the 
FBI's Preliminary Semiannual 
Uniform Crime Report released 
recently.

The report found that of the four 
violent crimes (murder, forcible 
rape, robbery and aggravated 
assault), forcible rape was the only 
one to increase in volume by 1.4 
percent during this time frame. In 
volume, murder decreased 5.7 
percent, robbery declined 5.0 
percent and aggravated assault 
decreased 0.9 percent.

Property crime also declined in the 
first half of 2004 compared with the 
same period in 2003, according to 
the report, while the number of 
burglaries declined 2.2 percent.

By Michael Sansolo

The last thing any retailer needs 
these days is one more challenge. 
Especially when this one includes 
taking on Donald Trump and New 
York Yankees’ owner George 
Steinbrenner.

Then again, maybe you should 
take them on as this is a battle that 
is costing you money. Plus, if you 
handle it correctly, you can change 
the situation and you can win.

Eor a host of competitive reasons, 
an ever increasing number of 
operators are accepting credit and 
debit cards for purchases in 
supermarkets and every statistic 
shows that customers approve. The 
percentage of goods purchased with 
cards rises each year and only 
promises to grow thanks, in part, to 
advertisements featuring celebrities 
such as Trump and Steinbrenner.

Convenience is only part of the 
Picture. For retailers, this shift to 
Plastic is bnnging a host of new 
costs in processing these

Larceny-theft offenses decreased 1.9 
percent and motor-vehicle thefts 
decreased 1.6 percent in the first half 
of 2004 when compared with the 
number of offenses that occurred in 
the first half of 2003.

One big surprise in the findings is 
the sharp decrease in homicides, 
which had been on the rise over the 
past few years even as other crimes 
had decreased, according to noted 
sociologist and security expert Dr. 
Rosemary Erickson, president of 
Athena Research Corp.

"There does not seem to be a 
reasonable explanation for the 
decrease in homicides," Erickson 
told NACS Daily, noting that the 
decrease is coming at a time when 
the crime-committing age group of 
18 to 24 year olds will peak in 2005, 
which is when a drop in crime 
would be expected.

Erickson suggested two possible

transactions, plus all kinds of new 
complexity at the front end, where 
the last thing we need are new costs 
and new reasons for delays.

To help you sort this out and to 
help you understand the rights 
operators have when talking to 
customers, FMI created a training 
video for cashiers on the basic 
differences involved in handling card 
transactions. This video clearly lays 
out the advantages and 
disadvantages of pin-based versus 
signature debit cards and presents 
easy answers to some of the key 
questions you will get from 
customers.

Simply put, pin-based is less 
costly, less time consuming and less 
complex for both the retailer and the 
customer. There are strong 
arguments as to why pin-based 
transactions are more secure for 
your shoppers. Yet, because pin- 
based makes less money for the card

explanations for the drop in crime.
"One is that the emphasis on 

homeland security has had a chilling 
effect even on the common street 
criminal because robbery is also 
down by 5 percent. It is the common 
street criminal that convenience 
stores have to be worried about," 
said Erickson. "The other possible 
explanation is that the decrease is a 
phenomenon for the first six months 
only of 2004, which may not hold 
throughout the year. Let's just say I 
wouldn't allow these numbers to let 
down my guard and I strongly 
recommend that retailers continue to 
be vigilant in using validated 
security measures to protect their 
stores."

The complete Preliminary 
Semiannual Uniform Crime Report 
is available on the FBI's Web site, 
www.fbi.gov/ucr/ucr.htm. - NACS

companies, those ads featuring all 
those celebrities tell your customer 
to do just the opposite.

It’s a message you need to 
counteract and it’s a message you 
give shoppers as part of the 
settlement of the lawsuit FMI and 
key retailers filed against the card 
companies.

You can find the video: Debit or 
Credit...It Does Make a Difference 
on FMI’s website at: 
www.fmi .org/elect_pay_sys/eps .htm. 
It’s a powerful training tool that 
should become an essential part of 
cashier training.

Remember, these transaction fees 
are coming right out of your bottom 
line and those higher costs lead to 
higher prices for shoppers. The 
facts will speak for themselves. Get 
your folks trained and ready so they 
can be the ones to say "You’re 
Fired!" to Donald Trump’s 
commercials.

Pepsi,
continued from front page.
practices cost the entire industry and 
are the biggest reason why many of 
you received smaller checks or no 
checks at all from the unclaimed 
deposit fund. The practices also 
cause the pop companies to take 
steps that punish the entire industry 
instead of those that are abusing the 
system.

The worst violators of the law are 
easily identified (see chart on front 
page) and should stop the practice of 
buying out-of-state containers and 
deliberately shorting bags.
Otherwise, all retailers will continue 
to pay the price. If you know of 
stores that are partaking in these 
types of activities, you can report 
them to the state attorney general’s 
office anonymously at 
1-877-765-8388.

Helpful 
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

Paper or Plastic?
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Does Your 
Distribution 
Company 

Offer Over 
200 Services?

Ours Can.

For information on how  Spartan Stores can help your business succeed 
call 6 16-878-2248 or visit our w eb site at www.spartanstores.com

http://www.spartanstores.com
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