
Start the ho lidays  
at two A FPD  
Beverage S how s
»is not too early to start planning for the 
KMays! Special pricing, holiday gift sets 
and new products galore will be available 
at AFPDs two holiday beverage shows.

We begin with AFPD s 4th Annual West 
Mchigan Holiday Beverage Show, which 
lakes place on Wednesday, September 
10 a  the DeVos Place in Grand Rapids 
See page 22 for more information

Then, on Tuesday and Wednesday, 
September 23 and 24, AFPDs 10th 
Annual S.E. Michigan Holiday Beverage 
Show will take over Rock Financial 
Showplace in Novi. "This show is so 
popular that we suggest getting there 
•arty, in order to have enough time to 
visit all the booths," says Cathy Willson, 
AFPD special events director More 
details are on page 23.
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AFPD Foundation Golf Outing is fast approaching

If you haven’t done so yet, it is time 
to reserve your foursome for the AFPD 
Foundation Golf Outing. Scheduled 
this year for Wednesday, July 16 at 
the beautiful Fox Hills in Plymouth, 
Michigan, this popular event gives 
members of the food, beverage and 
petroleum industries a chance to 
“connect” on the course, while putting 
around for a good cause.

Michele MacWilliams, event 
coordinator, strongly suggests that you

make your sponsorship reservations 
now, since space is limited.

“The AFPD Foundation Golf Outing 
is the one annual social event where 
retailers, wholesalers, manufacturers 
and service 
providers all come 
together to have a 
little competitive 
fun for our 
scholars,” said 
AFPD President 
Jane Shallal.

MacWilliams 
added that last 
year the outing 
completely filled 
both Fox Hills 
courses -  the 
Golden Fox and 
the Fox Classic.

“Your support 
allows the AFPD 
Foundation to 
award at least 20

scholarships to deserving students, 
plus it is a great way to greet old 
friends and meet new people in our 
industry, MacWilliams added. See 
page 15 for details.

The GTECH team at the 2007 AFPD Foundation Golf Outing

Michigan Senate passes bill to forbid retailers 
from augmenting lottery payouts

On Tuesday, May 20, the 
Michigan Senate passed House Bill 
5102, which amends the Lottery 
Act to prohibit a retailer from
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providing additional payouts over 
and above the amount awarded 
by the Lottery to the holder of a 
winning lottery ticket. The bill, 
which was passed by the Senate 
on a 38 to 0 vote, now states that 
a licensed lottery sales agent is 
“prohibited from offering to give, 
or from giving, any money or other 
thing of value to the holder of a 
lottery ticket or a share of a lottery 
ticket for winning the lottery.
The sales agent would still be 
allowed to pay the amount of the 
prize, if such payment by a sales 
agent is authorized by the Lottery 
Commissioner.” The bill had 
previously passed the House vote.

The Commissioner can suspend 
or revoke the license of an agent 
who violates the act or rules 
promulgated under the act.

As of the printing of this 
publication, the bill was awaiting 
Governor Granholm’s signature.

Just In
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Retailer/supplier relations

By Chris Zebari
AFPD Chairman of the Board

I was in a store the other day 
visiting a friend, having a cup of 
coffee and talking about family, 
business, sports and any other 
subject that came up (yes, it may 
come as a surprise to many of you, 
but I do spend a lot of my day

talking). A sales rep from one of his 
suppliers came in. The rep looked a 
bit wom and was likely not having 
the best of days. He seemed happy 
to walk into my friend’s place of 
business, almost like it was a break 
in his day.

He quickly joined in on the 
conversation we were having and 
seemed very comfortable in this 
environment. Within 15 minutes he 
had written a very substantial order 
in between talking and laughing 
with us. His day appeared to be 
getting better. He left, thanking my 
friend, his customer, for the order 
and excitedly told him that he had 
some new items to show him next 
week. He looked much better than 
he had when he had walked in and 
my friend had a smile too. Both 
sides were happy.

That scene is repeated throughout 
our industry countless times every 
day. Selling and buying. Both sides 
important, both sides requiring a

The Grocery Zone
By David Coverly

level of skill, both sides, if done 
correctly having RESPECT for each 
other.

I have been lucky enough through 
the years to "work both sides of the 
counter" so to speak. As a retailer,
I have dealt with sales reps when 
I was looking for the “best deal.” 
Conversely, 1 have sold ideas and 
products to retailers. In the end, it's 
the RELATIONSHIP that wins for 
both sides most times. While “fact 
based selling” has some merit, a 
solid relationship is usually what 
gets the sale for the sales person and 
a large degree of comfort for 
the retailer.

Things for “Mr. Salesman” to 
implement on a day-to-day basis:

1) The “square peg in the round 
hole” sales pitch can be a disaster. 
Trying to sell something that does 
not fill a need is of no benefit to 
either side (especially to the sales 
rep if the customer ends up stuck 
with an item that did not sell). This 
will only inhibit future sales pitches 
because there is no trust.

2) Another one is trying to “hit 
a number" that the rep's company 
has mandated. This may work in the 
event a relationship is in place, but 
the retailer's needs should always be 
foremost. Develop the relationship 
and then ask for the favor (or better 
yet, do a favor before expecting
a favor).

3) Pricing is always an issue. 
Often sales rep commissions and 
bonuses arc directly linked to 
revenue generated in an account. Try 
“giving some back" in order to gain

Chairman’s Message,
Continued on pu%e IS.
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Credit Card Fair Fee Act update
The House Judiciary Committee's 

Antitrust Task Force held a hearing 
on May 15 regarding H R. 5546, the 
Credit Card Fair Fee Act. The bill, 
sponsored by committee chairman 
John Conyers (D-MI) and a bipartisan 
group of 28 Democrat and Republican 
co-sponsors, would provide a market- 
based mechanism to address the

sky-rocketing costs of the credit card 
interchange fees through transparency, 
allowing retailers an opportunity 
to negotiate as a group with Visa 
and MasterCard. AFPD strongly 
supports H R. 5546 and retailers and 
wholesalers should continue to ask 
their Representatives to co-sponsor 
and vote for H R. 5546.

REV UP YOUR 
SUMMER PROFITS 
WITH

SUPER SNACKS . . .  
SUPER VALUE
. Top flavors for summer!
. Great snacks for on-the-go!
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Made in MICHIGAN for Snack Lovers Everywhere.
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Calendar
June 11,2008
Ohio AFPD Annual Trade Show 
Cleveland, OH 
Contact: Cathy Willson 
1-800-666-6233

July 16,2008
AFPD Foundation Golf Outing 
Fox Hills, Plymouth, Ml 
Contact: Michele MacWilliams 
1-800-666-6233

July 24,2008
AFPD/Liberty USA Golf Outing 
Weymouth Golf Club, Medina, OH 
Contact: Tony Deluca 
1-800-666-6233

National Baked Bean Month 
National Culinary Arts Month 
National Hot Dog Month 
National Ice Cream Month 
National Blueberries Month 

■ National Picnic Month 
• National Pickle Month
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M aterial contained within The AFP0 
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not be reproduced without written 
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those of M M A  or A FPD, its Board 
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Petroleum News & Views
Information of Interest to Petroleum Retailers, and Allied Trades

Ohio legislative update
By Capitol Strategies Group 
jV PD's Ohio Lobbyists

The Associated Food and 
Petroleum Dealers (AFPD) sent a 
letter to all members of the Ohio 
General Assembly to explicitly 
slate their opposition to the 
Ohio Healthy Families Act and 
explain how, if enacted, it will be 
detrimental to AFPD members.

The Ohio Healthy Families Act 
would require all businesses with 
25 or more employees to provide 
seven days of paid sick leave per 
year for full time employees, and a 
proportional amount for part time 
employees. It’s expected that the 
coalition backing the proposal will 
be able to collect the necessary 
120,683 valid signatures of 
registered Ohio voters to have the 
issue placed on the November 4th 
ballot.

While proponents of this issue 
claim that the 25 employee 
minimum requirement exempts 
small businesses from the additional 
burdens that this proposal entails, 
we assessed that this is truly not the 
case. Some AFPD members employ 
less than 25 individuals per location, 
but exceed the 25-employee 
minimum when all locations, under

one business name, across the 
state are taken into account. These 
employers will therefore be subject 
to the provisions of this proposal.

AFPD is among a number of 
prominent groups in Ohio opposing 
this proposal, including the Ohio 
Society of CPAs, the Council of 
Smaller Enterprises and the Ohio 
Chamber of Commerce.

Fuel quality testing
The Office of Budget and 

Management (OBM) is considering 
adding an amendment to the budget 
corrections bill that would give 
the Department of Agriculture 
increased authority over fuel 
quality standards. Discussions 
regarding this issue have alluded 
to granting the Department the 
authority to charge fees, either per 
pump or per underground storage 
tank, and conduct inspections.

At this time, we do not believe 
the amendment will be included 
as part of the budget corrections 
bill because the Republicans in the 
General Assembly feel that subject 
is too complex to not warrant 
independent hearings. AFPD is 
actively monitoring this issue and is 
prepared to take action if necessary.

AFPD continues to monitor 
Ohio SB 193

is continuing to monitor 
S*oate Bill 193, which would 
"quire retailers to notify the Ohio 
fcpatliuent of Commerce if they 
■"reeae the price of gasoline by 
*ren cents or more in a week. At 

point no additional hearings are 
■fceiluled; however, if the bill does 
"Wra to the committee schedule, most lil 
l*0^ision that requires gasoline retailers to submit a written notice to the 

Department of Commerce. AFPD is closely monitoring this piece 
°t legislation and will keep you informed.

Discount for cash and 
promoting proprietary 
credit cards
By Ed Weglarz 
Executive Vice President 
of Petroleum

As the price of fuel escalates, 
retailers continue to look for 
ways to keep the costs down 
for their customers, without 
resorting to selling fuel below 
cost. Some practices are legal, 
some are clearly illegal, and 
others fall into a grey area.

Keep in mind that the vast 
majority of your credit card 
processing agreements specifically prevent you from charging a 
fee for the use of a credit card! However, within certain parameters 
you may offer a “discount-for-cash”

Fuel price posting regulations come with a number of caveats. 
You must clearly indicate on your roadside price sign the cash and 
non-cash price. Also, the fuel must be dispensed at the appropriate, 
corresponding posted price (i.e. cash or credit). Most pump 
controller software can be programmed to dispense at multiple 
price levels for the same product. You cannot post a per-gallon 
price that reflects a price that the motorist enjoys after a rebate 
which appears on the credit card statement. The rules indicate that 
fuel must be dispensed at the advertised sign price!!!

As an alternative, you may choose to designate certain islands 
or dispensers as “cash only” dispensers, and other islands or 
dispensers as “credit only” dispensers.

In all cases, explanatory pump toppers aid in promoting the 
concept and answer many customer questions.

Of equal importance is the need to educate your motorists/ 
customers. Aggressively promote the use of your proprietary 
credit card (flagship card such as a Marathon, Shell or Mobil) or 
co-branded credit card (VISA or MasterCard that also carries the 
service station brand name, such as Marathon, Shell or Mobil). In 
most cases, these cards provide significant rebates to the motorist, 
and reduce credit card processing fees for you, the retailer.
Institute a program to educate your customers about the features 
and benefits afforded by your proprietary or co-branded credit 
cards. Then, encourage the use of those cards. Your customer will 
enjoy significant savings on purchases, and you will reduce your 
credit card fees.

As always, feel free to call me at (800) 748-0060 about 
clarification of this or any other petroleum issue.
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Broadway Market and Cafe provides one-stop 
shopping for Columbus, Ohio commuters
By Kathy Blake

Broadway Market and Cafe has 
everything that busy workers need: 
gasoline, car wash, lunch, lottery, 
(in hopes they can quit work) and 
beer and wine for dinnertime.

Located in Columbus, Ohio at the 
E. North Broadway exit off 1-71, 
the Sunoco Gas and Subway Food 
co-brand convenience store draws 
a lot of commuters as well as area 
residents. The convenience store is 
2,000 square feet, the gas station 
has eight fueling bays, with two 
for diesel and there is a touchless 
Hydrospray carwash that washes up 
to 200 automobiles on a busy day. 
The Hydrospray uses very high- 
pressure water and soap to clean the 
automobiles with no brushes.

When owner Jim Mandas 
purchased the gas station five 
years ago, it had three bays 
with a repair garage and a small 
convenience store. “1 tore it down 
and rebuilt from the ground up.
It was quite a dilemma, but we 
stayed open during the daytime 
throughout the whole construction 
phase, except for several times for 
a few hours,” said Mandas. The 
construction took six months.

Before Broadway Market &
Cafe, Mandas was a partner in

a company called Restaurant 
Dimensions, which owned 12 fast 
food and sit down restaurants in 
Columbus, Dayton and Canton, 
Ohio including the Boulevard 
Grille, a contemporary cuisine 
restaurant and bar with an 
executive chef and sous chef.
After 30 years in the business, 
Mandas said “I just needed a 
change." He and his partners sold 
all their restaurants and Mandas 
shifted gears to the gas and 
convenience store business.

Broadway Market is open 24/7, 
but business is conducted through a 
window from I Ip.m. to 5:30 a.m "I 
don't want to take a chance on the 
safety of employees,” said Mandas.

Treating workers well is a 
priority for Mandas. "Treat 
people well, pay well and praise 
them when they do a good job,’ 
advises Mandas. “I think that's 
the main reason for success in 
any industry. If my employees 
are happy being here, they in turn 
treat the customers with tender 
loving care. We have customers 
that come in here five to six days 
a week. Our customers want to be 
recognized when they come here,” 
he explained.

Broadway Market and Cafe has 11 
employees and the last new employee

was hired a year ago. His 
manager, Megan Green, 
came on board three years 
ago. Mandas is very happy 
that she can run the store 
when he is off and during his 
annual four-week vacation to Greece, 
where he was bom.

“I think we do a great job of 
training people, especially for the 
Lottery sales. It’s a very service- 
oriented part of the store. Customers 
are very personal about how they 
play. They know their game."

Mandas said Lottery sales have 
increased dramatically every year. 
They average 200 customers for 
Lottery tickets everyday.

The convenience store has a beer 
cave walk-in cooler and a nice 
wine selection with four to five 
varieties of Merlot, Cabernet, Pinot 
Grigio and Reisling. Along with 
convenience staples, there are eggs, 
lunchmeat, bread, and the recent 
addition of fresh fruit so they can 
accept food stamps and EBTs.

Attached to the store is Broadway 
Market's Cafe, one of the top 20 
Subway franchises in the Columbus 
area. Nick Valasidis, Mandas' son- 
in-law is the franchisee. Mandas’ 
son Vince, also works in the store 
in the summer, when he’s home 
from college.

Jim Mandas is a member of 
AFPD’s Petroleum Advisory 
Board. “As a dealer, AFPD gives 
me an opportunity to voice my 
opinion," said Mandas who is very 
vocal about Ohio’s Commercial 
Activities Tax (CAT). His opinion 
is that the CAT tax is unfair.

The CAT is an annual business 
privilege tax measured by a 
business’s gross receipts within the 
state of Ohio. The CAT became 
effective beginning July 1, 2005. 
The full weight of the tax has been 
phased-in over a five-year period, 
at approximately 20 percent per 
year. Businesses with annual 
taxable gross receipts of $150,000 
or less are not subject to the CAT; 
those with receipts from $ 150,000 
to $1,000,000 pay a minimum $150 
tax and businesses with receipts 
exceeding one million dollars will 
be taxed at .26 percent when fully 
phased in by April 1, 2009.

“Originally the CAT excluded 
gasoline. All of a sudden, we’re 
being taxed the CAT every quarter 
That’s an added expense that you 
have to cover with other store 
generated revenues, since there 
are days when we’re not making 
any money on gas. The current 
situation cannot continue without 
price increases. Everything has to 
be passed down to the consumer, 
Mandas commented.

AFPD opposes the CAT tax and 
is seeking to have the tax assessed 
only at the “rack” for refined 
petroleum products where it will 
be more equitably applied.

Although relatively new to the 
gas station industry, Jim Mandas 
is very familiar with the trials and 
tribulations of operating a retail 
business. His 30 years of restaurant 
experience is put to good use each 
day at his one-stop Broadway 
Market and Cafe of Columbus.

Jim Mandas in front of his Broadway Market
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Ohio underground tank fund update
Jy James R. Rocco 
Chairman
Petroleum UST Retease Compensation Board

As Chairman of the Petroleum 
Lnderground Storage Tank Release 
Compensation Board. I would like 
io take this opportunity to report 
on the status of Ohio's Financial 
Assurance Fund. The past year has 
presented many new challenges and 
milestones. We have continued to 
manage our income and expenses and 
claims liability with an eye towards 
maintaining the Fund’s viability and 
solvency. We have proposed new 
administrative rules to help clarify and 
define the process for eligibility and 
reimbursement and we have hired a 
new executive director. I would like 
to address these and several other 
issues for you in the coming months.

Reimbursement Milestone Reached
As of December 31, 2007, 

the Fund has reimbursed over 
$175,000,000 to Ohio’s underground

storage tank (UST) owners for 
performing corrective actions for 
accidental petroleum releases from 
their USTs. This reimbursement 
involves the settlement of 
approximately 8,900 claims for 
corrective actions costs incurred to 
clean up about 2,550 sites. Over 
4,800 of these claims are related 
to 1,615 sites that have received a 
No Further Action (NFA) from the 
Bureau of Underground Storage Tank 
Regulations (BUSTR). While this is 
a significant milestone, we still have 
a long way to go in processing claims 
and reimbursements and we continue 
to need the patience and support of 
Ohio's tank owners. Because tank 
fees and interest earnings on those fees 
are the only source of income for the 
Fund, reimbursements are dependent 
on the timely payment of fees and the 
accuracy of the information provided 
to the Board. Our success is not 
possible without the continued support 
of Ohio’s tank owners.

The program continues to head

in the direction envisioned at its 
inception in 1989. Fees were 
anticipated to increase to finance 
corrective actions primarily resulting 
from tank removals and upgrades 
in response to the 1998 federal 
regulations that required release 
detection and corrosion protection. 
We also anticipated that as 
corrective actions were completed, 
the annual fees would stabilize and 
as the Fund’s liability declined, fees 
would also decline. Although we 
haven't quite yet reached the point 
in the program where fees can be 
reduced, the downward trend in 
the estimates of the Fund's unpaid 
claims liability indicates we have 
reason to be optimistic.

In the meantime, the Board 
will continue to look at ways to 
maintain the Fund’s solvency and 
ensure it remains a viable and 
affordable mechanism for Ohio’s 
UST owners.

Next month I will detail the 
Fund’s Five Year Outlook.

Ohio BUSTR 
news
How to report a release

The Ohio Bureau of Underground 
Storage Tank Regulations (BUSTR) 
recently issued a reminder to all tank 
owners and operators that petroleum 
releases must be reported to BUSTR 
within 24 hours of discovery.

To contact BUSTR, report a 
petroleum release or if you have 
an emergency, call (614) 752-7938 
or (800) 686-2878 during regular 
business hours. After 5 p.m. and on 
weekends, call (614) 536-0047.

Visit the Bureau's web site at 
www.com.state.oh.us/sfm/bust/

BUSTR is a Bureau of the State 
of Ohio Fire Marshal's office. The 
Bureau's mission is to effectively 
regulate the safe operation of 
underground storage tanks and to 
ensure appropriate investigation and 
cleanup of releases from underground 
storage tanks for the purpose of 
protecting human health and the 
environment for the citizens of Ohio.

/ "  N

Solutions 
for growth
Narrars Party Store

@ 5 mile and Burt—
W Come see for yourself! ■
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Contact Tom Hesslau for more details—5 17-819-4880
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Michigan c
As a service to our mem 
Michigan Sales Tax on g 
realistically reflect the le

—

jasoline sales tax
bers, we are providing you with a chart that calculates the applicable 
asoline at various price levels. This chart has been updated to more 
vel of recent retail prices.

Ohio Tank Board 
m eeting schedule 
announced

The Petroleum 
Underground 
Storage Tank 
(UST) Release 
Compensation 
Board has
announced the 1 
following meeting dates:

• September 10, 2008
• November 12, 2008

Selling 
Price $ Sales Tax t Selling 

Price $ Sales Tax Selling 
Price $ Sales Tax t Selling 

Price $ Sales Tax f

2.599 13.6 3.049 16 2 3.499 18.7 3.949 21.3
2.609 13.7 3 059 16.2 3 509 18 8 3.959 21.3
2.619 13.7 3.069 16.3 3.519 18.8 3.969 21.4
2.629 13.8 3 079 16.3 3.529 18 9 3.979 21.4 All meetings are scheduled to
2.639 13.9 3.089 16.4 3.539 19.0 3.989 21.5 begin at 10:00 a.m. The Board urgi 

all those interested in attending to 
call 800-224^1659 in advance to 
confirm the meeting date and time 
The meetings are held at the Board': 
offices located in the LeVeque Towe 
at 50 West Broad Street, Suite 1500. 
Columbus, OH 43215.

Check out www.petroboard.com 
for links to full text minutes from 
previous board meetings.

2.649 13.9 3 099 16.5 3 549 19.0 3 999 21.6
2.659 14.0 3.109 16 5 3.559 19.1 4.009 21.6
2 669 14.0 3.119 16.6 3.569 19.1 4.019 21.7
2.679 14.1 3 129 16.6 3.579 19.2 4.029 21.7
2 689 14.1 3.139 16.7 3.589 19.2 4.039 21.8
2.699 14.2 3.149 16.7 3.599 19.3 4.049 21.8
2.709 14.3 3.159 16.8 _ 3 609 19.3 4.059 21.9
2.719 14.3 3.169 16.9 3.619 19.4 4.069 22.0
2.729 14.4 3.179 16.9 3.629 19.5 4.079 22.0
2.739 14.4 3.189 17.0 3.639 19.5 4.089 22.1
2.749 14.5 3.199 17.0 3.649 19 6 4.099 22.1 A F P D  opposes  

proposed Ohio fuel 
quality testing fees
The Ohio Office of Budget and 
Management (OBM) has submitted 
an amendment to a Corrections Bill 
that would give the Ohio Departmen 
of Agriculture increased authority 
over fuel quality standards. The 
Ohio House and Senate Republican 
Caucus believe that this issue is 
far too complex to roll into the 
Corrections Bill. AFPD’s position is j 
that any fuel quality testing must be 
regulated on a state-wide basis, and 
no increased fees of any kind should 
be assessed upon the fuel retailer. 
Other trade associations and fuel 
retailers in Ohio have joined AFPD 
in opposing this area of legislation.

2.759 14.5 3 209 17.1 3.659 19.6 4.109 22.2
2.769 14.6 3.219 17.1 3.669 19.7 4.119 22.2
2.779 14.7 3.229 17.2 3.679 19.7 4.129 22.3
2.789 14.7 3.239 17.3 3.689 19.8 4.139 22.3
2.799 14.8 3.249 17.3 3.699 19.9 4.149 22.4
2.809 14.8 3.259 17.4 3.709 19.9 4.159 22.5
2.819 14.9 3.269 17.4 3.719 20.0 4.169 22.5
2.829 14.9 3.279 17.5 3.729 20.0 4.179 22.6
2.839 15.0 3.289 17.5 3.739 20.1 4.189 22.6
2.849 15.0 3.299 17.6 3.749 20.1 4.199 22.7
2.859 15.1 3.309 17.7 3.759 20.2 4.209 22.7
2.869 15.2 3.319 17.7 3.769 20.3 4.219 22.8
2.879 15.2 3.329 17.8 3.779 20.3 4.229 22.9
2.889 15.3 3.339 17.8 3.789 20.4 4.239 22.9
2.899 15.3 3.349 17.9 3.799 20.4 4.249 23.0
2.909 15.4 3.359 17.9 3.809 20.5 4.259 23.0
2.919 15.4 3.369 18.0 3.819 20.5 4.269 23.1
2.929 15.5 3.379 18.0 3.829 20.6 4.279 23.1
2.939 15.6 3.389 18.1 3.839 20.7 4.289 23.2
2.949 15.6 3.399 18.2 3.849 20.7 4.299 23.3 1

2.959 15.7 3.409 18.2 3.859 20.8 4.309 23.3

r :
Watch for rnore

2.969 15.7 3.419 18.3 3.869 20.8 4.319 23.4 information about the
2.979 15.8 3.429 18.3 3.879 20.9 4.329 23.4 AFPD/LIBERTY USA
2.989 15.8 3.439 18.4 3.889 20.9 4.339 23.5 u G o l f
2.999 15.9 3.449 18.4 _ 3.899 21.0 4.349 23.5 o u t i n g
3.009 16.0 3.459 18.5 3.909 21.0 4.359 23.6
3.019 16.0 3.469 18.6 3.919 21.1 4.369 23.7 Ju ly  24. 2008

3.029 16.1 3.479 18.6 3.929 21.2 4.379 23.7 Weymouth C.C.

3.039 16.1 3.489 18.7 3.939 21.2 4.389 23.8
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Michigan Lottery system update underway

Bj M Scott Bowen, Commissioner

List month the GTECH 
Corporation, which operates what 
might be referred to as the “back 
end" systems of the Michigan 
Lottery, was awarded a new contract. 
The most noticeable change will be 
that the very familiar orange Lottery 
terminals will be replaced with much 
mote updated terminals that will have 
many new functions.

This conversion process will be 
long and detailed and will certainly 
involve much more than just new 
terminals. With an April 2009 
completion date, it has actually 
already started but because not 
everyone is affected by every 
aspect of it, some of the changes 
will go unnoticed. Along the way 
to completing this conversion, we 
will keep you informed through 
your Lottery sales representatives, 
terminal messaging, and our retailer 
newsletter, Game Line. While there 
will be new things to leant with the 
new system, we are confident that 
the end result will be a much more 
efficient process for all: the retailer, 
the player and the Lottery.

Below is a list of some of the 
features that will be available once 
the conversion is completed.

• Ticket checkers in all retailer 
locations

• New touch screen terminals with 
thermal printers at all retail 
locations

• Flat screen monitors at Club 
Keno locations

■ 17” monitors for display of 
advertising at traditional retailers

• IP satellite communications 
network

• Multiple new Instant Ticket 
Vending Machines, plus other 
self service equipment

• New computer systems with 
enhanced reporting capabilities

Obviously, this is a huge project 
but we're excited about the 
prospects of updating the Lottery. 
We're looking forward to the 
positive changes that are ahead.

New Instant Games:
Just as the newest Indiana Jones 

movie debuted so did the Lottery's $2 
Indiana Jones instant ticket. Retailers 
should note that only a limited 
number of tickets were printed for 
this game and the inventory was 
intended to last two to four weeks. 
Since the ticket became available on 
May 12, sales coincided nicely with 
the May 22 release of the movie.

Also on May 12 the Grand 
Giveway ticket, at $5, went on 
sale. This game features over 500 
top prizes of $ 1,000 each and four 
second chance drawings that award 
a total of 100 trips for two to the 
Grand Hotel on Mackinac Island.

On May 23, the $2 Cashword 
Multiplier game launched along with 
the $1 game Cash Splash.

The Glittering 7’s Sweepstakes 
kicked off on June 9 with the release 
of Ruby Red 7s ($10), Sapphire Blue 
7’s ($5), and Emerald Green 7s ($2). 
In addition to millions of dollars in 
instant win cash prizes, non-winning 
tickets from these three games are 
also eligible for over $ 1.000,000 
in second chance drawing prizes. 
Tickets available June 23 included 
Bingo Blast ($5), Blazin' Hot Bucks 
($2), and Games Galore ($20) 
featuring 6 pages of games including 
four Hasbro products.

For additional information, please 
visit the Lottery's Web site at 
www.michigan.gov/lottery.

&
Up g r a d e  y o u r  P O S  &  C a m e r a  S e c u r i t y  S y s t e m

Price G uarantee  
1- 3 year warranty  
D o-it-yo u rse lf d iscounts  
Free Survey & C onsultation  
P ro -In sta llers  for 20 years!
Try before you buy showroom

1-POS Station S y s te m

$ 1 .9 9 9 ,0 0 0,1,11
S99 m onth lea s e

•  EZtouie Windows Software
• Smart Keyboard Buttons
•  T«Kh-Screen Options
• V  Verifier oe & 21)
•  Phnt (Uquor) Shelf Labels
• Employee Time-Clock
•  * * * >  Check-Cashing Center
•  k * *  EBT. Gift. Loyalty Cards
•  mceipt option
•  Tnm by termer store owners'

A F D -M e m b e r
C o u p o n

$200.00
Off!

- Limit 1 - 
Purchases over 

$ 2 ,0 00  00 
We-install only 
Expires 5/30/08

4 -C a m e ra  D V R  S y s te m

$ 9 9 9 .0 0
$49 month lease

• EZ to use' C-more of your Biz'
• Many Cameras to choose
• Internet view from anywhere'

1-Screen view 1-36 cameras
• 1-Screen view, multi-locations'
• View from PDA-Cell phone
. Records CD. DVD, USB, DVR
•  Connect to POS & Smart Search
•  Email & Voice mail alerts
•  Pro-Training & Local Support

C- Bi z  C o m p u t e r  S o l u t i o n s
Totacco C-Store Web-Store Gas Stations Restaurants Wholesalers & More1 

250 Hilton Ferndale Ml W W W . C - B i z S . C O m  8 7 7 -27 1 -37 30

UNDERGROUND STORAGE 
TANK INSURANCE OF OHIO

210  B ell S tre e t • C h a g r in  F a lls , O h io  44 0 2 2  
• P h o n e  4 4 0 -2 4 7 -3 7 5 0  • F ax  4 4 0 -2 4 7 -3 7 2 0

1-800-558-USTI (8784)

renal PUSTR FUND DEDUCTIBLE COVERAGE 
FOR OHIO UST OWNERS

„Y '<  '(  O H IO  «Y ,Y 
A F P D  M E M B E R S  S A V E  M O N E Y !!

B E  P R E P A R E D  F O R  T H E  O H IO  U S T  C O M P L IA N C E  P E R IO D  
«Y „Y ,Y J U L Y  1, 2 0 0 8 -Y JY JY

A F P D  has m ad e  it s im p le  to  ge t in to  p ro p er c o m p lia n c e  fo r  y o u r O hio  
UST fin an c ia l re s p o n s ib ility  (tan k  d e d u c tib le s ). D o n ’t  w o rry  a b o u t hav ing  
p rev io u s ly  filed  in c o rre c tly  w ith  se lf-in s u ra n ce , w h ich  can  op en  up so m e  
serio u s  p ro b lem s  a fte r a re lease. You co u ld  be to ta lly  exc lu d e d  fro m  th e  
O h io  S ta te  fund . You co u ld  a lso  free  up y o u r cash  or c re d it lines. Take  

ad van tag e  o f o u r in exp en s ive , fu lly  in su red  co verag e . V is it o u r w e b s ite  at 
w w w .u s tio h io .c o m  fo r m o re  in fo rm atio n .

BUSTR IS INSPECTING ALL SITES BY FEDERAL REGULATION, ALL TANKS MUST BE 
INSPECTED EVERY 3 YEARS IF YOU ARE FOUND TO BE OUT OF COMPLIANCE, BUSTR WILL 

FINE YOU AND REQUIRE THAT YOU TAKE CORRECTIVE ACTION SOON YOU WILL ALSO 
HAVE TO DEAL WITH THE FUEL DELIVERY PROHIBITION RULE FROM BUSTR 

CHECK OUR WEBSITE FOR INFORMATION.

USTI/Lyndall has saved many A FP D  mem bers thousands of dollars and you could 
be one of them Combine all vour store insurance coverages including liquor 
liability, into our package program and you could save big, even on your U ST  

deductibles You will have zero out-of-pocket for U S T  releases

W E  HAVE T H E  B E ST P R IC E S  FO R  T H E  M O S T  C O M P R E H E N S IV E  
C O V E R A G E S  A V A ILA B LE  IN A C O M P L E T E  P A C K A G E .

Insurance underwritten by Motorist Mutual Insurance Company provided by Lyndall Associates Inc

U S TI is the recognized leader in Ohio providing tank owners and operators the correct 
deductible coverages including several options that will get you in compliance with all of 

Ohio s rules and regulations PA and VW programs available
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AFPD TrendSPOTTER

Food prices to moderate
Joseph Glauber, the U S. Department 

of Agriculture's chief economist, says 
that inflation in retail food prices will 
gradually moderate over the next 
several years, even though prices 
for commodities such as grain and 
oilseeds aren't likely to come down.

For this year. Glauber expects 
retail food prices to rise four to five 
percent. Key factors are domestic and 
global economic growth, weather, 
rising energy costs, export restrictions 
and use of biofuels.

"Yield growth and supply response 
both in the U.S. and abroad will help 
moderate crop prices in the long run. 
but for the near term, tight supplies 
will keep markets volatile with much

attention paid to growing conditions 
worldwide.” Glauber said. He added 
that continued expansion of biofuels 
production will likely maintain com 
and soybean prices at historically 
high levels and livestock producers 
will adjust to the increase in feed 
costs by reducing production, leading 
to higher retail prices for beef and 
pork in the longer term.

Higher com and soybean prices 
have contributed to increases in the 
retail prices of cereal and bakery 
products and fats and oils. In addition, 
higher com prices have increased the 
price of high fructose com symp, an 
ingredient in soft drinks and many 
other products.

Coke and Pepsi shrink
bottle size

In an effort to boost single-serving 
soda sales, both Coke and Pepsi are 
testing alternatives to a convenience- 
store icon: the 20-ounce bottle.

Back in the 1990s. soft drinks in 20- 
ounce plastic bottles revitalized U.S. 
sales for Coca-Cola Co. and PepsiCo 
Inc. by getting Americans to drink 
larger servings, according to a recent 
story in the Wall Street Journal.

Now, health concerns, an aging 
population and the softening 
economy have taken a big bite out 
of the 20 ounce bottle sales. While 
U.S. soda sales in major retail 
channels overall declined 3.5% in 
the first quarter, convenience-store 
sales dropped 4.2%, according to 
Beverage Digest.

To win back sales, several 
Coca-Cola and Pepsi bottlers are 
conducting pilot tests on a variety 
of bottle sizes.

Coke launched a test in about 
1,700 convenience stores in Virginia 
in which it has replaced 20-ounce 
bottles of Coca-Cola, Diet Coke, 
and other brands with 16-ounce and 
24-ounce bottles.

The 16-ounce bottles are generally 
priced at 99 cents, less expensive than 
the 20-ounce bottles. The 24-ounce 
size is priced at as much as $ 1.49.

Pepsi Bottling Group Inc., Pepsi’s 
largest bottler, is testing 12-ounce 
and 16-ounce bottles in some 
markets alongside 20-ounce bottles, 
according to Beverage Digest.

A Pepsi spokesman told the 
Wall Street Journal that the move 
"is about giving consumers more 
choices, and if that leads to more 
frequent transactions and greater 
volume, it’s also a win for our 
customers, our bottlers and us.’

Spartan Stores
Combining comparable-store sales 

gains of 5.2% with improved gross 
margins in its distribution business, 
Spartan Stores grew net earnings in 
its fiscal fourth quarter, ended March 
29, by 11.6% to $8.1 million. Sales 
of $570.7 million in the quarter 
increased by 9.1 % and were up by 
18.7% when adjusted for an extra 
week in the 2007 fourth quarter.

Spartan said the sales lift was

Spartan

earnings grow
due primarily to the acquisition 
of Felpausch stores, along with 
a comparable-store sales gain of 
5.2%. The elimination of sales 
to Felpausch, a former Spartan 
distribution customer, also helped 
affect a margin rate improvement 
in the distribution segment, the 
company said. Enhanced purchasing 
opportunities and more efficient 
promotions also helped, Spartan 
added. Sales for the 52-week fiscal 
year increased 12.5% to $2.5 billion, 
compared with $2.2 billion in the 53- 
week preceding year.
-  Supermarket News

Meijer takes the lead in 
photo finishing

Higher Standards 0  %Meijer Inc. has taken 
digital photography to a new 
level, with its individualized 
photo department stations.
Customers bring in their digital 
photos and at the stations, can 
edit, delete, crop and print 
the photos they desire. Meijer and 
other retailers are investing in the 
technology to increase their profit 
margin in the $35 billion retail photo 
finishing business.

Offering the privacy similar to 
a study corral, the individualized 
stations are meant to let people go 
through the process leisurely.

Last fall, Meijer became the first 
retailer in the country to introduce 
Hewlett Packard’s advanced 
Digital Photo Center Solution 
kiosks. The switch to the new 
technology at all of the chain's 180 
stores was completed in April.

The new system gives consumers 
more options for personalizing then- 
images, including converting them

into posters, scrapbooks, calendars 
and slide shows with music.

With the new system, printing 
photos can take as little as 15 
minutes.

A key element of the new system 
is new printing methods. The 
trend is moving to “dry” printing 
technology, replacing the “wet” or 
chemical process used for decades.

In addition, Snapfish by HP hosts 
Meijer’s online photo site, where 
customers can place orders for 
prints and creative photo products 
online and have them mailed 
directly to a their home or sent to 
a Meijer location for fast printing 
and in-store pickup.

Attention Suppliers and Manufacturers:
AFPD wants to feature your new products!

Do you have an innovative new product or service that our members 
should know about? If you do, we want to hear from you. Call 
MacWilliams at (248) 671-9600 or email to her at micmetro@aol.i 
tell her your story. From these calls, we will choose items to feature 
"New Products and Services" section of the AFPD Food &

m  I AFPD Fnnrl 8. PeimlEiimBEEQBX.



Take a spin w ith  renewable energy... 
choose DTE Energy's
Ever wish you could do something good for the environment? Now you can.

Sign up for GreenCurfenfsSM, the new renewable energy program from DTE Energy.

By paying just a few extra dollars a month, you'll be helping promote the use 
of environmentally friendly energy, generated in Michigan, through wind and 
bioenergy resources.

Increasing the use of renewable energy will reduce our dependency on fossil fuels, 
decrease carbon dioxide emissions, cut down on pollutants in the air we breathe 
and leave a cleaner, healthier planet for future generations.

S M

DTE Energy is committed to minimizing the impact we have on the environment. 
And we believe GreenCurfenfs™ is an important step on that journey.
We hope you'll join us.

Sign up for GreenCurrentssu today!
Go to www.GreenCurrents.com  
Or call 866-207-6955.

DTE Energy*

T h e  P o w e r  o f  Y o u r  C o m m u n i t y •  : D T E ‘

July 2008 I 11

http://www.GreenCurrents.com


PartnerPROFILE

Western Michigan University’s Gambino prepares the 
next generation of food industry leaders
By Kathy Blake

Dr. Frank M. Gambino. Director 
of the Food/CPG Marketing 
Program at Western Michigan 
University, says there is a 
multitude of opportunities in the 
food industry. “The thing about 
the food industry is, it is a very 
stable industry for employment," 
he assures.

Dr. Gambino is a Professor of 
Marketing and Director of the 
Food/CPG Marketing Program. He 
has been on the WMU faculty since 
1984 and currently teaches classes 
in "Category Management" and 
"Retail Merchandising."

Dr. Gambino oversees the Food 
Marketing internship program and 
annually organizes a two-week 
travel course which takes students 
on a tour of Food and Package 
Goods organizations throughout the 
Great Lakes region. He also plans,

with the assistance of a 40 member 
industry advisory board, the annual 
WMU Food Marketing Conference. 
It is a two-day conference that 
brings over 500 industry executives 
to the Kalamazoo area to discuss 
key industry issues and emerging 
developments. Students have the 
opportunity to interact with industry 
leaders at both the conference and 
the annual industry tour.

"We're seeing a lot of evolution 
in how we market products.
We're seeing major changes in 
how retailers and manufacturers 
reach consumers. The younger 
people are not getting their product 
information in newspapers, they’re 
getting it from cell phones and the 
internet.” said Gambino.

Prior to joining the WMU faculty, 
Dr. Gambino spent 15 years in the 
food retailing industry where he 
held various positions in corporate 
merchandising, promotion.

Students in retail industry look to Food 
and Consumer Package Goods at WMU
Western Michigan University in Kalamazoo, (W M U) is one of the premier universities 
in the United States for four-year business degrees specializing in Food and 
Consumer Package Goods (CPG) Marketing.

The W M U Food/CPG Marketing program is housod in W M U ’s Haworth College of 
Business and the Department of Marketing. Graduates earn a Bachelor of Business 
Administration (BBA) degree with a major in Food and Consumer Package Goods 
Marketing and a minor in General Business. Practical hands-on training including 
state-of-the-art information technology for shelf and category management applications 
gives students the necessary skills to pursue a variety of career opportunities.

W M U provides annual scholarship opportunities with industry support, totaling more 
than $100,000. The AFPD Foundation contributes annually to this by including W MU  
students in its scholarship program.

W MU graduates are heavily recruited by leading firms from all segments of the 
industry - including manufacturers, sales agencies (brokers), food distributors, retail 
operators, and marketing research firms.

"Graduates of the program can go to work for many of the leading retailers, 
manufacturers or brokers. Another area they can go into is category management 
for virtually any industry segment as well as data providers such as Nielsen, IRI or 
Spectra Marketing. Another area is the food service arena working for companies 
such as Gordon Food Service, U.S. Food Service or Sysco," said Gambino.

Students in the Food/CPG Marketing major receive exposure to each segment of the 
industry: Sales and Marketing, Logistics, Information Technology and Retail Management.

purchasing, pricing, and 
retail operations. His 
teaching, research, and 
consulting interests are 
in the food and CPG 
industries, category 
management, retail 
merchandising and sales 
training. In 2007, Gambino 
was recognized with an 
Outstanding Alumni Award 
from WMU and in 1999 
he received the Teaching 
Excellence Award.

Dr. Gambino has
remained active within 
the industry at both the 
national and regional 
levels. He often accepts 
speaking engagements and 
performs consulting work 
for a wide array of companies and 
organizations including: Alliance 
Associates, Brownberry, Coca-Cola, 
Daymon Associates, Dial Soap, 
the Food Marketing Institute, the 
Kellogg Company, National Grocers 
Association, TOPCO Associates 
and the United States Government 
Commissaries of Europe.

He has also conducted numerous 
seminars in merchandising and 
sales training and his writings 
have been published in national 
and regional academic and 
trade journals and he co-wrote 
the Kellogg Company Sales 
Orientation Manual and their 
Space Management and Category 
Management Manual.

Currently Dr. Gambino is 
serving his second term on the 
Board of Directors for Spartan 
Stores in Grand Rapids, Michigan 
and in 2007 he was appointed 
to the Retail Site Development 
Committee for Wakefem Food 
Corporation’s Board of Directors 
in Elizabeth, New Jersey. He has 
served on several national and 
regional advisory groups including: 
the National Grocers Association’s 
(NGA) National Skills 
Standards Coalition, the NGA 
University Coalition, the NGA 
Entrepreneurial Institute Advisory 
group, the Food Marketing

Institute’s Educators Consortium, 
the Southwest Michigan Regional 
Edge Food Consortium, and IRl’s 
Apollo Space Management Product 
Advisory Group.

Dr. Gambino received his 
undergraduate degree in Food 
Marketing from WMU, his Masters 
Degree in Business Management 
from Central Michigan University, 
and his Doctoral degree in Human 
Resource Development from WMU

Drawing from his experience, 
knowledge and pursuit of 
excellence. Dr. Gambino has 
helped make WMU’s Food and 
Consumer Packaged Goods 
Marketing program become one 
of the best in the world, turning 
out some of the top level food 
marketers for the industry.

In 2009 the WMU Food/CPG 
program will celebrate its 50h 
Anniversary with a 
annual Food Marketing 
The gala and conference wW be 
held at the Radisson 
in Kalamazoo on March 231 
2009. To leam more about Ihe 
program, call 269-387-2132 
or visit the website 
www.hcob.wmich.er
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NEW!

Glittering 7s
9 t h  S w e e p s t a k e s !

_ l  ^  Five $10,000 2nd chance
d raw ings'

$1,000,000 g rand  prize
drawing.'

P lacers can subm it any 
com bination  of SIO in 
non-w in n in g  G litlering 7s 
tickets!

Plus, p la y e rs  can  win
u p  t o  * 1 ,0 0 0 ,0 0 0

in s ta n tly !

M'C *I CA* «OTTI»»

B f l m t S H I P

Yahtzee
------- •

^ l O N e ^ p O L y

Six p a g es  o f  tickets w ith  e ig h t  
p lacer-fau orite  g a m es like:

V
P o p u la r  b a s e  g a m e s  " B in g o "  a n d  1 «v
" C a s h w o rd " !

P lu s  ... c la s s ic  b o a r d  g a m e s  l ik e  " M o n o p o ly , '”" \ j  
" Y a h t z e e , '" C l u e '” " a n d  " B a t t l e s h ip " ’"!

4* A n d  p la c e r s  ca n  w in  u p  to  $ 5 0 0 ,0 0 0  in s ta n t ly !

PAGES OFGAMESIN each Mini/ i

MICHIGANi l l  H U M  hMIII’ a t* n  \H T /H  j i v u*l. m arls ol Hasbro and an- 
*s»csci ■ >m s Hasbro All K i|hb  K rvm .'J  I mciivvI b\ Hasbro. LOTTERY
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Michigan Rep. Joel Sheltrown leads the band for 
accomplishing goals

Michigan State Representative 
Joel Sheltrown (D-West Branch) 
has a diverse and unusual career 
background. A musician and 
propane dealer by trade, four years 
ago he went from bandleader to 
lawmaker.

"My wife encouraged me to 
run for office, thinking that I 
would spend more time at home. 
However, I'm gone more now than 
I was when I traveled with my 
band!" he muses.

Joel Sheltrown is a life-long 
resident of northern Michigan's 
Ogemaw County. As a State 
Representative, his current 
priorities include: Expanding job 
opportunities in the state, such as the 
repair and maintenance hangar at the 
Oscoda-Wurtsmith Airport; ensuring 
that students have access to career 
and technical education needed 
for good-paying jobs; reducing 
government regulation on business; 
finding innovative ways to fund the 
DNR without raising fees.

Rep. Sheltrown became 
politically active at an early age.
He was elected his high school 
class vice president at West Branch 
High School, where he graduated 
in 1965. In 1966, he enlisted in 
the U.S. Navy and was sent to 
Vietnam. He achieved the rank 
of 2nd Class Petty Officer as a 
Communications Technician with 
a Top Secret Crypto Clearance and 
received an honorable discharge in 
1970. He later went on to attend 
Western Michigan University and 
Kirtland Community College.

Following his wartime military 
service overseas, Sheltrown 
returned to West Branch, where 
he managed his father's John 
Deere Dealership. Then in 1978, 
Sheltrown purchased a propane 
dealership in West Branch and 
continued in that business until 
he was elected to the Michigan 
House of Representatives. He is 
also an accomplished musician 
and throughout his pre-legislative 
career, was part of a band that 
traveled throughout the Great 
Lakes region.

Government Experience
He served as an Ogemaw 

Township trustee from 1978 to 
1988, and as the Ogemaw Township 
supervisor from 2000 to 2004. He 
also served as vice president of the 
Ogemaw Townships Association.

He decided to run for the State 
Representative slot when he became 
frustrated with his local government 
over the condition of the gravel 
road he lived on. A school had been 
built on his road and the increased 
traffic caused huge ruts. The local 
government refused to maintain it with 
more gravel, saying that their policy 
was not to maintain dead end roads.

This gave him an idea. He ran for 
office on a platform of paving all 
the dirt roads in his district. He then 
went door-to-door to all his potential 
dirt road constituents and asked for 
their support. He planned to pay for 
the paving through a short-term tax 
increase. His idea was well accepted 
by his fellow dirt road neighbors. On 
Nov. 2, 2004, Rep. Sheltrown was 
elected to the Michigan House of 

Representatives with 56.5 percent 
of the vote in a 54 percent 
Republican district.

Then, true to his word, he 
quickly began the road-paving 
project. Today, all roads in his 
township are paved!

Community Involvement
Rep. Sheltrown is an 

active volunteer with 
the West Branch Crisis

Pregnancy Center, the 
Ogemaw County Relay 
for Life and the West 
Branch Senior Citizens 
Center.

He holds a music 
ministry position at 
Calvary Baptist Church 
in West Branch and is 
a member of "Crossing 
Jordan," a gospel quartet 
that sings at various 
churches in northern 
Michigan.

As a well-known 
local musician. Rep.
Sheltrown regularly 
performs at local 
churches, the West 
Branch Memorial Day 
Ceremony, the Ogemaw 
County Fair Opening 
Ceremony and Relay for 
Life. He also has helped 
out with the Jazz Band 
at Ogemaw Heights 
High School.

Joel Sheltrown has been happily 
married for 36 years to Teresa. He 
has three children: Alison, 35, Nick, 
32, and Don, 28. He is the younger 
brother of the former 103rd 
District State Representative Dale 
Sheltrown (D-West Branch) and the 
son of long-time former Edwards 
Township Supervisor Ed Sheltrown.

Contact information
State Representative Joel Sheltrown 
S I387 House Office Building 
P.O. Box 30014 
Lansing, MI 48909-7514 
email: joelsheltrown@house.mi.gov 
web: http://house.mi.gov/jsheItrown
phone: 517-373-3817 
fax: 517-373-5495

Representative Joel Sheltron chairs the influential House 
Committee on Tourism, Outdoor Recreation and Natural 
Resources, which recently approved a three-bill package that 
provides $60 million, over the next two years, to promote 
Michigan’s tourism industry.

This is important for the state, especially in its current recessk 
climate, because tourism is a sure-fire revenue generator.

A recent study by the Longwoods Institute showed that for every 3 
dollar that Travel Michigan spends on advertising, the state receiv 
over $2 back in sales tax revenue. By spending money to ( 
the state, Michigan receives a two-to-one return on its invest!

The anticipated increase in travel can directly impact grocery 
retailers and particularly petroleum dealers. With more people 
choosing Michigan as a vacation destination, these out-of-state 
guests will need fuel and groceries as they head to Michigan’s 
beaches, campsites and resorts.
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Scholarships!

GET IN  THE SW IN G  O F TH IN G S !

^ t F P D
FOUNDATION, INC.

To Benefit 
AFPD Foundation

Proceeds raised
fund at least 20

rships!

le MacWilliams 
> for details

servations.

FOX HILLS
8768 N. Territorial 

Plymouth, Michigan

ALL GOLFERS 
RECEIVE:
Continental breakfast, BBQ lunch, dinner 
reception, snacks and beverages on the course, 
green fees with cart, free use of driving range 
and door prize eligibility.

You are also automatically qualified for all 
contest holes, including longest drive, hole-in 
one for $10,000 and more!

Approximately 50% of your donation may 
be deductible as a charitable contribution 
to the AFPD Foundation.
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Show specials, unique products and 
services highlighted AFPD's 24th Annual 
Food & Petroleum Trade Show
By Michele MacWilliams
There was so much to see and sample at AFRO s Annual Trade Show, that it was difficult to take it all in. Held for the first time 
at Rock Financial Showplace in Novi on April 28 and 29, the event showcased new products, fantastic food, show specials and
innovative services

The show is an excellent venue for picking up on industry trends, said Jane Shallal. AFPD president. It is interesting to see how the mall
responds to the interests and needs of consumers Nowhere is this more apparent than in the beverage aisles Over the last few yeas, 
we have watched the competition heat up in the energy dnnk category Now, we re seeing the flavored, vitamin-enhanced water taking the 
spotlight, she added.

For those who were unable to attend -  or for that matter, for those that attended and couldn't visit every booth -  here is a samplings 
some of the interesting new products and specials from the show:

i f ’ ^  * ]  (Cintron /  S

Gus Bnko of Secure Check 
Systems jokes with a custor

The Faygo booth 
featured Asante, their new 

nutritionally enhanced flavored 
vitamin water. —J

A popular stop was the Frosty Yogurt 
booth, where Aaron Morris and Alan 
Bell dished out samples of their 
yogurt, smoothies, and other treats 
Frosty Products can provide an added 
revenue source for convenience 
stores, gas stations and others

Hoyt Green, Sunny Bousleiman and George Karam 
display their Citron energy drink, their juices and 
green teas. They explained that their business has 
exploded over the past year, with huge growth in 
Puerto Rico. Mexico and California.

The smiling Frito threesome kept 
people munching!

I T fcX 'f ■'V m J n j
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^  1"  The 7UP Bottling
Group featured some very unique 

beverages, including their new ASW  
Root Beer and Sunkist Orange floats, 

plus Canada Dry Sparkling 
Green Tea Ginger Ale.Robert Shammami with his giant 

Aqua-T energy drink, Aqua-T 
features whey protein isolates, 

green tea extract 
and more

Mo Banners offers quick and easy 
signs and banners, plus some 

k great show specials _

Chns Lalande served up Margaritaville 
margaritas to the thirsty crowd.

Karima Hill and Mike Eida of Scada Systems 
displayed their security systems and show 
specials.The smiling Prairie Farm 

group dished out delicious 
Ashby s Sterling 
Ice Cream.

The familiar men in orange 
served up their favorite Jones

Spartan Stores show­
cased their products 
with 18 booths featuring 
a huge assortment of 
beautifully displayed 
fresh produce, grocery 
items, bakery products 
and more

The Hot Logic booth featured a unique 
display oven that cooks frozen prepared 
foods -  like frozen dinners, pot pies and 
burntos -  each at their own appropriate 
temperature and time, then holds them 
at the proper temperature. Called the 
Personal Chef, this unique unit allows 
customers to open the glass doors and 
retneve their own hot meal, without the 
risk of being burned.

e was decorated in
«' . ' v  space theme and to 

"'o".e r e  concept AFPDs  
ifMoreton ngntiand 

5 j j v  denned Jetsons 
rtjm es» greet attendees

The smiling team from Huntington Bank 
(Sonya Kory in foreground) offered banking 
options tailored to the retailer

Tava was the 
hot new beverage ^  
introduced by Pepsi. 1 
It is a  zero-calone 
sparkling beverage 
enhanced with vitamins

always a line at 
Krunchy Chicken

The show featured real video celebrities! 
Inside the Sherwood section was the 
Hagendorfl family, featunng their Hook to 
Cook Gourmet Food, next to a TV monitor 
of their video program.

Michelle Gravlin and Marc Berger 
of Piquette Market served up 
some scrumptious dips. Piquette 
Market also offers fresh and 
frozen meats and cheeses.

Ju ly  2 0 0 8  I 17



Keeping food safe Chairman's Message,
Continued from page 3.

Two national programs help suppliers and retailers address this issue

By Michele MacWilliams

With growing consumer concerns 
regarding food safety, it is important for 
retailers to be a source of knowledge and 
expertise. To this end, both the Food 
Marketing Institute (FM1) and the Grocery 
Manufacturers Association (GMA) provide 
useful information and programs.

FMI's SQF
FM1 operates the Safe Quality Food 

(SQF) Program, a fully integrated food 
safety and quality management protocol 
designed specifically for the food sector. 
SQF is the culmination of 10 years 
development and is designed specifically 
for the food industry with application at all 
links in the food supply chain.

SQF Certification provides an 
independent and external validation that 
a product, process or service complies 
with international, regulatory and other 
specified standard(s) and enables a food 
supplier to give assurances that food has 
been produced, prepared and handled 
according to the highest possible standards.

By purchasing food from an SQF 
supplier, retailers provide assurance to 
their customers that the food they sell is 
safe and of the highest quality.

The program provides independent 
certification that a supplier’s food safety 
and quality management system complies 
with international and domestic food safety 
regulations. This enables suppliers to 
assure their customers that food has been 
produced, processed, prepared and handled 
according to the highest possible standards.

GMA launches safety website
In addition to the SQF program, there 

is a helpful website that retailers and 
consumers can access to help sort out 
food safety issues. Launched by GMA, 
www.keepfoodsafe.org, is a new food 
safety information website for retailers, 
policymakers, the media and consumers. 
The site features a Food Safety 101 page 
and links to food safety stories.

“Food safety is in the news today like 
no other time in recent history and is the 
subject of intense debate in Washington,
D C.,” said GMA Senior Vice President and 
Chief Science & Regulatory Affairs Officer 
Robert Brackett, in a statement. The "keep 
food safe" site helps address this issue and 
offer assistance for consumers and retailers.

FMI briefs Hill staff on SQF
FMI recently conducted a 

briefing on its SQF Program for 
key House Energy and Commerce 
Committee Staff. FMI stressed that 
the SQF program, which is being 
supported by a growing number 
of supermarket companies, can be 
improved or upgraded quickly when 
necessary and is cost effective even 
for smaller food retailers.

more in the end. Remember 
that any percent of something 
is better than 100% of 
nothing.

These are easy points to 
follow once you have earned 
the respect and trust of your 
customer. Don’t be surprised 
if he begins to ask your 
advice in dealings with reps 
that are your competition.
Try to become his consultant/ 
confidante so to speak. 
Through time you might even 
become friends. That is the 
ultimate in the relationship.

As for “Mr. Retailer:”
1) Don't try to “beat the 

best price out of the rep” 
EVERY TIME he comes
in. The rep will dread his 
visit and begin to feel like 
a punching bag. He might 
actually hold back a deal or 
two because he can. Give and 
take has always worked well 
in business.

2) Show respect to the 
sales person. Understand 
that many things are out of 
his control and try to take 
advantage of what he does 
control. He is usually dealing 
with 10 to 15 other customers 
that day. He might even share 
some things with you about 
your competition.

3) DO NOT ASK 
THE SALESMAN TO DO 
SOMETHING AGAINST 
HIS/HER COMPANY’S 
POLICY. This is unethical 
and could get that person in 
trouble.

In this challenging business 
climate, it is imperative that 
all sides operate as flawlessly 
as possible. Retailers must fill 
customers' needs or risk losing 
them to the vast amount of 
competition out there. Sales 
people must have what is right 
or face the same dangers as 
the retailer.

Be ready to listen to what 
is being said and to focus on 
what is good for both sides. 
The relationship must become 
a partnership for it to be good 
for both sides.

James Yono, owner of 
Westland Foods in Westland, 
Michigan had this to say 
about his relationships with 
vendors: “It is important to 
me that I “look forward” to a 
visit from any rep that comes 
into my store. I appreciate 
professionalism and a person 
that has my business’ best 
interests at heart along with 
being able to fulfill his job 
duties. I have always treated 
visitors to my store with 
respect and have found that 
when I do this I receive the 
same in return. It becomes 
a good relationship for 
both. It starts at home and if 
administered correctly, carrien 
onto where you work.”

Mike Rosch, general 
manager -  Wine Division at 
General Wine and Liquor, a 
veteran in his industry and one 
of the best sales people I have 
known, said "Ultimately, 
the best working relationship 
between a sales rep and a 
customer is achieved when 
the customer is treated as a 
partner."

N.G.A. opposes proposed IRS reporting of electronic payments
In a letter to Senate Finance 

Committee Chairman Max Baucus 
(D-MT) and Ranking minority 
member Charles Grassley (R-IA), 
the National Grocers Association 
(NGA) strongly opposed a 
legislative proposal by the 
Internal Revenue Service (IRS) 
to require credit card issuers and 
processors to report to the IRS the 
amount of credit and debit card 
and other electronic revenue paid

to merchants annually. The IRS 
contends that small business is 
underreporting income and would 
use the reports to create a screen 
for IRS audits as a means to close 
the alleged “tax gap”

If the IRS felt that the industry 
average for electronic payment 
revenue in grocery stores or 
supermarkets were 50 percent of 
total sales, then the IRS would 
use that standard to compare

to a grocers reported income.
For example, a grocer’s tax 
return shows $2.5 million in 
gross income and the electronic 
payments report to the IRS 
shows $1.5 million in electronic 
payments, the IRS could audit and 
challenge that retailer because the 
sales weren’t $3 million.

The proposed discussion draft is 
based upon a false assumption of the 
IRS that small business significantly

underreports taxable income. In 
representing many small businesses 
in the retail grocery industry, N.G.A. 
is concerned that the proposal 
will result in inaccurate reporting 
of income to the IRS and subject 
grocers to costly IRS audits based 
upon unsubstantiated assumptions 
about a merchant’s ratio of credit 
and debit card transactions against 
other tender sources, such as cash 
and checks.
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.Organized retail crime 
continues to grow
Organized retail crime has 

mushroomed into a $15 billion per 
year problem for the grocery and 
drugstore industries, according 
to presentations given during the 
Organized Retail Crime — Issues 

and Opportunities” session at the 
2008 Food Marketing Institute Show.

During the past eight to 10 years 
|organized retail crime] has gone 
from a minor problem to a major 
problem, and it all has to do with 
the Internet” said John Griffin, mid- 
Atlantic investigations team leader 
for Target. Organized shoplifters 
were once forced to fence stolen 
goods through local pawnshops 
and flea markets, but now, online 
auction sites give them access to 
a national market where they can 
sell large quantities of merchandise 
anonymously. Griffin encourages 
retailers to use a combination of 
tactics, ranging from installing new 
closed-circuit television equipment at 
store level, to collaborating with law

enforcement and other retailers in 
their region to help bust large rings 
of thieves operating together.

If your place of business is the 
victim of organized crime, Dan 
Reeves, AFPD executive vice 
president of Food & Beverage 
recommends calling the police first, 
and then placing a call to him at 
(248)671-9600.

“If it appears that this is part of an 
organized ring, I’ll spread the word 
to other AFPD members via a fax 
blast,” Reeves said, adding that this 
practice has worked in the past to 
warn other retailers so that they can 
take steps to protect themselves and 
their businesses.

In addition, Detroit business 
owners can use a new feature on 
the Detroit Police Department's 
website to review the incidences of 
recent crime in their area. The site is 
accessible by going first to the City 
of Detroit’s site, www.detroitmi.gov 
and then click on Police Department.

SCADA SYSTEMS SECURITY is your trusted partner in Digital V ideo Surveillance.
Our specialists provide the right solution for your businesses security needs. 

After listening to your needs, we will provide you with a  FR E E  custom quote that 
lies within your budget. O ur goal is to m ake purchasing a security system easy! 

Our professional advice and support m ake the difference.
One source for reliable, proven, and unm atched personalized service.

18611 W . W a rre n  A ve. • D etroit, M l 4 8 2 2 8
P hone: 3 1 3 -2 4 0 -9 4 0 0
e-m ail: m ike@ scad ag ro u p s .co m

1-866-66 SCADA (72232)

Superiority! Stability! Simplicity! • Licensed, Bonded & Insured 
Security IT & Computer • Time Attendance • Access Control • Networking & Cabling 

Telephone Key Systems & Park • Service & Support • C C T V  • Point of Sale

S C A D A  S Y S T E M S
S c a n  C o n tro l &  D a ta  C o m m .

AFPD members meet with 
Ohio Senator John Carey

On April 25, a group of AFPD Ohio members attended a breakfast
meeting with their State Senator, John Carey (R. Wellston). The topics 
of discussion centered around legislative matters that are pertinent to 
AFPD Ohio members, including the Commercial Activities Tax (CAT), 
problems with retailers selling petroleum below cost, and credit card 
interchange fees. Pictured above were some o f the breakfast attendees:
(l tor)  Richard Davison, an independent Marathon retailer from 
Chillicothe; Chad Walters a Valero Chillicothe dealer; Ohio Senator John 
Carey; Jason Holzapfel, a multiple location owner based in Wellston; and 
Glenn Willis, also a multiple location owner based in Wellston.

Send M oney  
Globally.

M ake  M oney  
Locally.

M o n e y G ra m  o ffers  o n e  o f  th e  m o st c o m p le te  lines o f  
f in a n c ia l services in th e  ind ustry , in c lu d in g :

• International money transfer

• Money orders

• ExpressPayment• consumer-to-business 
emergency bill payment

1-800-MONEYGRAM* www.moneygram.com

M oneyG ram .̂
Mcotoiot AtPD ©  2004-2006 MoneyGram All rights reserved
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“Independents’ Day”
On July 4th. we celebrate our 

independence as a country. This 
month, in a play on words,
AFPD salutes our "independent " 
supermarkets, gas stations, grocery 
stores and convenience stores that 
work hard, day after day, to preserve 
the American spirit.

Baseball, hot dogs and apple pie 
are American icons known around 
the world.

This July 4th, as Americans set 
out to celebrate Independence Day 
by tuning their radios to their local 
baseball game and dining on hot 
dogs and apple pie, the independent 
retailer will be well stocked and 
ready to serve them along the way.

More than ever, the independent 
retailer must be aware of consumer 
trends and shopping patterns in 
order to stay solvent. Faced with 
competition from big box stores and 
chains that have the luxury of buying 
power discounts, the independent 
must offer products and services 
that appeal to their market. Carving 
out a profitable niche isn't always 
easy. However, keeping abreast

of new shopping pattern 
trends is one important role 
that the independent retailer 
can't ignore. To assist, AFPD 
provides the following synopsis 
of the Food Marketing Institute's 
(FMI) most recent shopping habit 
study, "Consumer Trends."

Price Power Grows
Most years, the increasingly 

diverse nature of the American 
population makes broad 
generalizations relatively 
meaningless. Instead, building 
successful links with a loyal shopper 
base requires keen attention to the 
specific needs of various niches.

However, with the economic 
outlook darkening, the power of 
price is asserting itself again — 
raising significant areas of concern. 
Shoppers showed renewed emphasis 
on price as a key factor in selecting 
a primary or secondary store. Yet. 
price is one of the main areas where 
shoppers see industry performance 
falling short.

As price sensitivity grows, even to 
shoppers with higher levels of income.

retailers are going to face a powerful 
squeeze between passing on rising 
food prices and the need to meet 
shopper concerns over those prices.

“We have noticed that our 
customers are looking at our ads 
more closely and shopping what 
is on sale," said Thom Welch 
of Hollywood Supermarkets 
in Southeast Michigan. “The 
independent retailer needs to be 
competitive and cross-merchandise 
those sale items,” he added.

The Other Half
As economic issues move to the 

center of the nation’s awareness, 
value shopping is grabbing 
headlines. The grocery shopping 
decision-making process has grown 
far more complex and smart retailers

will need to keep a close eye on 
shopper patterns. For instance, how 
will shoppers respond to private 
label products, many of which have 
considerably improved over the 
years, and some of which have also 
taken on a premium look and feel?

What’s more, the median household 
income in the U.S. remains around 
$45,000 per year. The strategies and 
merchandising that works for those 
in the upper half may be radically 
different than what works for those 
in the lower half, who were already 
struggling to make ends meet before 
the downturn took hold. Every 
economic downturn is unique and the 
strategies employed by both shoppers 
in stores in previous periods merit 
consideration along with examination 
to see if those same strategies are 
relevant today.

“The bottom line is, people can 
eat a whole lot better and cheaper at 
home than they can by dining out. 
The idea is to have quick and easy

Independents' Day,
Continued on page 24.

Insurance C o .SM
Admitted, Approved and Domiciled in Michigan

Endorsed by the AFPD as a Liquor Liability 
provider for 19 consecutive years!

© 2007 North Pointe Holdings Corporation

xcellent) by A.M, Best
Specializing in general liability and property, our programs 
are exclusively designed to meet the insurance needs of 
Michigan and Ohio businessowners.

• General Liability
• Liquor Liability
• Property
• Tool and Equipment Coverage
• Crime Coverage
• Garage Keepers Coverage
• Towing Coverage

Give us a call:

(800) 229-6742
Fax: (248) 357-3895; www.npte.com 

O R
call AFPD at (248) 671-9600 or (800) 666-6233
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KANSMACKER Super Series is a large capacity customer-operated plas­
tic, can and glass redemption center that counts, crushes and bags both 
plastic and cans. The glass Is returned in the Distributors' carton/cases.

STYLE WIDTH HEIGHT DEPTH
Rent Unload W/Side Glass 67" 72" 34"
Front Unload W/0 Side Glass 47" 72" 34"
ftont Unload W / Rear Glass 47" 72" 54"
Rear Unload W/ Rear Glass 47" 72" 54"
Am t  Unload W / Side Glass 67" 72" 34"
Rear Unload W/O Glass 47" 72" 34"

The KANSMACKER MINI 3 in 1 is a compact version o f the Super 
Series machine with a sm aller capacity customer-operated plastic, 
aluminum can and glass redemption center that counts, crushes 
and bags both p lastic and aluminum cans. The glass is returned in 
the Distributors' carton/cases. This machine can be configured in 6+ 
different possible configurations to fit a lmost any space provided.

VOLTAGE
110-115V 1 Ph (Standard Outlet) 

PERFORMANCE/CAPACITY
Glass— 40/minute— Holds up to 300 
Plastic—30-45/minute— Holds 160 

Cans— 50+/minute— Holds 720

STYLE

Front Unload W/O Glass

W IDTH HEIGHT DEPTH

32.5" 72" 33"

Front Unload W / Rear Glass 32.5" 72"

coiiT flC T  us f o r  n jo -d r y  
no  OBUGRTIOn FREE TRIM

Rear Unload W/Side Glass 53" 72"
VOLTAGE

110-115V 1 Ph (Standard Outlet) 
PERFORMANCE/CAPACITY

Glass—40/minute— Holds up to 140 
Plastic—30-45/minute— Holds 120-200 
Cans—50+/minute— Holds up to 480

III 379-8666 750 LAKE LANSING ROAD • LANSING, Ml 48906 
KANSMACKER.COM

Are y o u  in (h e  m cirket lo r  o  P o in t o f  S o le  S y s te m ?  
Then uie hove th e  Right Solution lor fill o f Your R eed s!

CATAPULT C^) Maitre D

Contact us for more information 
or a free in-store demo.

uuuuuu.m psm i.com
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ASSOCIATED* W V F P D
FOOD & PETROLEUM DEALERS, INC.

West Michigan
H o u b a y  Be v e r a g e  Sn o w

W e d n e s d a y , Se f t e m e e k  2 M t
at the DeVos Place, Grand Rapids

Show Hours:
Wed., Sept. 10, 2008 
2-7 p.m.
DeVos Place,
Grand Rapids, Ml 
303 Monroe Avenue NW

Ask your Sales Rep for Tickets or call 800-666-6233 for free tickets 
Admission Ticket Required—$12 at the door. 

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

Complimentary parking if you park at DeVos Place, Government 
Center or Louis Campau. Present the parking ticket at registration 
booth and you will receive a voucher for complimentary parking.

Call AFPD for m ore inform ation at: (248) 671-9600
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ASSOCIATED^ A F P D
FOOD & PETROLEUM DEALERS, INC.

S.E. Michigan Houday
Beverage Show

Tues. & Wed., September 23 & 24, 2008
f i n a n c i a l 46100 Grand River Ave. 

Novi, Michigan 48375
Show Hours:
Tues., Sept. 23, 2008 • 4-9 p.m. 
Wed., Sept. 24, 2008 • 4-9 p.m. 
(1 mile west of Novi Rd., Novi)

Ask your Sales Rep for Tickets! 
Admission Ticket Required— $12 at the door.

C om plim entary Parking. 
No bags a llow ed in or out. The law demands that 

you be at least 21 years of age to attend this show.

Call AFPD for more information at: (248) 671-9600
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MemberPROFILE

We all know that oil and water don't mix. right? 
They do if they are Aqua Exotics flavored waters 
and MGL Select cooking oils -  both products of 
Livonia. Michigan-based Global Distribution. 
Founders Tom Lin and Giulio and Mario Ledda. 
bring a long history of Asian and Italian restaurant 
experience into this partnership and want to tap into 
the growing demand for healthier food.

They introduced these new products, along with 
Little Diablo Salsa, at the AFPD Michigan Food & 
Petroleum Trade Show in April, to rave reviews.

"We're right now in a new wave with consumers.' 
GordonToffler, Global Distribution's marketing 
director told the Detroit News. "People are looking 
for ways to eat healthy. We want to be right on the 
cutting edge with what's happening in that arena.'

The Aqua Exotics vitamin waters, which retail 
for about $ 1.29 a bottle, feature flavors such as 
dragon fruit, pomegranate and mangosteen. but

offer less sugar than many other flavored 
waters and only 20 calories per serving.

The cooking products, designed to retail 
around $7.99 each, are made with rice 
bran, canola, palm fruit and coconut oils.
While the health benefits are important. Lin 
said the taste will bring customers back to 
these products.

“More than ever, people want to know 
where their food comes from, how it was 
prepared and the health benefits," said 
Michele MacWilliams. AFPD vice president 
of communications. "With the growing 
demand for organic foods, vitamin-enhanced 
beverages and products that don't include 
trans fats or artificial flavorings, companies that 
promote the health benefits of their products stand 
to gain market share,' she added.

Global Distribution is using the Michigan area

as its test market and plans wider distribution of its 
products in the near future.

For more information, contact Global Distribution at 
(734) 524-0100.

Global Distribution mixes oil and 
with Asian and Italian influences

water—

Independents' Day,
Continued from page 20.

meal options readily available and 
then promote these items. We’re 
seeing a whole generation of people 
who don’t really know how to cook. 
We must make meal preparation fast 
and easy for these folks,” said Welch.

Talk to Them!
Food safety is in the news and on 

shoppers’ minds. As the bouncing 
number of consumer confidence 
shows, shopper opinions can be wildly 
swayed by the events in the news. For 
the vast majority of shoppers, the store 
is their only connection to the food 
supply. While consumers may believe 
problems are caused at processing 
plants, at farms or other countries, their 
only place to take action is in the aisles 
of the supermarket.

This raises the question of what 
kinds of information could be best 
communicated through the store on 
labels, signs, by employees or even 
emails. New programs to better 
educate shoppers on food safety, 
sourcing, science and even problem 
alerts might all help stores better 
cement relations with shoppers and 
create improved food handling from 
farm to the family table. (Note: See 
related food safety article on page 18.)

The Most Important Meal

Retail food stores are seen as 
providing healthy and economical 
alternatives to restaurant meals, 
certainly two of the most important 
issues facing shoppers in 2008. 
However, shoppers don’t always 
behave as well as they suggest. Within 
the restaurant industry, much of the 
discussion centers on whether diners 
will trade down during an economic 
slowdown, moving more meals to fast 
food places and away from sit down.

The biggest cause for alarm in 
these statistics should surround the 
discussion of breakfast. Only about

one-third of shoppers are regularly 
having the first meal of the day at 
home, a statistic that would have been 
unthinkable a generation ago. After 
all, breakfast probably offers the most 
economical option, the simplest meal 
preparation and incredible diversity 
in healthy choices. Yet, breakfast 
is rarely merchandised as a meal. 
Whereas the typical McDonald’s 
changes signs and menus for 
breakfast, the supermarket breakfast 
offering remains largely unchanged. 
Cereal is still in one aisle, and milk 
in another. Although shoppers have 
changed drastically, little attempt is

made to promote breakfast as a meal 
with the same flair given dinnertime 
meal solutions. Nutritionists have 
long referred to breakfast as the 
most important meal of the day. 
Merchandisers may need to catch up.

Fresh Approaches
The important role that meat, poultry, 

fruits and vegetables play in the 
success of traditional retail food stores 
is clear. While supermarket share of 
many categories continues to slide, 
for this year meat and produce remain 
the critical areas where conventional

operators maintain shopper loyalty. 
However, the big box stores’ share of 
these products continues to improve 
and the near future may favor even 
more growth. Throughout FMI’s 
‘Trends,” shoppers show increasing 
concern about price and the economy, 
factors that favor big box stores. The 
independent retailer should focus on 
economy, quality and value in the fresh 
food aisles.

Independent retailers will be 
challenged to avoid the erosion in 
product dominance seen in areas 
like paper products or breakfast 
cereals. Already, retailers report

"Only about one-third of shoppers are regularly 
having the first meal of the day at home."

anecdotal evidence of trading down 
in their aisles and similar trends 
are beginning to surface in the 
foodservice industry, where quick 
serve restaurants are taking market 
share from sit down establishments.

“Gas prices are high right now and 
everyone is watching their wallet. 
This provides the retailer a tremendous 
opportunity to educate customers on 
the value of eating at home. Making it 
easy for them to do this by promoting 
time-saving meal preparation options 
as cost-saving as well, is one way to 
carve out a profitable niche and gain 
market share,” Welch maintains.

Of course, there is no single 
approach to winning shopper loyalty. 
Emerging issues like environmental 
concerns or bio-fuels continue to gain 
attention among an increasing share of 
shoppers. Even in difficult economic 
times, a significant share of customers 
seems ready to make environmental 
concerns, natural eating and health 
and wellness concerns key to their 
shopping decisions. Understand that 
there will be some trading down in 
the shopping patterns of most all 
customers -  from those struggling to 
make ends meet to the most affluent 
The most important thing in this 
economic downturn is to know your 
customer and anticipate their needs.
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Classified

iFM SALE: Well established food distributorship 
f complete with 2 stake trucks, 3 cargo vans 
1 a(1() all equipment. 2,000 sq. ft. of showroom 

space with offices and conference room 
‘ and 10,000 sq. ft. of warehouse space with 

industrial walk-in coolers/freezers. Please call 
Armen at Capital One Commercial Group at 
(248) 855-7753.
■ST FOOD RESTAURANT FOR SALE-in nice 
Detroit westside area on 7 mile rd. Newly 
remodeled, drive-thru, equipped to run, plenty 
of parking spaces. Good Investment. Owners 
looking to retire. If interested, please call Maria 
at (248) 980-45 58.

■ I SALE: BUSINESS OPPORTUNITY-W e ll 
established mini-supermarket and three rental 
spaces in strip-center. Located in Warren. Total 
space 15,000 sq. ft. Owner retiring. Call Bob at 
(506) 755-1616.
I N  MACHME FOR SALE-Tavlor brand slush 
machine for sale, model #349 with 4 flavored 
beverage cylinders that feature automatic defrost 
and power saver. Can provide you with start-up

S
s such as plastic cups, lids and straws. 
$9,999.00 firm. Please call Jay or John 

) 757-2130.

NT ST0RASE WAREHOUSE-Reasonable rates. 
Call (313) 491-1500.

STORAGE-Liquor, beer and wine storage. 
Licensed since 1946. Call (313) 491-1500.

BED EXTRA DRY ST0RASE7-Family owned 
Westside Cold Storage for dry or freezer space. 
Located at 3340 Trumbull Ave., Detroit, Ml. 
Accessible Monday - Friday 7:00am to 3:00pm. 
Reasonable rates, easy unloading/pickup and 
protected by Guardian Alarm. Call (313) 961-4783.

FOB SALE—Michigan thumb area convenience 
store. Beer, wine, lottery, gas, food & property. 
Call (810) 387-3390 or (810) 387-0154.

UQ00R STORE FOR SALE-Located in Muskegon 
West Michigan). Busy Location. Must sell, 
owner moving out of state. Asking $329,000. 
venous enquines only. Call (231) 288-0532.

*  BALE-Self serve rotisserie chicken warmer, 
JJJnading machines, pannini maker, 5hp 
Hobart meat grinder, ice table, 4' cigar humidor, 
soup station, compressor, gas heater, blower, 
cats, commercial cooking pots, pans, deli trays, 
snaMna & more! All in excellent condition, must 
« !  w st Bloomfield, Ml. Call (248) 626-2662 
ask for manager.

N M N i—4 acre commercial lot, more available, 
vacant. Roscommon County, Ml. Possible 

JJPwmariwt location in the center of town. 
K95.000 please call (989) 389-1428.

5 Plus acres with 25,000 sq. ft. retail 
ana storage building with phone, electric and 
"®ural gas. In the center of town. $495,000 
D*wse call (989) 389-1428.

? *  ONE— Alma, Ml. 14 plus acres 
expressway with 6 on & off ramps. Go 

*te, class A road. Natural gas at t 
* 2 "  and electric on the property. $495,0 

please call (989) 389-1428.

N U m fN H M D e tro it  Storage Co. Free pi
up Cal (313) 491-1500.

Pnce Reduced!! Bakery & pizza st< 
J r J ^ '  S-door walk-in cooler. High tral 

Shores- Building and busine 
« 11 c^sider leasing building. A mi 

* *  Lall Paul Mulier at (586) 212-3138.

nSwIwf? * * * *  ~  Great location (N/W Columbi 
Hetail gasoline station with convenier 

J m 3™ a,uto rePair Serious and confiden 
•Rumes only please. Call (614) 580-8505.

" J o  R000 FIRE SYSTEMS AND EXTINGUISH
pncin9 t0 3,1 AFPD mem be installs, remodels, inspections, rechargi 

ann ^  servicing auto paint bool 
R a n ^  Stratlons Al Prands: Ansul. Pvroche

___Servicing southeast*
Cal1 Ross at GALLAGH 

■He EQUIPMENT-800-452-1540.

Supermarket sales increase 4.6 percent
FMI unveiled its annual "state of the industry" research, saying 
that supermarket industry sales increased 4.6 percent in 2007, 
and same-store sales rose 4.2 percent, the highest mark for 
this performance measure in more than a decade. These 
gains, however, were largely offset by the 4.2 percent food- 
at-home inflation rate last year. FMI CEO Tim Flammonds 
said, "The industry performed quite well in an extraordinarily 
challenging y e a r ... Companies managed spikes in energy, 
commodity, healthcare and credit card interchange costs, 
along with relentless competition in the industry."

Red Bull protects its name
Red Bull North America, Inc. won another 
lawsuit against a bar for deliberately 
and willfully ‘ passing o f f  generic energy 
drinks as Red Bull, this time against 
Wet, a Chicago-based nightclub.
The judgment includes a permanent 
injunction against Wet and its employees 
that prohibits the practice and a penalty 
against the owners and operators of Wet 
in the amount of $679,827.48.

A nonprofit corporation and independent licensee 
of the Blue Cross and Blue Shie ld Association

How Committed is 
Your Health Carrier?
W h e n  it com es to  y o u r security  an d  p eace  o f  m in d , n o  insurance  

c o m p a n y  is as c o m m itte d  as Blue Cross Blue S h ield  o f  M ic h ig an .

To sign up today or fo r m ore  

in form ation regarding benefits  

and rates on Blues plans available  

to  Associated Food & Petroleum  

Dealers, call 248 -671 -9600 .

sWFPDASSOCIATED

FOOD &  PETROLEUM DEALERS, INC.

W e've  been  h ere  since 1939 , p ro v id in g  u n m a tc h e d  access to  doctors  

an d  hospita ls . W e  accep t e veryo n e , regardless o f  m e d ica l history.

In tim es  o f  tran s itio n  a n d  uncerta in ty , w e 've  b e e n  h ere  —  c o m m itte d  

to  M ic h ig an , c o m m itte d  to  you.

As y o u r needs c h an g e  —  as life changes —  you can d e p e n d  o n  th e  

n o n p ro fit  Blues to  b e  here, n o  m a tte r  w h at.

b cb sm .com
Blue Cross 
Blue Shield
o f M ich ig a n
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SUPPORT THESE AFPD SUPPLIER MEMBERS
ASSOCIATES:
AMR - Association Management

Resources ....................
Judeh & Associates

(734) 971-0000 
(313) 277-1986

AUTHORIZED LIQUOR AGENTS:
General Wine & L iq u o r ............. (313)867-0521
National Wine & Spirits 1-888-697-6424

1-888-642-4697
Trans-Con Sales & Marketing. 1-888-440-0200 

BAKERIES:
Ackroyd’s Scotch Bakery
Awrey Bakeries..................
Great Lakes Baking Co 
Interstate Brands/

Wonder Bread/Hostess.

BANKS/FINANCIAL SERVICES
ATM Depot..................
ATM of Amenca.............................
ATM of Michigan ........................
Bank of Michigan...........................
Bravo Tax........................................
Comenca B ank.............................
Community South B a n k .............
DTI Systems - Quick Capital___
Huntington Bank ....................
IPP of America...............................
Legal Collections...........................
Level One B a n k ...........................
MoneyGram...................................

. (313) 532-1181 
1-800-950-2253 

. (313)865-6360

(248) 588-3954

Netco Services___
Peoples State Bank. 
Quickserv Tax . . .  .

(248)414-9600 
(248) 932-5400 
(248) 427-9830 
(248) 865-1300 
(248) 336-1400 
(313) 222-4908 
(616) 885-1063 
(586) 286-5070 
(248) 626-3970 
(973) 830-1918 
(248) 982-2029 
(248) 737-1115 
(517) 292-1434 
(614) 876-7172 
1-866-286-9188 
(248) 548-2900 
(248) 586-1040

BEVERAGES:
7UP / American Bottling................(313) 937-3500
Absopure Water Co....................................................  1-800-334-1064
Anheuser-Busch Co...................................................  1-800-414-2283
B & B Beer Distributing Co............ (616) 458-1177
Bacardi Imports, Inc........................ (734) 459-2764
Brown-Forman Beverage C o ... (734) 433-9989
Brownwood Acres.......................... (231) 599-3101
Cadillac Coffee.................................(248) 545-2266
Central Distributors........................ (734) 946-6200
Coca-Cola Bottlers of Ml
................................... Auburn Hills (248) 373-2653

................. Belleville (734) 397-2700
.................................Metro Detroit (313) 868-2008
......................................Port Huron (810) 982-8501
Coca-Cola Bottling - Cleveland (216) 690-2653 
Coors Brewing Co . . .(513)412-5318
Dan Henry Distributing (517) 393-7700
Diageo.........................................................................  1-800-462-6504
Distilled Spirits Council of the US (202) 628-3544
E & J Gallo W inery.................... (248) 647-0010
Eastown Distributors......................(313) 867-6900
Fan-TCorp..................................................................  1-877-278-2807
Faygo Beverages, Inc.................... (313) 925-1600
Future Brands............................  (248)471-2280
Galaxy Wine ............................ (734) 425-2990
General Wine & Liquor Co............ (313) 867-0521
Great Lakes Beverage...........  (313) 865-3900
Hansen's Beverage ................. (313) 575-6874
Henry A. Fox Sales Co..............................................  1-800-762-8730
Hubert Distributors, Inc.................. (248) 858-2340
Imperial Beverage..........................(269) 382-4200
Intrastate Distributors ...........(313) 892-3000
J. Lewis Cooper Co....................  (313) 278-5400
Jones Soda............................  (269)217-4176
Kent Beverage Co. Inc............. (616) 241-5022
Liquor Group.................................. (248) 449-2987
McCormick Distilling Co................ (586) 296-4845
MGL Select ...............................(734)524-0100
Michigan Beverage Dist. LLC .. . (734) 433-1886 
Mike's Hard Lemonade ...........(248) 344-9951
Miller Brewing Company. 
National Wine & Spirits .

Pepsi-Cola Bottling Group
-D e tro it...............................................................  1-800-368-9945
-H ow ell ........................................................... 1-800-878-8239
-P o n tia c ............................... (248)334-3512

Pernod Ricard USA...................... (248) 601-0172
Petitpren, Inc. . .  . (586)468-1402
Premium Brands of Ml (Red Bull) . 1-877-727-0077
Skyy Spirits ...........................(248) 709-2007
Shaw-Ross International Importers. (313) 873-7677
Tri-County Beverage ................(313)584-7100
United Beverage Group . (404) 942-3636
X an g o .............................................(313)608-9847

BROKERS/REPRESENTATIVES:
Bob Arnold & Associates (810) 635-8411
CROSSMARK Sales Agency (734)207-7900
Property One Real Living . (614 ) 545-1421 
S & D Marketing . (248) 661-8109

CANDY & TOBACCO:
Martin Snyder Product Sales . (313) 272-4900
Nat Sherman...............................  (201) 735-9000
R J Reynolds .............................(336) 741-5000

CAR WASH:
Car Wash Technologies................(724) 742-9000

CATERING/HALLS:
A-1 Global Catering...........
Farmington Hills Manor. ..
Penna's of Sterling...............
St. Mary's Cultural C enter..
Tina's Catering....................

DAIRY PRODUCTS:
Buth-Joppe's Ice Cream .,
Country Fresh/Melody Farms
Dairymens ..........................
Edy's Grand Ice Cream.
Frosty Products......................
H Meyer D a iry ......................
Kistler Farms..........................
Pars Ice Cream Co................
Prairie Farms Dairy Co..........
Williams Cheese Co...............

. (248) 514-1800 

. (248) 888-8000 
(586) 978-3880 

. (734)421-9220 
(586) 949-2280

(616)456-1610 
1-800-748-0480 
1-800-944-2301 

. (734)656-1034 

. (734)454-0900 
(513) 948-8811 

. (269) 788-2214 

. (313)366-3620 
(248) 399-6300 
(989) 697-4492

. (248) 524-9550 
(586)727-3535

EGGS & POULTRY:
Linwood Egg Company 
Weeks Food Corp. .

ENVIRONMENTAL & ENGINEERING:
Environmental Services of Ohio . 1-800-798-2594 
Flynn Environmental, Inc.
Huron Consultants 
Oscar W Larson Co 
PM Environmental..

ICE PRODUCTS:
Arctic Glacier, Inc...............
U S. Ice Corp. ..

INVENTORY SERVICES:
PICS/Action Goh's.............

. 1-800-327-2920 

. (313)862-3344

. 1-888-303-8482

New England Coffee Co .
Old Orchard Brands___
On Go Energy Shot.................... 1-877-LIV-ONGO
Paramount Coffee.......................(517)853-2443

(847) 264-3800 
1-888-697-6424 
1-888-642-4697 
(717) 733-4036 
(616) 887-1745

INSURANCE:
AAA Michigan..........................1
Advanced Insurance Marketers 
Al Bourdeau Insurance Services 
Avizent...
BCBS of M ic h ig a n .................
CBIZ Benefits & Insurance

Services.................................
Charles Halabu Agency, Inc.. . .
Cox Specialty Markets...............
Frank McBride J r , I n c .............
Gadaleto, Ramsby & Assoc

-800-AAA-MICH 
(517) 694-0723 
(248) 855-6690 
(614) 793-8000 
1-800-666-6233

(614) 793-7770 
(248) 968-1100 

1-800-648-0357 
(586) 445-2300 
1-800-263-3784

Lyman & Sheets Insurance........... (517) 482-2211
McCarthy & Flynn ....................  (248)545-7345
Meadowbrook Insurance Group 1-800-482-2726
North Pointe Insurance..................(248) 358-1171
Rocky Husaynu & Associates .. (248) 851-2227 
Underground Storage Tank Insurance (Lyndall 
Associa tes.lnc)...........................(440)247-3750

MANUFACTURERS:
Art One Sign Expo, Inc.................(248) 591-2781
Burnette Foods, I n c ................ (616)621-3181
General Mills .............................(248) 465-6348
Old Orchard B rands.................... (616)887-1745
Red Pelican Food Products . . . .  (313) 921-2500
Signature Signs............................. (586) 779-7446
Singer Extract Laboratory........... (313) 345-5880
Williams Cheese Co...................  (989) 697-4492

MEAT PRODUCERS/PACKERS:
C. Roy & Sons............................... (810) 387-3975
Kowalski Sausage Company___ (313) 873-8200
Nagel Meat Processing Co. . (517) 568-5035 
Wolverine Packing Company . . .  (313) 259-7500

MEDIA:
Booth Newspapers ....................(734) 994-6983
Chaldean News.............................(248)932-3100
Detroit Free Press........................ (313)222-6400
Detroit N ew s................................. (313)222-2000
HSI................................................... (586) 756-0500
Michigan Chronicle...................... (313)963-5522
Suburban News—Southfield: ..  (248) 945-4900
Trader Publishing........................  1-877-792-7737
WDIV-TV4 ................................... (313)222-0643

POTATO CHIPS/NUTS/SNACKS:
Better Made Snack Foods........... (313) 925-4774
Detroit Popcorn Company............(313) 835-3600
Frito-Lay, Inc................................................................  1-800-359-5914
Herr’s Snacks................................ (248) 967-1611
Kar Nut Products Com pany___ (248)588-1903
Motown Snacks (Jays, Cape Cod)(313) 931-3205 
Nikhlas Distributors (Cabana). . .  (248) 582-8830 
Up North Jerky Outlets.............  (248) 577-1474

PROMOTION/ADVERTISING:
DBC America....................

(330) 452-9409 
. (248) 546-7250 

(248)620-0070 
. (517)485-3333

FRESH PRODUCE:
Aunt Mid Produce Co..................... (313) 841-7911

FUEL SUPPLIERS:
Atla* Oil Company....................
Central Ohio Petroleum 

Marketers, Inc.
Certified Oil C om pan y.............
Countywide Petroleum.............
Free Enterprise, Inc....................
Gilligan Oil Co of Columbus, Inc
Gillota, Inc..................................
Refiners Outlet Company___
Ullman Oil, I n c ..........................

PJM Graphics 
Promotions Unlimited 2000, Inc..

RESTAURANTS:
Ram's Horn .

1-800-878-2000

(614) 889-1860 
(614)421-7500 
(440) 237-4448 
(330) 722-2031 
1-800-355-9342 
(216) 241-3428 
(216) 265-7990 
(440) 543-5195

(313) 363-1875
Enterprise Marketing..................(616) 531-2221

(586) 981-5983 
(248) 372-7072

(248) 350-3430

SECURITY/SURVEILLANCE:
ADT Security Services, Inc (248) 583-2400
Axiom Protection Group Inc.. . (734) 942-1600
Freedom Systems Midwest, Inc.. (248) 399-6904
POS Systems Group Inc . . .  1-877-271-3730 
Scada Systems (313) 240-9400

SERVICES:
AAA Michigan ...................... 1-800-AAA-MICH
Advance Me Inc.......................... (770) 590-9822
Al Bourdeau Insurance Services 1-800-455-0323 
Amencan Communications of Ohio. (614) 855-7790
American Mailers.......................... (313) 842-4000
AMT Telecom Group....................(248) 862-2000
Bellanca, Beattie, DeLisle..........(313) 882-1100
BMC............................................ (517)485-1732
Carttromcs, Inc.............................. (760) 707-1265
Cateraid, Inc.................................. (517) 546-8217
Central Alarm Signal.............  (313) 864-8900
Clear Rate Communications........(734) 427-4411
Constellation New Energy...........(248) 936-9027
Cox, Hodgman & Giarmarco, PC. (248) 457-7000 
Cummins Bridgeway Power. . (248)573-1515
Detroit Warehouse Co..................(313) 491-1500
Diamond Financial Products___ (248) 331-2222
Dragon Payment Systems...........  1-888-285-6131
DTE Energy................................... 1-800-477^747
Excel Check Management.........(248) 787-6663
Financial & Marketing Ent............(586) 783-3260
Gadaleto, Ramsby & Assoc . . .  1-800-263-3784
Gasket Guy...................................(810) 334-0484
Great Lakes Data Systems.........(248) 356-4100
GTech Corporation .................  (517)272-3302
Integrity Mortgage Solutions . . .  (586) 758-7900 
Jado Productions.......................... (248)227-1248

Kansmacker....................................(248)
Karoub Associates........................ (517)
Legal Collections..................................... (248)
Lincoln Financial Advisors......................(248)
Marcoin/EK Williams & Co............................ (614) 837-
Marketplace Solutions................ (248)
Mekani, Orow, Mekani, Shallal, fc

Hakim & Hindo P C ................ (248) 229
Metro Media Associates......... (248) 625-
Network Payment Systems........  1-877-479
Platinum Wireless......................... (619) 654.
POS Systems Group Inc...............................  1-877-2714
Rainbow Tuxedo..................................... (248) 4774
RFS Financial Systems ........................ (412) 999
Secure Checks....................................... (586) 758-
Security Express..................................... (248) 304-
Shimoun, Yaldo & Associates, P.C.(248) 851-
Signature Signs........................................(586) 779-
Southfield Funeral Home............. (248) 569
Staples..........................................  1-800-69JJ
UHY-US.......................................... (248)355-'
Vemdale Products...................................  (313)
Waxman Blumenthal L L C ........... (216) 51-

STORE SUPPLIES/EQUIPMENT SERI
Belmont Paper & Bag Supply. . .  (313) 491-
Culinary Products...................................(989) 7J
DCI Food Equipment....................................... (313)369-1
DryB's Bottle T ie s .................  . .  (248)
EMS, Inc.......................................... 1-877-666-Mi
Envipco...........................................(248) 471-477C
Hobart Corporation.................... (734) 697-3*
JAYD Tags...................................... (248)730-2*
Leach Food Equipment D ist... . (616) 538-Mi
Lighting Supply Company............ 1-800-544-2*
MSI/Bocar..................................... (248) 399-2*
Mo Banners ......................................................... (248)688-5®
Petro-Com Corporation.................(216) 252-6*
Superior Petroleum Equipment.. (614) 5391®
Taylor Freezer................................ (734)525-2®
TOMRA Michigan.........................  1-800-6104*
Wayne Service Group................... (614) 330-3733
Wiegand Mack Sales & Service (313) 806-3251

WHOLESALERS/FOOD DISTRIBUTORS:
Broaster Sales................................ (989)427-5*
Brownwood Acres ..............................................  (231)5993*
Capital Distributors...................... 1-800-447-8*
Central Foods Wholesale......... (313) 862-5*
Chef Foods..............................................  (248) 7895319
D&B Grocers Wholesale............. (734) 5191715
Derby Pizza......................................(248) 6504451
EBY-Brown, Co.............................. 1-800-532-9275
Great North Foods........................(989) 356-2281
Hacienda Mexican Foods...........(313 ) 842-8823
Hispanic Foods Wholesale . . .  (313) 894-2100
H.T. Hackney-Columbus............. (614) 751-5100
H.T. Hackney-Grand Rapids___ 1-800-874-5550
International Wholesale............... (248)3598800
Interstate Brands/

Wonder Bread/Hostess.........(313) 8695600
Jerusalem Foods.......................... (313) 8491701
Kaps Wholesale Foods............... (313) 567-6710
Karr Foodservice Distributors . . .  (313) 272-6400
Krispy Krunchy Chicken.............(248) 821-1721
Liberty USA...................................(412)461-2700
Liberty Wholesale........................(586) 7593629
Lipari Foods...................................(586) 447-3500
MGL Select...................................(734) 524-0100
Nash F inch...................................(989) 777-1891
Nat Sherman................................. (201) 7399000
Nikhlas Distributors (Cabana). . .  (248) 582-8830
Norquick Distributing Co.......... (734) 254-1000
Piquette Market..............................(313) 875-5531
Polish Harvest.......................... (313) 758-0502
Royal Distributors of M l............... (248) 3591300
S. Abraham & Sons......................  1-800-477-5455
Sherwood Foods Distributors . . .  (313) 6597300
Spartan Stores, Inc........................(616) 8792248
SUPERVALU..................................(937) 374-7609
Tom Maceri & Son, Inc..................(313) 5690557
United Wholesale Dist...................(248) 3597300
Value Wholesale........................... (248) 967-2900
Weeks Food Corp...................... (586) 727-35305
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lini' 1()2 truck loading racks flexible logistics 180 barges^2 refineries 64 equity terminals nation's >th largest petro

Plus so much more...
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RELIABLE SUPPLY
uniN b4equit\ terminals nation's 5th largest petroleum refiner 4,100 sites interest in 7,400 miles ot pipeline ilex

Fblgers
For Branding Opportunities Contact:

Bruce Mabee at BCIVIabee@marathonpelroleum.com 
Waylon Walton at WDWalton@marathonpetroleum.com 

or call 1 -800-482-7755

} Fueling the American Spirit.
www.marathonpetroleum.com
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Looking for Brands 
Customers 

Recognize & Trust?

Lettuce Help.

"sp artan

For information on how Spartan Stores can help your business think smarter 

call 616-878-2248 or visit our web site at www.spartanstores.com

http://www.spartanstores.com
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