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For more inform ation on delicious Country Fresh ice cream flavors, 
or any of our fine milk and dairy products, call us o t one o f the 

convenient to ll-free  numbers below.

Country Fresh, Grand Rapids Country Fresh, Livonia
800- 748-0480 800- 968-7980

www.enjoycountryPresh.com

http://www.enjoycountryPresh.com
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The Importance of Mentoring

Why do individuals make the
choices that they do? Why do 
some go on to great success and 

others fall out and end up accomplishing 
nothing? Most people could achieve so 
much more if they paid attention to those 
who have knowledge to pass. Conversely, 
those with the knowledge have to be will
ing to offer it in a way that it will be well- 
received.

Mentors have played an important role in 
my life. In particular, there have been five 
men who have guided me personally and 
professionally. Let me take a moment to 
spotlight the mentors who have helped to shape who 1 
am today, and the important lessons I‘ve learned from 
them.

• The lesson of humility. The absolute best advantage 
that a boy can be born with is a father—a man who 
has dreams of his own that he wants to pass along 
to you. That was my dad, Aziz "Zeke” Zebari. Like 
so many of my counterparts and friends in this busi
ness, my dad was an immigrant. He came to this 
great country in 1953 and never looked back He 
worked harder than any man I have ever known. He 
never achieved the financial successes that many of 
his friends did. but more importantly, he never cared. 
He appreciated 
what he had and 
was content. I am 
happy to say that 
this was his most 
important tra it-  
humility.

• Don’t let those 
around you fail. As a young adult. 1 wanted to work 
in the professional world. However, without an edu
cation at 21 years old. things can be pretty daunting. 
Mike Rosch was a sales manager at a wine com
pany. I begged and pleaded with him to give me a 
job. I had no experience selling anything but some
how 1 convinced Mike that if he gave me a shot. I 
would not disappoint him. He did and I was suc
cessful—not because I was so talented but because 
Mike would not let me fail. Working for Mike was 
not always easy, and some of his conversations were 
very direct —but they worked. I carried his manage
ment style with me for the rest of my career and still 
fall back on many of the things that he taught me 
even today, nearly three decades later.

• Don’t just tell people what they want to hear.
Al Chittaro and I met on a softball field in the late 
1980s. As it turned out. we were competitors in the

soft drink business. We ended up 
playing together on our church team 
for many years, but more impor
tantly, we forged a friendship that 
remains priceless until this day. Al 
is the consummate gentleman, and 
I have always leaned on him for 
advice —whether it be regarding teen
age daughters or running an associa
tion. Al has never wavered, and more 
importantly, has never just told me 
something because that's what I want
ed to hear.
• Help people see themselves in 

fresh, new ways. Jim Bellanca loves to tell the 
story of how he wanted to fire me from AFPD 
when we first met. And yet, we connected on 
a level that we both could appreciate, despite 
the fact that we had nothing in common. He 
has made me look at myself in a way that no 
one ever has before. 1 have tried his patience on 
numerous occasions, but I have never felt that 
he wanted anything more than for me to be suc
cessful. Jim helped prepare me to be chairman 
of AFPD. but more importantly, he will be there 
for me afterwards.

• If it worked before, it will work again. Jim
Li pari is the 
founder of Lipari 
Foods. I went 
to work for JL 
later in my career 
when I "knew 
it all.” His sta
tus in this indus

try is iconic. Jim makes it a point to mentor his 
salesmen and show them how it is done. He 
will always make time to tell you about what a 
good salesman really is. I can honestly say that 
I thought I was a good salesman, until I got to 
know this man. At 81 years old. Mr Lipari still 
finds time for his "guys,’ and I am proud to 
say that I am one of them. His stories of sell
ing sauces and spices in the 1960s still ring true 
today. The biggest lesson I have learned from 
him is that when it comes to sales strategy and 
technique, what worked 50 years ago still works 
today.

The bottom line Take time to mentor -and open 
up your mind enough to let yourself be mentored.
In a business climate like this one, we need to 
share all the wisdom we have —and we need to be 
humble enough to welcome it.

C h r i s
ZEBARI
AFPD Chairman

When it comes to sales strategy 
and technique, what worked 

50 years ago still works today.
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Lower Your Cost of Payment Acceptance

Chase Paym entech , th e  endorsed p ro v ide r fo r  th e  Associa ted Food and P etro leum  Dealers (AFPD), 

has designed a p rogram  th a t n o t o n ly  provides exce p tion a l service, b u t a c tu a lly  low e rs  y o u r cost 

o f  acce p tin g  paym en ts. AFPD m em bers c u rre n tly  be n e fit fro m  exclusive p ric in g  -  in te rcha nge  pass 

th ro u g h  plus $0.07."

A cco rd in g  to  A uday P.Arabo, Esq., C h ie f O p e ra tin g  O ffice r, AFPD, "T he re  is n o t  a  c o m p a n y  th a t  even  

c o m p a re s  to  Chase P aym e n te ch  w he n  i t  com es to  serv ice , p r ic e  a n d  o v e ra ll s a tis fa c tio n  w ith  g e tt in g  

th e  jo b  d o n e  a t  th e  s to re  le v e l."

For more information, please contact us at 866.428.4966.

Pricing for A FP D  members is proportionate to the number of members enrolled in the AFPD/Chase Paymentech exclusive program The more AFPD  

members that sign up with Chase Paymentech, the more likely it is for your processing rates to decrease! Current pricing at interchange pass through 

plus $0 07 per authorization Additional fees may apply All rates subject to change without notice

A P r o u d  S u p p o r t e r

F O O D  &  P E T R O L E U M  D E A L E R S

C H A S E  O
Paymentech

ADV-066 1009 02009 Chase Paymentech Solutions All rights reserved



November 20,2009 
AFPD's Annual Turkey Drive 

Contact Harley Davis 
(800) 666-6233

February 12, 2009
AFPD's 100 Year Anniversary Trade 

Dinner & Ball “Diamond Jubilee” 
Rock Financial Diamond Center 

46100 Grand River Ave., Novi, Ml 
Contact: Auday Arabo 

(800) 666-6233

MICHIGAN UPDATES
• SSDA-AT/NCPR. Participated in SSDA-AT/NCPR 

annual board meeting and trade show.

• Quality Control Evaluations. AFPD conducted 
16 Quality Control Evaluations during the month of 
September.

• Food safety. AFPD conducted a SuperSafeMark 
Manager's food safety course and administered 
the National Registry for Food Safety Professionals 
examination.

• Food Marketing meetings. AFPD attended the 
Western Michigan University Food Marketing Advisory 
meeting and attended the Food Marketing Scholarship 
luncheon, which was also attended by two AFPD 
scholarship award winners.

• Food protection regulations. AFPD attended the 
Michigan Department of Agriculture Food Protection 
meeting to discuss updates in regulations.

• MUSTR. AFPD participated in an all-day committee 
meeting with Michigan DEQ to rewrite the Michigan 
Underground Tank Rules (MUSTR). AFPD continues to 
lobby for rules that retailers can afford.

OHIO UPDATES
• CATax. AFPD provided its Ohio lobbyist with numbers 

and a formula that reasonably could be substituted 
for the present CATax collection procedure. This 
recommended plan would move the CATax collection 
to the petroleum “rack,” resulting in more money for the 
state and a level playing field for our retailers.

• UST. AFPD attended the Ohio Underground Storage 
Tank (UST) public hearing where petitions to amended 
proposed rules were presented. AFPD continues to 
work with other associations to obtain UST rules that 
are reasonable to comply with at affordable levels of 
capital investment.

April 27 & 28, 2010
AFPD's 26th Annual Michigan 
Food & Petroleum Trade Show 

Rock Financial Showplace 
46100 Grand River Ave., Novi, Ml 

Contact Lauren Kopitz 
800-666-6233

Statement of Ownership
’ ’ ■e AFPD Food <S Petroleum Report 
USPS 082-970; ISSN 0894 -3567 ) is 
published m onth ly by  A R IO N  M e d ia  
Services for the  A sso c ia te d  F ood  & 
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• Late Night Liquor, Sunday Sales Bill. AFPD and 
its lobbyists worked to defeat language in the budget 
bill that would allow late night liquor sales and early 
morning Sunday sales, as well as efforts to include a 
tax on bottled water.

• Membership boom. AFPD enrolled 157 new members 
just for the month of September!

• Angel's Night. Attended meeting for Angel s Night at 
City of Detroit to discuss participation in preventing 
arsons and crimes on the days leading up to 
Halloween.

• Crime Stoppers. AFPD sponsored and attended 
Michigan Crime Stoppers Annual Dinner.

• Clean Energy Forum. AFPD attended the Clean 
Energy Economy Forum in Saginaw where federal and 
state of Michigan administration officials presented 
plans for the federal Cap and Trade legislation that has 
been passed out of the U.S. House and is now under 
debate in the U.S. Senate. As written, this legislation 
would be very detrimental to our members because
it would increase energy prices dramatically AFPD 
has joined with other affected entities to seek a more 
reasonable, affordable solution to the issue.

• Universal health care. AFPD attended a presentation 
by Michigan's U.S. Congressman Dingell and other 
federal officials on the topic of universal health care 
Since several different proposals have been floated, it 
was difficult to isolate the issues that would affect AFPD 
members. The “cut-off” level for mandatory employer 
participation appears to be somewhere between 20 and 
50 employees. AFPD continues to monitor the issue

• Franklin County Auditor meeting. AFPD has recently 
conducted two meetings with Franklin County Auditor 
Clarence Mingo to discuss various issues pertaining to 
our industry. Mingo replaces the retired Joe Testa.

• Fundraiser. AFPD attended a fundraiser for both Con
gressman John Kasich, candidate for Ohio governor, 
and Congressman Pat Tiberi of the 12th Ohio 
District. Both of these legislators have always had an 
open-door policy for our association and its members 
and have been very supportive in the past.
We will also be attending a fundraiser with State Rep. 
Kenny Yuko of the 7th District in Ohio.

- Workers’ Compensation. The group rated program for 
2010 continues to present major issues to employers. 
AFPD has attended several meetings with other as
sociations to represent our members on this very critical 
subject. BWC is making an attempt to reduce the group 
rating program to a rate that will harm businesses in 
Ohio severely.

• Commercial Activity Tax. As reported previously, 
AFPD was successful in passing legislation pertaining 
to penalties assessed against those violating the intent 
of passing the supplier portion of the CAT tax to their 
customers. Presently, we are developing a program that 
will allow businesses to report these violations to the 
Dept, of Taxation Commercial Activity Tax Division.

• Regional membership meeting. AFPD will conduct a 
regional membership meeting in Worthington, Ohio, on 
November 17th This will be a very important meeting 
to attend, as we will be updating AFPD members on 
issues such as New Buster Regulations, Commercial 
Activity Tax, Workers' Comp, and more.

v/v-ppnASSOCIATED 1  l l  X  J L y  
F O O D  &  P E T R O L E U M  D E A L E R S

EXECUTIVE OFFICE  
30415 W est 13 Mile Rd.
Farm ington Hills, Ml 48334
Tel. (800) 666-6233 • Fax (866) 601-9610
www.AFPDonline.org

O HIO  OFFICE  
655 Metro Place S., 
Suite 600 
Dublin, OH 43017
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Petroleum News & Views
Information of Interest to Petroleum Retailers, and Allied Trades

Meeting Regulations 
Costly for Gas Stations

A combination of environmental regulations, mandatory equip
ment replacements and upgrades, the recession, interchange fees, 
and competition from big-box stores is “putting the squeeze” on 
independent gas station owners around the country, USA Today 
reports.

Florida marketer Charlie Thomas is one example. He had to 
shut off his pumps last month, losing roughly half of his busi
ness, because he couldn't find a supplier to sell him the non-eth- 
anol gas that his current tanks hold. And he worries that a new 
state law requiring all stations to install tanks to pump fuel that 
contains at least 10 percent ethanol by year ’s end will force him 
to close his doors permanently, since he said he can’t afford the 
$200,000 necessary to replace his 40-year old storage tanks with 
double-lined tanks that store ethanol-added fuel.

“I don’t know what the future is going to bring me,” said 
Thomas.

About 3,000 independent gas stations closed ir. 2007 and 2008, 
according to Debra Reschke of National Petroleum News, leav
ing about 161,000 stations nationwide. The number appears to
have leveled off.

Among the many environmental and equipment changes affect
ing retailers across the country:

• Ohio. 19 counties must install vapor-recovery systems. The 
EPA is considering extending that mandate to all 88 counties 
in the state.

• California. Requires stations to install vapor-recovery sys
tems that cost between $50,000 and $80,000 per station.
Only 40 percent of the state's stations met the require
ment’s April 1 deadline. Jay McKeeman of the California 
Independent Oil Marketers Association estimated that 10 
percent of California's stations will close.

• Florida. Requires stations to have double-lined storage tanks 
by year's end. About 15 to 20 percent of the state’s stations 
have yet to comply.

"It is a very tough business to be in,” said Brandon Wright, 
spokesman for the Petroleum Marketers Association of America.

Reprinted with permission from NACS Daily News.

What Does It Cost 
To Sell a Gallon of Gas?

Even though the motoring public finds 
it hard to believe, every day for the 
typical c-store or gas station owner/ 

operator begins with a price check on a 
home computer, followed by a “price-survey" 
on the way to work. Only then will he/she 
decide any price move for the 
day. In fact, it is not unusual 
to monitor street prices as the 
owner runs errands during the 
day.

You do the math for 
your own location and think 
carefully before posting a 
price that will be taking money 
“out of your pocket." Keep in 
mind that the cost of overhead 
that must be factored into 
each gallon and added to the 
wholesale cost will equal an 
amount that you have to reap 
for your product before you 
make any money.

Some of the fixed and variable costs that 
you must consider include rent or mortgage, 
insurance (UST, property, casualty, workers' 
comp), utilities, payroll, uniforms, trash, 
windshield cleaning supplies, island 
maintenance

So take your wholesale price and add 
the cents-per-gallon factor that includes 
your expenses; that will result in your 
adjusted total cost to dispense a gallon 
of fuel. This is your break-even price. 
Obviously, if you want to make money, you 

need to charge more than 
your breakeven price.

While this exercise may 
seem daunting, a little time 
with a calculator and perhaps 
your accountant will open your 
eyes to the cost of selling 
any product in your store. It’s 
an important exercise: Even 
at a site with a one-million 
gallon annual throughput, 
each penny per gallon means 
$10,000 per year.

Even at a site with a one-million 
gallon annual throughput, 

each penny per gallon means 
$10,000 per year.

(bulbs,
paper, hoses, 
nozzles), and 
advertising 
to name a 
few. Add-up 
these costs, 
divide by your
annual gallonage, and you'll come up with 
a cost per gallon to add to your wholesale 
cost for fuel. And don't forget your highest 
expense other than payroll—something the 
typical consumer would never think of—and 
that is credit card fees. Yes, at least 2 
percent of the retail price of a gallon of gas 
is directed toward credit card fees.

The reality is that often 
you cannot afford to be the 
lowest price on the street.

Yet, instead of dropping your street price 
to beat the competition, why not evaluate 
the features and benefits of your location 
and your business compared to the 
competition's. Promote attributes that allow 
your location to shine in the motorists' eyes.

Visit other 
locations— 
maybe 
even your 
competitors- 
and see what 
you can offer

________________________  that they
don't and

promote that segment of your business.

Most importantly, be open-minded and 
flexible about change. Even ask your 
customers what products or services they 
want, or what they are buying somewhere 
else that you can provide for them. You IIM 
pleasantly surprised by the results.
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Manage your energy... 
from your fingertips.
D on 't ju s t use your energy -  con tro l it. M yEnergy Ana lyzer from  DTE Energy 

gives you the pow er to  m anage your energy righ t from  your com puter.

W ith  M yEnergy Ana lyzer at d teenergy.com , you can:

•  Iden tify  fac to rs , like changing w ea the r, th a t im pact your energy bill.

•  Get custom ized recom m endations on how  to  low e r you r m onth ly costs.

•  See w h a t you can expect to save by fo llo w ing  those recom m endations 

M yEnergy Analyzer is s im ple to use and easy to understand. Use your 

fin g e rtip s  to  get the in fo rm ation  you need to  manage your energy use.

V is it M yEnergy Analyzer at dteenergy.com.

EnergyDTE

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



AFPD, COVER STORY

Want toStandout? 
standiThen be Outstanding

By Carla Kalogeridis

With the variety of shopping options available to con
sumers these days —including big box stores, chain 
supermarkets, and online options —it's hard for the A 
local retailer to stand out from the crowd. Even 1
in a retailer's own backyard, there may be mul
tiple stores competing for that first spot on the 
customer's shopping list.

Competing is even harder in the current econom
ic environment where, quite frankly, there are sim
ply fewer customers to go around. “Our customer base 
has decreased because so many people have moved out of the 
city." says Jim Marrogy of Pick & Save Supermarket in Detroit. “Not 
only are we dealing with competition and tough economic times, but w< 
also have the challenge of a declining population in Detroit. We expect 
2009 holiday sales will be worse than last year's."

Gina Mangold, owner and president of Holiday Market in Royal Oak 
doesn't have the same level of eroding customer base as 
Marrogy must face, but she does have numerous com
petitors in her area. To make sure her store holds on 
to its customer base. Holiday Market focuses on 
outstanding customer service, exceptional value, 
and one more strategy that you might not expect: 
entertaining her shoppers.

"We work very hard to create excitement for 
our customers when they visit our store." she 
explains. “That's one way we have found to stand 
out from the crowd."

Holiday Market was created in 1954 by Mangold's par
ents. Tom and Jane Violante, as a small neighborhood butch
er shop and specialty grocery store with a focus on high-quality prod
ucts and friendly, neighborhood service. It proved to be a winning strat 
egy : Over the last half century, the store has grown from a mod
est 2,500 square feet to 60,000 square feet. The Violante's 
children, Tom Violante, Jr. and Gina Mangold, and her 
husband Craig Mangold, have overseen the growth 
that has allowed Holiday Market to feature pre
mium foods and wines from around the world, as 
well as freshly baked bread just out of the oven.
The family’s appreciation for fantastic cheeses, 
meats, and seafood rounds out the offering.

Admittedly, few people would call shopping for 4 0  ►
their weekly meal fare an “exciting" experience—so 
how does Holiday Market entertain its customers?

Mangold says that "something special" is happening in the 
store almost every day. For example, the day she spoke with AFPD's 
Food & Petroleum Report for this article, her store was in the midst of 
ebrating "Apple Week" by offering specials on apple butter, apple pie, 
even offering a caramel apple dipping station for the kids.

e
our

cel-
and

“We're having a party celebrating apples inside the store 
today," Mangold said. "Every Tuesday, our staff meets 

and we ask ourselves one question: 'What can we 
do to entertain our customers while they arc in 

our store this week?”’
Other ideas that have worked well for 

Holiday Market: Wacky Wednesday Whitefish, 
Oscar Mayer Weiner Week (which includes 

cooking hot dogs in the parking lot), celebrat- 
K  ing the foods and wines of a particular country 

(in October, the store featured Spain), walk-around 
wine-tasting (a special event called “Uncorked"), and a 

Pumpkin Carving Contest (customers upload a picture ol them
selves and their carved pumpkin to the store's website for a chance tu w in a 
$100 Holiday Market Gift Card.) Holiday Market also offers a popular cook
ing school with classes geared for children as well as adults.

Yet, even with all the creative and fun activities at the store. Mangold says 
she’s most proud of the passion her staff puts into customer

service. "Of course, we believe that you can’t buy a bet
ter steak anywhere and that our Fish is fresher than 

fresh," she says. "But what really keeps our cus
tomers with us is the incredible devotion of our 
staff. For example, we have a wine connois
seur who knows all our regular customers and 
what kind of wines they like. These custom
ers go find Brian every time they are putting 

together a special meal to ask for his advice on 
what wine to pair it with, and then he shows them 

what cheese would be an excellent complement to the 
meal as well. We have many customers who won t buy a 

wine that's new to them without First talking to Brian. All our people are 
motivated to give that kind of personal service.”

Personal service isn’t the only kind they give —Holiday Market manag
ers also participate in community service activities. "A ll 

our managers volunteer," says Mangold. "We beliese 
in community service.” In fact, the store holds a 

monthly "Iron CheF' type competition called 
"The Duel,” which raises money for charity.

Their volunteer work has not gone unnoticed. 
In late October. Gina Mangold and her brother. 
Tom Violante, Jr., were recognized as “Citizens 

of the Year” for Royal Oak. But Mangold says 
their devotion to the community goes both ways. 

"We expect our holiday sales to hold steady this 
year," she says. "Our community is concerned for our 

well-being, and as a result, our customer count has not gone 
down. We have been so dedicated to our community, and now in these tough 
times, our community is backing us."

Carla Kalogeridis is editor o f the AFPD Food & Petroleum Report
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Holiday Food & Beverage Show 2009
With a total of 137 exhibitors and 2,100 attendees, AFPD's annual 

Southeast Michigan Holiday Food & Beverage Show, held on September 
22-23, 2009 at the Rock Financial Center in Novi, Michigan, was the 
place to be for retailers and vendors gearing up for the busy holiday sea
son. Here's a snapshot of what attendees discovered at this popular event.

• Mike Peltz of National Wine & Spirits. ‘We really liked the con
cept of having the beverage and food vendors staggered up and down 
each aisle of the show," says Peltz. “It was nice for the attendees to 
have food and drink together in one spot." Peltz says that National 
Wine & Spirits participates in the AFPD Holiday Show each year for 
the visibility. “We also take advantage 
of the opportunity to connect with some 
of our smaller customers that we don't 
get to see as often," he adds.

* Dan Behrendt and Bill Rich of Staples.
"I think attendees at this year’s show 
were surprised to learn about what a full- 
service operation we are,’’ said Behrendt.
“Of course, we are very competitive on 
all the mainstream office supplies that 
people know us for, but we also have 
great prices on hats, shirts, posters, and 
banners.”

r  \tifi Nevw
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• Dave Orlando of Prairie. Dave 
Orlando says Prairie has numerous holi
day items that are sure to be a hit with 
consumers this season. “We're offer
ing egg nog, old recipe quarts, pumpkin 
spice drinks, cherry cordial, Irish cream, 
peppermint stick—all the old favorites 
and some new ones, too," said Orlando.
“We also usually see a boost in sour 
cream and milk-based products used in 
holiday cooking.”

Orlando says that Prairie’s sales have been 
on an upswing recently. “People are staying home and cooking more,” 
he said.

• Kendra Bittell of Paycor Payroll
Processing. AFPD has endorsed a 
new program through Paycor, which 
is the largest privately held (50 per
cent employee-owned) payroll process
ing company in the country. Based in 
Cincinnati, Ohio, Paycor is also the 
fastest growing payroll company in the 
nation, says Kendra Bittell.

Overall, the mood at the 
AFPD Southeast Michigan
Holiday Food & Beverage Show was cautiously upbeat. 
“Your sales will be just fine this season if you offer the right 
things for people on a budget,” predicted one retailer attend
ee. “It's tight out there, but people are still going to cele
brate the holidays on whatever level they can afford."

National Wine & Spirits' Mike Peltz believes holiday 
sales will be at the same level as last year’s—and possibly, 
better. “Like anything else, coming out of this economic 
slump is just going to take time,” he says.
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Let's Have a Talk About Cap and Trade, Senator
You wouldn't know from its title -  

the Clean Energy Jobs and American 
Power Act -  but proposed Senate 
legislation by this name has petro
leum directly in its crosshairs. It 
could drive up the costs of gasoline 
and diesel fuel to above $5.00 a gal
lon. according to the U.S. Energy 
Information Administration (ElA).

Not a good idea, you say? Most 
people in the petroleum industry 
would agree. But agreeing won't 
dodge the bullet. We have to tell 
Congress that putting an unfair bur
den on petroleum fuels is grossly 
unfair and will make a lot of their 
constituents extremely unhappy.

The proposed law is about reducing 
emissions believed to cause climate 
change (global warming). It plans 
to achieve that by slashing emissions 
from conventional fuels -  gasoline, 
diesel fuel, aviation fuel, other petro
leum fuels, natural gas, and coal.
The reductions would come mostly 
through the substitution of renewable 
fuels and the use of new technolo
gies. A steadily declining emissions 
cap would ensure this happens. No 
one knows how it will all work, but 
clearly, it could transform our exist
ing energy economy.

There's nothing wrong with 
addressing climate change and noth
ing necessarily wrong with capping 
emissions to do it. But there's some
thing seriously misguided about lay
ing so much of the burden on petro
leum, which most believe will be 
the Senate strategy when all provi
sions in its recently introduced mea
sure are tleshed out. While giving 
other industries mostly a free pass, 
this approach could force refiners to 
pay hundreds of billions of dollars

annually to buy emission allowances 
to be able to continue to refine fuels. 
The House of Representatives includ
ed such a requirement in a bill similar 
to that of the Senate, which it passed 
this summer.

Why discriminate against oil?
Maybe our legislators have a bias 
against it. though most consume plen
ty of it. Maybe it's the easiest way to 
line up the votes. But no matter which 
way you cut it, it’s a huge slap in the 
face to consumers of petroleum fuels

and to those who produce and sell 
them.

Placing the burden so dispropor
tionately on one industry could also 
drive up the overall costs of the bill, 
which private studies have estimated 
will eliminate millions of jobs (even 
allowing for the creation of green 
ones). The EIA estimates that legisla
tion similar to what the Senate is con
sidering could force U.S. households 
to pay up to $1,870 more for energy 
in 2030.

This bill is not just another ener
gy law we’ll forget about whether it 
passes or not. Nothing of its scale 
has ever been enacted before, and 
it threatens massive adverse conse
quences to millions of consumers 
and to all who work in the petroleum 
industry. The nation must address its 
environmental challenges, but what's 
being proposed threatens tremendous 
and unnecessary harm

And that’s exactly what we need to 
be telling our senators and represen
tatives. For information on how to 
make your views known to Congress 
on this issue, please visit www.ener 
gycitizens.org.

Reprinted with permission from the 
American Petroleum Institute

You can m ake a  difference this Holiday Season!
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A SSO C IA TED

FOOD &  PETRO LEUM  DEALERS

AFPD Member 
Exclusive!!

AFPD Endorsed 
Payroll 
Processing
Program

5  p a y c o r
p a y r o l  1 s e r v i c e s

Let Paycor Payroll Services 
take care of your:

• Payroll Management

• Human Resources Management

• Benefits Administration

• Time and Attendance Solutions

• Tax Filing and Compliance

• Workman’s Compensation

• Employment Screening Services

Advantages to AFPD members 
include:

• Special discount pricing for your 
company’s payroll!

• 2 year price guarantee!

• Paycor’s technology

• Paycor’s tax expertise

• Free consultation and payroll analysis.

• Flexible and customized reporting

• Easy access and controls.

To sign up for this program today, Call Kendra Bittell from Paycor at 
1-800-381-0053 or (C) (248) 915-8601 

Be sure to let her know you are an AFPD Member!

Members with Questions Call: Auday Arabo at the AFPD Office at 1 -800-666-6233!



Visa Clarifies Policy on PIN Pad Mandates
Visa recently 

hosted a webinar 
to clarify and reit
erate its PIN pad 

data encryption policy. Ross Snailer 
and Stoddard Lambertson of Visa's 
Payment Risk team led the presenta
tion that shed some light on what has 
been a much talked about topic for 
petroleum retailers.

During the call. Visa stated that all 
attended POS and kiosks must be 
Triple DES (TDES) compliant by July 
1.2010, but that fines to acquirers 
(and presumably merchants) would 
not occur until August 1, 2012. This 
announcement provides retailers addi
tional cushion to comply with the 
TDES POS mandates, but does not 
alleviate the requirement to upgrade 
POS terminals if the retailer wishes to 
continue accepting PIN debit inside.

"If a retailer was looking for the 
“drop dead' date for upgrading POS to 
TDES, August 2012 is it — but I rec
ommend taking a sooner, rather than 
later approach,” said Michael Davis, 
NACS vice president of member ser
vices. "The popularity of PIN debit 
with consumers looking to protect 
their data and get away from living 
on credit makes upgrading POS a no- 
brainer. It's usually less than $500 per 
POS to serve this consumer segment.” 

Visa also provided some ““good 
news” to the industry by reiterating 
that fuel dispenser terminal PIN pads 
will not have to be TDES compli
ant by the July 2010 date, but must be 
at least Single DES (SDES) Derived 
Unique Key per Transaction (DUKPT) 
by that date. Additionally, Visa stated 
that there is no ““lights on” mandated 
date for TDES beyond the July 2010 
date for SDES DUKPT or TDES. but 
reiterated that the retailer would be 
liable for any breach related to using 
non-TDES technology after this date. 
Visa stated that it would “monitor” the 
deployment of TDES over the next 
few quarters before it set a TDES-only 
date.

"This is huge for our retailers, as 
many have expressed their inability 
to financially swallow PCI compli
ance, which costs an average location 
$20,000. and upgrading dispensers to 
TDES at an average cost of $3,000 
per dispenser,” Davis continued. "Our 
average site operator made $40,000 
pre-tax last year. For them to invest in 
all mandates this year means operating

at break-even. This allows retailers to 
take the more cost effective approach 
of installing TDES capable PIN pads 
during pump upgrade cycles, rather 
than a blitz.”

According to NACS surveys of 
retailers, many retailers were electing 
to simply "turn off' PIN debit at the 
fuel island and process debit transac
tions as "signature' debit transactions 
if forced to choose between upgrad
ing or not.

"Our analysis of card costs has 
shown that signature debit, while 
much less secure for our customers, is 
now the same cost as PIN debit, but 
without the cost of having to upgrade 
PIN pads,” said Gray Taylor, pay
ments consultant to NACS. “‘We arc 
concerned that PIN debit interchange 
— which has risen an average of 15 
percent on a compounded basis since 
1996 — will price itself out of our

market, and shift significant transaction 
share to Visa and MasterCard while 
eliminating access to new payment 
card concepts that bring competition 
to the card payment market. Of course, 
if the latest Maestro PIN debit inter
change hike (78 percent) is any indi
cation, EFT networks will price them
selves out of our market without the 
TDES mandate.'

Visa noted that globally, standards 
bodies no longer recognize older PIN 
entry encryption standards such as 
Master/Session and. more recently, sin
gle DES (SDES) as sufficiently secure. 
Global bodies such as the International 
Organization for Standardization (ISO) 
and the American National Standards 
Institute (ANSI) have adopted triple 
DES (TDES) pin pads as the new data 
standard.

In an effort to accomplish what 
Visa describes as balancing “business

impacts with risks to the payment 
system,” Visa clarified the timeline:

• Visa will maintain its TDES 
usage implementation mandate 
of July I, 2010 with exceptions 
for petroleum retailers.

• For POS and Kiosks: Effective 
October 1, 2009, Visa will 
require quarterly reporting from 
sponsoring Interlink acquirers 
summarizing their merchant's 
TDES compliance status and 
plan to achieve full compliance 
for sponsored attended POS and 
kiosk activity. Effective August 
1,2012, acquirers may be fined 
for sponsoring any non-TDES 
compliant merchants or agents.

• For U.S. Petroleum Merchants: 
Effective October 1,2009, Visa 
will require quarterly reporting 
from sponsoring Interlink acquiF 
ers summarizing their merchant's 
TDES compliance status and 
plan to achieve full compliance 
for sponsored Automated Fuel 
Device (AFD) activity.

• Effective July 1, 2010. petroleum 
merchants must be using at least 
Single DES (SDES) Derived 
Unique Key Per Transaction 
(DUKPT) or TDES. Note: SDES 
DUKPT is not the end state - 
TDES is.

(Reprinted with permission from 
NACS Online.)

A

Candy, Fruit Flavored Cigarettes Now lllegs
The U.S. Food and Drug Administration (FDA) announced a ban on cigarettes with fla

vors characterizing fruit, candy, or clove. The ban, authorized by the new Family Sn 
Prevention and Tobacco Control Act, is part of a national effort by the FDA to reduce sn 
ing in America.

The FDA’s ban on candy and fruit-flavored cigarettes, which took effect in September, I 
lights the importance of reducing the number of children who start to smoke and who \ 
addicted to tobacco products. The FDA is also examining options for regulating both t 
cigarettes and flavored tobacco products other than cigarettes.

“Almost 90 percent of adult smokers start smoking as teenagers. These flavored ciga 
are a gateway for many children and young adults to become regular smokers,” said 1 
Commissioner Margaret A. Hamburg, M.D. “The FDA will utilize regulatory authority t 
reduce the burden of illness and death caused by tobacco products to enhance our Natio 
public health.”

Flavors make cigarettes and other tobacco products more appealing to youth. Studies I 
shown that 17-year-old smokers are three times as likely to use flavored cigarettes as s 
over the age of 25.

The FDA is taking several steps to enforce the ban. A letter recently sent to the tobaccoj 
industry provided information about the law, and explained that any company who conti 
ues to make, ship or sell such products may be subject to FDA enforcement actions. In a 
tion, the FDA encourages consumers to report continuing sales of flavored cigarettes t 
a special tobacco hotline (1-877-CTP-1373) and website (www.fda.gov/flavoredtob

VISA
V_____________ 7

12 I AFPD Food & P e tro leum R E P O R T w w w  AFPDonlinB

http://www.fda.gov/flavoredtob


MICHIGAN
LOTTERY

ON SALE NOVEMBER 91
DRAW ING ON OR AFTER JANUARY 6 , 2 0 1 0

• 12 P rizes o f  5/00,000 

• 2 ,0 0 0  Prizes o f  S5 0 0  

• 4 ,0 0 0  Prizes o f  $1 0 0

PLUS ALL-NEW $25,000 WEEKLY BONUS DRAWINGS
M ill io n a ir e  R a ffle  h a s  a d d e d  8  w e e k ly  b o n u s  d ra w in g s  fo r  $ 2 5 ,0 0 0 1  

B onu s d ra w in g s  w i l l  b e  h e ld  e a c h  w e e k  s ta r t in g  N o v e m b e r  18, 2 0 0 9  
th ro u g h  J a n u a ry  6 , 2 0 1 0 . The e a r l ie r  p la y e rs  b u y  a n d  en te r, th e  m o re  

d ra w in g s  th e y 'l l b e  in  a n d  th e  m o re  c h a n c e s  th e y  'll h a v e  to  w in . Plus, 
w in n in g  b o n u s  d ra w in g  ticke ts  o re  s till g o o d  fo r  th e  re g u la r  ra f f le  d ra w in g

OVER 6,000 WINNERS
O n ly  6 0 0 , 0 0 0  M i l l io n a ir e  R a ffle  ticke ts  w il l 

b e  s o ld  -  a n d  th e n  th e y 're  g o n e . Tell y o u r  
c u s to m e rs  to  g e t  th e ir  M il l io n a ir e  R a ffle  

ticke ts  to d a y  to  g e t  th e ir  s h o t a t:

•  G r a n d  Prizes o f  $ 1 ,0 0 0 ,0 0 0

OVER $800,000 IN TOTAL COMMISSIONS
The a r r iv a l o f  th e  n e w  M i l l io n a ir e  R a ffle  is g o o d  fo r  re ta ile rs  to o  

b e c a u s e  y o u 'l l  e a rn  $1 2 0  c o m m is s io n  o n  e v e ry  t ic k e t s o ld  
Plus, grand  prize-selling retailers receive a 

$5,000 bonus com m ission!

2 p 0s
e v e r
OF \NINN\N&
V \ , 0 0 0 £ ^



U SDA Launches'Know Your Farmer, 
Know Your Food' Initiative

Agriculture Secretary Tom Vilsack and Deputy Secretary Kathleen Merrigan 
recently announced a new initiative called “Know Your Farmer, Know Your 
Food," designed to begin a national conversation to help develop local and 
regional food systems and spur economic opportunity.

To launch the initiative. Secretary Vilsack recorded a 
video to invite Americans to join the discussion and share 
their ideas for ways to support local agriculture. The video, 
one of many means by which USDA will engage in this 
conversation, can be viewed at USDA’s YouTube chan
nel, www.youtube.com/usda. Producers and consumers can 
comment on the “Know Your Farmer, Know Your Food"
YouTube playlist, as well as submit videos or provide com
ments on this initiative by e-mailing KnowYourFarmer@ 
usda.gov.

“The ‘Know Your Farmer. Know Your Food" initiative, 
chaired by Deputy Secretary Merrigan. is the focus of a task 
force with representatives from agencies across USDA who 
will help better align the department's efforts to build stron
ger local and regional food systems. The USDA announced 
approximately $65 million in funding for “Know Your 
Farmer, Know Your Food" initiatives.

“Americans are more interested in food and agriculture than at any other time 
since most families left the farm," said Merrigan."'Know Your Farmer, Know 
Your Food' seeks to focus that conversation on supporting local and regional 
food systems to strengthen American agriculture by promoting sustainable agri
cultural practices and spurring economic opportunity in rural communities."

In the months to come, cross-cutting efforts at USDA will seek to use existing 
USDA programs to break down structural barriers that have inhibited local food

systems from thriving. USDA already announced a small initial group of move' 
that seek to connect local production and consumption and promote local-scale 
sustainable operations, including:

• Funding for collaborative outreach. USDA’s Risk Management Agency 
announced $3.4 million in funding for collaborative outreach 
and assistance programs to socially disadvantaged and under 
served farmers. These programs will support “Know Your 
Farmer" goals by helping producers adopt new and direct 
marketing practices.

• Proposed regulations. USDA’s Food Safety and 
Inspection Service proposed regulations to implement a new 
voluntary cooperative program under which select state- 
inspected establishments will be eligible to ship meat and 
poultry products in interstate commerce. The new program 
was created in the 2008 Farm Bill and will provide neweco- 
nomic opportunities for small meat and poultry establish
ments, whose markets are currently limited.

• Millions in grants. USDA’s Rural Development 
announced $4.4 million in grants to help 23 local business 
cooperatives in 19 states. The member-driven and member- 
owned cooperative business model has been successful for

rural enterprises and brings rural communities closer to the process of moving 
from production-to-consumption as they work to improve their products and 
expand their appeal in the marketplace.

As the “Know Your Farmer, Know Your Food” initiative evolves, the USDA 
says it will continue to build on the momentum and ideas from the 2008 Farn 
Bill and target its existing programs and develop new ones to pursue sustain
able agriculture and support for local and regional food systems.

Dear AFPD Members:
O nce again it is that tim e  o f the year w hen the O ld  Newsboys' 
C o o d fe llo w  Fund o f D e tro it and the D etro it Police D epartm ent 
com e together to  raise funds fo r the G oodfe llow s. G oodfe llow s has 
been in existence fo r m any years and has consistently contribu ted to 
fam ilies w ith  ch ild ren that are not as fortunate as others. These fam ilies 
receive G oo d fe llo w  packages that conta in  c lo th ing , hygiene products, 
and books.

The D e tro it Police D epartm ent w il l be ou t in the com m un ity  
so lic it ing  funds and se lling the G oo d fe llow  Newspapers on 
Monday, Novem ber 30, 2009, and is asking fo r your monetary 
donations on this date. Please note that donations are tax deductib le .

To make a con tribu tio n , w rite  your check payable to  the 
G oodfe llow s and m ail to Police C om m unity  Services, 7310 
W oodw ard , 3rd F loor D etro it, M l 48202, attention Sergeant 
Daran Carey. If you are unab le to  m ail your contribu tion , 
you may contact Sergeant Carey at (313) 596-2523 or 
(313) 220-1696, and a representative w il l p ick  up your donation 
before Friday, Novem ber 26, 2009.

Let us rem em ber that the 
ch ild ren w e help today w il l 
be  o u r leaders o f the  fu tu re .

Sergeant, S-309
Police Community Services

Old Newsboys’ Goodiellow Fund of Detroit
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M illions in New Grants Help Low-Incom e  
H ouseholds Access Healthy Food

Agriculture 
Secretary Tom 
Vilsack announced 

almost $5 million in 
grants for seven state 
agencies to simpli

fy the Supplemental 
Nutrition Assistance

Program (SNAP) application and eli
gibility systems and improve access to 
program benefits for America's low- 
mcome households. Formerly known 
as the Food Stamp Program. SNAP 
helps ensure that people have access 
to health) and nutritious food; the pro
gram is currently serving 66 percent of 
all who are eligible to participate.

"The federal government plays a 
vital role in combating food insecuri
ty and hunger, but it is through special 
partnerships that we can reach people 
w ho are most in need of assistance.” 
said Vilsack. “These grants w ill 
achieve our goal of increasing pro
gram access and participation among 
\mcriea\ most vulnerable citizens.”

This year's participation grants 
focus on modernizing and streamlin
ing the application process and eligi
bility systems or measures to improve 
access by eligible households. One 
priority for this year's grants is to 
fund projects designed to improve 
the retention of eligible households 
at the point 
of recertifica
tion. A num
ber of the proj
ects are receiv
ing funding that 
will support 
development or 
enhancement of 
on-line applica
tion systems that will facilitate both 
initial entry and retention of eligible 
households.

The other priority is to fund a part
nership between a state agency and 
one or more private non-profit organi
zations. The Food & Nutrition Service 
(FNS) which administers feder

al food assistance programs including 
food stamps, food distribution, supple
mental food for women, infants and 
children, school lunch, school break
fast, special milk, child care, summer 
feeding, and other child nutrition and 
family food assistance programs—con
tinues to encourage relationships with 

local nonprofit 
organizations 
to enhance 
communica
tion between 
the state agen
cies and the 
communities 
they serve. 

SNAP is
the cornerstone of the nation's nutri
tion safety net. It is the largest of the 
USDA's 15 domestic nutrition assis
tance programs and provides crucial 
support and a vital supplement for low - 
income households to buy the food 
they need for good health. SNAP also 
helps many make the transition to self-

sufficiency. Public, private, non-prof
it, and faith- and community-based 
organizations play an important role 
in ensuring that all eligible people 
know about SNAP and USDA's other 
nutrition assistance programs.

The six grantees benefiting from thi 
most recent announcement include:
• Michigan Dept, of Human 

Services
• Ohio Dept, of Job and Family

Services
• Florida Dept, of Elder Affairs
• Georgia Dept, of Human Resources 
= New Hampshire Dept, of Health

and Human Services
• Oklahoma Dept, of Human 

Services
• City of New York Human 

Resources Administration
SNAP supports individuals and fam

ilies in need by putting healthy foods 
within reach. For more information on 
SNAP and FNS, visit www.fns.usda. 
gov or contact Jean Daniel at (703) 
305-2281
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Quick Visits Hit a Wall
According to Information 

Resources, Inc. (1RI), the number of 
“quick trips” being made to every 
major food-retail channel was up at 
least 5 percent compared to 2008 — 
every channel, that is, except con
venience stores, which were flat. In 
addition, quick trips made to c-stores 
to buy beer were down 7 percent.

"Beer consumers have said they are 
trying to avoid convenience trips due

to the perceived higher costs,' said 
Dan Wandel, senior vice president 
of IRI. Chicago. "If [c-stores] want 
to start going after other consumers, 
we’ve got to start doing things differ
ently.”

Tom Fox. a partner in the CM 
Profit Group consultancy in Troy. 
Mich., added, "We have to rethink 
the store. It's based on impulse now, 
when people are using more lists for

shopping and planning ahead before 
they leave the house.”

Todd Jenncy, CEO of Martin & 
Bayley Inc. dba Huck's in North 
Carmi, 111., made changes too, intro
ducing a “Choose Your Brew" make- 
your-own six-pack offer that allows 
consumers to choose from many craft 
and import-beer singles. "I make more 
on a six-pack of that than I do on a 
30-pack of anything else,” he said.

Wandel said that's the kind of inno 
vation retailers need to embrace. “If 
you want to start driving new kinds 
of traffic, I suggest you start vary
ing your selection,” he said. “Work 
with your supply partners and look 
at the consumers who might not be I 
shopping the (beer] category now." 
Reprinted with permission from CSP * 
Daily News.

Economies of Scale: 
PepsiCo and Anheuser- 
Busch Form Landmark 
Purchasing Pact

PepsiCo and Anheuser-Busch 
announced a pact to jointly purchase 
a variety of goods and services in the 
U.S.. the Financial Times reports.

The agreement is believed to be the 
first of its kind between two large 
U.S. corporations and covers informa 
tion technology hardware, office sup
plies, travel, and transport and other 
goods and services.

Analysts said that the pact poses a 
competitive threat to Coca-Cola, the 
largest U.S. soft drinks company, by 
strengthening the relationship between 
PepsiCo and Anheuser-Busch InBcs 
(the latter company having b e e n  estah 
lished subsequent to InBev’s S53 bil
lion takeover of A-B earlier th is  year , 
Already, Anheuser-Busch’s B razilian 
subsidiary AmBev manages bottling 
and distribution of PepsiCo's product' 
in most of Latin America, so the new 
pact raises the possibility ol still fur
ther cooperation between PepsiCo an 
A-B in the U.S.

The purchasing pact "allow'' Mr 
companies to purchase goods and *■ 
vices more efficiently at competitive 
prices — effectively managing costs 
that can be reinvested back into area> 
that will grow their businesses, sal 
a statement released by the two com
panies.

The statement added that the two 
companies would form a team of pri 
curement experts who would addres 
common areas of spending, negotia' 
ing purchases on behalf of both com 
panies.

Analysts speculated that the pad 
could lead Coca-Cola to develop a 
similar strategic partnership w,lh 
SABMiller. the U.K. brewer and 
world’s second-largest beerc(>mpan'

L I B E R T Y

S O LU TIO N S  fo r  yo ur S U C C ES S

a full service convenience store supplier, 
exclusive AFPD supplier in Ohio

introduces. . .

&  B fV i i / ic X 's
W M m  p i z z e r i a

Servicing Pennsylvania, Ohio, West Virginia, Maryland, Delaware, 
New York, Kentucky and growing. Incentive programs that are 

unparalled, adding more profits to your bottom line. A state of the 
art food service program. Monthly flyers timed to maximize your 

sales efforts to the selling seasons. Working with you to build your 
business. Now why should you look into Liberty USA’s winning plan? 

You have nothing to lose, and everything to gain.

CONTACT OUR SALES DEPARTMENT FOR MORE DETAILS 
Phone: 800-289-5872 ■ 412-461-2700, ext. 3 

Fax: 412-461-2734
www.libertyusa.com ■ e-mail: salesmarketing@libertyusa.com
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Retailer SPOTLIGHT
Metro Foodland Celebrates 25 Years of Business in Detroit
Metro Foodland owner and AFPD board member Jim Hooks says strong community relationships 

and support from other industry players are key to survival during tough economic times

Jim Hooks. AFPD board member 
and owner of Metro Foodland. hum
bly admits that it was a combination 
ot factors that enabled him to run a 
successful business for 25 years in 
the Detroit area. His long history of 
experience in the grocery store busi
ness. strong ties with his customers 
and community, pricing flexibility, 
and support from other industry play
ers have all contributed to his super
market's success and longevity. Hooks 
says.

Along with two partners. Hooks 
started Metro Foodland in 1984 after 
purchasing an old Kroger store build
ing Having been in the grocery store 
business since 1969, Hooks had a 

hxI idea of what it would take to run 
the business. He eventually bought 
both his partners out -  one in 1999 
and the other in 2001. Now the busi
ness. known locally as one of the few 
Atncan American-owned and run gro- 

" store in the Detroit area, is run 
Hooks and his family members, as 

sell as some additional employees, 
k says that he is continually making

time to listen to 
his customers, 
and looking for 
improvement 
opportunities.

“People are 
having a tough 
time these 
days and need 
to make their 
money stretch 
as much as pos
sible,” says 
Hooks. “So 1 try 
to offer the low
est prices avail
able. Being an 
independently 
owned business 
gives me a bit 
more freedom to do this.”

Hooks goes on to explain that most 
supermarkets purchase their prod
ucts from the same suppliers, which 
means that prices are also pretty much 
the same from store to store. At Metro 
Foodland, Hooks says, he can lower 
prices on the fly without consulting

corporate head
quarters—like 
many grocery store 
chain managers 
must do—which 
gives him an 
advantage, espe
cially during an 
economic down
turn.

Another fac
tor contributing 
to the store's suc
cess is the store's 
location on the 
comer of Fenkell 
and Grand River 
in Detroit. Hooks 
says he experienc
es a high level of 

customer loyalty from the tight-knit 
community in which the store is locat
ed. There are three strong neighbor
hood associations -  Roscdale Park, 
North Rosedale Park, and Grandmont 
Community Association -  and he 
has belonged to all three for many 
years. In addition. Hooks says, he has

known several of his customers for 
many years.

‘‘When I started this business in '84,
I knew how to run a store because of 
my experience at Kroger,” say s Hooks. 
“But in some ways, it was much differ
ent from working at Kroger,” he adds. 
‘‘Before, if I had a problem. 1 could 
always call someone for help. But after 
starting my own business, I had to fig
ure every thing out on my ow n.”

Hooks adds that over the years, he 
has learned to take advantage of sup
port from other industry players, who 
have contributed to his success. Some 
of them include the Kroger stores 
he worked for in the past, where he 
acquired a great deal of experience; his 
food supplier. SUPERVALU, which 
helps him know which products he 
should stock on his shelves and how 
to merchandise them; and associations 
like the AFPD, which lobby for leg
islation and find business practices to 
improve and protect his industry.

“Being successful in this business is 
all about knowing your business and 
doing what you do well.” Hooks says

Being successful in this 
business is all about 

knowing your business and 
doing what you do well

.W tfPD AFPD Member Exclusive!!ASSOCIATED 
FOOD & PETROLEUM  DEALERS

Prepaid Cell Phone Program
Offer $ 5 0  Unlimited Talk Et Unlimited Text Nationwide

• Special Discounts on phones for AFPD Members!

• New and refurbished phones available

• All brands and models in pre-packaged blister packs

• Average 50% Profit on SIM Cards

• Receive a 10% residual on all sales and refills!

V O IC EA lUNLIMITED

Take Advantage of this Great Program and make some extra money!

program today, Call Peter Shammas from Airvoice at 1-888-944-CELL (2355) ext. 221. 
Be sure to let him know you are an AFPD Member.

Members with Questions Call: Auday Arabo at the AFPD Office at 1-800-666-6233!

N ovem ber 2009 I 17



Spartan Stores Introduces Nutrition Guide
While most of us know it is important to eat healthy and follow dietary 

guidelines, it’s often easier said than done. Busy lifestyles, tight food budgets, 
and confusing food labels can create obstacles for even the best intentioned.

Fortunately, Spartan Stores. Michigan's largest conventional supermarket 
operator, is introducing a new program called The Nutrition Guide through its 
West Michigan banners, D&W Fresh Markets and Family Fare Supermarkets. 
More than 16,000 products will be clearly identified with a color-coded label
ing system, indicating:

• Low sodium (tan)
• High fiber (teal blue)
• Gluten free (green)
• Sugar free (purple)
• Low calorie (yellow)
These categories are supported by

the Food and Drug Administration 
(FDA). A variety of foods that are low 
in fat, low in sodium, and high in fiber 
also will be identified with a heart label 
indicating they are heart friendly.

“Spartan Stores is pleased to have 
developed and introduced to our con
sumers a nutrition guide that is sim
ple, helpful, and easy to use,” says Jim 
Gohsman, director, business develop
ment, Spartan Stores. “More and more, 
consumers want to know the nutrition
al value of the food they are buying so they can make the appropriate choices 
for themselves and their families. Spartan Stores takes that feedback seriously 
and believes one of the best ways to help our consumers is to provide them the 
information they need right at the store.”

The U.S. Grocery Shopper Trends 2009 Report from the Food Marketing 
Institute found that only 15 percent of grocery store shoppers were extreme
ly satisfied with the nutrition information provided by their primary grocery 
store, 35 percent were somewhat satisfied, and 38 percent were neither sat
isfied nor dissatisfied. This, coupled with Spartan Stores 2009 independent 
research indicating the majority of consumers believe it is extremely or very 
important that their grocery stores of choice provide information about the 
health and nutrition benefits of the products they 
purchase led Spartan Stores to develop The 
Nutrition Guide program.

To introduce The Nutrition Guide. D&W 
Fresh Markets and Family Fare hosted a 
press briefing and interactive nutrition dem
onstration at their Grandville D&W Fresh 
Market Culinary Classroom in September.

Working for Spartan, registered Dietitian 
Heather Leets and an additional team of registered dietitians designed The 
Nutrition Guide program to highlight specific attributes on nutrition labeling 
on more than 16,000 food products sold in D&W Fresh Markets and Family 
Fare Supermarkets. Leets’s hands-on experience with providing healthy reci

pes (on a budget), on the web and in print ads, Ask the Dietitian web- 
based program, and participation in statewide health fairs heightened 
her awareness of the need for better labeling. She and her team have 
spent months designing the program and labeling system.

Simple, Easy Guidelines
“The beauty of The Nutrition Guide,” notes Leets, “is it is very simple 
to follow. The labels are all color-coded by FDA category. Any one. 
any age, any education, any language can quickly identify food attri
butes that are important to them, like low fat, low sodium and high

fiber for a heart friendly choice 
for healthy meal planning.

“For example, if you are a par
ent wanting to limit your chil
dren's intake of excess sugar, or 
someone who’s been newly diag
nosed with celiac disease,” she 
explains, “The Nutrition Guide 
shelf tags can be a helpful tool 
with your purchasing decisions.’ 

Leets emphasizes that The 
Nutrition Guide is not intend
ed to rank foods as ‘healthy’ or 
‘unhealthy’, but rather to simply 
call out foods that are low fat, low 
sodium, high fiber, gluten free, 

sugar free and low calorie, “making it easier to identify foods that 
may benefit you and your family’s health,” she says.

In addition, Leets is developing simple, healthy, affordable recipes 
that will often feature weekly sale items for customers to pick up in 
their local D&W Fresh Markets and Family Fare Supermarkets. She 
also provides online support through the “To Your Good Life" link on 
the Spartan Stores, D&W, and Family Fare websites.

Spartan Stores recognizes that older adults may have special nutri
tional needs and therefore has established ongoing educational pro
grams with Holland-based Evergreen Commons, the Forest Hills 
Senior Center, and Grand Rapids-based Gerontology Network.

Representatives from all three organizations 
attended the September 16th kick off and 
set up educational programs and store tours 
throughout their service areas.

Spartan Stores is the nation’s eleventh larg
est grocery distributor headquartered in 
Byron Center, Michigan. The company owns 

and operates 99 retail supermarkets through
out Michigan under the banners of D&W Fresh 

Markets, Family Fare Supermarkets, Felpausch Food Centers. Glen s 
Markets. Glen's Fresh Marketplace, and VG’s. Spartan Stores also dis 
tributes more than 40,000 private-label and national brand products to 
nearly 350 independent grocery stores in Michigan, Indiana and Ohio.

Look for 
these tags 
for nutrition 
information

r Spartan
_ Stores

The beauty of The Nutrition Guide is that it is very simple to follow. The labels are all 
color-coded by FDA category. Any one, any age, any education, any language 

can quickly identify food attributes that are important to them.
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Retailer SPOTLIGHT

Decades of Dedication
Long-standing AFPD member celebrates 50 years of full service.

* W (7
C

The Millers continue 
to operate an 
automotive repair 
shop, like most of 
the gas stations 
that opened in the 
1950s.

Eddie and Deanna Miller, owners of 
Arlington Marathon station in the Tri- 
Village area, stay on top of the latest 
industry developments, but also pride 
themselves on doing business the 
old-fashioned way in their Arlington. 
Ohio community gas and service sta
tion. The Millers have run the gas sta
tion since 1959. and have continued to 
provide full service at the pumps, as 
well as maintain an automobile repair 
garage -  just like most gas stations in 
that period.

People are surprised when they 
come in because they don’t see that 
too often anymore.” says Deanna 
Miller.

When Eddie Miller leased the busi
ness 50 years ago. it was a Texaco sta
tion. He bought the business outright 
25 years later and has been enjoying it 
ever since. They offer many kinds of 
repair work as well as gasoline.

"We do just about everything on 
an automobile that's got to be done,’ 
Miller says. “Anything but major 
overhauls of engines and transmis
sions.”

The Millers have been deeply root 
ed in their community for decades. 
In fact, they are the longest-stand

ing active AFPD Ohio members, 
having been a part of the organiza
tion through its many mergers over 
the years—from the Central Ohio 
Gasoline Dealers Association to the 
Independent Service Station and 
Repair Association (ISSARA), the 
Ohio Petroleum Retail & Repair

Association (OPRRA). and the 
Great Lakes Petroleum Repair Trade
Association.

Eddie Miller says he truly loves 
what he does. He has seen gas wars, 
economic ups and downs, switched 
from a Texaco station to a Marathon 
station, and shown his son. Mike, how 
to run the business, which he has been 
doing since 1997. Like his parents, 
Mike Miller says he loves his business 
and his community and feels grateful 
to be where he is. He says that the key 
to success is simple: good service.

"I love working with the people. We 
have an awesome clientele that has 
been doing business with us for many 
years,” Mike Miller says. “I do a good 
job, and they keep coming back.”

Deanna and Eddie say that they 
know the business is in good hands 
once she and her husband step back 
for good.
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Millionaire Raffle Offers New Twist

M. Scott 
BOW EN
Michigan Lottery Commissioner

On Novem
ber 9, 
Millionaire 

Raffle is back — 
just in time for 
the gift-giving 
season.

Like previ
ous Millionaire 
Raffles,
600,000 tick
ets will be sold,

______ __________  each with a
unique raffle

number. The drawing will be conduct
ed on or after January 6. More than
6.000 winning raffle numbers will be 
selected. The first six raffle numbers 
drawn will be awarded prizes worth 
$1,000,000 each; the next 12 will be 
awarded prizes worth $100,000 each; 
the following 2.000 will be awarded 
prizes worth $500 each; and the last
4.000 selected will be awarded prizes 
worth $100 each.

But this Millionaire Raffle offers 
a new twist: A second-chance draw
ing which gives players eight oppor
tunities to win an additional $25,000 
prize. To enter the “Millionaire Raffle 
Second Chance Sw eepstakes ” bonus 
drawing, players must submit one 
Millionaire Raffle ticket online at the 
Lottery’s VIP player website, www. 
playercity.net. Only Millionaire Raffle 
tickets sold for the January 6 draw
ing are eligible for entry and play
ers can enter as many times as they 
wish. Eight drawings will be conduct
ed between November 18 and January 
6. Each drawing will award one win
ner a $25,000 prize. Specific details 
regarding the drawings and deadlines 
for ticket entry can be found at www. 
playercity.net.

Make sure you tell your custom
ers to hold on to their tickets; they 
will have to present the original raf
fle ticket to Lottery officials if they 
win. Millionaire Raffle tickets will be 
available at all Lottery and Club Keno 
locations on November 9.

Holiday Tickets
This holiday season the Lottery will 
be introducing four new instant tick
ets; like other holiday themed tick
ets. these are sure to be popular with 
players. Two in particular are worth

Over 95 cents of every dollar 
spent on Lottery tickets is re
turned to the state in the form 
of contributions to the state 
School Aid Fund, prizes to play
ers and commissions to retail
ers. In fiscal year 2009, the con
tribution to schools was over 
$715 million. Since its inception 
in 1972, the Lottery has con
tributed more than $15 billion 
to education in Michigan. For 
additional information, please 
visit the Lottery's website at 
www.michigan.gov/lottery.tery.

Old Ticket Validation
Just as a reminder, winning online 
tickets generated prior to the Lottery’s 
conversion (on April 19. 2009) must 
be validated by touching “ValidateOk 
Ticket” on your monitor. You can then 
scan the barcode or manually enter tht 
ticket control number, less the last twc 
digits found across the bottom of the 
ticket and touch "send" to validate th: 
ticket.

mentioning: It's a Wonderful Life™, 
with a $2 price point, will feature five 
ticket scenes from the classic movie 
starring Jimmy Stewart and Donna 
Reed. In addition to top cash priz
es of $25,000. It’s a Wonderful Life 
gives players a second chance to win 
a VISAK Gift Card worth $2,500. To 
enter, players must submit their non
winning It's a Wonderful Life tick
ets at the Lottery's VIP Club web

Me Rich!" will be back in early 20K) to 
give players an opportunity to win mil
lions more.

Lucky 7s Raffle
Congratulations to all our retailers for 
selling winning Lucky 7s Raffle tick
ets. Knoll Brothers of Michigan, Inc. 
of New Buffalo and Maple & Haggerty 
Marathon of Walled Lake sold winning 
tickets worth $700,000 each. In addi

King Food Center in St. Clair Shores 
Sunrise Store 026 in Port Huron; 7- 
Elcven 32721 in Macomb; CVS 
Pharmacy 08077 in Plymouth: Brotts 
Grocery in Union City; the Rusty Nai 
Lounge in Canton; MC Short Stop 
in Maple City; Garfield Shop N'Go 
in Traverse City; Admiral Petroleum 
Co. ftl in Greenville; Jay’s Lounge 
in Niles; Westlund's Apple Market in 
Lansing; Abick’s Bar in Detroit: and 
the Nunica E-Z Mart in Nunica sold 
winning $70,000 raffle tickets.

site. Player City (www.playercity.net). 
Two lucky winners will be selected on 
December 22 to receive a gift card.

The $10 Holiday Riches™ ticket 
will feature $8 million in total cash 
prizes and top prizes of $500,000. 
Winners of $750, of which there are 
over 300 in the game, will be auto
matically entered into a drawing for a 
chance to appear in the January edi
tion of the Lottery’s TV game show, 
"Make Me Rich! ” Three lucky con
testants will be selected from the win
ners of $750 to appear on the game 
show. Of the three contestants, one 
lucky person will go home with an 
additional $500,000.

tion, the Gregory Market in Gregory; 
Meijer #54 in Northville; Cordial 
Party Shoppe in Taylor; Kroger #703 
in Canton; Elba Corners in Lapeer;

New Instant Tickets
In addition to the holiday lineup men
tioned above, on November 2 other 
themed tickets will be available, 
including Santa Cash™ for $1 and 5 
Golden Rings™ for $5. Instant tickets 
scheduled to arrive on November 23 
include Smokin' 55(7.9™ for $ 1. Alone 
Ball Bingo™ for $2, and Cashword 
Doubler™ for $2. The release date for 
these tickets is subject to change.

Make Me Rich
The Lottery game show debuted on 
October 16 with resounding success. 
During the half-hour game show, $4 
million in prize money and a 2010 
Ford Mustang GT were given away. 
Thank you to all the Finalists for par
ticipating in the show, and congratula
tions to our four lucky winners. "Make
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How to Create an Effective Safety Committee
Many businesses put the safety respon

sibility into the hands of an untrained 
employee. Safety can encompass OS HA 
compliance, workers comp issues, envi
ronmental concerns, and even plant or 
facility maintenance. The responsibili
ties can be burdensome, so establish
ing a safety committee can diffuse the 
-csponsibilities to a group of committed 
individuals.

Safety committees allow employees to 
actively participate in the safety process. 
They gain a better understanding of the 
issues and take responsibility in their 
actions.

Here are some tips to create an effec
tive safety committee
• Identify the purpose of the safety

sommiltec
•Outline its structure & responsibilities
• Delineate specific tasks
‘ IX*i iilc how members will be selected
• Establish a budget
• Identity what resources will
be needed

Bar Code Celebrates its 
35th Birthday

v  il or not. it was '5 years 
a I . n (he iirN| baK odi'd item w as 

|vanned ji a grocers store 
j  ■ I iiglcs s Juicy Fruit
k gum. and it w as scanned at 

n Troy, Ohio 
!v" 1 c 2b D74 I he pack of gum 

play -ii the Smithsonian 
' 1 mal Museum «'i

Frr van History Also interesting, is 
1 * check out girl who scanned it.

1 Hikhanan just retired from that

• Evaluate its ongoing effectiveness 
A well-functioning safety com

mittee has a clear purpose, and the 
meetings must be timely and concise. 
There is good communication and 
participation from all of the members. 
The committee should keep minutes 
and continually assess the perfor

mance of its actions. Always recog
nize the efforts of committee mem
bers and let the committee know it 
is accepted and valued.

A safety committee is not effec
tive if it is established merely to 
create more lev els of bureaucracy. 
Other pitfalls include autonomy or

not delegating tasks to all the mem
bers appropriately based on their time 
commitments, not evaluating their 
performance, and discouraging initia
tive.

For help on how to establish a safe
ty committee at your business, contact 
Frank Gates at (8(X)) 777-4283.

ASSOCIATED FOOD & PETROLEUM DEALERS

AFPD's 100th Year Celebration 
Needs Your Help

In com m em oration o f the 100th Year 
Ann iversary o f the Associa ted Food and 
Petroleum  Dealers. AFPD  is putting a together 
a centennial exhibition. “AFPD tru ly values its 
re lationship w ith the m em bers, and w e are very 
excited to be celebrating our 100-year ann iver
sary with the com panies and people who have 
been with us th rough
out many o f those 
years ” says Jane 
Shallal, AFPD pres i
dent and CEO.

AFPD is well into the 
planning stages o f its 
100th birthday ce lebra
tion. but the organ iza
tion needs the help of 
members to add items 
to the exhibition. As a 
result. AFPD is calling 
on industry colleagues 
w ho have historical m aterials and m em ora
bilia relating to the food, beverage, and petro
leum industry from 1910 to the present to loan 
these items to the association fo r disp laying in 
th is centennial exhibition The exhibition will be 
shown at the AFPD 100th Anniversary Trade

D inner on Friday, February 12, 2009, at Rock 
F inancial D iam ond Center.

“W e hope to include items such as letters, pho
tographs, films, artifacts, m em orabilia and other 
special pieces relating to the food, beverage, 
and petro leum  industries in th is collection," says 
Shallal. “This collection w ill seek to display our

Industry 's history in one 
place where we can all 
en joy It. Members can 
help round out the exh ib
it by showing their arti
facts

All retailers, m anu
facturers and suppli
ers are encouraged and 
welcom e to participate 
in this special exhibi
tion Security o f the a rti
facts on disp lay Is a top 
concern fo r AFPD, and 

protection o f the loaned items is assured before, 
during, and after the exhibition If you wish to 
share your special artifacts at this historical event, 
please contact Jane Shallal or Lauren Kopitz at 
(800) 666-6233 at AFPD or via em ail at jshalla l@  
AFPD online org or lkopitz@ AFPDonlm e org
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TheS O * A ry £Ai&
U.S. Food & D rug Administration

In recent years. U.S. consumers have faced 
food-borne-illness outbreak after outbreak 

linked to contaminated food. A complex, glo
balized food system, archaic food-safety 
laws, and the rise of large-scale production 
and processing have combined to create a 
perfect storm of unsafe food. Unfortunately, 

the hazards now come from all areas of the 
food supply: not only high-risk products, like 

meat and dairy, but also the must-eat components 
of a healthy diet, like fruits and vegetables.

The Food and Drug Administration (FDA) 
has put together a list of the top ten “riski
est’' foods that it regulates. Together, these 
ten foods alone account for nearly 40 per
cent of all food-borne outbreaks linked to 
FDA-regulated foods since 1990, as tracked 

by the Center for Science in the Public 
Interest (CSPI) using data from the Centers for 

Disease Control and Prevention (CDC) and else
where.

More than 1,500 separate, definable out
breaks have been linked to the FDA Top 
Ten. with almost 50.000 illnesses report
ed, ranging from temporary gastrointestinal 

f  distress to long-term disability and death. 
While this data represents the best data avail

able from the CDC. the hurdles to accurate 
outbreak tracking are many:

• People rarely see a doctor to treat food-borne 
illness.

• Those who do are often treated without the 
lab testing needed to document the cause of 
the illness (the pathogen involved).
• Illnesses need to be investigated by state 
health officials to be identified as part of an

outbreak.
• States often lack the resources to conduct 

thorough investigations to identify the food
involved.

• Outbreaks that are investigated must be 
reported to the CDC.

Thus, the outbreaks included here represent 
only the tip of the iceberg of food-borne ill
ness. In fact, in 1999. the CDC estimated that 

for each case of salmonellosis that is clini
cally diagnosed and reported to health officials, 

another 38 cases were unreported. All told, unsafe 
food causes tens of millions of illnesses, hundreds of thousands of hos
pitalizations, and thousands of deaths every year in the United States.

Unfortunately, many of the FDA Top Ten are some of the healthiest 
and most popular foods consumed in the U.S. While some are already 
considered “high-risk” foods, others are surprising. The FDA Top Ten 
Riskiest Foods are (the list includes only those foods monitored by the 
FDA):

1.

2.

3.

5.

7.

8.

Leafy greens (363 outbreaks involving 
13,568 reported cases of illness)
Eggs (352 outbreaks involving 
11.163 reported cases of illness)
Tuna (268 outbreaks involving 
2341 reported cases of illness)
Oysters (132 outbreaks involving 
3409 reported cases of illness)
Potatoes (108 outbreaks involving 3659 
reported cases of illness)
Cheese (83 outbreaks involving 
2761 reported cases of illness)
Ice cream (74 outbreaks involving 
2594 reported cases of illness)
Tomatoes (31 outbreaks involving 
3292 reported cases of illness)

9. Sprouts (31 outbreaks involving 
2022 reported cases of illness)

10. Berries (25 outbreaks involving 3397 
reported cases of illness)

Reported outbreaks from the Top Ten riskiest 
foods in this report represent the tip of the ice
berg. Unfortunately. FDA is saddled with out
dated laws, and lacks the authority, tools, and 
resources to fight unsafe food.

Congress is working on legislation that makes 
much needed changes to bring our food safety 
system into the 21st century. Legislation current
ly being considered in Congress would create a mi 
ern food safety program at FDA. It would ensure 
that food processors design and implement food 
safety plans, provide specific safety standards 
food growers would have to meet, and require 
FDA to visit high-risk plants every 12 months or 
less, and most other facilities every three to four 
years. The bills also put new safeguards in place 
for imported foods, making importers ensure that

domestically grown and processed food.
These bills strive to give consumers farm-to-fork 

protection. The House of Representatives passed 
H.R. 2749, the Food Safety Enhancement Act, 
on July 30, 2009. The Senate now needs to pass 
S. 510. the FDA Food Safety Modernization Act.
This bill is in the first step in the legislative pro
cess. Introduced bills and resolutions first go to 
committees that deliberate, investigate, and revise 
them before they go to general debate. Many nonprof
its and consumer watch groups are calling for Congress to 
complete its work on food safety legislation before the end of this year.

The FDA Top Ten Report was researched and written by Sarah 
Jacqlyn Witmer, Amanda Tian, and Caroline Smith DeWaal on behalj ofl̂ e 

Center for Science in the Public Interest (CSPI), a non-profit organi:^10"
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Good Time for Suppliers to Target Independent Retailers
By David Orgel

li seems that no matter how many 
years go by. independent retailers still 
get second-elass treatment from many 
in the food industry.

This isn't about to change any time 
soon, based on some of the latest 
news reporting. A recent webinar pre
sented b\ the Food Institute includ

ed a prediction that smaller retailers 
will continue to see declining atten
tion from suppliers. "If you are not 
in the top tier, it is likely you w ill see 
decreased supplier investment, not 
only in the form tit promotional sup
port. but also in other softer kinds of 
investment, like personnel and intel
lectual property.” said Jim Hertel,

managing partner at consulting firm 
Willard Bishop, who spoke during the 
webinar.

This forecast coincides with recent 
reports that smaller wholesalers ser
vicing independents arc getting less 
attention from their suppliers, who are 
cutting back to slash costs.

None of this is surprising, because

all kinds of companies are reduc
ing expenses, and independents have 
long felt the brunt of these kinds of 
pullbacks. Small retailers, you may 
recall, were considered a dying breed 
not long ago, only to reemerge and 
reclaim relevance. This time around, 
there arc important reasons to believe 
suppliers might want to give indepen
dent operators a second look. Here are 
some of these factors:
• Suppliers of brands are under 

pressure as major chains chart 
unprecedented growth plans for 
private label. In contrast, inde
pendents haven't been as active or 
enthusiastic about growing store 
labels and have been more loyal to 
brands.

• Some big retailers are proac
tively pursuing SKU reduc
tions that are cutting out certain 
brands. For example, Wal-Mart 
will increasingly be reducing cate- I 
gories and seeking more marketing 
dollars from brands that it partners 
with. All the more reason for sup
pliers to look further afield to inde
pendents to help bolster their posi
tion.

• The best independents are still 
very close to their customers and 
are leaders in local marketing.
Despite all the efforts by major 
chains to make progress in this 
regard, local businesses continue to 
provide better service to their com 
munities.

• Independents are on surprising!' 
solid footing. Last y e a r  th e ir  store 
margins, same-store s a le s , and 
average inventory l e v e ls  all rose, 
according to the 2009 Independent 
Grocers Survey from th e  National 
Grocers Association and FMS 
Solutions.

“It might be time for CPCls to final 
ly make the investment that indepen 
dents have hoped for,” said Frank 
DiPasquale, executive vice president 
NGA, who cited chain retailer pri
vate-label growth and SKU reductions 
among the reasons.

The point is not that supplier sh°uk 
abandon chains and redirect all effort" 
to independents. However, they 
should review their retail customer 
accounts and consider whether inde
pendents deserve more weight

David OrKel is editor in M  
of Supermarket Nr** 

Reprinted with p e rm it
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AFPD Member Exclusive!!

Tdy$ Hdogen-Dazs)

A FP D /N estle  Ice C ream  ProQram
AFPD M em ber Stores th a t qualify as Independent Supermarkets w ill receive a 
2% quarterly  rebate  on a ll Nestle Net Ice Cream Sales when they dedicate  
50% of th e ir ice cream  space to Nestle Ice Cream brands.

All o ther AFPD M em ber Stores (Gas Stations, Convenience Stores, Liquor Stores, 
e tc .)  w ill receive a 9% quarterly rebate on all Nestle Net Ice Cream Sales if  the ir  
store sells Nestle Ice Cream brands Exclusively.

All other AFPD Member Stores (Gas Stations, Convenience Stores, Liquor Stores, etc) 
will receive a 2% quarterly rebate on all Nestle Net Ice Cream Sales if  their store sells 
Nestle Ice Cream brands and other competing ice cream products.

All rebates w ill be paid out through the AFPD office once a quarter.

A ll freezer equipm ent and helpful point of sale fixtures for this program are FREE! 
(Subject to Pre-Quailification by Edy’s Sales Representative, quarterly sales to  
be evaluated .)

To sign up fo r  th is  program  today, c a ll M ike Pecoraro fro m  N estle  a t 1-800-328-3397 e x t. 14001 
Make sure you te l l  h im  you a re  an AFPD m e m b er!

M em bers w ith  Q uestions C all: Auday A rabo a t th e  AFPD O ffice  a t 1 -800-666-6233!
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A Business Disaster Can Destroy Your Small Business
By Denise O’Berry

One of the biggest threats to any 
small business is a disaster. And as 
last as you can say business disas
ter. your business can go up in smoke. 
Most small business owners think 
a business disaster won't happen to 
them, so they never take time to plan. 
But the statistics tell a different story.

According to the Institute for 
Business and Home Safety (IBHS). 
about one fourth of all businesses 
hat dose because of a disaster never 
.•open. That is a startling statistic.
With disasters like hurricanes, tor

nados. fires, floods and terrorism, to 
name a few. it's critical for small com
panies to have a disaster plan and to 
make sure the plan is practiced and 
tested to ensure there aren’t any gaps 
that could prevent your business from 
citing back to business. The Small 

Business Administration (SBA) offers 
a quick disaster planning guide to 
help sou focus on the key issues to 
address. To obtain a copy, visit www. 
'ba.gov/idc/groups/public/documcnts/.

Any small business owner can min- 
imi/e the damage by simply having 
proactive strategics in place to deal 
w ith an emergency when it happens. 
When you consider all the disasters 

could impact your business, it's 
vary What if:

>ou arrive at your business to find 
it vandalized and all of your 
customer records missing?
Tuir most critical employ
ee becomes ill and requires an 
cUendod absence?
'>"ur computer hard drive (or net
work) crashes?

* 'h'u become the primary care 
•mcr lor a sick family member?

11 become ill and can't manage 
"ir customer commitments?

"̂ur business becomes inacces- 
1 because of an emergency on 

><>ur Mieet?

" nld you do? Would your

■rs its eligible members and 
' êes m Michigan the flex- 
.eace of mind that comes 
’ d,e coverage through Blue
e Shield 
S ad page 30.

business survive? What would you 
grab if you had to leave your busi
ness quickly? After the emergency, 
how would you communicate with 
your employees? Customers? How 
long would it take to get back to 
business as usual?

Without a disaster plan, you'll 
have a harder time getting back 
to work. That’s tough to do if you

have no plan for action and little 
money to move forward. The time 
to formalize a game plan for an 
emergency is before it happens. 
Do it now.

Denise O 'Berry is a small busi
ness expert, providing tools, lips 
and advice, helping small busi

nesses be successful 
(www.openforum.com).

Double Dipped

Chocolate
p e a n u t s

w hole
Cashews

m

Sweet n salt 
Select

Celebration Blent

?* r ;

Roaeted, Salted
MIXED
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(Car's providing you and your customers th e  BEST:

-VALUE SERVICE K a rtN u U
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Consumer

ASSOCIATED^/ U p]P]D
F O O D  &  PETRO LEU M  DEALERS

AFPD Member Exclusive!

CHASE O "
Paymentech

AFPD C re d it Card  
Processing Program

• Interchange Pass through (Cost price for interchange 
depending on the credit card used) plus 7 cents 
authorization fee per transaction is all you pay!

. NO OTHER FEES!
(No statement fee, No monthly fee, No botch fee, etc.)

• If we do not meet or beat your current credit card 
processing agreement, you will receive a ONE YEAR FREE 
AFPD Membership! (subject to  com patibility w ith  your current POS System)

• Free analysis of your current statement.

• The more AFPD retailers sign up for this program, the lower 
the transaction fee will go. Our goal is to reach 5 Cents 
authorization fee per transaction within one year.

• Those that sign up today will have their transactions fee 
lowered every time the AFPD rate goes down automatically!

• Free credit card processing supplies, such as the free 
thermal paper, etc.

• Chase Paymentech will even pay for the shipping freight cost 
of your processing supplies!

To sign up for this program today,
Call Jim Olson from Chase Paymentech at 

1-866-428-4966
and let him know you are an AFPD Member Or FAX 

him your credit card processing statement to 
1-866-428-4971 (fax).

Members with Questions Call: Auday Arabo 
at the AFPD Office at 1-800-666-6233!

Retail Recovery:
Light at the  End o f the  Tunnel

Darlene Quinn thinks that Federal Reserve Chairman Ben Bernanke sounds 
like a reverse Chicken Little.

While the head of the Fed has been declaring the recession is already over, 
even if it doesn't feel like it, and that recovery is around the corner, Quinn-a 
former senior executive with the Bullocks Wilshire department store chain, 
translated Bernanke's comments to mean, “things are less bad than they were."

"Part of me has to wonder if the Fed chair is saying what he's saying to help 
us avoid a fourth quarter retail bloodbath like we had last year, or if he really 
believes what he's saying," she said.
“The truth is, I don’t think he’s too far 
off track, but let's not fool ourselves.
Some very specific things have to take 
place in order for retailers to be able to 
say they are recovering from the reces
sion, and those things aren’t going to 
completely fall in line until the begin
ning of 2011.”

The first thing that needs to happen is 
that retailers need to be able to post a 
gain over last year's numbers, accord
ing to Quinn. “We don’t have to post a 
huge gain, but we have to post a gain 
of some kind,” she said.

“Even if it’s one-tenth of one per
cent, we need to see an advance over 
last year 's numbers, if only so we can 
say that we haven't lost any more ground. We can't move forward if we don't 
stop the bleeding, so that's the first requirement before recovery comes home to 
roost.”

Secondly, Quinn believes that the recession cost American retailers oneot ii> 
most important customers: the value shopper.

“There are essentially three kinds of consumers in the mass market,'' she said. 
“There are price shoppers, whose primary concern is the cost of goods. The) ait 
typically middle to lower middle class, blue collar folks who have tight budgets 
so they shop at discount big box stores like Wal-Mart.

“On the other extreme, there are luxury shoppers who have money regardless 
of the economic conditions. They summer in the Hamptons, and they buy luxu
ry all the way in both goods and services. The recession doesn't affect them an; 
more than a stiff breeze. They'll always buy what they want, when they want

“In the middle is the value shopper, who is typically middle to upper middle 
class, and they don't mind paying a few extra dollars for extra service and beM 
quality. Value shoppers became ‘price* shoppers during the recession."

For true recovery to be imminent, the value shopper must re-emerge from th*. 
discount stores and head back to their local stores. Quinn added.

“That middle group represents the growth of the economy,” she said. “The 
money lost in the retail industry was lost primarily because that middle group 
of consumers in the middle classes stopped spending discretionary income, 
because they just plain didn't have it to spend.. .Retailers need to empower l|(- 
managers and employees to really go the extra mile to attract that customer bat 
to the fold."

2010: A Holiday Odyssey
The final piece of the puzzle is the fourth quarter of 2010, Quinn said.  ̂

“The holiday season after this one is where the rubber will meet the road 
said. “If we stop the bleeding this year, then we should be able to walk again 
by next year. If the fourth quarter retail receipts of 2010 show a solid increa*̂  
maybe 3 to 5 percent, we'll be able to pop the champagne corks on New *»car 
Eve feeling like we’ve turned the corner. Retailers need to get smart and sIâ  
thinking of being more customer-centric in order to convert price shopper 
to being value shoppers and help push the market down the road to recover)

2 6  I AFPD Food & P e tro leum R E P O R T
WWW. AFPDonhne 0f9



Vendor

More than Just Office Supplies
Perhaps it was a tough year. But hard 

work, good customer relationships, 
and competitive pricing put Staples 
Advantage in a good position, accord
ing to Michele Vandevelder. district 

lies manager, lor Staples Advantage. 
Staples Advantage is a large divi

s io n  within Staples that focuses on 
orporate customers, who regular

ly buy supplies in bulk. Eligibility is 
based on how much a customer regu- 
la rly  spends. Some of these large cus- 

mers aren't really large companies. 
Vandevelder explains, but members 
>t a community group that are viewed 
.1- one customer. AFPD members as a 

hole, for example, count as one cor
porate customer and are eligible for the 
program.

We build programs for customers to 
>uit their specific needs,” Vandevelder 
'ays. “Many businesses buy the same 
•ffice products over and over again. 
Staples Advantage considers the com
pany's business needs and the volume 
equired. and customizes a program 
; .it ta k e s  a ll  this into account and cal

culates special 
pricing based on 
those needs."

The Staples 
Advantage 
program was 
launched short
ly after the busi
ness was start
ed in 1986. With 
revenue at $28 
billion annually, Staples serves busi
nesses of all sizes and consumers in 27 
countries throughout North and South 
America. Europe. Asia and Australia. 
The Staples 
Advantage pro
gram is divided into 
three business-to 
business programs.
Staples Business 
Advantage® pro
grams are designed for medium to 
large regionally based organizations; 
Staples National Advantage® pro
grams are designed to meet the needs 
of national organizations with multiple

locations across 
the country; 
and for global 
companies with 
multiple loca
tions world
wide, the com
pany offers cus
tomized global 
solutions.

“It has been 
a tough year,” Vandevelder says. “But 
we are holding our own quite well 
because we focus on specific custom
er needs and because we order in large 

quantities, which 
allows us to price 
our products com
petitively—wheth
er they are corpo
rate accounts or 
consumers. We 

also offer a store brand that is less 
expensive than many of the name 
brand supplies. Customers who are on 
tight budgets often find that this is a 
great alternative.”

Vandevelder explains that good cus
tomer communication, an easy-to- 
use website for ordering supplies, and 
competitive prices have helped Staples 
Advantage stay competitive. Another 
thing that many people don’t know, 
Vandevelder says, is that Staples can 
provide its customers with pretty much 
any product that is needed in a busi
ness. Some examples include employee 
uniforms, cleaning supplies, and even 
rock salt.

“Customers love it when they can 
go to one place to get everything they 
need, and it is a cost-effective thing to 
do as well,” explains Vandevelder.

Vandevelder explains that Staples 
has a high level of commitment to the 
communities it serves. The company 
reaches out to communities through the 
Staples Foundation for Learning®, alli
ances with U.S. and international char
itable organizations, cause marketing 
initiatives, and local giving programs.

“We try to find many ways to show 
our commitment to our customers,’ 
says Vandevelder.

S T A P tE S

Celebrating
Rated A- (E

NORTH
POINTE

Emitted, Approved and Domiciled in Michigan

Endorsed b y  th e  A F P D  a s  3 L iq u o r  L is b i l i ty  
Provider fo r  1 9  c o n s e c u t iv e  y e a r s !

^  2007 North Pointe Holdings Corporation

20th Anniversary!
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 ) 2 29 -67 4 2
Fax: (248) 357-3895; www.npte.com 

OR
call AFPD  at (248) 671-9600 or (800) 666-6233
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SUPPO RT THESE AFPD SUPPLIER MEMBERS
ASSOCIATIONS/CHAMBER OF COMMERCE

AMR - Association Management Resources 
Chaldean Amencan Chamber of Commerce

ATM

(734)971-0000 
(248) 538-3700

Amencan Communications of Ohio...................... (614) 855-7790
ATM of Amenca......................................... (248)932-5400

BAKERIES
Great Lakes Baking Co. (313)865-6360
Interstate Brands/Wonder Bread/Hostess (248) 588-3954

BANKING
Huntington B an k .......................... (248) 626-3970
Paramount B an k ................................ (248) 538-8600

BEER COMPANIES
Anheuser-Busch Co............................ . (314) 577-2000
MillerCoors ............................................. (847) 264-3800

BEER DISTRIBUTORS
Eastown Distributors........................ ..  (313)867-6900
Great Lakes Beverage . (313)865-3900
Petitpren, Inc.......................... (586) 468-1402

BOOKKEEPING/ACCOUNTING CPA
Alkamano & Associates... . . (248) 865-8500
Just-In-Time CFO Solutions................................ . (734) 730-4737
Lis. McEvilly & Associates. (734)266 8120
Marcom/EK Williams & Co....................... (614) 837-7928
Shimoun, Yaldo & Associates. P C............. . (248)851-7900
UHY-US.................................................................. . (248) 355-1040

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

CHECK CASHING SYSTEMS
Secure Checks . (586) 758-7221

CHICKEN SUPPLIERS
Krispy Krunchy C h icken ...................................... .. (248) 821-1721
Taylor Freezer................... (734) 525-2535

COFFEE DISTRIBUTOR
A FP D  "N e w  England Coffee C o ..................(717) 733-4036

CONSTRUCTION & B U I L D I N G _____________
Samona Construction ................................................. (734)883-3615

CONSULTING__________________________________
Environmental Services of O h io ................................  1-800-798-2594

Flynn Environmental, Inc............................................. (330) 452-9409

CREDIT CARD PROCESSING ____________
A FPD  Chase P aym e n te ch ...........................  1-866-428-4966

DISPLAYS & KIOSKS___________________________
DVDNow Kiosks 1-877-849-4272

EGG SUPPLIER________________________________
Linwood Egg Company...................  ...........(248) 524-9550

ENERGY, LIGHTING & U T IL IT IE S _____________
DTE Energy................................................................... 1-800-477-4747

National Resource Management . . . .  (781) 828-8877

FOOD EQUIPMENT & MACHINERY
Culinary Products ..  . (989) 754-2457

FOOD R E S C U E ____________ ________________
Forgotten Harvest....................................................... (248) 967-1500

Gleaners Community Food B an k ..............................(313) 923-3535

J5AS STATION EQUIPMENT
Oscar W. Larson Co..................  ........... (248) 620-0070

Superior Petroleum Equipment..................................(614) 539-1200

GASOLINE WHOLESALER __________________
Central Ohio Petroleum Marketers, Inc ................... (614) 889-1860

Certified O il..................................................................(614)421-7500

Countywide Petroleum ...............................................(440) 237-4448

Gilligan Oil Co. of Columbus. Inc.................................1-800-355-9342

PAP Oil Company........................................................(934) 667-1166

Ullman Oil, Inc............................................................. (440) 543-5195

GROCERY & TOBACCODISTRIBUTORS____
M  V{) " Liberty U S A ........................................(412) 461-2700
General Wholesale ................................................  (248)355-0900

H.T Hackney-Grand Rapids...................................... 1-800-874-5550

S. Abraham & Sons..................................................... 1-800-477-5455

United Custom Distribution........................................ (248) 356-7300

CHIPS, SNACKS &CANDY

-AFPD Frito-Lay, Inc ........................................  1-800-359-5914
Better Made Snack Foods............................................ (313) 925-4774
CROSSMARK Sales Agency ..................................(734) 207-7900
Detroit Popcorn Company............................................ (313) 835-3600
Energy Club....................................................................(586) 246-4969
Kar Nut Products Com pany........................................ (248)588-1903
Motown Snacks (Jays, Cape C od)............................. (313) 931-3205
Snyder's of Hanover.....................................................(734) 326-5971
Uncle Ray's Potato C hips.................  1-800-800-3286

GROCERY WHOLESALERS & DISTRIBUTORS

Capital Sales Company...............................................(248) 542-4400

Cateraid, Inc..................................................................(517J546-821’

D&B Grocers Wholesale........................................... (734) 513-1715

Great North Foods....................................................... (989) 356-226:

HKJ, Inc. - Wholesale G rocery................................ (248) 930-3201

Jerusalem Foods..........................................................(313) 846-1701

MGL Select.................................................................. (734) 5244)100

Spartan Stores, Inc...................................................... (6 1 6) 878-2248

SUPERVALU........................................................ (937)374-7607

ICE CREAM SUPPLIERS___________  _______
AFPD Nesf/e/Edy’s Grand Ice Cream ....... 1-800-328-3397 ex im

Frosty Products........................................................... (734) 454-090:

Pars Ice Cream Co...................................................... (3 1 3) 291-7277

ICE PRODUCTS _____________________________
Arctic Glacier, Inc.........................................................  1-800-327-2920'

Home City Ic e .............................. . 1-800-759-441'

U S. IceCorp................................................................ (313)862-334:

INSURANCE SERVICES____________________ _

-AFPD North Pointe Insu ran ce .................... 1-800-229-6742

AFPD ’B C BS  o f M ichigan ............................. 1 -800-666-6232

A FP D  "A v ize n t (Frank G ates)......................(614) 793-80W

-AFPD**Cox Specialty Markets (North Pointe). 1-800-648-0357 
Underground Storage Tank Insurance

Advanced Insurance Marketers................................... (517)694-0723

CBIZ Benefits & Insurance Services..........................(614) 793-7770

CIA Financial G roup ................................................... (586) 799-6000

Danno Insurance A gency........................................... (248) 358-660.

Frank McBride Jr., Inc..................................................(586) 445-2300

Gadaleto, Ramsby & Assoc...................................  1 -800-263-378̂

Great Northern Insurance Agency.............................. (248) 856-900-

Hedman Anglin Bara & Associates Agency................(614) 486-7300

Merem Insurance Services.........................................(248) 921-1929

Paul Jaboro (East West Insuamce Group)................(586) 291-60^

Rocky Husaynu & Associates.....................................(248) 851-222

USTI/Lyndall Associates,Inc........................................ (440) 247-37-

Underwriters Group, Inc...............................................(248) 855-2600

INVENTORY SERVICES

Retail Inventory Sevices, Ltd..................................... (651)631-906

indicates supp lier program  that has been endorsed b y  AFPD.
*  In d ica tes  su p p lie r on ly  availab le  in M ich igan  

* *  In d ica tes  su pp lie r on ly  availab le in  Ohio
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SUPPORT THESE AFPD SUPPLIER MEMBERS
legal ser v ic e s

Adkison Need & Allen ................ . (248) 540-7400

Bellanca. Beattie. DeLisle ................(313) 882-1100
Mekam Orow, Mekam, Shallal, Hakim & Hindo P C. (248) 223-9830
Pepple S Waggoner, Lid (216) 520-0088

Kecskes, Gadd & Silver, PC ............(734) 354-8600

LOTTERY
GTech Corporation ..................(517)272-3302
Michigan Lottery ....................... (517)335-5648

Ohio Lottery ................1-800-589-6446

MAGAZINE & TRADE PUBLICATION
Chaldean News (248) 932-3100
Chaldean Times ................(248) 865-2890
Detroit Free Press . . .  . (313) 222-6400
Detroit News ......................... .............. (313)222-2000
Michigan Chronicle............................. ..................(313)963-5522
Suburban News—Southfield:.............. (248) 945-4900

MEAT & DELI DISTRIBUTORS
C Roy & Sons ......................... (810) 387-3975
Upan Foods ......................... (586) 447-3500
p<juette Market ............... .. . (313)875-5531
Sherwood Foods Distributors . . . (313) 659-7300
US Foodservice ............ (248) 735-1229
■VeeteFoodCorp ....................... ..............(586) 727-3535
•Vofvenne Packing Company . . . . . (313) 259-7500

MILK. DAIRY & CHEESE PRODUCTS
1 ’Prairie Farms Dairy Co. .. ............... (248) 399-6300

' ' i l l )  MDairymens................... .............  1-800.944-2301
W l') **H. Meyer D a iry ................. ............... (513) 948-8811

’*Modern Foods . . .  . ................(216)426-9807
- Aj'iry FrestVMelody Farms 1-800-748-0480
•emdals Products . (313) 834-4190

M'SCELLANEOUS
’ Snurers Dish LLC (248) 747-3474

Brothers LLC . (313)882-1100
Funeral Home (248) 569-8080

l*0NEY orders/m o ney  TRANSFER/BILL p a y m e n t
MoneyGram International.. Michigan (517) 292-1434

. . . .  Ohio (614) 878-7172

“ OBILE equipm ent r e p l a c e m e n t  p a r t s
y*>°" Uternnses Inc (248)489-1398

OFFICE SUPPLIES

A M I > Staples................................. . 1-800-693-9900 ext. 584

PAYROLL SERVICES

A f T l ) PayCor................................... . .(248) 258-0848 ext. 100

PHONE/CELLULAR/PHONE CARDS

A F P D  A T & T ..................................... . .  wvnM.AFPDontine.org
A F P I)  Wireless E x p e r ts ...............

(AirVoice ce ll phones)
............... 1-800-944-CELL

AMT Telecom Group................ ............(248) 862-2000
Clear Rate Communications ............(248) 556-4537
Communications Warehouse .................. 1-888-549-2355

PIZZA SUPPLIERS

Dough & Spice............ ............(586) 756-6100
Hunt Brothers Pizza . . . .  (615) 259-2629

POINT OF SALE/REGISTERS

BMC . (517) 485-1732

PRINTING & PUBLISHING

Amencan Mailers . . .  (313) 842-4000
Michigan Logos (517) 337-2267
Walt Kempski Graphics .............. (586) 775-7528

PRODUCE DISTRIBUTORS

Heeren Brothers Produce (616) 452-2101
Tom Macen & Son, Inc. ..............(313) 568-0557

PROPANE

AmeriGas Propane (231)924-8495

REAL ESTATE

Lighthouse Real Estate (248) 210-8229

The Saleh Group (614)419-5678

RECYCLING

WasteONE (810) 624-9993

REFRIGERATION

Sky Services LLC (586) 556-0083

RESTAURANTS

Ram’s Horn (248) 350-3430

REVERSE VENDING MACHINES/RECYCLING
Synergistics, LLC ........ . .1-888-422-7404
TOMRA Michigan 1-800-610-4866

SECURITY SURVEILLANCE/COMPUTER SERVICES
Central Alarm Signal . . . .  (313) 864-8900

SHELF TAGS
JAYD Tags (248) 730-2403

SODA POP, WATER, JUICES & OTHER BEVERAGES
A f  P I) ’Intrastate D istributors .. ................. (313) 892-3000
7UP Bottling Group ....................(313)937-3500
Absopure Water C o ...................... . 1-800-334-1064
Beverage Plus ............................. (702) 586-0249
Cintron Beverage Group ............ ..................(267) 298-2100
Coca-Cola Bottlers of Ml 

Coca-Cola Bottling - Cleveland ___

. Auburn Hills (248) 373-2653 
. Belleville (734) 397-2700 

Metro Detroit (313) 868-2008 
. Port Huron (810) 982-8501 
.............. (216)690-2653

Faygo Beverages, Inc (313) 925-1600
Old Orchard Brands ..................(616)887-1745
Pepsi-Cola Bottling Group

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

TOBACCO COMPANIES
Altna Client Services (513) 831-5510
Nat Sherman .............  (201)735-9000
R J Reynolds (336) 741-0727

WINE & SPIRITS COMPANIES
Beam Global (248)471-2280
Brown-Forman Beverage Co (734) 433-9989
Diageo 1-800-462-6504
E & J Gallo Winery (248)647-0010

WINE & SPIRITS DISTRIBUTORS
Cana Wine Distributors (248) 669-9463
Galaxy Wine (734) 425-2990

Great Lakes Wine & Spmts (313) 867-0521

National Wine & Spirits 1-888-697-6424

Wine Dimensions

1-888-642-4697
(734)216-1828

'-AFPD indicates supplier program  that has been endorsed by AFPD.
• Indicates su pp lier on ly availab le  In M ichigan  

* *  Indicates supp lier on ly availab le in Ohio
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How Oral Hygiene Affects Overall
Did you know that poor den

tal hygiene can increase the sever
ity of heart disease or diabetes? It's 
true, according to Blue Cross Blue 
Cross Blue Shield of Michigan Dental 
Consultant Dr. Glenn Melenyk.

"Some of the same bacteria in the

periodontal pocket create an 
inflammation that causes plaque 
buildup in the small arteries of 
the heart, restricting blood flow' 
to the heart muscle, which can 
lead to a heart attack." Melenyk 
said.'The bacteria grow and get

Life -  and business -  is full of twist and turns. The Blues can help you navigate through this tough 
economy with affordable health care plans.

N e w  p la n s , lo w  p re m iu m s  fo r  yo u  — a ro u n d  $ 2 5 0  p e r p e rs o n , p e r  m o n th . It s how we re
driving change in small business insurance.

Give your employees the protection they want without putting a huge dent in your bottom line with 
these new offerings:

•  B lu e C o re  P lusSM — New basic PPO plan with up to a 40% savings

•  B lue C a re  N e tw o rk  H ea lth  R e im b u rsem en t A rra n g e m en t — New HMO funding option

•  B lue C a re  N e tw o rk  $ 7 ,5 0 0 /$ 1 5 ,0 0 0  h ig h -d e d u c tib le  plan — New high-deductible plan

To sign up today for more information regarding benefits and 
rates on Blues plans available to AFPD Dealers, 

please call Dan Reeves at 800-666-6233.

^AfPD Blue Cross 
Blue Shield 
Blue Care Network
of Michigan

bcbsm.com MiBCN.com
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Health
into the bloodstream. Bacteria get 
into the heart muscle and cause that 
inflammation in the heart."

Oral hygiene and overall health def 
initely go hand in hand. The extent 
might come as a shocker. In fact, 
more than 90 percent of all system
ic diseases produce oral signs and 
symptoms, according to the Academy 
of General Dentistry as cited on the 
Mayo Clinic’s website. Conversely, 
health issues that begin in the mouth 
can quickly lead to problems in other 
parts of the body.

"Poor dental health can affect people 
with certain medical conditions,"says 
Barbara Menzies, M.D., executive 
medical director of medical and ben
efit policy for the Blues. "One exam
ple is if you have a diabetic who has 
(decayed) teeth, their blood sugar can 
be very difficult to control.”

However, a cavity here or there is 
not going to cause such problems, 
Melenyk said. But, when ignored 
for a long period of time, poor oral 
hygiene can play a significant role 
in other health problems. Good oral 
hygiene is also extremely important 
for pregnant women. Studies have 
shown that hormonal changes during 
pregnancy can make women vulner
able to other conditions, such as gum 
disease and toxemia.

Such significant health problems, all 
stemming from poor oral hygiene arts 
tooth decay, can become v ery costly 
to employers and members. To that 
end, routine trips to the dentist area- 
necessary as annual checkups with a 
primary care physician.

To get more information about add 
ing dental coverage to your bene
fit offerings, visit Blue Cross Blue 
Shield of Michigan’s website at w** 
bcbsm.com.

Prepare for your MDA Inspe 
with a COMPLIMENTARY Qu 
Control Evaluation from a trs 
AFPD Professional. FREE s- 
for AFPD Michigan Member
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We deliver far more 
than just inventory.

When it comes to retailer solutions, 
we’re the complete package.
W e don’t have to tell you that running your business is tough. W e can 

help you make it...well,a little less tough. We offer everything you need 

to stay ahead of the competition, including over 40,000 competitively 

priced private label and national brands, and almost 100 different services. 

Call Jim Gohsman at 6 16-878-8088 or visit us at www.spartanstores.com 

to find your complete solution.

Spartan

http://www.spartanstores.com
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