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than just inventory.
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When it comes to retailer solutions,
were the complete package.

We don’t have to tell you that running your business is tough. We can
help you make it...well, a little less tough. W e 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.
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Taking on

Chairman”

the Times:

AFPD's Proactive Approach

ranklin D. Roosevelt said:

“When you come to the end of

your rope, tie a knot and hang
on." That might seem like appropri-
ate advice for many of us in these
challenging economic times.

And yet. as AFPD closes out its
first 100 years and begins a new
century of service, | can honest-
ly say that despite the current eco-
nomic conditions, we, as an indus-
try and an association, have done a
lot more than simply tie a knot in our
rope and hang on. In fact, a Warren
Bennis quote (Bennis was a pioneer
in the field of leadership studies) might be more
appropriate in describing the attitude of your
board of directors: “The manager accepts the sta-
tus quo: the leader challenges it."

When AFPD realized that challenging times
were on the horizon in 2008. we didn't elect to
batten down the hatches and weather the storm.
Instead, your board —of which | have been a part
for the last 10 years—and your president, Jane
Shallal. realized that some changes needed to
occur to make AFPD even more valuable to its
members. We focused on AFPD member bene-
fits and grew more committed to adding a variety
of new programs to save members money. We
refused to accept the status quo. and all the dire
predictions. Rather, we said: “How can AFPD
take a leadership role in helping our members get
through these tough limes?" And the answer was
to help you run your businesses more efficient-
ly—thus. the programs to save you money on

James

HOOKS

AFPD Chairman

insurance, credit card processing,
office supplies and printing, food
rebates, and more were bom.

As | take the reins to lead AFPD
into the beginning of its next 100
years. | can honestly say that our
proactive moves in 2008 have
brought our industry into 2010
much stronger than we might have
been otherwise. AFPD continues to
work hard as an advocate for legis-
lation that helps our industry thrive
and avoid unfair restrictions. We
continue to make improvements in
our communication products with
our popular, weekly newsletter and a revamped
magazine with better content and design. We
continue to challenge the status quo in everything
we do —that's how we make sure that AFPD
remains viable as an organization and worthy of
your membership.

I have been a retail operator for 25 years and an
AFPD member for 18 of those years, and | will
admit that | have never seen things in our econ-
omy as bad as they are now. Hopefully, we’ve
seen the worst. Rest assured. AFPD will continue
to commit itself to helping you cut expenses. We
are proactively working through this recession —
not simply waiting it out.

As your new board chairman. | hope you will
feel free to contact me with any questions or con-
cerns. | am humbled and honored to accept this
leadership position, and look forward to emerg-
ing on the other end of this with all of you—
efficient, secure, and ready to thrive again.

"We continue to challenge the status quo in
everything we do—that's how we make sure that
AFPD remains viable as an organization and worthy

of your membership."
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Rock Financial Diamond Center
46100 Grand River Ave., Novi, Ml
Call Auday Arabo (800) 666-6233

April 14, 2010
AFPD's 4th Annual Ohio
Food & Petroleum Trade Show
FX Center
One I-X Center Dr., Cleveland, OH
Call Lauren Kopitz—800-666-6233
April 27 & 28, 2010

AFPD's 26th Annual Michigan
Food & Petroleum Trade Show
Rock Financial Showplace
46100 Grand River Ave., Novi, Ml
Call Lauren Kopitz—800-666-6233

Statement of Ownership

The AFPD Food & Petroleum Report
(USPS 082-970; ISSN 0894-3567) is
published monthly by ARION Media
Services for the Associated Food &
Petroleum Dealers (AFPD) at 30415
W 13 Mile. Farmington Hills. Ml
48334 Matenal contained within The
AFPD Food & Petroleum Report may
not be reproduced without written
permission from AFPD

The opinions expressed in this
magazine are not necessarily
those of ARION or AFPD. its Board
of Directors, staff members or
consultants. Bylmed articles reflect
the opinions of the wnter.

POSTMASTER: Send address
changes to AFPD. 30415 W 13 Mile.
Farmington Hills. MI 48334

ADVERTISERS: For information on
advertising rates and data, contact
AFPD. Anthony Kalogehdis. 30415 W
13 Mile. Farmington Hills, Ml 48334.
(8001866-6233

AFPD works closely with the following
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MICHIGAN UPDATES

MI Dept, of Treasury. Met with Michigan Department of
Treasury's Sales Tax Audit Division to discuss errors and
selective enforcement of state audits and improving AFPD
working relationship with this division to assist retailers in
proper compliance with sales tax laws.

Michigan Petroleum Association. Participated in meeting
at Michigan Petroleum Association to discuss Michigan
DEQ cleanup criteria with Qualified Cleanup Consultants,
specifically addressing the proposed legislation to combine
Parts 201 & 213 into a single Act.

MI DEQ. Attended Michigan Cleanup and Redevelopment
Program Design meeting presented by Ml DEQ.

NAACP. Attended NAACP Annual Meeting to accept Silver
Life Membership Certificate.

HB 5366. Participated in Michigan House Committee
hearing to support HB 5366, which would move the
Underground Storage Tank (UST) Division from the MI-
DEQ to the State Fire Marshal's office, where it had been
included in the past

Quality Control Evaluations. Conducted 16 Quality
Control Evaluations during the months of November and
December and 18 evaluations in January.

Food Safety Courses. Conducted two SuperSafeMark©®
manager's food safety courses and administered

the National Registry for Food Safety Professionals
examination

Michigan Recycling. Attended a Michigan Recycling
Partnership meeting detailing the current status of the
rollout of reverse vending machines in Michigan border
counties

Food Stamps. Attended the Michigan Department of
Human Services meeting regarding issuing food stamps
over an 16- day period It is hoped that this change will
take place in July of 2010.

TIPS. AFPD conducted 13 TIPS responsible alcohol
retailing classes

Food Safety Alliance. Hosted the MDA Food Safety
Alliance meeting in Lansing

Food Marketing. Attended the Western Michigan
University Food Marketing Advisory Committee meeting

Liquor License Testimony. Testified against a waiver for a
SDD liquor license for Kroger on behalf of AFPD members
before the Livonia City Council

EXECUTIVE OFFICE

9041S West 13 Mila Rd.

Farmington Hills. MI 46334

Tel. (600) 006-6233 « Fax (606) 001-0610
WWWAFPOoNSna.org
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OHIO UPDATES

* Petroleum Advisory Board. Held AFPD Petroleum
Advisory Board meeting in Toledo to address issues
pertinent to motor fuel retailers in both Michigan and Ohio.

Marathon Petroleum. Met with senior management of
Marathon Petroleum to discuss status of the marketplace,
and issues affecting our petroleum retailers in Ohio.

AFPD regional meeting. Participated in Regional Meeting
in Columbus, Ohio, to discuss Workers' Comp, CATax,
Legislative, Credit Card Interchange, Cap & Trade, and
AFPD Member Program Issues. The guest speaker was
Verne Orde, the assistant chief of BUSTR from the Fire
Marshal's Office.

OPMCA. Met with Jennifer Rhoads, the newly appointed
president of the Ohio Petroleum Marketers and
Convenience Association (OPMCA), to establish lines of
communication.

Care Works. Met with management and staff of Care
Works (CCI), our new Group Workers' Comp administrator,
to discuss the factors that can best serve AFPD
participating members, as well as strategy to oppose

the Ohio BWC from continuing to reduce workers' comp
credits that result in higher premiums for our members.

S1147. Encouraged members to contact U.S. senators in
Ohio and Michigan, asking them to support S. 1147, which
would level the playing field for businesses selling tobacco
products.

PCl issues. Participated in NACS conference call
addressing the Payment Card Industries (PCI) issues and
deadline dates.

Underground Storage Tank. Participated in Michigan
House Committee hearing to support HB 5366, which
would move the Underground Storage Tank (UST) Division
from the MI-DEQ to the Stale Fire Marshal's office, where
it had been included in the past.

SBA. Attended presentation by Michigan District office
personnel of the U.S. Small Business Administration
(SBA). The presentation acknowledged the difficulty in
obtaining financing in the present economic climate, but
encouraged businesses to contact the SBA to determine
what loan opportunities might be available.

Ohio SB 213. Sent action fax to participating Ohio group
rated Workers' Compensation members urging them to
support Ohio SB 213. Passage of the legislation would
freeze discounts at their present level, and require an
analysis of the effect of the reduction of discounts already
implemented

OHIO OFFICE

669 Metro Place S,
Suita 600

Dublin, OH 43017



Petroleum News & Views

Information of Interest to

Analysts See Pump Prices
Topping $3/Gallon by Spring

The U.S. government and independent analysts have predict-
ed that crude oil and natural gas prices will rise significantly
through 2011, the result of a modest global economic recov-
ery, the Bureau of National Affairs reports.

The U.S. Energy Information Administration (EIA) released
an updated energy outlook (www.eia.doe.gov/emeu/steo/pub/
contents.html) estimating West Texas crude oil to rise to an
annual average of $80 per barrel in 2010 and $84 per ban-el in
2011. It based its estimates assuming that the U.S. economy
grows by two percent in 2010 and 2.7 percent in 2011, with
the global economy growing slightly more, at 2.5 percent in
2010 and 3.7 percent in 2011.

The price of U.S. crude oil is projected to rise 29 percent in
2010 from an annual average price of $62 per barrel in 2009.

The higher oil prices are expected to increase retail pric-
es for regular-grade gasoline to an annual average of $2.84
per gallon in 2010 and $2.96 per gallon in 2011. The average
2009 price was $2.35 per gallon. Diesel prices will increase to
an average of $2.98 per gallon in 2010 and $3.14 per gallon in
2011

“Pump prices are likely to pass $3 per gallon at some point
during the upcoming spring and summer,” the EIA said in its
forecast.

Atlas Oil Warns of Higher
Biodiesel Cost

Petroleum marketer Atlas Oil Co. has warned its retail cus-
tomers to expect higher biodiesel costs in 2010 unless the
biodiesel blender tax credit, signed in 2004, is extended. The
company is actively managing the potential loss of a $1 per
gallon subsidy by blending all of its 100 percent biodiesel sup-
plies to B99. However, supplies are limited and Atlas advised
customers to plan on higher biodiesel costs.

Under the biodiesel blender tax credit, there was approxi-
mately a one-cent per gallon discount on every 1 percent of
biodiesel blended with petroleum diesel, according to Atlas
Oil. If the tax credit is not extended, customers who purchased
B20 (20 percent biodiesel blended with 80 percent petroleum
diesel) should anticipate a 20-cent per gallon price jump in
2010 compared to 2009, the company stated.

Efforts to retroactively pass the tax credit are underway
led by Senate Finance Committee Chairman Max Baucus, a
Democrat from Montana, and the panel’s senior Republican,
lowa Sen. Charles Grassley. “These provisions are important
to our economy —not only because they help create jobs, but
also because they are used to address pressing national con-
cerns,” the senators wrote in a letter cited by Convenience
Store News.

The company will remain fully engaged with biofuel supply
and distribution, and will continue to seek value-added solu-
tions for each of its customers as this issue evolves, Atlas said
in a statement.
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Keep Your Employees
and Your Customers—
With Respect

A key way to encourage people to treat

us well isto give them something that
we all want— respect. When people feel

respected, their sense of self-worth rises,

a sensation so pleasant
that they become predis-
posed to like and trust the
respect-giver. Often, they
will do everything in their
power to aid whomever
showed them respect in
hopes that they will again
receive respect.

Showing respect can
make employees and col-
leagues work harder for
you, and increases the odds
that employees will treat
employers, fellow employ-
ees, and customers with
respect.

As a bonus, showing
other people respect elevates our own
outlook on life— it feels good to make
others feel good. Improving our mood
doesn'tjust brighten our day. It actual-
ly makes us smarter. Our brains release
dopamine when we
experience positive
feelings. When you
"feel good," you have
excited the decision-
making part of your
brain. — N—

Perhaps the best part is that respect
is free and limitless. We can spread it
around liberally, and it doesn't cost us a
cent.

Showing respect to people you work
with makes good business sense, wheth-
er you are an employer or an employee.
Employers who don't show respect risk
losing their best workers. A recent survey
found that workers who feel disrespect-
ed are three times more likely to quit.
Elite employees are most likely to leave
because they are best equipped to find

Acknowledge the efforts
of others with specificity
and with an audience.

new jobs. People who feel respected are
more likely to be loyal to their employers.
As an employer, acknowledge the efforts

of others with specificity and with an audi-
ence. Saying "nice job" or
"keep up the good work"
is nice, but not enough.
Instead, praise one or two
specific things that an indi-
vidual has done well to
show that you are paying
attention.

For greatest effect, voice
your respect while other
coworkers are around to
hear. The person receiving
the praise will feel elevated
notjust in your eyes, but in
the eyes of everyone pres-
ent.

Give voice to those who
feel voiceless. Employees

tend to feel disrespected when it seems
that no one listens to their ideas, sugges-
tions, or complaints.
As an employer, solicit input and ideas
from everyone in your organization.
Showing employees
respect will trickle
down, and employees
will treat customers
with respect.
Require employees
m to remember to treat
all customers with respect. A friendly smile
and greeting goes a long way in securing a
customer to become a regular. Customers
remember when and where they "felt
good" making a purchase, and they'll
become regulars at your shop. Express a
willingness to help the customer, without
being overbearing. Treating a customer
with respect differentiates your business
from the "vanilla” operations of most of
your competition. This effort costs nothing
and isthe intangible that solidifies your
customer base. Use it.

www.AFPDonline.c
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Upcoming generations will turn to their mobile devices for coupons, specific product
information, brand comparisons, and more.

By Jeff Weidauer

Convenience stores and brands
alike are looking to maximize the
shelf edge to build brand recog-
nition and drive sales, and in this
age of technology, both parties
are looking to redefine how they
communicate with customers.

A virtual extension of the shelf
edge—and a highly complemen-
tary component of shopper mar-
keting—is mobile technology. By
making use of this nearly ubiqui-
tous way to communicate, conve-
nience stores now have the oppor-
tunity to turn a simple communi-
cation device into an indispens-

able shopping aid that extends the shelf edge directly into the shopper’s
hand. Mobile applications are poised to be the future of how retailers will
communicate with shoppers in a way that's most convenient for them.
While appealing to mobile-enabled shoppers is still an emerging trend,
it will undoubtedly accelerate as upcoming generations turn to their
mobile devices for coupons, specific prod-
uct information, brand comparisons, and
more. A recently published Deloitte sur-
vey confirms that 57 percent of consum-
ers already feel they would be interested in
receiving a coupon on their phone.
In fact, many shoppers do already use
mobile technology as part of their shop-
ping, and the sooner retailers begin look-
ing for ways to incorporate this medium
into their broader marketing communica-
tion plans, the sooner they will begin cap-
turing those shoppers and reaping the ben-
efits. Ultimately, the key to success will be
integration across all platforms to deliv-
er a consistent and relevant shopper mes-
sage that encourages loyalty and results in
increased revenue.

Reaching Customers
Where They Focus

Some convenience stores are commu-
nicating via the Web, and while there has
been a lot of focus in recent years on building an online presence, returns
have been mixed. With many shopping stops driven by convenience and
based on spur-of-the-moment decisions, shoppers most likely are not
checking websites before such visits.

One answer to reaching these on-the-go shoppers could be a retail-
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er application downloaded to an iPhone or other PDA that allows easier
access to retailer information. This puts the brand promotion directly into
the shopper’s hand, and could contain information such as weekly specials
and new items. At least one consumer package goods (CPG) company
already created an application like this, but the opportunity is wide open
for innovative retailers to take the lead as well.

For example, a store promotion application could work with a smart
phone's GPS-like ability to know where the user of the mobile device is
at any given moment and provide shoppers directions to the nearest con-
venience store location. In addition, an offer from that store location could
be sent to the shopper to provide additional value.

This brings a retailer to the shopper before he or she is even in the store.
Such mobile marketing has the possibility of being a trip changer. Perhaps
the shopper isconsidering a stop at a large-chain grocery store, but was
dreading the packed parking lot and long lines. A message to his or her
mobile device could serve as a reminder that the items needed are just a
block away at a convenience store or smaller, independent grocer.

Putting the Message Where it Needs to Be
The need for convenience stores to differentiate from competitors and

provide a more satisfying shopping experience is greater than ever, and the

logic of using existing shopping behaviors to drive awareness and sales
is undeniable. Rather than trying to teach
shoppers new behaviors, marketing where
the shopper focuses, such as at a mobile
device, puts the message where it needs to
be at the right time. Shoppers appreciate
the added information and may respond to
messages through increased purchases of
promoted products. Shoppers have demon-
strated time and again they are willing to
change a habit if there is a perceived ben-
efit.

1t’s been said nothing provides opportu-
nity like a good crisis. With today’s diffi-
cult economy, there has never been a bet-
ter time for convenience stores to rethink
how they view their customers, their
stores, and the interaction between them.
Discovering how to engage shoppers in
meaningful ways and providing an envi-
ronment that both entices and differenti-
ates is the right path to sales.

We are getting closer and closer to one-
on-one marketing in all aspects of busi-
ness. Today’s mobile marketing, though

still in its infancy, is a big step in that direction.

Jeff Weidauer (jweidauer@vestcom.com) is vice president ofmarketing
for Vestcom International Inc., a provider oftechnological retail solutions.

wwwAFPDonline.i
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How will Senator Brown's Election Impact Our Industry?

The National Association of
Convenience Stores (NACS) says
the upset win by Scott Brown (R) in
Massachusetts to fill the Senate seat
held for 46 years by Senator Edward
Kennedy (D) will affect a variety of
issues important to the c-store, grocer,
and petroleum industries.

Republicans
now have a
total count of
41 members
in their cau-
cus, leaving the
Democrats with
only 59. This
number is now
one short of the
60-vote “super-
majority” that
the Democrats

have held since the 2008 election.

The "supermajority” status gave the

Democrats the advantage when try-
"ing to pass legislation because they
did not need to rely on Republican
support. Now. Republicans can band
together and filibuster proposed leg-

islation through debate, procedural

motions, and other delay tactics.

“This is a game changer for the
health-care debate." NACS director
ofgovernment relations Julie Fields
told CSP Daily News in a special
report "While it's too early to say that
health care reform is dead, it leaves
the president and Democrats in a
tough position with a tight timeline."

Before the Januarv 19 elec-

' health-care reform was being

negotiated in closed-door House

*d Senate meetings. Most politi-

c experts expected that a com-

promise bill would come out of the
talks fairly soon and make its way
tothe President’s desk as a final bill.

However, now that the Senate super-

mejority is broken, most political

°bser\crs doubt that Democrats can
piss compromise legislation in the

Senate.

Fields told CSP Daily News that
there are three alternative strategies
Democratic leaders could pursue to
hiss health-care reform:

'I>( <»nsince the House to pass the
version Of health-care reform
that the Senate passed in
I>ecember 2009. "This would be
*tall order for Speaker Pelosi to
pull off." Fields told CSP “In the
past four weeks, numerous House
pcitkvrats have expressed oppo-

Soatt Brown

sition to a variety of provisions in
the Senate bill including, the loss
of a strong public option, taxes
and abortion. These members were
expecting a compromise and it will
be difficult to go back to their dis-
tricts and explain that they voted
‘yes’ simply because they believe
something was better than noth-
ing,” she said.

(2) Try to push through a quick
vote in both the House and the

Senate before Brown is sworn in.

However, with Massachusetts vot-
ers sending a strong message that
could be viewed as a referendum
on health-care reform, it may be
too risky for the Democratic party
to rush a vote in an election year,
added Fields.

(3) Convince a Republican sena-
tor to vote “yes” on a final pack-
age. Of course the question here is
where the Democrats would find
such a vote.

For now, NACS says it will con-
tinue to focus on health-care reform
issues that ensure the industry’s inter-
ests are represented in the national
debate.
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Back In Business

Rebounding from damage related to a small fire last June,
Detroit's Harbortown Market finally reopened its doors mid-January

By Carla Kalogeridis

It was a festive occasion on January 19th when
Tom George and his family hosted Harbortown
Market’s grand re-opening following a
seven-month shut down related to dam-
age caused from a fire last June. As digni
taries. customers, neighbors, family, and
friends listened to lively DJ music and
toured the store (located on E. Jefferson
Ave. in Detroit), it was apparent that a
long ordeal had finally come to an end.

Interestingly enough, it wasn't the small
fire that started with the hot water heater that
caused all the damage. The fire stayed contained in
one back room and was put out quickly. Rather, it was the
damage from the water sprinkler
system that forced the store to
close its doors for months, while
the George family worked with
insurance agents, clean up crews,
and the landlord to get the store
reopened again.

“l was surprised at how long it
took to get up and running again,”
says Tom George, who said the
fire occurred on June 20, 2009.

“We were at the mercy of the pro-
cesses of several, large, slow-
moving organizations.”

“Thousands of dollars’ worth of
food had to be thrown away due

Several AFPD board members stopped by the Harbortown Grand Re-
Opening to show their support including (pictured left to right), Najib
Atisha. Indian Village Market; Brian Yaldoo, Hills Fine Wine & Spirits; Tom
George, Harbortown Market; Jane Shallal, AFPD president; and Ronnie
Jamil, Bella Vino Fine Wine.

to water damage,” says Matthew George, the younger
son of Tom and Bemie George, who along with
his brother, Brian, works in the store. “It was

a terrible thing to see.”

k  But all remnants of the stress and dam-
age were gone when Harbortown wel-
comed its supporters in for a sneak
peek before opening to the public on
January 20th. Lipari Foods, which has

« been supplying Harbortown Market

deli, bakery, and seafood for more than
15 years, set up a beautiful display of
meats, cheeses, and prepared foods for guests
to sample. Similarly, Boar's Head offered a table
full of gourmet treats incorporating Boar's Head prod-
ucts—and if you liked some-
thing in particular, they were
quick to hand over the recipe,
just in time for Super Bowl
parties next month.

Several AFPD board mem-
bers stopped by to give their
congratulations and best wish-
es to the George family. It was
a wonderful show of support
for a long-time member.

“It’s great to be back in
Detroit," says Tom George.
“We are so thankful for all of
our customers who have come
back.”

The Boar's Head ladies were a big hit with the crowd because they

shared their recipes.

Lipari Foods set up several tables full of wonderful

meats, cheeses, and prepared foods.
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e Distribution system covering the United States

vAPork
Poultry
S Seafood

e Custom Lamb & Veal
processing.

* Unique state of the art
Fresn & Frozen Ground
Beef processing.

e Custom Cut Steak
processing.

Wolverine Packing Company, 2535 Rivard St, Detroit, Ml 48207, (313) 259-7500



SIGNATURE OF THE TIMES
id

Every day, millions of consumers
swipe their debit cards and choose
whether to punch in a code or sign
their name. It is a pointless distinction
to most consumers, since the price is
the same either way. But behind the
scenes, billions of dollars are at stake,
reported The New York Times.

When a consumer signs a debit card
receipt at a large retailer, the store pays
the consumer’s bank an average of
75 cents for every $100 spent, more
than twice as much as when he or she
punches in a four-digit code. The dif-
ference is so large that Costco will not
allow consumers to sign for debit pur-
chases. Wal-Mart and Home Depot
steer consumers to use a PIN, the debit
card norm outside the United States.

Despite all this, signature debit cards
dominate debit use in this country,
accounting for 61 percent of all such
transactions, according to the report,
even though PIN debit cards are less
expensive and less vulnerable to fraud.

How this came to be is largely a

result of a successful if controversial
strategy initiated decades ago by Visa,
the dominant payment network for
credit and debit cards, said the Times.
It is an approach that has benefited Visa
and the nation's banks at the expense of
merchants and,
some argue,
consumers, the
report said.

Competition
usually forces
prices lower,
but for pay-
ment networks
like Visa and
MasterCard, competition in the card
business is more about winning over
the banks that actually issue the cards
than consumers who use them. Visa
and MasterCard set the fees that mer-
chants must pay the cardholder’s bank.
And higher fees mean higher profits for
banks, even if it means that merchants
shift the cost to consumers.

Visa convinced banks to embrace

I
S pin

signature debit—the higher-priced
method of handling debit cards—and
turned over the fees to banks as an
incentive to issue more Visa cards. At
least initially, MasterCard and other
rivals promoted PIN debit instead.
As debit
cards became
the preferred
plastic, Visa
has turned its
attention to
PIN debit too
and increased
its market
share even
more. And it has succeeded—not by
lowering the fees that merchants pay,
but often by pushing them up, mak-
ing its bank customers happier. In an
effort to catch up, MasterCard and
other rivals eventually raised fees on
debit cards too, sometimes higher
than Visa, to try to woo bank custom-
ers back.
“What we witnessed was truly a

Bellanca
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perverse form of competition,” Ronald
Congemi, the former chief executive of
Star Systems, one of the regional PIN-
based networks that has struggled to
compete with Visa, told the newspaper.
“They competed on the basis of rais-
ing prices. What other industry do you
know that gets away with that?"

Today, Visa has a commanding lead
in signature debit in the United States,
said the report, with a 73 percent share
Its share of the domestic PIN debit
market is smaller but growing, at 42
percent, making Visa the biggest PIN
network, according to the Times, citing
The Nielson Report. Critics complain
that Visa does not fight fair, and that
it used its market power to force mer-
chants to accept higher costs for debit
cards. Merchants say they cannot refuse
Visa cards because it would result in
lower sales.

“Adollar is no longer a dollar in
this country,” Mallory Duncan, senior
vice president of the National Retail

Please see DEBIT FEES, page 14
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Announcing Powerball!

Now players have two more big reasons each week to come to your store.

« Powerball drawings Wed & Sat / Mega Millions drawings 71»es & Fri
* Powerball jackpots start at <20,000,000

« For an additional S1 per play, Power Play multiplies non-jackpot
prizes by 2x, 3x, 4x or Sx

« Huge bonus commissions for selling Powerball big prize winners

MICHIGAN
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. HaVIeA*
For more game details go to www.powerball.com
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DEBIT FEES

Continued from page 12

Federation, told the paper. “It’s a
Visa dollar. It's only worth 99 cents
because they take a piece of every
one.”

Visa officials say its critics are grip-
ing about debit products that have
transformed the nation’s payment sys-
tem, adding convenience for consum-
ers and higher sales for merchants,
while cutting the hassle and expense
of dealing with cash and checks.

“At times we have a perspective
problem," William M. Sheedy, Visa’s
president for the Americas, told the
paper. “Debit has become so main-
stream, some of the people who have
benefited have lost sight of what their
business model was. what their cost
structure was."

Visa officials said the costs of debit
for merchants has not gone down
because the cards now provide great-
er value than they did five or 10
years ago. The costs must not be too
onerous, they say, because merchant
acceptance has doubled in the last
decade.

The fees are "not a cost-based calcu-
lation, but a value-based calculation,”
Elizabeth Buse, Visa's global head of

product, told the Times.

While Visa may be among the best-
known brands in the world, how it
operates is a mystery to many consum-
ers, said the report. Visa does not dis-
tribute credit or debit cards, nor does it
provide credit. Those tasks are left to
the banks, which owned Visa until it
went public in 2008.

Instead, Visa provides an electron-
ic network that acts like a tollbooth,
processing the transaction
between mer-

overtake cash purchases by 2012, the

report said.

Interchange Fees Anger
Merchants the Most

While there is little controversy

about the fees that Visa collects, some

merchants are infuriated by a sepa-
rate, larger fee, called interchange,

that Visa makes them pay each time
a debit or credit card is swiped. The

fees, roughly one to three per-

cent of each

Debit transactions are
forecast to overtaHe cash
purchases by 2012.

chants and
banks and collecting
a fee that averages 5 or 6 cents every
time. For the financial year ended in
June, Visa handled 40 billion transac-
tions. Banks that issue Visa cards also
pay a separate licensing fee, based on
payment volume. MasterCard, which
is roughly half the size of Visa, uses a
similar model.

Debit transactions are forecast to

purchase, are
forwarded to the card-
holder's bank to cover costs and pro-

mote the issuance of more Visa cards.

The banks have used interchange
fees as a growing profit center and to
pay for cardholder perks like rewards
programs. Interchange revenue has
increased to $45 billion today, from
$20 billion in 2002, driven in part by
the surge in debit card use.

North and South

We've
gotyou
covéred!

The Dairymens and Meyer Dairy

team produces delicious, high-
quality fresh products, backed

by world-class customer service!

Well always reach your door

on-time with 200 trucks servicing

the Great $tate of Ohio.
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Some merchants say there should be
no interchange fees on debit purchas-
es, because the money comes direct-
ly out of a checking account and does
not include the risks and losses asso-
ciated with credit cards. Regardless,
merchants say they inevitably pass on
that cost to consumers; the NRF said
the interchange fees cost households
an average of $427 in 2008.

The Justice Department is investi-
gating whether rules imposed on mer-
chants by payment networks regard-
ing "various payment forms" are anti-
competitive, a spokesperson told the
Times. Several bills have been intro-
duced in Congress seeking to give
merchants more ability to negotiate
interchange, which is largely unregu-
lated.

At checkout counters, meanwhile,
consumers are quietly tugged in one
direction or the other, the report said.
Safeway, 7-Eleven, and CVS drag-
stores automatically prompt consum-
ers to do a less-costly PIN debit trans-
action. The banks, however, still steer
consumers toward the more expensive
form of signature debit. Wells Fargo
and Chase are among those that offer
bonus points only on debit purchas-
es completed with a signature. (CSP
Daily News, www.cspnet.com)

DAIRYMENS

3068 W. 106th Street
Cleveland
OH 44111

Sales: Jim Evans
1800 944 2301

MEYER DAIRY

415 John Street
Cincinnati
OH 45215

Sales: Mike Osborne
1800 347 6455

wwwAFPDonline.org
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Community Commitment...
it speaks volumes.

At DTE Energy, being part of a community

is more than simply doing business there.

It's about doing our part to help the
community and our customers
thrive. We wrote the book on

community commitment.

That's why we believe

employee volunteerism,

contributions and sponsorships,
community involvement and

environmental stewardship

are so important.

At DTE Energy, enhancing the
communities we serve is not
just a chapter in our book —

it's a never-ending story.

DTE Energy

The Power of Your Community !+« =DTE*



Foodland Claims Finalist Spotin NGA
Creative Choice Awards

The National Grocers Association
(NGA) recently held the judging for
its 2010 Creative Choice Awards
Contest, where winners were select-
ed in each of the 25 advertising and
merchan-
dising
catego-
ries. One
hundred
entries
were
received this year—a record number
and 35 percent more than last year-
reflecting NGA's diverse and robust
membership base of independent
retail grocery stores.

AFPD board member and cur-
rent chairman. Jim Hooks of Metro
Foodland, has been named a Best in
Show finalist in the advertising cat-
egory for his ad campaign, “When
You're Hungry for Dinner.'

The Creative Choice Awards
Contest recognizes the best advertis-
ing and merchandising efforts in the

grocery industry. Creativity and inno-
vation have consistently defined pro-
motional activities in the industry,
and the contest brings attention and
acclaim to these fantastic events that
are largely
unseen out-
side of the
local mar-
ket.
In addi-
tion to
selecting winners for each catego-
ry, the judges also picked Best of
Show Finalists for Advertising and
Merchandising:

(1) Best of Show Advertising
Finalists

* Mobile Phone - Sandwich

Order' —Miss Cordelia's,

Memphis, Tenn.

“Markets Radio”—The Markets,

Natchez, Mo.

“Foodland: When You're Hungry

for Dinner' —The Independent

@)

Owners/Operators of Foodland

“La Despedida (The Farewell)”—Mi
Pueblo Food Center, San Jose, Calif.
"Managers Gone Wild”—
D'Agostino’s Supermarkets Inc.,
Larchmont, NY

Best of Show Merchandising
Finalists

“A Clean Body is a Happy Body”—
Harps Food Stores, Inc., Springdale,
Ariz.

"Macey's World Record Bananas”—
Macey’s, Inc., Salt Lake City, Utah
"Cobom’s Castle with United Way’s
‘Feed Our Families™ - Cobom’s,
Inc., St. Cloud, Minn.

"County Market: Campus Location
Promotions/Marketing” — Niemann
Foods, Inc., Quincy, IlI.

Winners of the 2010 Best of
Show Award in Advertising and
Merchandising will be announced at the
Grocers Awards Reception, February 10,
2010, at the NGA Annual Convention at

the

Las Vegas Paris Hotel.

Jim Hooks of Metro Foodland is a finalist in
the NGA Creative Choice Grocers Awards in
the "Best of Show Advertising" category.

To inquire about our rebate program for AFPD members in Michigan or Ohio, call Mike Pecoraro at Edy’s Ice Cream
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Lower Your Cost of Payment Acceptance

Chase Paymentech, the endorsed provider for the Associated Food and Petroleum Dealers (AFPD),
has designed a program that not only provides exceptional service, but actually lowers your cost
of accepting payments. AFPD members currently benefit from exclusive pricing - interchange pass
through plus S0.07."

According to Auday P.Arabo, Esq., Chief Operating Officer, AFPD, "Thereisnota company that even
compares to Chase Paymentech when it comes to service, price and overall satisfaction with getting

thejob done at the store level.”

For more information, please contact us at 866.428.4966.

' Pnang tor AFPD member* it proportionate to the number of member* enrolled  the AFPD/Chaae Paymentech exclusive program The more AFPD
member* that **gn up with Chaaa Paymentech the more likely it i* tor your rate* to decrease’ Current pricing at interchange pass through

piu* SO07 per authorization Additional lee* mey apply All rate* subject to

A Proud Supporter

ANVAFPD CHASE ©
FOOD * PETROLEUM DEALERS Paymentech



By Larry Miller

One of the positive changes in
making convenience stores a des-
tination is the continued upgrading
of the hot beverage category. This
includes the addition of iced cof-
fee and frozen coffee beverages, as
well as additional program upgrades
including gourmet coffee flavors,
ample selections of high-quality
individual bag servings of tea, ener-
gy-infused coffees, and recyclable or
enviro-friendly disposable cups with
one-size fits all lids. Many operators
are also offering two sizes of refill-
able mugs for regular customers.

In addition, today's progressive
retailers also offer a variety of add-
in condiments in the way of fla-
vored non-dairy creamers, chilled
fresh half-and-half, and high-qual-
ity baked goods, as well as displays
of mint selections marketed as "after
coffee” mints. 1have even found
some shops that package used cof-
fee grounds and offer them free to
customers who want the grounds for
composting!

How to Boost

Hof Bevef&ge

Sales /

High-Visibility,
Flow-Through are Key

The presentation of the coffee area
itself is very important, as it is best to
have it highly visible upon entry to the
store. Along with program placement
and line-of-sight issues, also keep
in mind that the view of the menu
and pricing, the program graphics,
and how easy it is to move from the
cups to the coffee, to the condiments

Congratulations to AFPD
on your 100th birthday

and best wishes for many
more years of service.

We ook forward to the
next 100 years!

Oklahoma Food Industry Coupon Redemption Service
25 NE 52nd Street

Oklahoma City, OK 73105
(800) 580-9400 « coupons@okgrocers.com
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and lids while preparing that cup of
refreshment are all equally important
and will have a major impact on the
category growth and overall profit-
ability.

Positioning of your hot beverage
program in relationship to ancillary
products such as bakery and sweet
snacks will also affect the ability to
grow the size of each transaction, by
offering a broader product variety to
satisfy the different tastes and desires
of all of your customers.

These items should be arranged
in order. For example, the custom-
er should flow to the opportunity to
reach for a cup, serve the coffee, add
condiments, dispose of trash, reach
for a lid and napkin, and then be
provided the opportunity to buy an
"impulse” item such as
mints or baked

trash doors that they have to push with
their hands. While each of these con-
siderations alone may seem small and
sometimes insignificant, the total of
all of them makes for a powerful offer
that will be well received when imple-
mented properly.

Chilled dispensers for half-and-half
and flavored creamers are popular as
are having flavored syrups to make
the customers experience even more
unique. While all of these additions
do indeed add cost to your program,
if your location is conducive to high-
volume, early morning traffic, your
investment will be well rewarded.

Choose Equipment Thoughtfully

Understanding the importance of
selecting the right equipment is also
critical. There is debate in the industry
regarding the best way of brewing and
offering coffee to the convenience cus-
tomer. Should we use glass pots and
brewers, brewers and air pots, auto-
mated espresso machines that deliv-
er custom coffee by the cup, or even
the bag-in-the-box coffee systems that
offer no waste and true product con-
sistency? Volume potential, labor con-
siderations, operator preference, space
availability, competition, and custom-
er preference should be driving these
decisions. If you operate more than
one store, you should also consider
whether you want to build a hot bev-
erage “brand” that you and you alone
can lay claim to.

Visit your competitors to
see what they currently

goods. This W hile each ofthese offer.  Then you
will "feel . : must ask your-
right” and considerations alone may self: “Do you
also will seem small and sometimes want to copy
keep insignificant, the total of all of I their success-
the cus- them makes for a powerful offer ; €s, ‘t"td‘t)yfiu
tomers : . want to try to
moving that will be well received when offer points of

through the  ~
process and

not create bottle-
necks in the self-serve sys-

tem that a good hot beverage program
allows.

Additionally, it is always a good
idea to provide a small sink for the
rinsing out of mugs, especially if
you employ a coffee refill program.
The placement of a hot water spigot
and tea assortment in the flow must
also be remembered in a hot bever-
age offering if you hope to satisfy a
majority of your customers’ needs.
Many customers prefer to have trash
holes in-counter as compared to the

implemented properly.

difference to your

customers?”

Remember, there are
several ways to differenti-

ate your offer, from the graphics and
branding to the product selection and
delivery system, and to the layout and
design of the coffee area. Implement
things that tell your customer you are
there to satisfy his or her needs.

Larry Miller (LarryMiUer@mmc-
sinc.com) is president of Millet
Management & Consulting Services
Inc. This articlefirst appeared in
Convenience Store News and is
excerpted with permission.
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Congratulations AFPD on 100 years of Great Service!

“The Wholesaler of choice for the Independent Grocer”

Licensed Distribution Center

New Ideas, tailored

for your store Custoer Support
and Training
. . Experienced
Trie Best Drivers Sales Team

The Right Items
Quality branded and private
label products at

N competitive prices!

Promotions, Marketing
and Retail services

fc ra m a ! Michigan Family
Owned and Operated

Contact: Ron Baxter or Pete Bilitzke
(800) 968-0117 « www.greatnorthfoods.com
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ere at
H the
Mich-
igan Lottery, we
have been hard
at work to bring
Powerball to
Michigan in the
early months
of 2010. Once
available, tick-
ets can be sold
at the nearly
11,000 retailers
who sell Mega Millions tickets.

For retailers, processing Powerball
wagers will be easy. You can process
the wager manually from the terminal
home screen or with Powerball play
slips, which were shipped to retail-
ers in mid-January. Once on sale, the
Powerball button will appear on the
terminal home screen. Retailers can
process manual wagers by pressing the
Powerball button on the home screen
and completing the wager informa-

Michigan Lottery

Powerball is Here!

tion. To select the Power Play option,
simply press the YES/NO key on the
Powerball screen. Like Club Keno's
"Kicker," a Power Play number of 2,
3, 4 or 5 will be drawn during each
Powerball drawing. For example, if a
player who has purchased the Power
Play option matches the red Powerball
number, normally a $3 winner, and the
Power Play number comes up as a 5x
multiplier, the prize would be $15.

Tickets for a particular drawing can
be sold until 9:45 p.m. on the night
of that drawing, and tickets cannot
be canceled. Any ticket purchased
after 9:45 p.m. will be eligible for the
next drawing. Drawings are conduct-
ed at 10:59 p.m. on Wednesdays and
Saturdays.

In addition to the prizes avail-
able to players, huge bonus commis-
sions will be given to retailers for
selling Powerball big-prize winners.
Powerball offers exciting incentives
to retailers for selling tickets worth
$1,000,000 or more. Retailers will

Upgrade your POS & Camera Security System

POS Station System

$1,499.00 m

U-Supply Computer 4 Monitor

+ 1Smart Keyboard & C. Drawer

+ 1Laser Scanner & Display Pole

+ 1Thermal Receipt Pnnter

*+ Pro-Training & Local Support

+ Age Verifier. Time Clock, Reports
+ Print Liquor Shelf Labels

+ Touch Screen Monitor option

+ Photo, Check-Cashing Center

+ Credit, EBT, Gift, Loyalty Cards

+ Grocery & C-Store Scanners

C-Biz

Grocery Tobacco C-Store Web-

3250 Hilton Ferndale MI

20

Computer

V Buy local @ internet pricesl
V Test-Drive in our showroom.
V Do-it-yourself discountsl

V Pro-Service Install option.
V Free Survey & Consultation.
V Local warranty replacement.

16 Camera DVR System

AFD Member $1 49900 e
Cou pon Do-?t-yourself Kit
= Choose Linux or *Windows DVR
$200.00 + 8 Dome Interior Cameras
O ff' e 8,100’ Siamese Cables
e 8-port 12-volt power bncks
. Limit 1 - e U-Supply LCD Monitor
Purchases over e Pro-Training & Local Support
$2,000 00 e Internet & Cell Phone View

e 'Email & Voice mail alerts
+ No static IP address needed!
e 'Connects to POS or C. Registers

We-install only
Expires: 5/31/10

Solutions
Store. Gas Stations Restaurants Wholesalers & More’

www.C-Bizs.com 877-271 -3730
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receive a payment of $50,000 on valid
jackpot-winning Powerball tickets, and
$5,000 on match 5 plus Power Play win-
ning tickets purchased at their retail loca-
tions and redeemed for payment. This
is on top of the regular sales and bonus
commissions that are paid to Michigan
Lottery retailers. Powerball means new
opportunities for retailers to make money
and players to win money.

We are excited to have a new and
fun game for our players to enjoy and
our retailers to sell. Information on all
aspects of Powerball was available in
the January issue of Game Line. And
Michigan Lottery sales representatives
are always available to answer questions.

Make Me Rich!

The second installment of the Lottery’s
game show Make Me Rich! will air on
February 10. During the half-hour game
show, more than $3 million in prize
money will be given away.

Contestants won a chance to appear in
the February episode of Make Me Rich!
by playing a variety of instant tick-
ets from the Michigan Lottery, includ-
ing the $10 Million Dollar Mega Play
and Holiday Riches games, and most of
the current $20 games. As with the first
broadcast, the February edition of Make
Me Rich! will feature a text-to-win com-
ponent for the viewing audience. During
the show, details on how the viewing
audience can win one of five $1,000
prizes will be announced.

Players who claimed a $1,000 prize
from Multi Millions™, Casino Royal™
$2,000,000 Diamond Dazzler™, Lucky
Game Book™, or $2,000,000 Club™
were automatically entered into a final-
ist drawing if they claimed by December
9. On December 11, five lucky play-
ers were selected to appear on the game
show for a chance to win $2,000,000.

Players who claimed a $1,000 prize
from Million Dollar Mega Play™ (game
no.322) by December 9 were automat-
ically entered into a finalist drawing
and on December 11, three lucky play-
ers were selected. They will compete
on the game show for a chance to win
s 1,000,000.

Players who claimed a $750 prize
from Holiday Riches™ by January 4
were automatically entered into a final-
ist drawing. On January 6, three finalists
were selected and during the game show,
they will vie for $500,000.

LOWDOWN

Thank you to our retailers, for play-
ing such a large part in making Make
Me Rich! a huge hit. Your support
ensures the continued success of the
show.

Aerosmith

On February 15, The Michigan
Lottery’s Aerosmith™ ticket for $2
will be available to players at retailers
across the state. In addition to more
than $4 million in cash prizes, a sec-
ond chance drawing will be conducted
to award six players (with a guest) an
all-expenses paid trip to the “Ultimate
Rock Party” with band members of
Aerosmith at the Rock and Roll Hall
of Fame and Museum in Cleveland,
Ohio.

To enter, players must submit three
non-winning Aerosmith™ instant
tickets on the Lottery’s VIP website,
www.playercity.net. Entries for the
contest must be received by May 24 to
be eligible for the drawing, which will
be conducted on May 26. At that time,
six players will be randomly selected
from all the entries received to wina
trip for two to the Rock and Roll Hall
of Fame and Museum for a private
party with one or more members of
Aerosmith. The prize includes trans-
portation and hotel accommodations
for the prize winner and one guest

New Instant Tickets

In addition to the Aerosmith tick-
et, new instant tickets scheduled to be
released in February include Doubling
Red 7°s™ for $2 on February 8 and
1 Hot Number™ for $5 on February
15. The release date for these tickets is
subject to change.

More than 98.5
cents of every dollar
spent on Michigan
Lottery tickets is
returned to the state
in the form ofcon

tributions to the state School Aid
Fund, prizes to players and com
missions to retailers. In fiscal year
2009, the contribution to schools
was $724.5 million. Since its
inception in 1972, the Lottery has
contributed more than $15 bil-
lion to education in Michigan. For
additional information, please
visit the Lottery's website at
www.michigan.gov/lottery.

www.AFPDonline.i
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RELIABLE SUPPLY
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Plus so much more.

MARATHON

Marketing
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For Branding Opportunities Contact:

Bruce Mabee al BCMabee@marathonpetroleum.com
Waylon Walton at WDWalton@marathonpetroleum.com
or call 1-800-482-7755
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Produce Traceability Initiative in Full Force by Late 2010

By Dan Flynn

In December, the U S. Food & Drug
Administration (FDA) and the U.S.
Department of Agriculture (USDA)
held a joint informational meeting on
traceability, rolling out some research
but as yet no additional mandates.
Will there be another shoe dropping,
or perhaps a couple of boots?

Private industry's Produce
Traceability Initiative (PTI)—
demanded by retailers like Wal-Mart.
Safeway, and Kroger—is being imple-
mented. and by late 2010 will require
"human-readable™ labels on cases of
produce, which will include every-
thing from country of origin down to
the date picked from the fields.

All those outbreaks involving let-
tuce. tomatoes, spinach, cantaloupes
and peppers just caused too much loss
of consumer confidence for America's
retail establishments. Big growers got
the message and PTI was born.

When all those small and organ-
ic growers learned what was up.

many were certain traceability was
just another conspiracy to lock them
out of the wholesale market. One
guy who started hearing that early
was John Bailey, a land use attorney
with a practice in California's Salinas
Valley, the Salad Bowl of America and
Ground Zero for PTI. With encroach-
ment. water disputes, and other such
“hassles" facing those who own some
of America's most productive farm-
land, Bailey did a brisk business solv-
ing those legal problems.

Bailey was in the right place to
hear from his $1 million to $2 mil-
lion-a-year-growers-small by Salinas
Valley standards-that PTI was going
to be a hassle. It did not make sense
to small growers that they would have
to invest thousands of dollars to code
and trade their produce or be locked
out of the wholesale market that sup-
plies Wal-Mart and other big retailers.
So, Bailey set about designing a solu-
tion to the hassle problem, offering
small growers a solution to traceability

problems for a couple hundred bucks
a year plus the cost of printing and
paper for labels.

He did it through Top 10 Produce
LLC, which used a kind of coopera-
tive method for creating one GS1 Data
Bar coding system with the assigned
numbers for its enlisted members
to be totally up to snuff with PTI’s
requirements and deadlines.

With the dawn of 2010, Bailey also
rolled out “Top 10 Fresh,” a directo-
ry with reviews of locally grown pro-
duce from coast-to-coast. With almost
2,500 farms and ranches listed on
“Top 10 Fresh,” Bailey is on a mis-
sion to connect the grower with the
consumer.

Once that happens, the day of us eat-
ing nameless, faceless fresh produce
“commodities” will be over, and that
should help make food safer, too.

Excerpted with permission from

Dan Flynn's “Letterfrom the Editor:

Traceability. "Flynn is editor of Food

Safety News.
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Private industry's
Produce Traceability
Initiative (PTI) is being
implemented, and by
late 2010 will require
"human-readable”
labels on cases of
produce, which will
include everything
from country of origin
down to the date
picked from the fields.

Michigan farmers grew over 472 million pounds of potatoes for Frito-Lay last year.
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Sherwood Irood Distributors
congratulates the Associated Irood
& Petroleum Dealers oil their
tootliY ear “Diamond Jubilee” Anniversary
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Since its inception, Sherwood has grown to become one of the largest
independent distributors in the meat and food industry. The Company
currently ships 16 million pounds of food products weekly on a fleet of
over 250 trucks through a network of distribution centers in Atlanta,
Cleveland, Detroit, Miami and Walton, Kentucky.

Sherwood is headguartered in Detroit, Michigan and operates
distribution centers totaling close to one million square feet of

refrigerated warehouse space with over a million cases in stock
in over 50 categories.

Sherwood services 5000 customers including retailers,
wholesalers, institutional accounts, food service accounts
and cruise lines.

vV o Our facilities are strategically
located and well positioned to
service our entire customer
base from Michigan to Florida

fcia* J along the 1-75 Corridor.

Beef, Pork, Poultry,
Processed Meats,

1 Deli* Bakery, Frozen
a Foods and Dairy

Corporate Headquarters
12499 Evergreen Road
Detroit, MI 48228
(313) 659-7300

Visit us on the Web www.sherwoodfoods.com


http://www.sherwoodfoods.com
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AFPD: How It All Began

The Associated Food & Petroleum Dealers began in 1910 when a small group of local butcher shop owners began
gathering in the back of each others' shops at the end of every month to discuss ideas of common concern. They
called themselves the Detroit Retail Meat Merchants Association. This is how one of the chairmen of the association,
Alex Bell, describes the humble beginnings of AFPD.
The association's goals were aimed at encouraging more efficient cooperation among food industry businesses,
protecting the interest of retail meat merchants, and disseminating valuable trade information to its members to
ensure their interests were protected. Eventually, the group moved into its first office and established a month-
ly newsletter called The Master Butcher, a very popular member benefit. Later renamed The Food Dealer, the

publication has come to be known as The Food & Petroleum Report. | faB
.fa

www.AFPDonlme
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cere congrabdations to Associated Foodfr Petroleum beaters on
100th biamondJubilee We wishyou continuedgrowth andpros
Iforwardto working togetherfor the bettermento fthe industry
services to our communities.
—Joseph T. Kassab, executive director,
Chaldean Federation o fAmerica
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On behalfo fthe Michigan Grocers
Association$ boardo fdirectors
andsta ff congratulations to the
Rssociated Food & Petroleum
beaters in reaching 100years of
operation. Itis a true accomplish-

mentto reach this significant
| fCfr»f0 Of

(00> fj| 22 milestone We appreciate AFPb's

\Y ::;-L!b dedication to the industry. Happy
100th Anniversary! We commend
you for this achievementand wish
you continuedsuccess.
— Linda M Gobler,
president &aCEO,

Michigan Grocers Association
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Congratulations

AFPPon 100years! 46100 Grand River Avenue * Novi, Ml 48374

100 Charles Street'MaMen MA 02148 www rockfinanaalshowplace com
newenglandcoffee com

Congratulations. AFPV, on 100 years!

Noil s Silver

CIS MMiSmartymuCh Ml

(TV¥) «*-HM10aafcra IM) ***-%00  a rilv Congratulations, on the occasionofyour

i0Oth anniversary!
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Parto fthe solution, notpart o ftheproblem "has been

your mantra since we began our association and mem -

bersbip at AFPD. From allofthefolks at Bellanca, Si*

Beattie dr DeLisle, it has been a wonderfulride

uur ice

tvr/r'

We look withgreatanticipation at the decades to come

—-James V. Bellanca,Jr.,

AFPD legalcounsel, Bellanca, Beattie dr DeLisle

Pathway to a Name

In 1946, the Detroit Retail Meat Merchants and the Detroit Retail Grocers Association merged to
form the Associated Food Merchants of Greater Detroit. Members opted to broaden the scope of
the organization and call themselves Associated Food Merchants of Greater Detroit.

Several mergers with other various area food associations between 1924 and 1952, such as
the Southern Oakland County Food Dealers, the West Wayne County Food Dealers, and the
North Detroit Food Dealers Association, resulted in the groups becoming the Greater Detroit Food
Dealers Association. In 1960, the Associated Food Merchants of Greater Detroit then merged with
the Greater Detroit Food Dealers Association, forming the Associated Food Dealers of Greater
Detroit. Membership doubled as the group began offering health and workers' compensation
insurance and other program benefits to their members.

In 1988, to further broaden the scope of the organization, the members adopted the statewide
name of the Associated Food Dealers of Michigan.

In April 2006, AFD merged with the Great Lakes Petroleum Retailers and Allied Trades Asso-
ciation (GLPRATA) to result in a single association representing more than 3,900 small business
locations in Michigan and Ohio. The Great Lakes Petroleum Retailers & Allied Trades Association
has roots going back to 1929, when it was formed as the Service Station Dealers of Michigan
(SSDM). The SSDM group merged with the Ohio Petroleum Retailers & Repair Association in
2004 to become the Great Lakes Petroleum Retailers & Allied Trades Association. (GLPRATA). It
represented more than 900 gas stations and convenience stores in Michigan and Ohio.

As AFD expanded into a new geographic area, itwas renamed the Associated Food &
Petroleum Dealers (AFPD) to align with the shift in the membership base and presence in both
Michigan and Ohio.
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The Ohio Qrocers Association extends out
bestwishes andcongratulations to the
Associated Fooddr Petroleum Dealers i
celebrating its 100th DiamondJubilee
Reaching this century milestone is truly &
accomplishment We wishyou allthe very
bestin thefuture andlookforwardto a
goodmutualworking relationship on
behalfo four common industry.
— TomJackson, CAE,presidentandC E o\

»e«l-ers >

associated

Food &
petroleum

Ohio Petroleum Retailers Service Station Dealers Associate
and Repair Association

r.AFPDonline.i



Convenience Stores Debutin Detroit

The early 1960s saw a noticeable trend in the emergence of "convenience stores," which were staying open
longer hours than the normal supermarket—usually until 11:00 pm, seven days a week. These smaller
markets offered consumers quick service and were conveniently located for easy access.
The comer service stations were transforming into convenience stores. Local service stations began to sell
cigarettes, candy, ice cream, soda pop, sunglasses, salty snacks, milk, bread, and newspapers. Food service
(pizza, sandwiches, hot dogs, burgers) has inched its way into the menu formerly offered by traditional food

service businesses.

On behalfo fthe Michigan departmento fAgriculture's Motor Fuels
Qualify Unit, / am offering my congratulations to the Associated Food Or
Petroleum dealers on celebrating its 100th diamondjubilee. The Motor
Fuels Qualify Program wishes the AFPd continuedsuccess and looks
forwardto maintaining our cooperative working relationship with AFPd.

— Tun White, motorfuels gualifyfield supervisor,
Michigan departmento fAgriculture

The Chaldean American Chambero f Weat the Petroleum Retailers &-Auto Repair

Commerce and Chaldean Community
Foundation salute AFPd on 100prosperous

Association, on behalfofour boardof directors

and membership, offersincere congratulations

years. Here's to another century o fsuccess! onyour 100th Anniversary. We are looking

— Martin Manna, forwardto working withyou for the next 100.
executive director,

— Nancy Maricondi,
Chaldean American Chambero fCommerce

Petroleum Retailers frA uto Repair

The Michigan Licensed beverage Association congratulates AFPd on 100years o fservice to its mem-
bers, and we lookforwardto 100 more working together in dedicatedsupporto four entire industry.

— lance binouiemi, am ative director, M ichigan Licensedbeverage Association

association n lp
management RETAIL
resources I INVENTORY
3300 W mw im Avenue Suae 222 - Am Amor Ul 46104 m SERVICES
Plant (734) 971-0000«  (7J4) 677-2407 * wve uae2 com

Congratulations. AFPD. on 100years

Extends sincere best wishes to AFPD
o fbeing the voice o fthe industry.

on this momentous occasion.

The SmallBusiness Association o fMichigan con-
gratulates the Associated Food Or Petroleum
dealers on celebrating its 100th diam ondjubilee.
On this significantanniversary, smallbusiness
owners saluteyour exceptionalrecordofaccom -
plishment A century o fservice to independent

foodandpetroleum retailers represents an out-
standing recordo flongevity and responsiveness to
members'needs. We hopeyour efforts andactivi-
ties inyoursecondcentury willcontinue topro-
vide success andprosperityforyour members.
— Rob Fowler, presidentand CEO,
SmallBusiness Association o fMichigan

Faygo
Beverages, Inc.
3579 Gratiot Avenue

Detroit Ml 48207
Ptione 313-925-1600
Fax 313-925-6311

From onegreat Michigan tradition to Another! |
Congratulations, AFPD!

February 2010



AFPD and the Superstore Era

The 1970s and 1980s ushered In the era of the supercenter. AFPD's goal became to ensure that
independent retailers remained competitive in this new environment. AFPD was committed to <

lishing a more level playing field for small and independent grocer members (which then t
more than 2,300) to compete more effectively against the dominant chains, super

centers, and supermarket chains. Understanding the specific needs of their customers and (
ing what they need is the key to the long-term success of AFPD's independent retailers.

The Chaldea* American Ladies o fCharity congratulates AFPD>H

celebrating its 100th Diamondjubilee Yourcontinuous commitment,

supportand dedication to the Chaldean community andgeneral

community is instrumentalin helping to bring services andprograms

thatbenefitthe lessfortunate. We areproud to beyourpartners inyour

annual Turkey Drive and otherservices that help the community.

— Leeann Kirma, president, Chaldean American Ladies o fCharity

O ver the years, AFPD has witnessed many

examples of independent retailers purchas-

ing chains and converting them to inde-
pendent owned store locations. Independents have
acquired forsaken grocery chains' stores left behind
and spent thousands of dollars to.convert them into
clean, impressive new businesses.
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Ourcongratulations to the Associated Food Cr Petroleum Dealers on the celebration
of100years o fservice Yourleadership in Southeast Michigan has made us a bet-
ter community andan inspiration to Crime Stoppers o fMichigan. We lookforward to
working togetherforan even brighterfuture

— -John W. Broad, president, Crime Stoppers o fMichigan
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AFPD Advocates for Members Right from the Start

Policy and political matters have always been, and will continue to be, of pivotal importance to AFPD. In a complex
legislative landscape, delivenng results for independent retailer members has always been of utmost importance.
AFPD, since its inception, has taken the initiative to organize and mobilize quick action on timely issues that concern
or affect retailers. AFPD's political action includes educating state and federal legislative and regulatory officials on

issues important to the industry Furthermore, it advocates for political action by those officials when necessary.

The Ohio Petroleum Councilextends sin-
cere congratulations to the Associated Food Br
Petroleum beaters on its JOOth Anniversary o f
outstanding service to its member companies.
— TerryFleming executive director,
Ohio Petroleum Council

On behalfo fForgotten Harvest, sincere
congratulations to the Associated Food &
Petroleum bealers on celebrating its
100th Diamondjubilee

— YourFriends atForgotten Harvest

On behalfo fthe Ohio Lottery Commission, sincere congratulations to the Associated

FoodBr Petroleum bealers on celebrating its 100th biamondJubilee

— John Martin, deputy director, Ohio Lottery Commission

ACCESSispleasedto congratulateyou on

the 100th anniversary o fAssociated FoodBr
Petroleum bealers We would like to recognize

you foryour upstanding commitment to the
community. At ACCESS we areproudo four
relationship with AFPb. The resources and
expertiseyou bring to the table in ourjoint
efforts o fcommunity developmentand civil
rights is valuednot only by ACCESS, but also
the community at large We would like to wish
you continuedsuccessfor the next 100years to
come!

— HassonJaber, executive director, ACCESS

BROWN FORMAN

ongratuiilUons AFPD on 100years in the
Food. 3rvcr.it.ic & Petroleum industry*

Brown-Formsn reminds you to piM M dnnk rvsponubty

Sincere congratulations to the Associated Food
BrPetroleum bealers and its members onyour
100th Anniversary. The AFPb, its staff, and
its volunteer leadership have been a consistent
andtrustedpartner in the effort toprotect
andsupportthefoodand beverage industry in
Michigan. We valueyourfriendship andsup-
port, and we lookforwardto another 100years
o fworking closely withyou andyour members
on behalfofour mutualinterests.

— W illiam £ Lobenherz,president,

Michigan Softbrink Association
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ver the years, AFPD has been at the
Oheart of some of the most successful
and efficient political advocacy cam-

paigns of the food, beverage, and petroleum
industry. Here are a few of the highlights:

* In the 1960s. AFPD defended the food indus-
try against national claims that grocers were
at fault for rising food prices.

* AFPD prevailed in the battle to waive the law
requiring that a retailer must be a U.S. citizen
before qualifying for a liquor license.

+ AFPD joined with other affected associa-
tions to reduce the base used to determine
the Michigan Business Tax and obtained relief
from the Ohio Commercial Activities
Tax imposed on its members' businesses.

+ In December 1996. legislation was passed
ending 63 years of direct liquor distribution
by the Michigan Liquor Control Commission
(MLCC) and privatizing liquor distribution in
Michigan. AFPD was instrumental in mak-
ing recommendations that addressed the
concerns of retailers, and the MLCC adopt-
ed nearly all of AFPD's recommendations to
ensure that the final outcome was advanta-
geous to retailers.

+ In 2005. AFPD fought to constrict the sales
of out-of-state wine to protect its retailer busi-
nesses here, and prevailed in this effort.

+ AFPD has been part of the national coalition
to pass legislation stopping the rising cost of
credit card fees charged to retailers.

* AFPD advocates for legislation on both the
state and federal level to prevent below-cost
selling of gasoline, which severely affects
independent retailers.

12740 W. Warren
Suite 101
Dearborn, Ml 48126

American Anh (313)945-1700

chamiiik dkiimmihi i Wwwamencanarabcom j
Onbehalfofthe American-Arab Chamber

ofCommerce, we want to congratulate
the AFPD on I00Oyears ofgreat service!
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\pcciaf{/)iumotu(, (nnioe/ssulvj Sdition (’\PDX ( Genfunj o/\icrotc

The Michigan M C Program would like to offer its
sincere congratulations to the Associated Fooddr
Petroleum beaters on celebrating its 100th biamond
Jubilee. Thanks again and best u/ishes!

----- M ike PerreUi, M ichigan bepartm ent
o fCommunity Health, WtC bivision

All the Industry News
that's Fitto Print

The first issue of The Food Dealer (today known as the
AFPD Food & Petroleum Report) was published in 1922.
As the association has grown and merged with other
organizations, it has absorbed the best of those
association's publications as well, and emerged stronger
each time. With the exception of the war years (1943-45)
this magazine has been published monthly every year to
the present time. Over the years, it has remained well-
respected in the industry, a popular member benefit, and
a great marketing tool for vendors looking to boost their
exposure to the AFPD audience.

The most recent redesign in 2009 (shown bottom left),
features a full-color cover photo, tabloid size, and glossy
paper for an upgraded, professional look and feel.

IMeat CapitolStrategies Croup expressour
heartfeltcongratulations to AFPbfor 100
years o foutstanding service to the hard-
working independentfood andpetroleum
retailers in Ohio and Michigan. Ourbest
ufishes to the association and its member
retailersfor continuedsuccess in theyears
ahead.
— Vaughn FlasherandJodiLicursi,
CapitolStrategies Croup

12201 Beech Daly Road
Redford, MI 48239
Phone (313) 937-3500
Fax (313) 937-3591
WWW.7up.com

Congratulations to our friends at AFPD,
on 100years inthe industry!

www.AFPDonlir
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On behalfo fthe more than 2,000 companies and over 4,500 establishments o f
the Michigan RestaurantAssociation, | would like to offer our congratulations to
the members andsta ffo fthe Associated Food & Petroleum beaters on celebrat-
ing 100 hundredgears o fservice. We congratulateyou foryouraccomplishments
overthe course o fthe century and would like topass along toyou our wishesfor
another 100hundredyears. We lookforw ardto working togetherfor the better-
mento fthe industry.

— Rob Gifford,presidentand CEO, M ichigan R estaurantAssociation

Onbehalfo fthe betroit Economic G rowth Corporation, sincere congratulations
to the Associated FoodOrPetroleum bealers on celebrating its 100th biam ond
Jubilee. We wishyou continuedsuccess inyourendeavors and lookforw ard to
working w ithyour membership onpositive investm ents within the City o fbetroit
— Olga Savic Stella, vicepresident, business development,
betroitEconomic G rowth Corporation

On behalfo fthe Michigan bepartmento fAgriculture, congratulations to the
Associated Food fir Petroleum beaters on celebrating its 100th Year Anniversary.
Your continued commitment to the agriculture industry is commendable We
wishyou many moreyears o fstellar service

— bon Koivisto, director, M ichigan bepartmento fAgriculture

Krispy Krunchy

ARION

media services

1122 Bishop Rd  Grosse Pomle Pat MI 48230
Phone 313 884 0988 + Fa« 3132162727

Congratulations. AFPD. on 100years
ofexcellent service toyour membersl

Chicken
3501 Car Dnve
Commerce Township MI 48382
Telephone 248-821-1721

Wishes AFPD another 100years
ofsuccessful service to the industry!

Walt Kempski
Graphics

20870 Paloma St Clair Shores, MI 48080
Phone 586 7757528 + email wkempski@wowway com

Proud vendor, and member ofthe AFPD.
Best wishes for the next 100years!

February 2010 1 31
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AFPD CHAIRMEN

Detroit .
: Associated
RetailMeat
Merchants Food
. Dealers:
Association:
Frank Tumbarello + 1959  Roily Thomton ¢ 1961-52 Jay Welch « 1963-64 Don LaRose « 1
Frank's Party Store Sy's Supermarket Hollywood Supermarkets ~ Food Giant Supei
Michael Giancotti « 1967-68 Harvey Weisberg 1969-70  William Bennett + 1971 Allen Verbrugge * 1972 Ray Martyniak 1973 Phil lauri * 1974 Louis Vesdo
Orchard Supermarkets ~ Chatham Supermarkets 0 uik-Pik Food Stores  Verbrugges Supermarket Ray's Prime Meats Lauri Bros. Supermarket Vesdo Supem
Phil Saverino « 1976 Edward Acho « 1977 Ray Shoulders « 1978 Jerry Yono ¢ 1979-80 Tony Munaco ¢+ 1981-82  Larry Joseph « 1983-84 Jerry Yono ¢ 1985
Phil's Quality Market JA Supermarkets Shoulders Supermarkets  Detroit Food & Drug Center M. Ellictt-Chartevoix Market Market Square DiL Market
Tom Simaan « 1987 Sam Yono » 1988-89  Amir S. Al-Naimi » 1990-91  Frank Arcori « 1992-93 Nabby Yono *1994-95 Mark Karmo « 1996-97 Bill Vtviano « 1!
Armour Food Market Tel-KaH Market Metro-Politan, Inc. Vegas Food Centers Orchard Food Center Royal Food Center House of Ph
Sam Oallo * 2000-01 Terry Farida + 2002-03 Ronnie Jamil « 2004-05 Fred Dally *2006-07 Chris Zebari + 2008-09 James Hooks *2010
In‘N Out Foods Value Center Marker Mug & Jug Medicine Chest New Hudson Foods Metro Foodland

32 | AFPD Food & PetroleumREPORT
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OHIO PETROLEUM CHAIRMEN

Tracy Stanton ¢ 197440
Tracy’s Shell Service

Dave Fraitag *199446
Freiag'sBP

Jack Dope + 198043
Dope’s Shell Service

Pat LaUaccNa* 199643
PatsAuto Service

Not Pictured:

Jerry Wolfinger
1970-72

Jerry Imei

1973-74
Ron Milbum ¢ 196445
Northland Shell Car Denny Smith

1974

Hamay Hakieid
1967-91
Hatfield BP

Don Kuchu
1992-93
Kutcha Brothers
Sunoco

Maurice Helou* 200344
Citgo of Lyndhurs|

MICHIGAN PETROLEUM CHAIRMEN

EdNagmMMHI
HUraer and Oak Amoco

tyhcvdts to

Rich Bratachi* 200042
M e Laming Uobi

a ttfo fYjjo u

Mick Klldaa* 1992-93
KUdee's Service

Not Pictured:

Raymond Martin
1929

Rum Wllcoi
1945-47

A. Edward Jenkini
1947
Dougla* Lang
1973-75

Dannie Sktoraki*200345
UaOe4Mer Shel

I'leadersA ™/
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AFPD Nourishes its Communities

AFPO's Annual Turkey Drive originated in 1976 with the efforts of a single

retailer member. Now in its 25th year, AFPD is supported by 40-50
volunteer companies which help to distribute turkeys to more than 30
charity groups. In 2009, AFPD retailers contributed more than $26,000
to purchase 2,600 hundred turkeys just before Thanksgiving.

Scholarship Program

In 1972, the AFPD Annual Scholarship Program was created to
provide financial scholarship assistance to the sons and daughters of
persons employed in the food industry or students enrolled in a college
based food distribution program. The AFPD Foundation expanded the
program to include the employees and family members of AFPD
member businesses, their customers, and youth who are in need. The an rtver!
program today awards $1,500 grants annually in all fields of study.
Since its inception, members' generous donations have permitted the/
Foundation to distribute more than $350,000 to scholars. Scholarships are funded through AFPD
supplier, wholesaler and retailer members.
Several years ago, the Pepsi Bottling Group (PBG) generously donated $500,000 to further the education of AFPD
! scholars. The AFPD Foundation hosts the annual Joseph D. Sarafa Scholarship Luncheon, in honor of the contributions ¢

[ AFpD's former long-serving president, Joseph Sarafa, under whose administration and inspiration the AFPD Foundation
was created.

_ AFPD GolfOutings: #ore' the Schi
Congratulations to the

For 34 years, AFPD has hosted Golf Outings in
Associated Fooddr Petroleum Michigan and Ohio to bring together retailers and
beatersfor 100years o fservice suppliers from both states for a day of relaxation
. and enjoyment. These successful networking
to its members! Hhas been a events help strengthen business relationships in
privilege to be associatedw ith the industry. Portions of the sponsorship proceeds
help to enhance the AFPD Foundation Scholarship
program.
lookforward to continuing to

work with AFPb.

this fine organization, and/

— Qlenn b. Waggoner, Esg.,

attorney,
Peppte dr Waggoner L td

Thepartnersand
employees o fKaroub
Associates congratulate
AFPb on 100yearsof
service to the retailfood
andpetroleum industry.
We truly appreciate the
tong relationship between
AFPb and Karoub Associates, and lookforward to con-
tinuing ourpartnership as AFPb enters the nod century
o fservice toyour members and the citizens ofMichigan.

— KaroubAssociates

34 | AFPD Food & Petroleum
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ere People Buy from People

promoting education among its members, AFPD organized a Trade Show in 1984, Michigan's first industry

and the largest of its Kind in Michigan. The two-day event was held at Cobo Hall in Detroit.

's expertise in the trade show arena spans over 26 years with production of three successful and well-attended
shows in Michigan and Ohio. These trade shows are a great opportunity for entrepreneurs to showcase their products
to their target marKets AFPD trade shows have withstood the test of time because they create an envirom

pie buy from people’

Congratulations to AFPb as it
marks its 100th Anniversary!
The Michigan
appreciates ourpartnership and
looksforw ardto many moreyears
o fcollaborative work together.
— Kirsten Q. Simmons,
executive director,
Michigan FoodPolicy Council

Congratulations to the
Associated Foodfr Petroleum
beaters onyour 100th anniver-
sary!Since the Michigan Lottery
was establishedin 1V2, we have
been aproud partner with the
AFPb, which represents 80
percento four retailer base.
hVethankyou foryour support
and lookforwardto continuing
oursuccessfulpartnershipfor
manyyears to come

— ScottBowen,
commissioner, M ichigan Lottery

Century o flienoice

The FoodM arketing Institute
congratulates the Associated
Foodfr Petroleum beaters on
celebrating its biamondjubilee
Afullcentury ofservice toyour
members is aproudaccomplish-
ment We lookforward to
continue working together to
promote the well-being o four
industry and customers.

— BillManteria,

FoodM arketing Institute
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AFPD Trade Dinner:

Largest Food Industry Gala in the Midwest

At Its popular Trade Dinners, AFPD attracts more than 1,000 industry leaders, making it one of the largest food industry
functions in the Midwest. In its 94th year, the Trade Dinner has established a strong reputation as a first-rate gala,
providing business men and women the chance to make connections with like-minded individuals in the trade.

The prestigious black-tie function raises the profile of AFPD as a first-class industry leader and helps members develop
relationships with other leading industry professionals that will assist in their success.

I extendmy congratulations to the Associated Food Cr Petroleum bealers on its 100th

Year Anniversaryandcommendyou onyour service, leadership, and commitmentto the

community. Yourcontribution to the success o fover 3,100 retailers in Michigan and Ohio

is extraordinary andtruly indicative ofyour commitment to this region. Yourengaging

so many rich heritages has instilleda spiritofinclusiveness and collaboration that
is remarkable, and which is invaluable to the men and women o fthe betroit Police

bepartmentin strengthening our bondwith the citizenry.

— Warren C. Evans, chiefo fpolice, betroitPolice bepartm ent

Heeren Brothers
Produce Inc.
1060 Hall Street SW
Grand Rapids, MI 49503

P (616) 452-2101 « F (616) 243-7070
kate.smith@heerenbros.com

Congratulations to AFPD on the outstanding
achievementofl100years ofservice!

Microsoft
GOLD CERTIFIED

first tech direct

more than software

26622 Woodward Ave., Suite 105
Royal Oak, M148067

p: 248.291.0138 |: 248.281.0406
mfof&firsttechdirect.com

Congratulations to AFPu on 100years ofservice
and best wishes for many moreyears to come.

Congratulations on 100years o fexem plary
service as the voicefor thefood beverageand
petroleum industries. /am proudto have been
parto fthe rich history o fthis organization.
Onbehalfo fthe Blues, / wish AFPb andallo fits
memberbusinesses another 100years o fsuccess.

— banielj Loepp,presidentfr CEO,
Blue Cross Blue Shieldo fM ichigan

JM ettes

S P rintery

Maxing impressions in mx — printers

27454 Plymouth Rd. « Livonia, Ml 48150
Tel 734.261.6262 « Fax 734.261.9312
sales@mettesprinting.com ¢ www.mettesprinting.com
Congratulations, AFPD for providing your
members with 100 years of excellence!


mailto:sales@mettesprinting.com
http://www.mettesprinting.com
mailto:kate.smith@heerenbros.com
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JimGarmo
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Pats Auto Service
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Secretary
Indian Wage Market

Vickie Hobbs
Witiieriall Btielt

Karts Nut

gsms FAYAO

larwe Tee AM o

B O ARD

XECUTIVE COMMITTEE —

John Denha

Food A Beverage Vice
Chair. Membership

8 Mile Foodland

Paul Elhindl
Petroleum. Auto Repair
Vice Chair, Membership

Lyndhuret Valero

( Gentttru of*\\)eroict

Al Chittaro
Vice Chair. Long Range
Planning
Faygo Beverages, Inc.

—EMERITUS DIRECTORS

Chris Zebari
Lipan Foods

Mari Snimoun
Country Aces Mkt

Jerry Crete
Ideal Party Store

Gary Davie
Prame Farnis

Jim UantlM

Broadway Maria) A Cab Grendnver A HbWad Shet

Dy
s Chest

Mika Quin
Pepsi Botting Group

Matt Jonna
Plum Market

Im

Feisinia jiMill
Mug A Jug Liquor Stores

Percy Walls
Coca-Cola

PhHKassa
Satumn Food Center

Earilehbia

Sherwood Food Detributors

n 2010, Associated Food &

Petroleum Dealers represents 3,900

members who employ 55,000 peo-
pI€, Today's AFPD membership repre-
sents not only independent food, bever-
age. and petroleum retailers, but also all
segments of the food distribution indus-
try, including wholesaling, manufacturing
and related service companies

As AFPD nears the completion of its
first century, the association will contin-
ue to preserve and protect the existence
and success of the independent retail-
er. While much has been accomplished,
AFPD's work is not done. Staring down
the worst economic crisis this country
has seen in decades has not been easy.
And yet. AFPD's leadership continues to
provide hope, commitment, and the tools
for future successes.
Jane Shallal.

president and
CEO of AFPD
since 2006 and
the first woman
president of the
organization, t
says, ‘We are
grateful to the
thousands of
stores, compa- H i
mes, orgamza- Sr
tions, agencies JR
and mdividu- n
als that have
been part of
AFPD during
its past 100 years, and look forward to
the next century of AFPD success."

ftf

-AFPD

100

YEARS
1910-2010
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At Altria, we believe that part of being a leader is contributing to the development of
those around you.

That is why we actively support programs that bring strength, vibrance and

diversity to our communities, and improve the quality of life for everyone in the
places we call home.

The people of the Altria family of companies thank Associated Food & Petroleum

Dealers for their dedication and commitment to our families, neighbors and friends.

To learn more, please visit altria.com I \J I Altrla



The Gift of Game Cards

Even though the holiday shopping season is over, 7-Eleven
Inc. may have found a new reason to celebrate—gift cards.
Not just any gift cards; the got-to-have gift card option this
ear is the prepaid gaming card, according to the company.
These are used to enhance players' experience in Massively
riulti-player Online Games, or MMOGs. a popular activi-
ty with hundreds of millions around the world. And 7-Eleven
stores have expanded their selection, the company said.

Prepaid gaming cards doubled in sales over the past year, so
much so that the number of titles available in 7-Eleven stores
also doubled
ID respond to
the surge of

dOG play-

Social

ling has

ploded in
the virtual
world with
millions of
online players
challenging
fliemselves
and each other
ingames like World of WarCraft, MaplcStory, and Runcscape.
Some experts estimate more than 250 million people world-
wide are active social gamers.

These online games have gotten a boost from the growing
use of social networking sites such as Facebook. MySpace
and Twitter. Many of the new social games are situational

ler than “shooter" varieties and cast a wider net for players,
wing in more casual gamers of all ages and backgrounds.

,nd because new titles are being added daily, game-card pur-

sers can check publishers' websites to see games where
y can apply their prepaid funds

Prepaid gaming cards allow kids and teens to purchase virtu-
al currency or points without having to ask for mom or dad's
Credit or debit card. But it's not just kids who are playing the
games "You might be surprised at how many adults are play-
ing social or casual games." Haynes said. "You may be get-
ting beat by someone's grandma from across the country.
Many  the games truly have universal appeal

Game card prices at 7-Eleven stores range from $5 to $50.

<CSP Daily News, cspnet.com)
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C-stores Capitalize on Foodservice Opportunities

C-stores have long had a leg up on quick-
service restaurants in the beverage catego-
ry with their extensive selection of bottled
and canned drinks, as well as discount-priced
jumbo fountain beverages. Now, the segment
is branching into better hot food offerings in
an attempt to boost traffic.

For example, in October. 7-Eleven
announced the beginning of its national roll-
out of a new hot food menu. While the store
has offered self-service hot
food heated in microwaves
for years, the new menu
features quick heat-to-
order offerings prepared by
staff. The company sees it
as an opportunity to com-
pete in the on-the-go food-
service market.

"We recognize there is a
big appetite for hot foods,
and (that) we could deliv-
er it with great convenience and value," said
company spokeswoman Margaret Chabris.
“It's a natural extension of our existing foods
service program."’

New equipment allows c-stores to offer
head-on-demand products, like toasted sand-
wiches. A new TurboChef combi-oven that
uses radiant, convection and microwave
cooking, can cook foods 12 times faster than
a conventional oven. A whole pizza can be
heated in 90 seconds, and a plate of chicken
wings in under three minutes.

Tim Howell, senior manager and c-store
foodservice program lead at foodservice
industry consultants Technomic Inc., sees 7-
Eleven's new offerings as pan of a grow-
ing trend among c-stores. In coming years,
c-stores will be increasing their floor space
dedicated to foodservice as they attempt to
replace gross margin on tobacco and gas, he
said. Like 7-Eleven, they will likely increase

their private label offerings in order to dif-
ferentiate themselves.

For instance, c-store chain ampm, a divi-
sion of BP America Inc., has an exten-
sive foodservice menu, including chilled,
grilled and baked items. The idea is that
if consumers go into a c-store and pur-
chase coffee, they are more likely to grab
a hot breakfast sandwich than stop at
McDonald's for an Egg McMuffin later. A

recent study by
Ritter Associates
found that 22 per-
cent of consum-
ers get their cof-
fee to-go at c-
stores. The stores
also will like-
ly win on price
point, with most
of their offerings
averaging $1 less
than quick-service restaurants.

Even so, Darren Tristano, executive vice
president at Technomic, said c-store food-
service programs will first have a number
of challenges to overcome. First, consum-
ers will have to overcome their distrust of
hot foods prepared by c-store employees,
many of whom are doing other jobs besides
preparing and handling food. *'They're not
seen as a foodservice operator.” he said.
“As a result, (consumers tend to not) trust
the freshness, the quality, and the food
safety aspect of what these stores are pro-
ducing.”

One way c-stores could overcome that
distrust is to brand their foodservice. Once
consumers sec a dedicated staff member

handling the food, their trust level likely
will rise.

—Christa Hoyland, editor, QSRweb.com.

Eight O'clock Coffee Offers Consumers a Facebook "How-To"Video

The Eight O’clock Coffee Co. is  over coffee.”
supporting its heavy emphasis on Alisa Jacoby,
social media by helping Facebook senior brand
novices learn the ropes via a step- manag-
by-step video pnmer on the brand's  er for Eight
website, www.eighloclock.com. O'clock, told
reported MediaPosfs Marketing Marketing
Daily The video. “Connecting Over ~ Daily.
Coffee Through Facebook.” shows ~ "'Coffee and
users how to create a profile, search ~ computers
for fnends and family, and make the 9o hand in
best use of the sire's features hand—these

"Wk believe that connecting over  days, people

Facebook is simitar lo connecting

have their mug in one hand and their

mouse inthe easily stay in touch, said the report.
other.’ The brand is spreading the word

The about the video via its Facebook fan
Facebook page. Twitter tweets, mentions by
how-to video  bloggers and news media, and result-
ideaemerged  ing word of mouth, the report said.
from online Posted in mid-December, the video
chatter among  is generating positive press and
brand fans feedback from brand fans who are
mentioning reporting that they or their tnends
that they have  have become Facebook users with
friends who the tool's assistance. Jacoby told
they wished Marketing Daily.

were on Facebook. so that they could

(CSP Daily News, cspnel.com)
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Breaking news from the Ohio
Lottery: Powerball may be coming to
Ohio. As of this publication's dead-
line, we are about to ask our commis-
sioners to consider the new game. If
we receive all necessary approvals
and go through all the required steps,
Ohio could see Powerball this spring.

The Ohio Lottery expects to have
an active year ahead. What does that

mean for you? Our vision is to offer
you attractive, affordable lottery
game products that provide customer
value and enjoyment. In the upcom-
ing months, look for a number of key
game promotions to bring customers
to your doors.

When you succeed, we all do, creat-
ing winning experiences and positive
brand awareness that helps the Ohio

Where Service
Quality and Price meet!

U S
. Cube Ice

- Block Ice

. Crushed Ice

*Dry Ice

e Cash & Carry

Department at
Wholesale Prices!

- Best Prices In Town!
. Centrally

Located for
Best Delivery!

MNCE

OhioL o tter*£jA»jy ™|
Game Promotions Bring Customers to Your Door

Lottery raise money for the Lottery
Profits Education Fund and builds traf-
fic to your stores.

You’re a key player in all this.

Winners

You know them and have them in
your stores each and every day. The
Ohio Lottery plans to capture that in
an exciting Winners campaign begin-

U.S. ICE CORP.

10625 West 8 Mile Road

Detroit, Ml 48221

(313) 862-3344

Fax (313) 862-5892

LARGEST ICE MANUFACTURER
IN THE CITY OF DETROIT,
with a manufacturing capacity of
400 tons (800,000 Ibs.) of ice per day!

U.S. Ice's extensive fleet of deliverv trucks
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ning the
first quarter
of the year.
With more
than a mil-
lion winners
of all types
each and
every week,
you can help
us find and
share these
great stories.

Red Ball
The popu-
lar Red Ball promotion thanking Pick
3 customers is coming back Feb. 5.
At the same time, we have two new
EZPLAY games set for release for
customers who like the quick play of
an instant game without the scratch.
Let customers know about these fun i
opportunities to look forward to soon.
Thank you for all you do on behalf
of our communities.
Kathleen B. Burke
Director

C kr aftft)

Kraft to Debut 20 New 1
Cooking-at-Home
Products in 2010

Kraft, the world’s second-largest food
company, is betting that consumers will
continue to eat at home by introducing 20
new products, many of them designed to
help consumers re-create restaurant expe-
riences at home.

“Many of our new items reflect consum
ers' interests in bold flavors, especially
those that are Italian-inspired or have a
Mexican flair,” John Li, director of Kraft $
Culinary Center, said in a statement. The
increasing desire for bolder flavors is not
limited to a single age group. Everyone is
asking for more adventurous taste expen
ences.”

Many of the new items, such as
Lunchables sandwiches with whole-grain
bread and 100 percent-white-meat chick-
en, put the brand in head-to-head compc
tition with Subway. The company is also
ramping up the flavor on its cheeses an
adding items such as sea-salt nuts, tripc
ginger cookies, and antioxidant mixes.

www.AFPDonline.org
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North Pointe specializes in coverage for:

— Bars/Taverns — Realtors E & 0
— Bowling centers — Restaurants
— Conservation clubs — Roller skating centers

— Fraternal organizations — Workers’ compensation
— Package liquor stores

npic.com

The links logo is a registered service mark of QBE Insurance Group Limited. Coverages

underwritten by North Pomte Insurance Company and vary by state O 2009 QBE Holidngs. Inc.

NORTH
POINTE



Will Consumer
Concerns Keep Electric
Cars on the Sideline?

Enthusiasts and environmental-
ists have hailed the advent of electric
cars as the future of automobiles, and
many in the auto industry are predict-
ing big things in 2010 for electric vehi-

cles, But concerns about recharging,
among other things, might keep the
vehicle of the future from catching
on with mainstream consumers, The
Washington Post reports.

Whether consumers will purchase
and drive the new fleet of electric
cars is a question that no one knows
has the answer to. And with only 734
public charging stations in the United

Industr

States —most in California — finding
a place to plug in is seen as one of the
biggest issues facing electric vehicles.
Even with a full charge, electric vehi-
cles can travel less than half the miles
a gasoline-powered car can go with a
full tank of gas, and charging the bat-
tery can take hours, with few places

to plug in besides the driver's home.

(NACS Daily, www.nacsonline.com)

Kar's providing you and your customers the BEST:

-VALUE -SERVlCE Kar's.Nuts .
-Q U A L lTY -TASTE x;(\j/vl.skoar;aneultgsr.]ézyli
-VARIETY PROFIT 1-800-KAR-NUTS
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Use of Antibiotics
in Agriculture isa

Growing Problem

Last year, 70 percent of the antibi-
otics used in the U.S. - 28 million
pounds - were used in animals head-
ed for the family dinner table. The
Associated Press recently reported
that the rise in the use of antibiotics
is causing kKiller diseases like malaria,
tuberculosis, staph, and HIV to appear
in new and more deadly forms.

In fact, in 2009, the World Health
Organization named antibiotic resis-
tance one of the leading threats to
human health. The FDA has indicated
that unless new legislation is passed,
its approval of antibiotic use in ani-
mals dating to 1951 can only be with-
drawn through a drug-by-drug pro-
cess that could take years. Lobbyists
for agribusiness and pharmaceutical
companies, arguing that drugs keep
animals healthy and meat costs low
because they make the animals grow
faster, have defeated a series of pro-
posed limits on antibiotic use.

Nestle Announces
Eco-Shape® Bottle

Nestld Waters North America, Inc.
continues its plastic reduction efforts
with a new, lighter bottle available
across its entire packaged beverage
portfolio. The intro-
duction helps Nestld
Waters exceed
its goal for plas-
tic reduction, or
lightweighting, in
its half-liter, sin-
gle-serve bottles
by an addition-
al 15 percent by
2010, as outlined
in the company’s
2008 Corporate
Citizenship Report. An updated ver-
sion of the 2007 Eco-Shape bottle,
among the first branded half-liter
bottles in the beverage industry to
be lightweighted, this next-genera-
tion bottle is Nestld Waters' light-
est half-liter bottle yet. weighing 9.3
grams on average. Since its launch in
April 2007, the company’s first-gen-
eration Eco-Shape bottle is credited
with reducing Nestle Waters’ carbon
emission equivalents by more than
356.000 tons - that's like removing
78.000 cars from the road.

www.AFPDonline.org
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Support for Fuel Tax Hikes Picks up Steam

Four major trade associations—
NACS, NATSO. PMAA. and
SIGMA —are willing to consider push-
ing Congress for a small fuel tax hike
as a way to prop up the sagging high-
way trust fund. The current plan is to
draft a letter to tax-writing committees
in the House and Senate that would
support modest tax increases - but
only if lawmakers would guarantee
that the additional funds would be used
solely to maintain and improve roads.

The next step would be for the trade
associations to consult their members
about whether they should add their
names to such a letter. The idea was
first discussed in outline by marketer
groups NACS. NATSO. PMAA and
SIGMA in November, and took firm-
er shape at another meeting soon after.
Representatives from consumer and
user organizations, including AAA. the
Highway Users Federation and truck
drivers, were also present and backed
the basic premise. A representative
from the American Petroleum Institute
says the refiner group has taken no
position on the issue as of yet.

Marketer groups see a tax hike as
more palatable than other proposals
to rescue the failing Highway Trust
Fund. Rep. James Oberstar. D-Minn..
chairman of the Transportation and
Infrastructure Committee, has already
indicated that an increase is on the
table, although insiders say it is unlike-
ly to occur this year. NATSO has his-
torically supported fuel tax increas-
es as a means to raise revenue, as
opposed to tolling and commercializ-
ing rest areas.

A 2002 NATSO Foundation study
showed that roads with tolls or com-
mercialization have 50 percent fewer
businesses. “Fuel retailers who have
heavily invested in pnme inter-
state locations have a huge stake in
this issue.” says NATSO VP Holly
Alfano. "The consensus at the meet-
ing was that if we support a modest
tax increase, we would do so only if
the money is actually going to roads
as opposed to other projects, and if
all users pay That means some kind
ot long range plan to bring alternative
fuels and electric vehicles into the mix
at a comparable tax rate

PMAA will take the issue to its exec-
utive committee in February, says
the group's president. Dan Gilligan
PMAA max be comfortable with a
in cents gallon tax increase, hut only
if Uncle Sam does not require states

to kick in additional funds of their
own to qualify for the new money.
Many states use federal matching fund
requirements as an excuse to raise
their own fuel taxes, he notes.

The Highway Trust Fund has all but
run out of money. It had a balance of
$6.1 billion in December, but offi-
cials say it needs around $96 billion

to maintain and improve the nation’s
roads. Tied up in the health care
debate. Congress failed to reautho-
rize the current highway law last year,
instead extending it through February.
That law. passed in 2005. provid-

ed $286 billion over four years. The
House Transportation Committee has
proposed a $450-$500 billion bill over

six years, but the Senate Environment
and Public Works Committee has pro-
duced no specific plan to date.
Funding options being floated
include raising federal fuel taxes - the
last time they went up was in 1993.
The National Surface Transportation
Infrastructure Financing Commission,
Please see FUEL TAX, page 44
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For over 100 years Absopure has offered the highest quality water r

products to customers.

Now there are more choices than ever From our convenient 8-ounce
size to our economical gallon and 2.5 gallon bottles, there Is a size for
every thirst. Absopures all-new Eco-Pak bottles, made from recycled
bottles, are the latest Absopure innovation.

The unique new bottle promotes recycling - protecting the environ-
ment and creating iobs through increased recycling - while ottering
consumers a more responsible choice in the bottled water aisle.

With so many products to choose from, Absopure Water makes it easy
tor everyone to en|oy delicious, refreshing water anywhere you go.

February .010 43



Good Ergonomics: A Key to Reducing Injury

According to the Occupational Health
& Safety Administration (OSHA). poor
job design has resulted in more than
$20 billion in direct workers' compen-
sation cost. Furthermore, the National
Institute of Occupational Safety &
Health (NIOSH) estimates that mus-
culoskeletal disorders affect several
million workers each year with costs
exceeding $100 billion.

Annually, back injuries cost $60 bil-
lion to American companies and more
than one-million workers suffer back
injuries. Although the total number of
ergonomic injuries is declining, the
costs continue to escalate. Depending
on the severity of a particular injury,
workers’ compensation costs (medical,
lost-time benefits, disability ratings,
and potential litigation) could total

$100,000 or more per injury.

Good ergonomics includes restruc-
turing or changing workplace condi-
tions to make ajob or process easier,
thereby reducing stressors that cause
musculoskeletal disorders. In the
area of materials handling and stor-
ing, ergonomic principles may require
controls such as reducing the size or
weight of the objects lifted, installing

SOLUTIONS for your SUCCESS

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

introduces. ..
& B V
w M p

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 m412-461-2700, ext. 3

Fax: 412-461-2734

www.libertyusa.com me-mail: salesmarketing@ libertyusa.com
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a mechanical lifting aid, or changing
the height of the pallet or shelf.
Ergonomic-related back injuries are
one of the main concerns in any manu-
al material handling tasks. These back
injuries may occur from improper lift-
ing or overexertion and poor working
postures. Although no approach com-
pletely eliminates back injuries result-
ing from lifting materials, a substantial
number of these back injuries can be
prevented by implementing an effec-
tive ergonomics program and by train-
ing employees in appropriate lifting
techniques.
For help on improving ergonomics
atyour store, contact Frank Gates at
(800) 777-4283.

FUELTAX

Continued from page 43

a federal agency, suggested ini-

tial increases of 10 cents/gallon for
gas and 15 cents/gallon for diesel,
which would generate about $20 bil-
lion/year. According to the Financing
Commission, an additional 25-37
cents/gallon in tax revenue is need-
ed to cover the shortfall to maintain
roads; some 36-38 cents/gallon would
be needed to improve highways.

Fuel taxes generated just $34.9 bil-
lion in fiscal year 2009. The existing
18.4 cents/gallon tax on gasoline pro-
duces roughly $1.39 billion for every
1cent/gallon in tax, while the 24.4
cents/gallon tax on diesel fuel yields
$0.43 billion, according to a recent
Government Accountability Office
report.

Among the most popular proposals is
the introduction of tolls. Pennsylvania,
for example, wants to establish a toll
on 1-80, and in Indiana, a private
firm is paying the state $3.8 billion
for the right to manage the toll road
for 75 years. Eventually, fees based
on vehicle miles traveled (VMT) are
expected to replace fuel taxes as vehi-
cles become more fuel-efficient. The
Financing Commission says a fee of
2.43 cents/mile traveled would be
needed to raise $200 billion/yr - that
would be approximately 48 cents/gal-
lon in today’s tax terms. There are
still many issues unresolved, however.
Among them: How to fund the tech-
nology changes that would be needed
to implement such a system, and how
the fees would be collected. (Reprinted
with permissionfrom Oil Express)

www.AFPDonline.org
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Breakthrough Technology

The T-63 HCp machine provides a sophisticated solution for retailers with
medium return volumes and offers customers advanced technology features
that will keep them coming back - and shopping.

T-63 HCp Advantages

* Reduces labor costs thru an innovative
design, advanced technology, and high
container capacity

+ Utilizes less energy consumption, thus
reducing energy costs

* Provides user friendly features and fast
container processing with reliable operation

m Includes Sure Return Technology with
video surveillance for fraud prevention
and high-speed operation

+ Allows continuous feed

m Enables instant return of non-accepted
containers

B Meets ADA reguirements for infeed height

m Available in various configurations to
accommodate up to 3 types of material in
a single machine (can, plastic and glass)

CONTACT Steve Parker
616 302 1484

TOMTfNMA

Helping the world recycle

Tomra North America
One Corporate Drive, Suite 710, Shelton, CT 06484
Telephone: 203 447 8800 Web: www.tomra.com
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SUPPORT THESE AFPD SUPPLIER MEMBERS

ASSOCIATIONS/CHAMBER OF COMMERCE

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

AMR ¢ Association Management Resources

Chaldean American Chamber of Commerce..

ATM

American Communications of Ohio...
ATM of America

(614) 855-7790
(248) 932-5400

BAKERIES
Great Lakes Baking Co........c.verevnrerererericisenens

.(313) 865-6360

Interstate Brands/Wonder Bread/Hostess................... (248) 588-3954

BANKING
Huntington Bank

(248) 626-3970
(248) 538-8600
(248) 548-2900

Paramount Bank

Peoples State Bank

BEER COMPANIES

Anheuser-Busch Co
MillerCoor.

(314) 577-2000
(847) 264-3800

BEER DISTRIBUTORS

Eastown Distributors

(313) 867-6900
.(313) 865-3900
(586) 468-1402

Great Lakes BEVErage.......cocuwvcemcriceinnsrivisesriennns
Petitpren, Inc

BOOKKEEPING/ACCOUNTING CPA

Alkamano & Associate (248) 865-8500
Just-In-Time CFO SOIUtIONS ... (734) 7304737
Lis, McEvilly & Associate (734) 266 8120

Marco-., EK Williams & Co

UHY-US

CAR WASH EQUIPMENT

Car Wash Technologies

CHECK CASHING SYSTEMS
Secure Check Cashing

CHICKEN SUPPLIERS
Krispy Krunchy Chicken..

..(248)821-1721
Taylor Freezer.

CHIPS, SNACKS & CANDY
=-AfTO Frito-Lay, INC ..

Better Made Snack FOOUS........cc.ccoucvmriiiinnrisiirnnen
Detroit POpcorn COMPaNY.........cu.eveeeveeneesseseesenenns
Energy Club

1-800-359-5914
.(313) 9254774
.(313) 835-3600
(586) 2464969
Kars Nut Products COmMpPany......ccemeerenins (248) 588-1903
Motown Snacks (Jays, Cape Cod).........cccouuvvuvrrunncee. (313) 931-3205
Snyder's of Hanover (734) 3265971
..1-800-800-3286

Uncle Ray's Potato Chips...

(734)525-258rtified O il

COFFEE DISTRIBUTOR

AFTO "New England Coffee C0............ (717) 733-4036

CONSTRUCTION & BUILDING

Samona COoNSHIUCHON. ... (734) 8863615

CONSULTING

Environmental Services of Ohio........c...ccceeervvveueene. 1-800-798-2594

Flynn Environmental, INC.........cvrvereerenerieeriinrinns (330) 499-1000

CREDIT CARO PROCESSING

-AFPD Chase Paymentech 1-866-428-4966

DISPLAYS & KIOSKS

DVDNow Kiosks 1-877-8494272

EGG SUPPLIER

Linwood Egg COMPANY.....werrerimersnnrisssressesnenad (248) 524-9550

ENERGY, LIGHTING & UTILITIES
DTE Energy. 1-8004774747

(781) 8268877

National Resource Management............ccccc..voeenvennes

FOOD EQUIPMENT & MACHINERY

Culinary Product (989) 754-2457

(614)837-7928
Shimoun, Yaldo 8 ASSOCIALES, P C .........ccccciwervrmcssiivensnsesssiinens (248)851-79600 0D RESCUE

(248)355-104®rgotten Harvest

(248) 967-1500
.(313) 923-3535

Gleaners Community Food Bank......coccenennees

(724)742-9000

GAS STATION EQUIPMENT

Oscar W, Larson Co...

...(248) 620-0070
Superior Petroleum EQUIPMEeNt.........cooveereeerinnnnnnd (614) 539-1200

(248)548-3020

GASOLINE WHOLESALER

Central Ohio Petroleum Marketers, InC.........cccoco.ceees (614) 889-1860
(614) 421-7500
(440) 2374448
...1-800-355-9342
(934) 667-1166
(440) 543-5195

Countywide PetroleUm ........occeecenmermreenrsneneine
Gilligan Oil Co. of Columbus, Inc..
PAP Oil Company

Li man Oil, Inc

GREETING CARDS
-AFPD Leanin' Tree ..

1-800-556-7819 ext. 4183

GROCERY & TOBACCO DISTRIBUTORS

-AFPD “ Liberty USA i (412) 461-2700
General Wholesale........c.ccoenernncirnssicnnennn: (248) 3560900
H,T. Hackney-Grand Rapids.......c.cocewueeemeerinnnenns 1-800-874-5550
United Custom Distribution...........cooeeevrenerneriinnens (248) 356-7300

GROCERY WHOLESALERS & DISTRIBUTORS

..(248) 5424400
(517) 546-8217
D&B Grocers Wholesale..........cvwrvnerieneriinsrins (734) 513-1715

Capital Sales Compan

Cateraid, Inc

George ENterprises, INC.........ccovrniiinncsiiinennninns (248) 851-6990
Great North Food: (989) 356-2281
.. (248) 9363201
(313) 846-1701
(734) 524-0100
(989) 746-0943
(616) 8762248
(937) 374-7609

HKJ, Inc. - Wholesale GroCery....unnnnns
Jerusalem Food
MGL Select
Nash Finch

Spartan Stores, Inc
SUPERVALU

ICE CREAM SUPPLIERS

-AFPD Nestle/Edy's Grand Ice Cream........ U00-32H397 vtuoot

Frosty Products

(734) 454-0900

Pars Ice Cream Co (313) 291-7277

ICE PRODUCTS

Arctic Glacier, Inc

1-800-327-2920
1-800-7594411
(313) 862-3344

Home City Ice
U.S. Ice Coro

INSURANCE SERVICES

-AFPD North Polnte INSUrance ... 1-800-229-6742

-AFPD ‘BCBS of Michigan. ... 1-800-666-6233
AFPD "CareWorks Consultants..............(614)210-5491

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

Advanced Insurance Marl (517)694-0723
Bencivenga Insurance (Agent John Bencivenga) ... (248) 931-1000
CBIZ Benefits & Insurance Services............nenrieenns (614)793-7770
CIA Financial Group (586)799-6000
Danno Insurance Agency (517)552-3200
Farm Bureau/Jason Schoeberlein.........c.ccouvovcrnncrininins (517)522-3200
Frank McBride Jr, Inc (586)4462300
Gadaleto, Ramshy 8 ASSOC..........cuewrrerenmrrirnerereenns 1-800-2663784
Great Northern Insurance Agency. (248)8569000
Hedman Anglin Bara & Associates Agency. 614) 486-7300
Merem Insurance Services (248)921-1929
Paul Jaboro (East West Insuamce Group)............oe.... (586) 291-6022
Rocky Husaynu & Associates (248)851-2227
Underwriters Group, Inc (248)8562600
USTI/Lyndall Associates,Inc (440)247-3750

“AFPD Indicates supplierprogram that has been endorsed by AFPD.
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SUPPORT THESE AFPD SUPPLIER MEMBERS

INVENTORY SERVICES

PICS Inventory

Retail Inventory Sevices, Ltd ...

LEGAL SERVICES
Adkison. Need & Allen .oevvvecrssnicnens

Bellanca, Beattie, DeLiSIe .orircrivierrsirerecrererninen

Kecskes, Gadd & Silver, P C .cversnsvensssnssenssns

Mekani, Orow, Mekani, Shallal, Hakim & Hindo PC.

Pepple & Waggoner, Ltd

LOTTERY
GTech Corporation
Michigan Lottery

Ohio Lottery

MAGAZINE & TRADE PUBLICATION
Chaldean News

Chaldean Times

Detroit Free Press

Detroit News

KB News

Michigan Chronicle

Suburban News— Southfield

MEAT & DELI DISTRIBUTORS
C Roy 6 Sons

Dearborn Sausage

Upan Foods

Piquette Market

Sherwood Foods Distnbutors

US Foodservice

Weeks Food Corp

Wolverine Packing Company

MILK. DAIRY & CHEESE PRODUCTS

AfTO ‘Prairie Firms DtIry COuevrvinns

A fll) "Dtirymans
AFPD * H. Meyer Dairy
Afll > "Modern Foods
Country Fresh/Metody Farms

Vemdale Products

MISCELLANEOUS
7 Brothers Dish LLC
Bekanca Brothers, LLC
Bee Way HanVare

Sotahftetd Funeral Home

1-888-303-8482
(586) 977-3435

, (248) 540-7400

(313)882-1100
(734) 354-8600
(248) 223-9830

(216) 520-0088

(517) 272-3302
(517) 335-5648

1-800-589-6446

(248) 932-3100
(248)865-2890
(313) 222-6400
(3183) 222-2000
(586) 978-7986
(313) 963-5522

(248) 945-4900

(810) 387-3975
(313) 475-0048
(586)447-3500
(313) 875-5531
(313) 659-7300
(248)735-1229
(586) 727-3535

(313) 259-7500

(248) 399-6300
12161 214-7342
1513) 948-8811
(606) 255-6045
1-800-748-0480
(313)834-4190

(248) 747-3474
(313)882-1100
(3131894-5500
(248i 569-8080

MONEY ORDERS/MONEY TRANSFER/BILL PAYMENT
AfTI) MoneyCram International. Michigan (517) 292-1434

Ohio (614) 876-7172

MOBILE EQUIPMENT REPLACEMENT PARTS

Grayon ENerpnses, INCummmmmmmms womsmmnnnnn: (248)489-1398

OFFICE SUPPLIES

A fl1' Staples .. - 1-800-693-9900 ext. 584

PAYROLL SERVICES

A FII" PayCor s . (248) 258-0848 ext. 100
PHONE/CELLULAR/PHONE CARDS
AfLL" Wireless EXPerts i o 1-800-944-CELL
(AirvVoice cellphones)
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
Great Lakes Data Systems (248) 356-4100
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
AmenGas Propane (231)924-8495
REAL ESTATE
L"mhouM Ben Estate (248) 210-8229
The Saleh Group (614)419-5678
RECYCLING

WasteONE (810) 624-9993

REFRIGERATION
Sky Services LLC..

wovensesnneeenennnes (586) 556-0083

RESTAURANTS

RAM'S HOM ..oovvvcvvvvervevnsrverennesresssssseseees ,,(248)350-3430

REVERSE VENDING MACHINES/RECYCLING
1-888-422-7404
1-800-610-4866

Synergistics, LLC ...
TOMRA Michigan.....cccceunirvrriveninnns

SECURITY SURVEILLANCE/COMPUTER SERVICES

Central Alarm Signal (313) 864-8900

SHELF TAGS
JAYD Tags.

.(248) 730-2403

SODA POP, WATER, JUICES & OTHER BEVERAGES

AfP1) 'Intrastate Distributors .. ...
7UP Bottling Group........

(313)892-3000
.(313)937-3500

1-800-334-1064
(702) 586-0249

Absopure Water Co...........ccouuuviernne
Beverage PlUS........cccourvinenriiiinicnnins

Coca-Cola Bottlers of Ml
Auburn Hills (248) 373-2653
Belleville (734) 397-2700
Metro Detroit (313) 868-2008
Pori Huron (810) 982-8501

(216) 690-2653
(313) 925-1600

Coca-Cola Bottling - Cleveland

Faygo Beverages, Inc

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
(201)735-9000

(336) 741-0727

Nat Sherman
R J Reynolds

WINE & SPIRITS COMPANIES

Beam Global (248)471-2280
(734) 433-9989

1-800-462-6504

Brown-Forman Beverage Co
Diageo

WINE & SPIRITS DISTRIBUTORS
Cana Wine Distnbutors

Galaxy Wine

Great Lakes Wine & Spints

National Wine & Spints

(248) 669-9463
(734) 425-2990
(313) 867-0521
1-888-697-6424

. 1-888-642-4697

Wine Dimensions (734)216-1828

VAFPD Indicates supplier program that has been endorsed by AFPD.

« Indicates supplier only available In Michigan
Indicates supplier only available In Ohio
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5Ways to Maximize Your Chances for a Small Business Loan

By Trent Hamm

As we all know, there are many sit-
uations for businesses that can real-
ly only be handled with a business
loan. You need to upgrade your work-
space. You need more equipment. You
need more people to handle all of the
orders. In those cases, business loans

really can help.

Every business is different, and
every business has different loan
needs. However, there are still some
universal principles that any business-
person can follow to greatly improve
their chances of getting the business
loan they need to create a thriving
enterprise.

1. Be presentable. One of the big-
gest questions that a banker will have
when they discuss a business loan with
you is whether or not they can trust
you. Don't give them the opportunity
to doubt your trustworthiness due to
something you can easily control: your
appearance. Put yourself in the shoes
of that banker. That person is going to

Food Marketing

MARCH 24 & 25

RADISSON PLAZA HOTEL

KALAMAZOO MICHIGAN

"Essential Business Lessons for the New Economy"

Featured Speakers

Hank Meijer Carole Bitter

Co-Chairman & CEO President & CEO

Meijer Stores Friedman's
Michael Sansolo Kevin Coupe

Author & Food
Industry Consultant

Author & Founder
MorningNewsBeat

Plus

Edward Kuehnle
President
Cataline Marketing

Pete Blackshaw Brian Audette
Executive VP Vice President
Nielsen SUPERVALU

Workshops Which Address Today

Dan O'Connor
President & CEO
Retail Network

Kevin Hunt
President & CEO
Ralcorp Holdings

Darryl Brown Michael Malenfant
Sr. Vice President Vice President
Kraft Foods Procter& Gamble

's Industry Issues

For more information, call the Conference Hotline at 269-387-2132 or
Visit our Website at http://www.wmich.edu/business/fmk/fmc/2010/

Westirn Michigan Universe
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sit down, look at you, and start drawing
conclusions that will help shape their
recommendation. Don't hand them
reasons to draw negative conclusions.
Dress cleanly and crisply. Look the
banker in the eye when you speak and
shake his or her hand firmly.

2. Know why you're there. You
need to absolutely, unequivocally know
why you’re there and what you're ask-
ing for Why do you need this money?
How much money do you need? How
will you repay it? What can you offer
for security on this money? If you can’t
answer those questions without any
hesitation, you need to step back and
look at your situation again. If they ask
why you need the money and you give
your answer, what will you say if they
state "why" again? Know why you
need the amount you requested. Know
the reason for your repayment ideas.

3. Bring the documentation. You'll
likely have guidelines for the documen-
tation you need to provide. Follow it
to the lette—and go beyond it. If they
want three years of statements, have
five on hand for them, and ask if they
would like to see them Have docu-
mentation to support every answer and
statement you might produce. Make
it look professional. Don't just slap a
notebook on the table with lots of jot-
tings If you need help to make it look
good, get that help. Presentable mate-
rials makes it look like you have your
act together and that will work strongly
in your favor.

4. Don't hide the problems. If there
are problems with your case, you're
better off being up front about them
than hiding them. If they begin to dig
into your records and find something
problematic that you’ve avoided or
glossed over, they’ll wonder what other
problems you might be hiding. Instead,
open your own door to the future by
being up front about your challenges
A solid, open, honest business seems
more trustworthy than a "perfect” busi-
ness that just had a big flaw uncovered.

5. Don’t be scared. Don t look at
this as an opportunity to fail. The
worst case scenario is that you wind up
where you are right now. When you're
seeking a loan to improve your busi-
ness. the only place to go is up

Trent Hamm is the cnaior oj
TheSimpleDollar.com apopula blog
on personalfinance, i itneer, and per-

sonal development topics.
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Driving Change

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

New plans, low premiums for you — around $250 per person, per month. 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:

+ BlueCore PlusSM — New basic PPO plan with up to a 40% savings
+ Blue Care Network Health Reimbursement Arrangement — New HMO funding option

+ Blue Care Network S7.500/S15,000 high-deductible 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 800-666-6233.

>»»Ul \sM K Ttll<

Blue Cross

ASSOCIA.TW VFEPD IrA Elﬂg (S:Qir?el?\letwork

of Michigan
FOOO SPETROLEUM DEALERS
Nonprofit corporations and independent licensees
of the Blue Cross and Blue Shiold Association

bcbsm.com MiBCN.com
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Outgoing Chairman's JI'H W i T « 1*

A Farewell Letter from AFPD's

Outgoing Board Chairman

cannot believe how quickly two years
can go by. Really, it does not seem like
that long ago that Fred Dally passed

he chairman's gavel over to me in 2008.

What a ride it has been!

It has been an honor and a privilege to
serve you and our fine association for
these past two years. | want to assure you
that as | close out our
first century as an asso-
ciation. Jim Hooks, a
dear friend and associate,
is ready to take us into
our second century as a
very capable chairman.
Congratulations, Jim!

I am sure that you will
serve us with the integrity
and well-aimed guidance
for which we have come
to know you.

Since my early days
in this business and all
through my career in dif-
ferent capacities, | always
felt that my career would
be complete if | became
chairman of AFPD. When
it happened two years ago, 1believe that
I underestimated what this office really
means.

The great recession had firmly taken
hold of this country, the financial markets
have collapsed, huge companies in our
area went into bankruptcy, and jobs were
lost in staggering numbers. This has had
an incredible effect on how we do busi-

ness in the Midwest. A lesser industry of
businesses would have been crushed—but
not us. We are blessed to be in an industry
and an association where we believe in a
better day and where we have the tenacity
to hang on until its arrival.

At the end of 2008, things were at their
most grim. Changes needed to be made
and made quickly. With membership in
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Outgoing AFPD Chairman

decline and financials dropping, your pres-
ident, Jane Shallal, with the guidance of
your board of directors, took the association
into its 100th year by making major chang-
es in the way we do business.

The addition of Chief Operating Officer
Auday Arabo and a complete restructure of
the resources we had, along with new pro-
grams and services, have
begun to pay huge divi-
dends. AFPD saw its first
membership growth (near-
ly 10 percent) in years and
our new programs and ser-
vices added to the bottom
line of our members. At no
time in the past have our
members depended on our
leadership as much as they
have these past two years.

I want to personally thank
the board, Jane, Auday,
and the AFPD staff for the
hard work that they have
put in. Without the tenacity
that we have shown, noth-
ing like what we’ve seen
recently would have been
possible.

One hundred years after a group of meat
cutters got together to share ideas, we
have grown into the ""Voice of the Food,
Beverage and Petroleum Industries.” We
have weathered change, challenges, and at
times, situations that have made it difficult
to do business. | am happy to say that we
continue to stand as one. Our strength will
always be in our numbers.

As | head off to my Emeritus position on
the board, I will continue to stay involved
in various capacities and will still be as vis-
ible in our stores as ever. This organiza-
tion is and always will be a part of my life.
I thank you for your support and wish all of
you health, prosperity, and the grace to deal
with what our next 100 years brings.

U.S. Convenience Store
Count Holds Fairly Steady

The number of U.S. convenience stores fell 0.2
percent over the past year and stands at 144,541
as of December 31, 2009, according to the NACS/
Nielsen TDLinx 2010 Convenience Industry Store
Count.

This is the second straight year the count has
declined and only the fourth time in the last 15 years
that the industry’s store count has declined. The
industry count reached a high of 146,294 stores two
years ago. “The decline is driven by fluctuating gas
prices and many retailers, especially single conve-
nience store owners, not being able to keep up with
the expense and operating at a profit,” said Todd
Hale, senior vice president of Consumer & Shopper
Insights, Nielsen. “Consumer purchases with pay-
ments by credit cards—and the associated inter-
change fees paid to the card companies by retail-
ers—have been a real problem for the industry and
for single-store owners.”

Despite the two-year decline, the convenience
retailing industry has shown remarkable growth
over the last three decades. In 1979 there were only
57,700 convenience stores in the United States.
“That our numbers largely held firm in a miserable
economic climate and the dismal lending environ-
ment is a testament to our overall industry's strength
and offer,” said NACS Vice Chairman of Research
Greg Parker, CEO of The Parker Companies in
Savannah. Ga.

ATC at Retail Taken Off the
Regulatory Table

The National Conference on Weights and Measures
(NCWM) put to rest the issue of retail automat-
ic temperature compensation (ATC) and the debate
over the retail sale of “hot” fuel.

Last summer, weights and measures officials voted
to withdraw proposed changes to rules governing
the method of sale of petroleum at retail. Those pro-
posed changes would have either mandated all retail-
ers sell temperature adjusted gallons or authorized
states to permit retailers to do so.

However, the Specifications and Tolerances
Committee, which establishes the protocols for
implementing and testing such regulations, retained
its proposed ATC provisions as informational, leav-
ing them open for further discussion.

At the NCWM Interim Annual Meeting last month,
weights and measures officials voted to officially
withdraw the proposals under the jurisdiction of the
Specifications and Tolerances Committee. In addi-
tion. the board of directors also voted to dissolve a
special task force formed to evaluate ATC issues and
develop recommendations for regulatory changes.

These new developments effectively close the door
on regulatory action by NCWM on the issue of retail
motor fuel temperature compensation. If the issue
of ATC is to be reconsidered by the NCWM in the
future, it will have to start from the beginning with
a recommendation from one of the regional associa-
tions. (NACS Daily, www.nacsonline.com)
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