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FOR SUMMER i f  E W ! S in g le  Se rve  ice  Creams 

S w is s  P rem ium  iced  Teas

For more information on delicious Swiss Premium Iced Teas, our Fine ice creams or 
any oF our milk and dairy products, call us at one oF the toll-Free numbers.

Country Fresh, Grand Rapids
800-748-0480

Country Fresh, Livonia
800-968-7980

www.enjoycountryFresh.com

http://www.enjoycountryFresh.com


Your Direct Solution for Payment Processing
When it comes to cost-effective payment acceptance, Chase Paymentech offers AFPD members a 

direct alternative to third-party processors. And as the endorsed provider for the AFPD, you benefit 

from a program than not only provides exceptional service, but actually lowers your cost of accepting 

payments.

According to Auday P. Arabo, Esq., Chief Operating Officer, AFPD, "There is not a company th a t 

even compares to  Chase Paymentech when it comes to  service, price and overall satisfaction 

with getting the job done at the store level."

For more inform ation, please contact us a t 866.428.4966.

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

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

plus $0.07 per authorization. Additional fees may apply All rates subject to change without notice.

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

.jsoĉ AFPD
FOOD & PETRO LEUM  DEALERS

C H A SE O
Paymentech

ADV-072 0310 G2010 Chase Paymentech Solutions All rights reserved
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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

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



Chairman's Message EXECUTIVE COMMITT

James
H O O K S
AFPD Chairman

Seasons Change

I t's hard to believe that after such 
a long, uncharacteristically hot 
summer, we have finally arrived at 

the cooler days of autumn. Similarly, 
Jane Shallal. AFPD's president and CEO 
for the last half decade, is entering a 
new "season" of her own —the life of a 
retiree.

Jane has been a powerhouse of 
activity and accomplishment at AFPD. 
Quite frankly, she is one of the hardest 
working people I know. What I admired 
most about her work is that she always 
made sure to focus on initiatives that put 
the interests of AFPD members first — 
not her own agenda or the board’s or 
the government’s—always, it’s been 
members first. Of course, that’s the way 
it should be.

If you missed Jane’s “good-bye” in 
the last issue of AFPD’ s Bottom Line, 
dig up a copy and read it. Many of us 
said our good-byes to Jane at the most 
recent AFPD trade show last month — 
she was all smiles, excited and ready to 
begin her new journey.

And now, those of us “left behind” 
have turned our attention to marketing 
for Halloween, Thanksgiving, and the 
rest of the holiday season, which is 
startlingly close. What new product 
display ideas do you have planned to 
help your store sell more candy, more 
turkeys, more champagne? It’s time

to plan and create these displays now 
before the holiday is staring you in 
the face. Keep your store displays and 
interior decor fresh and connected to 
the season —you'll get your customers 
in the “buying" mood.

Speaking of turkey, AFPD is 
sponsoring Turkey Drives in both 
Michigan and Ohio this year. See the 
ad and coupon on page 19 for more 
information, visit the AFPD website 
at www.afpdonline.org, or call the 
AFPD offices at (800) 666-6233 to 
find out how you can contribute and 
get involved. The AFPD Turkey Drive 
is one of the most rewarding and 
important activities this association 
accomplishes each year. True, times 
are tough everywhere, but they have 
been exceptionally tough on so many. 
Whatever you can do to help will be 
greatly, greatly appreciated.

The new AFPD president and CEO 
was found within our own ranks: 
Auday Arabo, formerly COO of the 
association. Please make sure to 
congratulate Auday and offer your 
support and feedback next time you 
see him. Auday takes the AFPD reins 
at a challenging economic time, but no 
doubt, his energy and determination 
will lead this association forward. It’s 
a new season for many of us, and we 
have much to be grateful for. 111111

Jane has been a powerhouse of activity 
and accomplishment at AFPD.
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Michigan Updates
Opposition to Storage Tank Fee 
Extension
AFPD testified at the Michigan Senate 
Natural Resources and Environmental 
Affairs Committee hearing in opposition 
to S.B. 1267, which would extend the 
Michigan Underground Storage Tank 
Fee for five years beyond the December 
31, 2010 sunset date. AFPD maintains 
that the $50 million annual proceeds are 
being "redirected” by the legislature to the 
General Fund, rather than be used for 
cleanup.

Letter to EPA
AFPD sent a letter to the U.S. EPA 
opposing the implementation of a 
mandate requiring universal E-15 (85 
percent neat gasoline and 15 percent 
ethanol) before adequate scientific 
analysis is completed on the effect of E- 
15 on underground storage tanks, piping, 
dispensers, hoses, and nozzles. Tests are 
being conducted, but results are not yet 
complete; however, EPA wants to forge 
ahead with this mandate. Other regional 
and national associations have joined 
AFPD in opposition to this mandate.

Meeting with Sen.
Birkholz on MUSTFA
AFPD met with 
Michigan State Senator 
Patricia Birkholz and 
representatives from 
MPA/MACS and API to 
oppose the extension of 
the MUSTFA collection, which sunsets on 
December 31, 2010.

Meeting with Sen. Anderson on 
MUSTFA
AFPD also met with 
Michigan State Senator 
Glenn Anderson to 
discuss the effect of 
the MUSTFA collection 
and its redirection to the 
General Fund, on behalf 
of our retail members who 
might suffer an underground storage tank 
release.

^ArFPD Bottom Line

Meeting with Upcoming Senate and 
House Candidates
AFPD attended a Michigan Chamber of 
Commerce meeting where candidates for 
the upcoming Michigan House and Senate 
election were available for discussions.

Participated in NACs Interview
AFPD was interviewed by Jerry Soverinsky 
of the National Association of Convenience 
Stores (NACS) on the topic of “Branded 
vs. Unbranded" fuel from a customer's and 
retailer's viewpoint.

Changes in MDNRE Requirements
AFPD participated (along with API and 
MPA/MACS representatives) in ongoing 
discussions with the Michigan Department 
of Natural Resources and Environment 
(MDNRE) regarding the changes to Parts 
201 and Part 213 of the MDNRE's cleanup 
requirements and regulations that would 
adversely affect AFPD members.

Car Wash Discounts
AFPD has recently added a new program 
for Car Wash Operators that will give huge 
discounts, and in most cases, free freight. 
For information, contact the AFPD office 
at (248) 671-9600 or Steve Hamme with 
National Car Wash Chemical at 
(740) 972-2058.

Income Tax Cuts Could Expire Dec.;
Small companies will play a key role r 
Congress' decision on whether to allow 
tax rates to increase next year for high- 
income Americans. If Congress does 
nothing, all the reductions in income to 
rates enacted during President Bush's 
administration will expire on December 
31, 2010. That would trigger higher ta® 
for middle-income Americans, as wells 
the wealthy.

Ohio Employers on Hook for Workers 
Comp Safety
Many changes have taken place within 
the Group Rated Workers' Comp 
Program that will cause employers 
to be more involved in Safety Issues 
AFPD and CareWorks will continue to 
keep you updated on these issues. We 
highly recommend you review the latest 
changes on AFPD's website at www. 
afpdonline.org (click on Education, then 
Workers’ Comp).

OH!
LOTTERY

Ohio Lottery Meeting
AFPD met with the director of the 
Ohio Lottery, Kathleen Burke, in late 
September to further discuss the need 
for an increase in Agents' Commission. 
We will keep you posted as this develops 
further.

Ohio Commercial Activity Tax
AFPD is in the process of meeting v 
other associations to discuss workin 
together to defend retailers against aj 
possible increase in the Commen 
Activity Tax (CAT).

WWW. AFPDonW -'



Late B re a k in g  N ew s

AFPD Board Confirms Auday Arabo 
As New President & CEO

vFPD board of directors has named 
) Arabo the new president and CEO of 
.sociation, filling the position left vacant 
a retiring Jane Shallal. Arabo is uniquely 
Tied for the job, having served as chief 
iting officer (COO) of AFPD during the 
wo years.
is an honor and privilege to be selected 

a new AFPD president and CEO."
Arabo. “I am humbled by the board of 
tor’s strong support and confidence in 
aadership abilities and vision.' 
abo added that he will miss working with 
Shallal, who recruited him from Southern 
ornia. where he was serving as president 
2EO of the Neighborhood Marketing Association."I wish 
plenty of rest and relaxation in the coming years," he says 
'abo is the oldest of five children. His parents brought 
and his siblings to San Diego from Baghdad, Iraq in 
'. By age 10, Arabo began bagging groceries —and he has 
Hopped working since. He learned the retail business by 
mpanying his father and grandfather to work at Wrigley’s 
.'rmarket.
rabo graduated from San Diego State University where he 
uated Magna Cum Laude in Political Science with a minor 
istory. Upon graduation, Auday joined U.S. Representative 
n Bilbray’s Congressional staff, working in Washington, 
as a legislative correspondent for nine months, 
rabo returned to San Diego and attended California 
tern School of Law. finishing in 2'A years and graduating 
te top one-third of his class. Arabo excelled as a prosecutor 
ie San Diego County District Attorney’s Office. However, 
r one year, Arabo changed careers to use his knowledge of 
•I, government relations, and the law to help improve the 
itornia Independent Grocers and Convenience Stores.
.rabo was the driving force behind the 2007 merger of 
California Independent Grocers and Convenience Stores 
the California Beverage Merchants, which created the 

ghborhood Market Association, the largest independent

grocers association on the West Coast. In 
December 2008. he moved to Michigan and 
became AFPD's COO.

Arabo serves on numerous community and 
industry boards and charity groups. He is 
married to Alivia Kassab Arabo and resides in 
West Bloomfield. Mich., with their baby boy. 
Augustine Paul Arabo.

Achievements at AFPD
At AFPD, Arabo has achieved numerous 
accomplishments, including:
• Helping to recruit 598 new members to the 
association in 2009 and signing up 303 new 
members in 2010 to date.
• Implementing a number of successful 

money-saving programs for members.
• Helping to reduce the AFPD operating deficit by $77,570 

in his first year of service and continuing to find ways to 
reduce expenses without cutting services or service levels.

• Creation of Joseph Sarafa Annual Scholarship Luncheon.
• Creation of AFPD Annual Calendar and helping to 

transition the AFPD monthly magazine. Bottom Line, into 
a new format.

• Changing the revenue model for AFPD from sponsorship 
base to member base and membership services.

• Strategic planning of AFPD events and creation of annual 
marketing plans.

• Working on legislation, such as food stamp disbursement, 
recycling and the bottle bill, and alcohol and tobacco 
issues.

This list of achievements, as well as others, led the board 
to approve Arabo as AFPD's new president and CEO on 
September 21, 2010. "AFPD will be facing some new 
challenges in this tough economy, but we are confident and 
look forward to facing each obstacle in stride." says Arabo. 
"AFPD has had an incredible 100 years of history in the 
business community, but I firmly believe our best days are yet 
to come." Illl'lll

FEEDING DETRO
W W W  A m e n c a n s f e e O r n r ^ ^ g d c a n s  o f g
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2010 Annual AFPD/Liberty l
G o l f  O u t i n

On the heels of a successful Michigan Golf Outing, 
AFPD, along with its partner, Liberty USA, sponsored a similar event for 

its Ohio members on July 22 at the Weymouth Golf Club in Medina, Ohio.
More than 130 golfers participated in the event, which with the help of 

sponsors, raised funds for AFPD to award (four) $1,000 scholarships to 
deserving college students. One of this year's scholarship recipients is Ari 
Frum (center), pictured here with his mother, Shere Frum, and AFPD Vice

President Ron Mllburn.
The happy faces on AFPD's Ed Weglarz, executive vice president- 

petroleum, and the Liberty USA team exemplify the great time enjoyed by all 
participants. A special thank you to the sponsors who made the 6th Annual

AFPD/Liberty USA Golf Outing possible!

'-A F P D  Bottom Line www.AFPDo

http://www.AFPDo


ASSOCIATED FOOD & PETROLEUM DEALERS

\  AFPD Member Exclusive!!
(Small Format or Non-Advertising Group Only)

N .\

|

AFPD/Nestle Ice Cream 
and Frozen Food Program

All AFPD Member Stores (Gas Stations, Convenience Stores, n .
Liquor Stores, non-advertising groups, etc) will receive a 
9% quarterly rebate on all Nestle Net Ice Cream and Frozen Food 
Brand Sales if their store sells Nestle Ice Cream brands Exclusively.

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

* All rebates will be paid out through the AFPD office once a quarter.

• All freezer equipment and helpful point of sale fixtures for this program 
are FREE! (Subject to Pre-Quailification by Edy’s Sales Representative, quarterly sales

to be evaluated.) I

__________________________________________________________________________________________________________________________ /

To sign up for this program today, call Mike Pecoraro from Nestle at
1-800-328-3397 ext. 14001 

Make sure you tell him you are an AFPD member!

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



Consumers Think 
Organic Means:
'I Can Eat More"
The illusion of "healthy” drives 
consumers to eat more, buy more and 
therefore spend more. A recent study by 
the Cornell University Food and Brand 
Lab set out to understand how organic 
labels on less healthy snacks may 
influence perceptions and habits.

Fifty-four college students were 
randomly assigned to try cookies that 
were labeled ‘organic’ or cookies that 
had no label. Both groups of cookies 
were in fact Organic Oreos, made with 
organic sugar and flour. Participants 
rated the nutritional, value, and sensory 
attributes of the cookies, and were also 
asked about their personal environmental 
awareness and behavior, e.g., whether 
they recycled and liked being outdoors, 
as well as their shopping habits and 
nutrition consciousness.

Those who consumed 'organic 
labeled cookies believed they had 
approximately 40 percent fewer calories, 
more fiber, and were overall more 
appetizing in appearance than those who 
consumed and rated the non-labeled 
cookies.

Brian Wansink the director of 
Cornell’s Food and Brand Lab and co
author on the study says, “an organic 
label gives a food a ‘health halo,’ It’s 
the same basic reason people tend to 
overeat any snack food that’s labeled as 
healthy or low fat. They underestimate 
the calories and over-reward themselves 
by eating more.’

Clearly, health labels stimulate 
purchase and consumption, but these 
findings also reinforce the misperception 
that organic foods are in fact “healthier” 
alternatives, highlighting the fact that 
food and nutrition education is still 
lacking—even with college students.
(Excerpted with permission from 
Supermarket Guru.)

Food & Beverages 
Preferred Over Vitamins
Consumer interest in food and beverages 
that offer health benefits is greater 
than, or similar to, interest in vitamins 
and supplements that provide the same 
health-and-wellness benefits, according 
to a new global study conducted by New 
York-based Ipsos Marketing, Consumer 
Goods.

According to the report, consumers 
have greater interest in products that 
offer better digestive health, increased 
energy, weight loss, and healthy blood 
sugar levels. In fact, shoppers’ level 
of interest in food and beverages with 
these benefits equaled or surpassed their 
interest in vitamins and supplements 
offering corresponding benefits.

“The data suggests that consumers are 
most interested in health-and-wellness 
products in which there is already an 
established connection between the 
product and the benefit,” Lauren Demar, 
CEO, Ipsos Marketing, Global Consumer 
Goods Sector, told Progressive Grocer.

Gasoline
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Nielsen Study: Consult 
Seek Out Cheaper Gas
Nearly half (45 percent) of U.S. 
households are diligently seekin] 
gas prices, The Nielsen Co. has ft* 
The economy has consumers look® 
cost savings across the board, even 
they revert to some pre-recession it 
it said.

“Although gas prices are not as! 
they were in mid-2008, they havet 
edging up for some time and contin 
impact how consumers shop and fo 
said Todd Hale, senior vice preside! 
Consumer & Shopper Insights, Niel 
“Even though gas prices are reasoffi 
relative to recent years, consumers 
continue to employ money-saving 
strategies, such as using coupons» 
purchase incentives, as means to de 
with gas costs given overall econo® 
concerns.”

Other findings:
• Consumers continue to combat 

high gasoline prices by combi 
errands/trips (63 percent), doinf] 
more at home (39 percent) and 
reducing spending to a small 
(29 percent), moderating froi 
seen at the peak of the recesi

* Eating out less (46 percent) 
coupon use (38 percent) rani 
as money saving strategies di 
gasoline costs, elevated froi 
recession times.

See INDUSTRY NEWS,

www.AFPD- A F P D  Bottom Line
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ilustry News
a nued from page 12

upercenters are losing some 
ppeal for consumers seeking 
asoline savings; only 26 percent 
f households say they shop more 
t supercenters to save on gasoline 
ompared to 28 percent a year ago.
6 percent of households say that 
;asoline prices have no impact on 
heir driving or spending; double the 
esponse in June 2008.
>ome consumers buy gasoline at 
ocations because of incentives tied
0 their spending at stores where 
hey shop, such as grocery stores
24 percent); convenience stores/gas 
stations (19 percent); warehouse/ 
dubs (14 percent) and mass 
merchandisers (7 percent), 
f the 85 percent of households 
buy gasoline in these locations, 79 
ent do so because of low gasoline 
is; 67 percent for the convenient 
tion; 14 percent for the shopper/ 
lty cards, and 8 percent because they 
here to purchase lottery tickets. 
Consumer packaged goods (CPG) 
ilers continue to demonstrate good 
keting and merchandising tactics 
inking in-store spending to gas 
ngs at their pumping sites or with 
icipating petroleum companies,”
1 Hale. “Some programs have been 
mded to reward shoppers with gas 
munts and in-store savings based on 
spending. Other programs include 

Jcipation from manufacturer brands, 
ile gas prices are a bargain compared 
nid-2008, filling up a 15-gallon tank 
resents a significant cash outlay
an opportunity for CPG retailers 

I manufacturers alike to offer saving 
utions.” (Excerpted with permission 
m CSP Daily News.) 1111

i Mark Your Calendars! 
—February 11,2011— 
AFPD’s  95th Annual 

I Trade Dinner & Ball

F Rock Financial 
Showplace

\

\

can CHANGE Your Business
brings you “SOLUTIONS for your SUCCESS”

Liberty USA is a WHOLESALE DISTRIBUTOR located in Western Pennsylvanio. 
Serving 7 states including: Pennsylvania, Ohio, West Virginia, Maryland, Delaware, 
New York & Kentucky.

Retailers face many challenges in today’s market and we have the “SOLUTIONS” to 
help them be successful.

QUALITY SOLUTIONS PROVIDED BY LIBERTY USA:

* Technology
* Food Service
* Marketing
* Merchandising
* Customer Service

Inventory Management 
DSD Replacement 
Profit Enhancement 
Category Management 
Sales Growth

To Learn m ore about 
Liberty USA and how we can offer 
“SOLUTIONS for your SUCCESS” 
Please Contact: Liberty USA Sales SOLUTIONS tor your SUCCESS

920 Irwin Run Road
P: 800.289.5872 F: 412.461.2734 West Mifflin, pa 15122

October 2010



Petroleum News a  VU

Ed
W E G L A R Z
Executive VP, Petroleum

Frugality Can Make a Difference

While visiting a member’s store, the thing I noticed 
first when I walked into his office wasn't the mess, 
but rather a printer cartridge and a large needle on 

the desk. When I raised an eyebrow, he simply explained, 
"Refilling these printer cartridges is easy. Every time 1 refill 
one on my own, we save a few bucks." With that, he pulled 
the trigger on the needle, refilling another cartridge.

A few days later at another small insurance office, I glanced 
at the receptionist's desk and noticed she had a big stack of 
note paper next to the phone for quick messages and missed- 
call reminders. The note paper itself wasn't interesting -  
what was fascinating was that the back of the notes contained 
snippets of business letters. The receptionist, it turned out, 
saved old business letters, used a paper cutter to cut bundles 
of them into fourths, and used the backs of those letters for 
note pads.

Frugality: It’s an interesting principle. In times of financial 
trouble, individual people often turn to frugality to save a 
lew dollars. In the words of Charles Dickens in his immortal 
novel, David Copperfield, "Annual income twenty pounds, 
annual expenditure nineteen six, result happiness. Annual 
i.icome twenty pounds, annual expenditure twenty pound 
ought and six, result misery." The difference between 
happiness and misery is literally a few pennies.

Businesses that are so focused on the bottom line tend to 
look mostly at the acquisition of goods at a minimal price 
and the selling of goods at a maximum price. Frugality 
usually happens in the middle. You don’t practice frugality 
when acquiring or selling goods; you practice frugality by 
maximizing the operational items you already have.

For example, look at the items that are being thrown out 
in your store. Could that cardboard box be used to keep 
someone’s desk drawers organized or store records? Why not 
use the back of that paper as a notepad? Couldn’t we just refill 
that ink cartridge?

Similarly, look at the items no one is using before you buy 
something new. Do you need new light bulbs when there are 
perfectly good ones in that unused storeroom stuck in the 
sockets there? Do you need to get more toilet paper when

n  -AFPD Bottom Line
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there are dozens of rolls in the men’s room? Do you re 
new motivational posters, or could you just move 
the ones you already have so different posters catch 
different eyes?

These seemingly little steps, when added up, makejf 
the pennies of difference between happiness and mi: 
Over time, they add up to not missing an income tax 
payment (and accumulating late fees). They add up t 
being able to retain a great employee. They add up ti 
of those little things that separate a good business fn 
marginal business

The best place to start, though, is you. Set a frug: 
example in the store. Don’t spend your business moi 
an expensive “executive”-branded item. Instead, use 
same equipment everyone else uses — or use even mi 
bare bones equipment. Modify an old cardboard box 
your desk organizer. Employees will be motivated to 
recycled uses for packaging that enters your store. Make 
this frugality a point of pride for yourself — you can eve: 
use it as a selling point, as you’re passing the value save 
on this item straight to your customers.

No matter how many segments of the marketplace yoe 
serve with your business, it’s time to shift gears, 
frugally, and win.



AFPD Member 
Exclusive!

ASSOCIATED FOOD & PETROLEUM DEALERS

ADP Payroll 
Program

• 25% discount for AFPD members!

• One month FREE payroll. 2 year price lock on all major accounts.

• 50% off W2 preparation.

• Automatic check of new hires for tax credits. Only a 20% charge on 
savings from tax credits.

This is such great program, that AFPD will guarantee 
that ADP payroll services will MEET or BEAT your 

current payroll processor or we will give you a one 
year FREE Membership to AFPD!

To sign up for this program today, call Diana Bazzi at (877) 634-1434 or (313) 845-6544.

Be sure to let her know you are an AFPD Member!
Members with Questions Call: AudayArabo at the AFPD Office at 1-800-666-6233!



Here's how hot beverages— and 
their accompaniments— can heat 
up your sales this fall and winter.
By Carla Kalogeridis

Many consumers are passionate about coffees and other hot 
beverages, and if your business is not taking advantage of 
that, you could be missing out on significant profits (see 
sidebar, “Creating Excitement at Your Coffee Counter,”)
In this day of eliminating the “extras” from one’s budget, 
consumers have given up so much that a great cup of coffee, 
tea, espresso, chai, or other hot specialty drink—even if it’s 
much pricier than what it would cost them to brew at home — 
is one of the few “treats" that many consumers have continued 
to indulge in.

In fact, the hot beverage industry has some of the most avid 
enthusiasts of any other food or beverage product out there. 
Many consumers rely on these drinks to start their day — 
and later in the day, to keep them going. To be sure, the full- 
bodied flavors and aromas of 
hot beverages on a cool fall or 
winter day is akin to “comfort 
food.” And, with recent NACS 
data suggesting that the gross- 
margin percentage for hot 
dispensed beverages is nearly 
65 percent, retailers should 
work hard to maximize the 
opportunities. Consider this:

• Specialty coffee sales are 
increasing by 20 percent 
per year and account for nearly 8 percent of the $ 18 
billion U.S. coffee market.

• Average consumption in the United States is 3.1 cups of 
coffee per day.

• About 50 percent of the population (150 million 
Americans) drink espresso, cappuccino, latte, tea, chai, or 
iced/cold coffees.

• The average price for an espresso-based drink is $2.45.
See HOT TOPIC, page 17

'-AFPD Bottom Line

Creating Excitement at 
Your Coffee Counter
Did you know that your coffee counter can be the i 
and the most profitable program in your store?

Consumer interest in coffee is growing, with mar 
drinkers expecting to find a great cup of coffee and i 
coffee selection at their local convenience store. In I 
recently released National Coffee Association Coffe 
Study states that more than 55 percent of American 
drinking coffee regularly, and nearly two out of three < 
coffee they drink are consumed away from home.

Are you realizing your share of this business in yo 
Designing an exciting coffee counter will keep new or t 
customers interested when they first enter your store < 
keep your regulars coming back for more. Two thing 
true when designing a coffee counter: (1) consume 
and (2) consumers love a great cup of coffee. The co r 
an exciting coffee program include:

• An appealing merchandising point of sale sig 
Your point of sale should begin to connect with; 
customers outside of the store and communicate t 
have a great cup of coffee waiting for them at the

• A comprehensive coffee counter set with indo 
that are fresh looking, bright, and “sells” your c 
the consumer. The counter set should be easily
moment the customer walks through the door and dr 
customer to the coffee counter. Complete the expert 
with an invitation to return. Have available loyalty pn 
such as punch cards for free cups and travel mugs H

• A balanced selection of great tasting coffees. Tod 
offering only regular and decaf coffee does not provii 
a complete program. Make available a dark roasted 
heavier and more robust coffee for the growing cons: 
segment wanting richer coffee in the cup.

Most importantly, be aware of your total coffee profits! 1 
profit on sales of one half-gallon brew or one pot is norma 
$3.00 per pot. The net profitability of coffee by far exceed! 
incremental cost to put great coffee on your counter to atti 
repeat customers.

By improving your sales by only four pots per day ($12 
revenue per day), you will add annual net revenues per si 
more than $5,000.00!

The AFPD coffee program features New England Coffe 
business since 1916, New England Coffee is a family own 
roaster of great-tasting Arabica coffees and offers a wide ( 
selection. Even better, New England Coffee offers one to 
month of coffee per year to AFPD participants in the c 
program. For information contact Don Kunkel by phone al 
290-6608 or via email at don@consolidatedservicesgroup.

—Jeff Gehman, vice pi 
Consolidated Services Group, New Englani

www.AFPI

http://www.AFPI
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itinued from page 16 
The average price for brewed coffee 
is $1.38.
The average hot-beverage to-go cup 
is 9 ounces.
65 percent of all hot beverages are 
consumed during breakfast 
hours. 30 percent 
between meals, and 
5 percent with 
the remaining 
meals.

According to 
:cent CSP 
ort titled "Full 
am Ahead,”
-beverage 
ailers and c-stores 
re advised to pay 
intion to current trends in 
Generation Y demographic (those 

m between 1976 and 1994). This 
-million strong consumer group 
described as interested in organic; 
iferring complex, layered flavors; 
d tending toward products made 
th social responsibility. In short, hot 
verage retailers are missing a great 
portunity if they don't cater to this 
oup. for according to the National 
rffee Association, a whopping 89 
rcent of those age 18 to 39 prefer to 
ink their coffee away from 
•me.

Ultimate Hot 
everage Bar

onvenience 
ores are not the I 
ily businesses I 
king advantage 
f America’s 
•ve affair with 
ot, flavorful 
rinks. According to 
apermarket guru Phil 
•empert. smart grocers are finding 
reative ways to use hot beverages 
o increase trip frequency, prolong 
isits. become a promotional lever, and 
Multiply the impact of the hottest-selling 
hands on their store shelves.

“The Ultimate Coffee Bar,” as 
Lempert calls it, is a distinctive 
supermarket take on popular 
coffeehouses, though with three 
powerful advantages the others lack; (1) 
ample parking spaces, (2) a complete 
food environment that stimulates, and 
(3) the ability to fresh-brew multiple

brands (not just flavor varieties), 
which appeal to consumers 

that want to sample freely 
and change up their 
tastes sometimes.
Here are several steps 
from Lempert to 
jumpstart your store's 
“Ultimate Coffee Bar : 
On an individual store 

basis, identify the six 
best-selling packaged coffee 

SKUs—they could be Dunkin’ 
Donuts Hazelnut, Starbucks French 
Roast. Maxwell House Regular, or any 
other brands. You could do the same 
thing with teas, ciders, chocolates, 
eggnogs, or other popular hot beverages.

• Brew these brands consistently. 
Also, build a ‘first-to-market’ 
excitement by sampling new 
varieties promoted and supported 
by the consumer packaged goods 
(CPG) brand. Study frequent

stores: 98.5 percent of coffee, tea, hot 
chocolate, etc. is water—so make sure 
you know how good your water is.

Get Them Thinking
As with any product, the best 
way to sell more is to 
provide consumers 
with ideas on 
how to use it.
For example, 
create displays 
or include 
articles on your 
website, circular, 
or newsletter 
that describe the 
most popular hot drinks for 
wintertime, including:

• Hot Toddy — made with Darjeeling 
tea, whiskey, ginger wine, cloves and 
cinnamon.

• Hot Tea Punch —made with Ceylon 
tea, Amontillado cherry, rum, lemon, 
lime, and honey.

• Cafe Brulot — made with strong 
black coffee, brown sugar, cloves, 
lemon peel, orange peel, cinnamon, 
vanilla, and brandy.

• Spicy Cardamom —a winter spice 
to add warmth and zest to mulled 
wines and hot winter punches. Also 
used to enhance the flavor or strong 
or bitter coffees and teas. Served 
with milk and honey.

• Hot ciders —add cranberry juice, 
pineapple juice, and cloves to elevate 
the taste of ordinary apple cider.

There are a variety of recipes for these 
drinks that can be found on the Internet. 
Take the time to research, taste test, and 
recommend creative hot beverage ideas 
for your customers. And don't forget 
to suggest the complementary food 
itern(s) that will lead to the ultimate 
hot beverage experience for your 
customers—and increased sales for you.

Hot beverages represent excellent 
profit margins and good growth potential 
for grocers and c-stores—and the 
accompanying wines and liquors in 
many of the most popular specialty hot 
drinks represent opportunities for liquor 
stores. Take the time to research, market, 
and build displays that will introduce 
your customers to new ways to enjoy hot 
beverages this winter. Illllll

shopper data to identify the favorite 
coffees of this key group, and brew 

these too.
Analyze customers' market 
baskets to see what else they 

buy when they take home 
i packaged coffees, teas,
|  hot chocolates, eggnogs, 

etc. —and promote and 
serve these relevant 
items tit your intimate 

j; Coffee Bar. Donuts, bagels
and spreads could be just 

the start.
• Don't forget creamers, milks, 

and the latest sweeteners that health- 
driven customers want.

One more tip for both grocers and c-

October 2010
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New England Coffee: A History of Giving B<

N ew
ENGLAND
COFFEE

Family Coffee Roasters 
Since 1916

N ew
ENGLAND
COFFEE

Family Coffee Roa»icn 
Since 1916

New England Coffee is 
owned and operated by a third 
generation of the Kaloyanides 
and Dostou families and 
has been providing quality 
and service for more than 
90 years. New England 
Coffee’s belief in the highest 
standards of customer service 
and product quality has been 
passed on in the true tradition 
of family business.

In the early years, the company was located 
in a building at the corner of Milk and 
Broad Streets in Boston, where hand- 
roasted coffee was delivered by horse 
and wagon. New England Coffee's first 
truck was purchased in 1918. after which 
other family members started to join the 
business. In 1966, after outgrowing several 
homes in succession, the company finally settled 
into its present location at 100 Charles Street in Malden, 
Massachusetts.

Today, New England Coffee occupies five buildings and 
has dramatically expanded its manufacturing and packaging 
capabilities. While the company has grown to become New 
England’s largest independent coffee roaster, its philosophy 
and goals are still the same: to buy and sell premium coffee 
and provide the best service possible.

Admittedly, New England Coffee says its methods are not 
cutting edge. In fact, they're antiquated by most people’s 
standards, and the company has no plans to change that. It’s 
the only way New England Coffee knows how to make sure 
that its customers always enjoy a consistently great cup of 
coffee.

Although very proud of its products 
and service. New England

Coffee President and Chief Operating Officer] 
Kaloyanides says the company values most its] 

history of giving back tot 
community. “We are fir 
believers in the philosop 
‘Think Globally, Act

NewEnglandCoffee
kfM

Locally,” he explains,! 
over the years we’ve < 
to adhere to this princj 

For example, each y | 
for the past 16 years 
Kaloyanides and his 
colleagues have volunt] 
their time to put on a | 
tournament that raises1! 
for Rosie’s Place and ’ 
Hospice Care. The pro 
from the event enable 
Rosie’s Place to provid 
shelter, and job training 

women in need, and fori 
Hospice Care to continue to offer care and support to thq 
with terminal illnesses.

In addition to these two admirable organizations, Nefl 
England Coffee has vowed to support American troops 
overseas for as long as necessary. Each month, the comp 
sends cases of coffee to military personnel stationed at 
Sather Air Force Base in Baghdad, Iraq. In addition, thlj 
the coordination of local volunteers. New England Coffd 
supports Holy Joe’s Cafe, an informal coffee house whel 
members of all military divisions seek respite and enjoy] 
of coffee.

“While the scope and the style of each of our charitablj 
endeavors vary,” says Kaloyanides, “one element remaiq 

same: members from the New England CoffJ 
family are always actively and

passionately invol]

http://www.AFPDori


THANKSGIVING TURKEYS

AFPD FOUNDATION 
ANNUAL MICHIGAN TURKEY DRIVE

LOCAL CHARITIES DESPERATELY NEED OUR HELP AND TOGETHER WE CAN 
MAKE A DIFFERENCE. TO DONATE, PLEASE COMPLETE THE FORM BELOW AND 

SEND YOUR CONTRIBUTION TO AFPD FOUNDATION.

want to provide Thanksgiving dinner to needy Metro Detroit families.Yes!
Name Payment Method:

By check
Make check payable to.
AFPD Foundation 
Send this form & check to 
AFPD. 30415 W. 13 Mile Road 
Farmington Hills, Ml 48334

All donations are 
100% tax deductible. 
Please see your tax 
advisor for guidance 
on your specific tax 
situation.

Business

Address

By credit card

Circle one. MC Visa Card NumberPhone

V-Code # (last 3 digits on back of card)Expiration Date-
Email

I will provide Thanksgiving turkeys for:

___20 families at $200 ___ 250 families a t $2,500

___40 families at $400 ___ 500 families at $5,000

___100 families at $1,000 ___ other

Signature

Fax to AFPD at (866) 601-9610



How to Sell Mone
Tea conies in more than 3,000 varieties. In fact, tea is the most 
commonly consumed beverage in the world after water.

When buying wholesale tea and products for your business, 
you may frequently run across industry-specific terms you might 
not be familiar with. Tea selling is easier, of course, if you fully 
understand these terms.

Tea terms may include descriptions for specialty teas, types 
of loose tea, regions in which tea is grown, flavors, and much 
more. Understanding tea terms will help you decipher the most 
commonly used tea-related jargon, focusing on tea-growing 
location, and tea flavor. When offering various teas in your store, 
consider the following:

1. Where a tea is grown can greatly affect its quality and flavor.
2. Using terms for describing a tea's flavor in your product 

displays can increase your tea sales.
3. Understanding terms tea distributors use may help you better 

understand the sort of tea you're buying.

fully oxidized, oolong tea is semi-oxidized, and green tea is un
oxidized.

Tea distributors may focus on a specific type of tea, a specific 
region where leaves grow, or a specific grade of leaves. Herbal tea 
companies generally focus on tea infused with herbs. International 
importers focus on types of loose te a or sell tea for a China or 
Japan tea manufacturer. Increase your markup and profit with 
unique and tasty teas that consumers can't buy from Target or 
Wal-Mart. Before you begin selling tea:

1. Look for companies that sell tea products wholesale.
2. Request samples of tea before placing a large opening order.
3. Find a company with a satisfaction or freshness guarantee.

www.AFPDoi
- A F P D  Bottom Line
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?a
erstand Tea Location

n buying tea products wholesale, 
tea distributor should indicate 

re its teas are grown in the world, 
e of these place names, however, 
jnfamiliar to those not intimate 
tea terms. For example, Assam tea 

om northeastern India, Darjeeling 
om Darjeeling India and Nilgiri is 
i south India. Ceylon and Nuwara 
a are teas from Sri Lanka. Congou 
word used for northern China’s whole leaf black 
. Formosa is a term used for describing tea grown 
aiwan.
or more information about tea terms related to tea- 
wing location, check out www.coffeeteawarehouse. 
i, which provides background information on teas 
n geographic areas such as China. Russia. India. 
Africa. The United Kingdom Tea Council at www. 

co.uk/tea-and-business also has an interactive map 
»wmg you to see all the major producers of tea and 
rn about tea in those regions.

Understand Tea Taste
When selling tea, there are many useful 
terms used to describe the flavor. Take 
advantage of these terms to help your 
customers understand what sort of tea they 
are purchasing. For example, “autumnal” 
describes the taste of teas grown during the 
fall, “cream" describes the cloudiness you 
might observe as the tea cools (the best teas 
have a bright cream), and “thin" means the 
tea has been fermented inadequately.

Understand Health Benefits of Tea
Numerous studies have demonstrated the 

anti-cancer properties of antioxidant teas, based on a consumption 
of 2 to 4 cups a day. Other benefits include prevention of blood 
clotting and lower cholesterol levels. One Japanese study found 
that green tea lowers death rates from heart disease, although this 
claim has not been certified by the FDA.

In fact, tea ranks as high as or higher than many fruits and 
vegetables in the ORAC score, a score that measures antioxidant 
potential of plant-based foods. A cup of tea also contains only half 
as much caffeine as a cup of coffee, according to the American 
Dietetic Association. You can use this information to create an 
interesting display, educate your customers, and sell more tea. III!Ill

New Dairymens* 
Refreshing Iced Tea

3 Exciting N ew  Tastes 
Brewed Sweet Tea 
Green Tea with Ginseng and Honey 
Tea Cooler: Half Tea/Half Lemonade 
Popular 64oz Size 
Naturally Flavored 
No High Fructose Corn Syrup

r v  ^D airym en st o d a y
from:

Li IIKmii
53 swii mi

D airy m en s  B rew ed  S w ee t Test 
UPC - 0 -72804-00960-2
D airy m en s  G re e n  Tea w ith  H o n ey  an d  G in sen g  
UPC - 0-72804-00962-6  
D a iry m en s Tea C o o le r 
UPC - 0-72804-00961-9
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Y E A R S
ASSOCIATED FOOD & PETROLEUM DEALERS

AFPD Member Exclusive!
----------------------------------------------------------------~ — ,

AFPD/Pepsi Beverages Company Program

© P B C TO QUALIFY
AFPD members must have signed and are executing a 

2010 CDA program; if you would like to sign up for a Cl 
please contact the number or email below.

Crush/Mug Root Beer/Sierra Mist/Lipton Brisk Incentives
• GROCERY STORES - Incremental $0,25 per case above & beyond your pricing on all 2 liter 

bottles of Crush, Mug Root Beer, Sierra Mist & Upton Brisk products and $0.50 per case on 
20 oz. Must place one full shelf (7skus) of 20 oz bottles and merchandise a minimum of 25 
case display/rack (suggested retail price for 20 oz. is $0.99 each).

• ALL OTHER RETAILERS - Incremental $0.25 per case above & beyond your pricing on all 2 litei 
bottles of Crush, Mug Root Beer, Sierra Mist & Lipton Brisk products and $0.50 per case on
20 oz. Must place one full shelf (7skus) of 20 oz bottles and merchandise a minimum of 5 case 
display/rack (suggested retail price for 20 oz. is $0.99 each).

Equipment Fund Per Year
• Grocery Stores - $250 placement fee for incremental one 

door checklane cooler.

• All other retailers - $250 placement fee for incremental 
one door cooler within 8 feet of front register.

• No limit on the number of coolers; subject to 
pre-qualification by a Pepsi Beverages Representative.

• Rebate checks to be sent out every quarter by AFPD.

To sign up for this AFPD Exclusive Pepsi Program, please call 1-888-560-2616 
and leave your name, your store name, address and telephone number. You 

can also em ail your interest in joining this program toAarabo@AFPDonline.org.

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

mailto:toAarabo@AFPDonline.org
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Krispy Krunchy-Lipari Form Partnership 
after AFPD Trade Show

there are no royalties or franchise fees. 
Finding an effective distribution network 
is critical, and Lipari foods matched that 
requirement perfectly. Krispy Krunchy 
executives visited Lipari’s state-of-the- 
art facilities, were impressed by Lipari’s 
can-do attitude, and a partnership was 
born.

Be sure not to miss your chance to be 
in the right place at the right time. Make 
plans now to attend AFPD’s annual 
Food & Petroleum Trade Show in either 
Michigan or Ohio next April. Check it all 
out on www.AFPDonline.org. [till

<Editor's note: For more on Lipari 
Foods, read their Supplier Spotlight in 
June 2010's AFPD Bottom Line. Stay 

tuned for a spotlight on Krispy Krunchy’s 
business model in an upcoming issue, or 

visit www.krispykrunchy.com.)

most retailers know, one key to 
cess is to be in the right place at the 
it time. That was certainly true for 
nna Crawford when she attended 
PD's 26th Annual Food & Petroleum 
de Show in April and met Scott

Berman, vice president of category 
management at Lipari Foods.

Crawford is the marketing partner for 
Krispy Krunchy Chicken in Michigan 
and parts of Ohio. Affectionately known 
as KK, this small Louisiana company — 

with a product that 
Crawford says “is so good 
it sells itself' —decided 
just three years ago to go 
national. Today, there are 
locations in 25 
states, mostly in c-stores; 
Michigan has 15 loca
tions, with two more just 
opened in September.

Although Krispy 
Krunchy looks like a 
franchise to customers— 
and trains and supports its 
retailers like a franchise—

:hryn Williams (left) and Donna Crawford shared Krispy Krunchy 
cken with AFPD members at a recent AFPD trade show.

October 2010
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By Michael Sansolo

Supermarket retailers don't have to look too far to find a 
potential silver lining in all the current economic challenges. 
Virtually every consumer article on budget-stretching 
strategies highlights the incredible savings gained by moving 
meals back home.

Whether it comes to breakfast, lunch, or dinner, any shift 
in shopper behavior would translate into strong gains in 
sales, profits and long-term relations with customers. Yet the 
benefits offered by the economic conditions can be undone 
if retailers don't understand the complex decisions shoppers 
go through in planning and cooking each meal every day of 
the week.

Eating In: Growing Sales by Helping Customers Eat 
Home More, the newest study from the Coca-Cola Retailing 
Research Council (CCRRC). provides significant details 
on the sales benefits involved in winning back each meal 
occasion, examines the challenges and opportunities at each 
occasion, and outlines creative strategies retailers can use to 
best position themselves.

But what might be most useful is how the NPD Group, 
the recognized expert in shopper and mealtime behavior that 
conducted the study, characterized key shopper traits that 
help explain how decisions are made. By understanding and 
marketing to these need states, a retailer can better serve and 
satisfy key shopping trips. The seven “faces” of mealtime 
decision include:

1. Last Minute No 
Brainers. More than 
20 percent of the 
time, shoppers find 
themselves thinking 
this way. It's all 
about getting dinner 
on the table quickly, 
so this is the perfect 
opportunity to 
market meals that are

easy to make, eat, and clean up. Keep in mind that for

most dinner occasions, more time is spent in prepani 
and clean up than on eating. Emphasize easy meals 
as shoppers find themselves looking for these quick 
solutions more 
than any other 
mealtime option.

2. Thrifty Repeats.
This mealtime 
option is about 
using what’s in 
the home already.
Retailers can play 
up the low-cost 
per servings of supermarket meals and the many differ

ways foods can be us 
as leftovers.

3. Tasty Creations.
This is a very differe 
dinner time, when 
shoppers want to try 
something new and 
exciting. Merchamfc 
new recipes, new 
products, and new J 

tastes. Keep in mind; shoppers are in this mood about 
once a week, so seize this opportunity.

4. Nourishing 
Fare.
Americans 
know they need 
to eat healthier 
but sometimes 
don't know how 
to make the 
right decisions. 
When thinking 
along these

www.AFPDonHP1tYFPD Bottom Line
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even Faces
lines, shoppers appreciate 
recipes and products that offer 
healthy choices.

everyone get involved in the process. These special 
mealtimes can help build interest in more regular
occasions.

7. Hearty Fuel.
Although this is the 
least cited mealtime 
experience —less 
than 10 percent of 
the time—it, too, 
has sales potential.
Emphasize comfort 
foods and dishes like 
casseroles that could 
feed the more common need for Thrifty Repeats. 

Understanding these different mealtime needs can help 
retailers better align with shoppers. Remember, the sales 
gains of winning back just a few meals each week can 
result in major gains in sales and customer loyalty. 1111 III

Michael Sansolo is research director o f the 
Coca-Cola Retailing Research Council. 

Previously, he was senior vice president o f education, 
research, and industry relations at FMI. The Eating In 

study is available free o f charge at www.ccrrc.org.

5. Kids’ Delights. For younger 
families, finding foods that kids 
enjoy is always an issue. Offer 
recipes and ideas that meet this 
need, while also featuring sale 
prices and health benefits. And 
consider competition to let local 

moms share and compare recipes.

6. Family Entertaining. Although this isn’t one of the 
most common 
mealtime drivers, 
it’s incredibly 
important.
Emphasize the 
importance of 
family meals and 
feature recipes 
that can let

Stability Matters!
Associated Food & Petroleum Dealers, Inc. (AFPD) partners with 
CareWorks Consultants Inc. (CCI) because CCI delivers the most significant 
cost savings to our members. CareWorks Consultants, the leading third 
party administrator (TPA) in Ohio, is the only Ohio owned and operated TPA 
among the industry leading TPAs servicing Ohio employers. This equates to 
long-term stability for our workers' compensation program participants.

CareWorks Consultants integrates workers' compensation safety 
prevention and risk control with aggressive claims management to provide a 
sizeable return on investment. We strive to exceed customer expectations 
and reduce the impact of workers’ compensation costs. As a result of 
delivering best-in-class service to our customers, CareWorks Consultants is 
proud to maintain one of the highest client retention rates in the industry

The CareWorks Consultants Difference
Stability

• CCI, Ohio-owned and operated, is the leading third party administrator in 
Ohio serving over 31,000 Ohio employers.
Service
• CCI has consistently maintained 
a 97% client retention rate—one of 
the highest in the industry 
Return on Investment
• In 2009, for every dollar spent on 
fees, CCI’s clients saved $9.00—a 
900% return on investment. 
Comprehensive Services
• Claims Management Services
• Heanng Representation 
AFPD members are offered the 
highest possible savings, depending 
on eligibility. Even if you don't 
qualify for group rating, CareWorks 
Consultants can assist you in 
determining the best possible BWC

premium discount program.
CareWorks Consultants' comprehensive 
analysis maximizes our members' 
potential BWC savings, helping you 
understand and decide which BWC 
program will help lower your costs the 
most.
Find out for yourself why organizations 
choose and remain with CCI!
To apply, go to:
www careworksconsultants.com 
groupratingapplication/afpd.
Please contact Katie Cassidy with 
CCI at 800,837.3200, ext, 7188 or 
email Katie.cassidy@ccitpa.com 
with any questions.

There’s never been a 
more important time for 

businesses to lower costs.
Qualify for the Associated Food & Petroleum Dealers’ (AFPD’s) 

Group Rating Program and save up to BWC's maximum 
discount on your workers’ compensation premium.

As program administrator, CareWorks Consultants offers multi
ple tiers of savings, up to BWC's maximum available discount, so 
employers with varying experience can lower their Ohio premi
um. For a no-cost, no-obligation analysis of your potential sav
ings. visit our online form at www.careworksconsultants.com/ 
arm mratinaannlication/AFPD Or. learn more by talking with 
CareWorks Consultants' Katie Cassidy, toll-free, at 1-800-837- 
3200, Ext. 7188 or via email to katie.cassidv@ccitpa.com.

CCI CareWorksConsultants Inc.

L

1- 8 0 0 - 837-3200
www.careworksconsultants.com

< 2010 CareW orks Consultants. Inc.
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CCI CareWbri
Consultants li

T w o - H o u r  S a f e t y  T r a in in g
2010 Policy Year

CareWorks Consultants. Inc. (CCI) and our safety partner. RiskControl360°, are offering a menu of 
options during the 2010 policy year for our clients to meet their two-hour safety training require
ment.

Employers participating in a 2010 group rating or group retrospective plan who had a workers' 
compensation claim within the past two years will need to complete two hours of mandatory safety 
training during the 2010 policy year (ending June 30, 2011). This requirement, adopted by the Ohio 
Bureau of Workers' Compensation (BWC), applies to any claim - regardless of size or severity - with 
a date o f injury between January 1, 2008 and December 31, 2009.

Online Training
For ultimate convenience, employers may take online training any day of the week, any time of day 
through our online training options Simply log onto www nskcontrol360.com to view a full list of 
courses offered.

Webinars
CareWorks Consultants and RiskControl360° will host web-based training courses. Participation in a 
webinar fulfills the two-hour requirement. The cost to participate is $40. Industry-specific training 
topics will be offered on the following dates and times.

Manufacturing Construction Commercial & 
Service General

L o c k o u t /T a g o u t H a n d /P o w e r  Too l S a fe ty  
P e rs o n a l P r o te c t iv e  

E q u ip m e n t

S lip s , T r ip s  & F a lls  
S a fe ty  P rogram s fo r  H ig h - 

T urno ver Businesses

E m p lo y e e  In v o lv e m e n t  & 
S a fe ty  R e c o g n it io n  

G e n e ra l O f f ic e  S a fe ty

September 9, 2010
9:00 a m. 11:00 a.m 

October 5, 2010 
2:00 p.m. -4 .0 0  p.m.

November 3, 2010 
9:00 a.m. -11:00 a m.

December 6, 2010 
2:00 p.m. - 4 00  p.m.

September 20, 2010
2.00 p.m. - 4 :00 p.m.

October 14, 2010 
9:00 am  11:00 a.m. 
November 23, 2010 

2:00 p.m. - 4:00 p.m. 
December 14, 2010 

9:00 a.m. - 1T00 a m.

September 14, 2010
2 00  p.m. - 4:00 p.m.

October 20, 2010 
2:00 p.m. - 4.00 p.m. 
November 15, 2010 

9:00 a.m. -11:00 a.m. 
December 16, 2010 

9:00 a.m 11:00 a.m.

September 28, 2010
9:00 a.m. -11:00 a.m. |  

October 28, 2010 
9.00 a.m. -11:00 a.m. 1 

November 8, 2010 
2:00 p.m. - 4:00 p.m. 1 

December 8, 2010 
2:00 p.m. - 4 00 p.m. |

Webinar Registration
Email twohourtrainina(a)ccitDa com to register for a CareWorks Consultants/RiskControl360° 
webinar. Be sure to include your company name, BWC policy number and webinar date for partici
pation.

BWC Safety Training
BWC also offers training classes that meet the two-hour training requirement. For more information 
on BWC safety training options, contact the BWC Division of Safety & Hygiene at 
www.ohiobwc.com/employer/programs/safety/SandHEducation.asp. If you attend a BWC course, 
you are required to submit proof of attendance to CareWorks Consultants. Please either email a 
certificate of completion to twohourtrainmg@ccitpa.com or fax to (614) 495-5200. Be sure to include 
your company name and BWC policy number within the email or fax.

Questions?
Please contact CareWorks Consultants, toll-free, at 1-800-837-3200 with any questions.

http://www.ohiobwc.com/employer/programs/safety/SandHEducation.asp
mailto:twohourtrainmg@ccitpa.com


R eta ile r S p o tlig h t

Appreciate Customers— Individually
The Kado stores in the Detroit area have thrived on detailed 

customer attention and flexible, market-savvy hours of operation.

Beverly Sturtevant

s the little things that count, especially 
ten these are big things in a customer’s 
es. “That’s what you learn when you 
aw up in a family business and see 
w hard your parents work,’ says Jason 
ido. who credits his parents, Andrew 
d Linda, with teaching him the value 
a loyal customer.
With the help of his wife, Kristina, 
marketing manager, and sister, Mary, 
bookkeeper, Kado operates Tunnel 
quor (dba Andy’s Convenience Store) 
the heart of downtown Detroit’s 

M Renaissance Center. “We are in a 
tique area,” he says, “on the Detroit 
tcrnational Riverfront, among a series 
' parks, venues, hotels, residential high 
ses, retail shops, and restaurants. The 
immunity is vibrant and beautiful, with 
mazing events like the Detroit-Windsor 
itemational Freedom Festival and Jazz 
est that bring traffic to the store.”
The family has operated a downtown 

•etroit business since the 1970s and has 
een in its current location at Randolph 
ad Jefferson since 1986. The business 
lcludes full liquor, A-Z convenience 
ore items, and a drug store, plus 
atering, and delivery to seniors and the 
andicapped. Kado joined the business 
fter college in 2003 with a goal of 
icorporating whatever changes were 
eeded to meet the challenges of a 
owntown business and, more recently, 
ae recession. The layoffs of city 
mployees and the loss of downtown 
onvention traffic have affected the 
tore, but Kado says they are determined 
° “just keep doing new things.”

“People want to spend more, and 
ately, there are small, positive signs,” he 
;ays. “More families are visiting local 
attractions and restaurants, including a 
itop at our store.”

Jason Kado and Free Smile Manager 
Zachary Kado.

Long-Time Members
The Kado family has valued its 
association membership from the very 
beginning—first in AFD, then AFPD. 
When Jason Kado was younger, he 
remembers reading the association’s 
newsletters and seeing relatives and 
family members’ names and photos in 
print. “It's hard to choose a favorite 
AFPD program because ail are so good. 
Kado states, “but I love the annual 
Turkey Drive. It’s a way to give back, 
show people somebody cares, that there’s 
hope out there. That’s what AFPD is all 
about -  helping whenever we can.”

Detailed Customer Service
Because they are small and family- 
owned, the Tunnel Liquor staff has the 
freedom to support a customer’s needs. 
That means they are willing to order a 
product regardless of whether an item 
might be profitable. In addition, they 
open at 6:30 a.m. for convention goers 
and stay open until midnight or “as 
late as it takes” for an event to end or a 
special community need to be met.

For example, for the last three years, 
circus performers have insisted on 
staying at the Marriott Courtyard next 
door because they know the store will 
be open especially for them when their 
nightly practice lets out at 10:00 p.m., 
sometimes midnight, or even 1:00 a.m. 
as opening day approaches. “People 
have options of where to spend their 
money,” Kado says, "and we want them 
to choose us. So everyone on our staff 
welcomes them, listens to them, and 
thanks them for coming.” The key is to 
love and appreciate customers and take 
an interest in them as individuals, he 
adds.

Kado sees the store as an ambassador 
to visitors and residents. “Because of 
our customer service, it’s not about 
pricing —people will come in to buy 
whatever we’re selling,” he says, “so it 
pays to have our finger on the pulse of 
what's happening downtown.”

Recently, Kado was recognized for 
his business success by Crain’s Detroit 
Business as member of the “2010 Class 
of 20 in Their 20s." Now in its fifth 
year, Crain’s 20s program highlights 
young professionals who are proof that 
smart young people are working to 
counter the region’s ‘brain drain.” This 
year, Crain’s received more than 300 
nominees, and Kado was chosen after 
several months of evaluation.

In the future, Kado sees himself 
joining a team to attract more tourists 
and local visitors to tne area, or perhaps 
creating a tourist council to carry the 
transition of downtown Detroit to a new 
level.

“It takes a lot of hard work and 
dedication, but I chose a career I truly 
enjoy,” he says. Hlllll

Beverly Sturtevant is assistant editor 
for AFPD’s Bottom Line.
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Swipe Reform Law 
Saves Retailers Big Mone.

Retail groups praised Congress 
for passing and President Barack 
Obama for signing into law the 

Wall Street Reform & Consumer 
Protection Act (H R. 4173, also 

known as the Dodd-Frank Wall 
Street Reform Act of 2010), 

which includes a provision to reform 
credit-card and debit-card interchange fees.

The bill includes an amendment that would require the 
Federal Reserve to set regulations resulting in "reasonable 
and proportional" swipe fees for debit cards.

The Federal Reserve would be required to consider 
banks’ actual costs 
for processing the 
transactions and 
the fact that paper 
checks drawn on the 
same accounts are 
paid at face value.
The amendment 
would also bar the 
card industry from 
interfering with 
merchants who offer 
a discount or other 
benefit to customers 
who pay by cash, 
check or debit card 
rather than credit cards, and would allow merchants to set 
minimum purchase amounts of up to $10 for credit cards.

The law, named after its principal authors, Senator 
Christopher Dodd (D-Conn.) and Representative Barney 
Frank (D-Mass.), gives the government new authority 
to deal with failing financial firms that may threaten the 
entire system, imposes new rules on derivatives markets, 
and creates a consumer-protection agency at the Federal 
Reserve to monitor everything from home loans to credit 
cards, said a Bloomberg report.

The retail industry claimed a huge victory on the 
interchange-fee issue after a long, hard, high-profile battle 
with bank credit issuers, but vowed to keep pressure on as 
regulators draft the details of how and to what extent the 
reforms will be implemented. Treasury Department and 
other officials now begin writing the regulations that will 
give the framework for enforcing the law, a process that 
may take a year.

National Association of Convenience Stores (NACS) 
president and CEO Hank Armour said, "This legislation

represents a huge accomplishment that we could not 
have achieved without the significant response of 
NACS members to our grassroots calls to action. Our 
Interchange Fee Reform Petition Drive gathered more 
than 5.4 million signatures demanding that Congress 
take action to reform the interchange system, making it 
the largest petition drive on a legislative issue in U.S 
history. Further, the thousands of person-to-person 
calls and meetings by our members with their elected 
representatives as well as the letters that many of them 
wrote were vital in communicating the facts supporting 
our initiative and the passion constituents had for the 
issue."

He added, “The 
war on interchange 
fees is far from over. 
We must engage wit 
the Federal Reserve 
over the next nine 
months to ensure 
that appropriate 
standards are 
issued, and we must 
continue our battle to 
reduce interchange 
fees on credit-card 
transactions.”

The Merchants 
Payments Coalition 

(MPC) said, "This historic legislation...represents a 
huge win for American small businesses who have been 
fighting for fairness and transparency in credit- and 
debit-card swipe fees.”

Similarly, the National Retail Federation (NRF) saidil 
welcomed the signing of financial reform legislation tha 
includes landmark provisions to control the $48 billion 
in swipe fees paid by retailers and their customers each 
year, and urged regulators to follow Congress’ intent of 
achieving major reductions in the fees.

Leslie G. Sarasin, president and CEO of the Food 
Marketing Institute (FMI), said, “Retailers and their 
customers are the winners. Consumers have been payini 
more than $50 billion a year in hidden swipe fees to 
credit card companies and banks every time they swipe 
their credit or debit card. We applaud the President for 
signing this law to bring fairness and transparency to 
these fees.” Bill

(Reprinted with permission from CSP Daily Ne\
at www.cspnet.con

-A J T D  Bottom Line www.AFPDi
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NEW ENGLAND COFFEE
Family Coffee Roasters Since 1916

FOR MORE INFORMATION, CONTACT: Don Kunkel
<n don@consolidatcdscrvicesgroup.com • 800.724.1 125 or 320.290.6608

W W W . N E W E N G L A N D C O F F E E . C O M

mailto:don@consolidatcdscrvicesgroup.com
http://WWW.NEWENGLANDCOFFEE.COM


M. Scott 
B O W E N
Michigan Lottery Commissioner

Retailers: Begin Cross-Selling!

The Lottery is pleased to
announce the expansion of the 
network selling traditional and 

Club Games products.
On October 5, your game lineup 

will be increased; in addition to 
selling traditional and instant games, 
you can also offer players the 
popular Club Keno. This will equate 
to added sales and commissions.

The week of September 20, you 
should have received play slips 
and "How to Play" brochures for 
Club Keno. A banner announcing 
the addition of Club Keno to your 
game lineup should also have been 
sent, and it should be displayed in a 
prominent location. Be sure to talk it 
up with your regular players. Word 
of mouth is the most inexpensive 
form of advertising .

“Make Me Rich!”
The fourth installment of the “Make 
Me Rich!”game show aired on 
October 1 and was a huge success. 
During the half-hour game show, $5 
million in prize money was given 
away. Players earned the chance 
to appear in the October episode 
of “Make Me Rich!” by playing a 
variety of instant tickets from the 
Michigan Lottery, including the 
$10 Million Dollar Mega Play, the 
current $20 games, and the Money 
Match tickets.

Here are some eligible game 
highlights.
• $20 Instant Games. Players who 

claimed a $1,000 prize from Casino 
Roy ale™. Lucky Game Book™ 
$2,000,000 Diamond Dazzler™
Big Money Spectacular™ 
$2,000,000 Club™, or $2,000,000 
Jackpot were automatically entered 
into a drawing to become a finalist. 
On August 4, five finalists were 
selected to appear on the game 
show, where one lucky finalist 
walked away with $2,000,000.

• Million Dollar Mega Play. Players 
who claimed a $1,000 prize from 
Million Dollar Mega Play™ (game 
H322) were automatically entered 
into the finalist drawing on August 
4. During the drawing, three 
finalists were selected to appear on 
the game show for a chance to win 
$1,000,000. That prize was awarded 
to one lucky player during the show.

• Money Match. Players could 
submit $20 worth of non
winning Money Match tickets 
on the Lottery’s Player’s Club 
website, www.michiganlottery. 
com. Throughout the summer, 
three finalists were selected from 
the entries for a chance to appear 
on the October 1 show and win 
$1,000,000, which like the Million 
Dollar Mega Play prize, was 
awarded on “Make Me Rich!”

• Instant Replay. Players entered! 
worth of non-winning instant tick 
on the Lottery’s Player’s Club 
website, www.michiganlottery.coi 
since December for a chance to b 
selected as a finalist. Three finalis 
were selected to appear on the gi 
show with one lucky player walki 
away with $1,000,000.

Our retailers played a large part in 
making the “Make Me Rich!” progra 
a huge success.

New Instant Tickets
New instant tickets scheduled to got 
sale October 11 include Wizard of 0i 
($2), Michigan Heroes™ ($2), 4 The 
Money™ ($5), and Tax Free Winnin} 
™  $ 20 .

Last year, the Michigan Lottery 
put out the call to proud parents, 
friends, and family of servicemen am 
woman to send in a photo and short 
story for the chance to be featured or 
a Michigan Lottery instant ticket. In 
March, ten photos were selected for 
use on the Michigan Heroes instant; 
ticket. The selected men and women- 
admirably served in conflicts dating .• 
back to World War II and Korea. The 
Michigan Lottery is proud to honor 
these heroic men and women with tin 
Michigan Heroes instant ticket.

Instant Tickets Set to Expire
Instant tickets set to expire in Octobe 
include IG 257 Tripling Red Hot 
Cashword™ ($5) on October 12;/G 
258 Cinema Cash™ ($2) on October 
13; and IG 269 S'more Cash™ ($1) 
and IG 271 $500s Fury™ ($2) on : 
October 27. Be sure to tell your 
customers about the expiration date » 
any prizes they may win on the ticket 
can be claimed before it becomes

Red Hot Raffle Winners
Congratulations to the retailers who sold top $100,000 prizes in the recent Red 
Hot Raffle drawing! Retailers who sold the winning tickets will receive a $2,000 
commission. The winning tickets were sold at;
Abie's Bar, Eaton Rapids Speedway #5495, Roseville
7-Eleven #29521, Sterling Heights Borchardt Bros Market, Blissfield
Northwestern Shell, Farmington Hills Bridge Lake Market, Clarkston
7-Eleven #33438, Sterling Heights Meijer #145, Fraser
7-Eleven #15873, Farmington Hills Meijer #46, Brighton invalid, f ill

a'-A F P D  Bottom Line www.AFPDl
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Y E A R S

ASSOCIATED FOOD & PETROLEUM DEALERS

1 9 1 0 - 2 0 1 0

AFPD Member 
Exclusive!

MIST Innovations Inc
\ 1  Mobility, Information, Security & Technology

MIST on Dem and  
M obile  Surveillance Program

Turns your mobile phone into a monitoring device!

Streaming real-time security camera video to mobile devices.

Remote surveillance of areas of concern such as parking areas, multiple locations, cash 
registers and/or inventory.

You do not have to change your current camera (CCTV) system.

• Special unit pricing for AFPD members is $985 for the first unit & 
$600 for each additional unit.

Outright purchase includes a 1 year software license and 
warranty of hardware. Requires purchase of annual license and 
maintenance fee for 2 years and beyond which costs $250.

24 month lease contract is also available.

All pricing includes installation.

Each system is limited to a maximum of 4 PDAs.

To sign up for this program today, 

call David E. LaGrande at 

(313) 974-6768 ext. 237 or email him at 

dlagrande@securecomtechnology.com.

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

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

mailto:dlagrande@securecomtechnology.com


\ 1

All tobacco 
retailers 

J should 
/  familiarize 
I themselves 

with FDA's 
Guidance 

contents to 
avoid being 

penalized 
by FDA and 

to have a 
working 

knowledge of 
how violations 
are dealt with.

In early September, the Food and Drug 
Administration (FDA) issued draft guidance for 
tobacco retailers on civil money penalties and no
tobacco-sale orders for violations of the Family 
Smoking Prevention and Tobacco Control Act.

The draft guidance addresses the following five 
issues:

1. How does the FDA identify violations?
FDA inspections may be conducted by FDA 
employees or employees of other federal or 
state departments or agencies. It is FDA's 
intention to enter into agreements with 
the states so that the latter are primarily 
responsible for compliance monitoring.

2. Does the presentation of a false 
government issued ID constitute a violation 
if the retailer relied on good-faith? No. 
provided the retailer has taken effective steps 
to prevent such violations, including:

• Adopting and enforcing a written policy 
against sales to minors;

• Informing employees of all applicable 
laws;

• Establishing disciplinary sanctions for 
employee noncompliance; and

• Requiring employees to verify age 
via photographic identification or an 
electronic scanning device.

3. In what cases will the FDA seek monetary 
penalties and no-sale orders? FDA will 
issue warning letters describing alleged 
violations (though such warning letters are 
not mandated by law) before initiating more 
serious enforcement action. These letters 
will be followed up by an FDA compliance 
check of the retailer receiving the letter 
without further notice. If the FDA discovers 
violation(s), it will seek civil money penalties. 
If there have been “repeated violations” 
(defined as five violations of a particular 
requirement subsequent to the first violation 
of a particular requirement within a three-year 
span), the FDA might seek a no-tobacco-sale 
order.

4. What amounts of monetary penalties can
be assessed? There are two schedules of 
maximum penalties for violations —a lenient 
one for retailers with an approved training 
program and a harsher one for retailers that 
do not have an approved training program. 
Because the FDA has not issued regulations

leu

governing approved training prog
it will impose the more lenient pen
now:
• In the case of the first violation, 

with the issuance of a warning
• In the case of a second violation 

12 month period, $250.
• In the case of a third violation wif

24-month period, $500. t
• In the case of a fourth violation 

24-month period. $2,000.
• In the case of a fifth violation wii 

36-month period, $5000.
• In the case of a sixth or subsequi 

violation within a 48-month period, 
$10,000.

As a general matter, penalties are “limitf. 
to $15,000 for each violation and $1,000,0 
for all violations in a single proceeding. & 
in determining the penalty include the natir 

and gravity of the violation(s); the ability o 
the violator to pay; the effect the penalty * 
have on the violator’s ability to continue to 
business; and any history of prior violation1 

5. What w ill be the procedure FDA folic 
if seeking penalties? First, FDA is requ 
by law to provide notice to a retailer of 
all previous violations identified by FD- 
After being notified, retailers will havet5 
options:
• No-Contest. Pay the full amount off 

penalty sought and/or accept the no
tobacco-sale order.

• Contest. File an answer and contest v 
or all of FDA’s allegations.

If a retailer chooses to contest the matter 
it must file an answer with the FDA within 
21 days and admit or deny each allegation, 
and include any defenses to the action and it 
reasons why the penalty should be less seve 
A hearing will then be scheduled, prior to" 
the retailer and FDA may engage in informs 
discussions regarding the penalties and po® 
agree on a settlement.

Once finalized, the draft guidance will 
represent FDA’s “current thinking” on civil 
money penalties and no-tobacco-sale ore 
tobacco retailers. HI III 
(Editor’s note: Also refer to the AFPD *V< 
at www.afpdonline.org fo r  information al 
tobacco retailing rules and regulations.)

-A F P D  B o t t om  L in e www.AFPDot**
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OH Lottery

Kathleen
BURKE
Ohio Lottery Commissioner

Heads Up On Holiday
ast m on th , th e  O h io  L o tte ry  
and the A u d ito r  o f  S ta te  c lo sed  

■ o u t  m ore  th an  10 m o n th s  o f  
rking to g e th e r on  a p e rfo rm a n c e  
lit o f the L ottery . N o w  th a t th e  
lit has a ch iev ed  fin a lity , w e  a t th e  
iio L ottery a re  v e ry  p lea se d  and  
)ud o f the resu lts .
The A u d ito r fo u n d  th e  O h io  
■ttery’s p e rfo rm an ce  and  
inagem ent p ra c tic e s  to  be 
nsistent w ith  o th e r  U .S . lo tte rie s , 
e appreciate th e  A u d ito r ’s 
nclusion that the  O h io  L o tte ry  is 
rform ing w ell an d  th a t th e  ag en cy  
m eeting or ex ce ed in g  its b u d g e t 
•ligation to O h io  sch o o ls .
The au d ito r’s rep o rt c o n ta in e d  a 
ction o f  n o tab le  a c c o m p lish m en ts , 
nong them  last s u m m e r 's  
im ing system  c o n v e rs io n , the  
Jtte ry ’s p ro cess o f  e v a lu a tin g  its 
:ndor con trac ts , and  a  h ig h  ra te  

em ployee e n g ag e m e n t in the 
jen cy ’s m ission .
W hile L ottery  p ro fits  in c reased  

iis past y ea r by $26 .3  m illio n , 
ie auditor d id  m ake  sev era l 
^com m endations fo r  a d d itio n a l 
fficiencies -  in c lu d in g  th e  c rea tio n

o f  an  o v e ra ll s tra te g ic  p la n , w h ich  the 
L o tte ry  h a d  a lre ad y  b eg u n  d u rin g  the  
a u d it p e rio d  -  and  th e  su g g e s tio n  o f  
tu rn in g  th e  o rg a n iz a tio n  in to  a  q u a s i
p u b lic  c o rp o ra tio n , w h ic h  w o u ld  
re q u ire  le g is la tiv e  ap p ro v a l.

N o w  th a t fa ll is u p o n  us, w e  
are  lo o k in g  a h ea d  to  th e  w in te r  
h o lid ay  sa le s  sea so n . To he lp  
w ith  re ta ile r s ’ se a so n a l p lan n in g , 
h e re ’s a  sn e a k  p eek  in to  o u r  fu n  
and fe s tiv e  se lec tio n  o f  h o lid ay  
g a m e s , e x p e c te d  to  reach  re ta ile r  
sh e lv es  in th e  n e x t few  m o n th s .
In th e  in s tan t tic k e t a ren a , w e  are  
p lan n in g  $ 2 0  M a x im u m  M illio n s  
and  $5 S n o w fla k e  C a sh w o rd  e a rly  
in N o v em b er. T h en , la te r  in the  
m o n th , w e 'l l  o f fe r  fo u r  m o re  in stan ts: 
C a s h in g  T h r o u g h  th e  S n o w  ($ 1 ); 
H o l i d a y  G i f t s  ($ 2 ); S i l v e r  a n d  G o l d  

($ 5 ); an d  W in te r  R ic h e s  ($ 1 0 ).
W e e n c o u ra g e  c u s to m e rs  w h o  are  

so in c lin ed  to  s ta rt p lan n in g  th e ir  
g ift sh o p p in g  e v en  now . F o r  in stan t 
g am es in p a rticu la r , re ta ile rs  ty p ica lly  
see  th e ir  h ig h e s t m o n th ly  sa les  
d u rin g  th e  m o n th  o f  D ecem b er.

W e ’ve a lre ad y  h ad  a s tro n g  sta rt 
to  th e  new  fisca l y e a r  (F Y 1 1), w h ich

Games
b eg an  Ju ly  1. S a les  o f  $ 2 0 1 .4  m illio n  
in Ju ly  m ark e d  the  s tro n g e s t Ju ly  
p e rfo rm a n c e  o n  reco rd . In stan t g am e  
sa le s  re a c h e d  $113.1  m ill io n  the 
sam e  m o n th , m ak in g  it th e  se c o n d - 
h ig h es t Ju ly  in O h io  L o tte ry  h isto ry . 
W e fo llo w e d  th a t up  w ith  an  A u g u s t 
in s tan t tic k e t sa le s  re co rd  o f  $ 113 .8  
m illio n . O u r  to ta l sa les  o f  $ 2 0 3 .7 2  
m illio n  fo r  A u g u s t ra n k ed  as the 
th ird -h ig h e s t m o n th  in O h io  L o tte ry  
h isto ry .

W ith  p ro p e r  p ro d u c t p lac em e n t, w e  
h o p e  to  k eep  sa les  and  the  c o n fid e n ce  
o f  o u r  c u s to m e rs  s tro n g  in  th e  m o n th s 
ahead .

C u rren tly , w e ’re  p re p a rin g  fo r  an 
im p o rta n t g a m e  c h an g e . A s pa rt o f  
th e  a g re e m e n t to  c ro ss -se ll P o w e r b a l l  

and  M e g a  M i l l i o n s  a m o n g  U .S . 
lo tte rie s , th e  O h io  L o tte ry  w ill soon  
re p la ce  K I C K E R  w ith  M e g a p l ie r ,  a 
m u ltip lie r  o p tio n  fo r  M e g a  M i l l i o n s  

p lay e rs , s im ila r  to  P o w e r b a l l ' s  P o w e r  

P la y .  T h e  ch an g e  is e x p e c te d  to 
tak e  p lace  in e a rly  2011 . W e w ill be 
sh a rin g  m o re  ab o u t th a t ch an g e  in 
u p c o m in g  m o n th s .

H o p e  y o u r  su m m e r has b een  great! 
H e re 's  to  a  su c c ess fu l fa ll. M l

DTE Energy

Special Thanks to 2010 Diamond 
Anniversary Year Sponsors

NORTH
POINTE

October 2010



O h io  L iq u o r  Contri

Ernie
DAVIS
Acting Superintendent, Ohio Division o f Liquor Control

How Well Do You Know Your Permits?

Du rin g  th e  su m m e r  a n d  fa ll s e a so n s , a c tiv it ie s  

su c h  a s  ta ilg a te  p a r tie s , o u td o o r  fe s tiv a ls , fu n d  

ra is e rs , a n d  o th e r  c h a r ita b le  e v e n ts  b e c o m e  m ore  
a n d  m o re  n u m e ro u s . W ith  th e  in c re a se  in th e se  k in d s  

o f  a c t iv it ie s  c o m e s  a  c o r re sp o n d in g  rise  in th e  n u m b e r  

o f  te m p o ra ry  l iq u o r  p e rm its  is su e d  by th e  D iv is io n  o f  
L iq u o r  C o n tro l. O rg a n iz a tio n s  se e k in g  a  te m p o ra ry  

p e rm it, a s  w e ll as a ll " re g u la r"  p e rm it h o ld e rs , sh o u ld  be 
a w a re  o f  th e  re q u ire m e n ts  fo r  o b ta in in g  su ch  p e rm its  an d  

u n d e rs ta n d  the  re sp o n s ib i li t ie s  an d  re s tr ic tio n s  p lac ed  on 
p e rm it h o ld e rs .

T h e  m o st c o m m o n  c la s s  o f  te m p o ra ry  p e rm it issu ed  

is th e  F  p e rm it. A n  F  p e rm it a llo w s  th e  sa le  o f  b e e r  on  
p re m ise s  u n til 1:00  am  fo r  a  p e rio d  no t to  e x c e e d  fiv e  
d ay s.

It c an  be issu e d  to  an  a sso c ia tio n  o f  10 o r  m o re  
p e rso n s , a la b o r  u n io n , an  e m p lo y e r, 10 o r  m o re  p e rso n s  
sp o n so r in g  an  e m p lo y e e  fu n c tio n , o r  a  c h a r ita b le  

o rg a n iz a tio n . A n a p p lic a n t fo r  an  F  p e rm it m u st list the  
sp e c if ic  p u rp o se  fo r th e  p e rm it an d  w h e re  th e  p ro c ee d s  
fro m  the  fu n c tio n s  w ill go . N o  m o re  th an  tw o  F  p e rm its  

can  b e  is su e d  to  th e  sam e  a p p lic a n t in an y  3 0 -d a y  
p e rio d . It is im p o rta n t fo r  all te m p o ra ry  p e rm it h o ld e rs  to  
u n d e rs ta n d  th a t p ro c e e d s  fro m  sa les  at th e ir  e v e n ts  c a n n o t 
be  fo r  th e  p ro f it o r  g a in  o f  an y  in d iv id u a l.

T h e  F -2  p e rm it, th e  se c o n d  m o st c o m m o n  ty p e  o f  
te m p o ra ry  p e rm it issu e d  by th e  D iv is io n , a llo w s  th e  sa le  
o f  b e e r  a n d  in to x ic a tin g  l iq u o r  on  p re m ise s  u n til 1:00 
a .m . fo r  a  p e r io d  o f  48  c o n se c u tiv e  h o u rs . It c an  be  issu ed  
o n ly  to  a  n o t-fo r  p ro fit a sso c ia tio n  o r c o rp o ra tio n  th a t is 
o p e ra te d  fo r  a c h a r ita b le , c u ltu ra l ,  fra te rn a l, o r  e d u c a tio n a l 
p u rp o se . N o  m o re  th an  tw o  F -2  p e rm its  can  be issu e d  to 
th e  sa m e  a p p lic a n t in a c a le n d a r  year.

T h e  F -2  p e rm it m ay  be issu ed  jo in tly  to  a n o t-fo r-p ro f it 
o rg a n iz a tio n  an d  a  h o ld e r  o f  a  D -3 , D -4  o r  D -5  p e rm it 
so  th a t th e  D  c la s s  p e rm it h o ld e r  can  c o n d u c t sa le s  a t the  
ev en t. A lso , an  F -2  p e rm it m ay  be issu ed  to  a  n o n p ro fit 
o rg a n iz a tio n  a t the  sam e  a d d re ss  o f  a  p e rm a n e n t p e rm it 
h o ld e r, so  lo n g  as th e  p e rm a n e n t p e rm it h o ld e r  su sp e n d s  
its p r iv ile g e s  fo r  th a t p o rtio n  o f  th e  p re m ise s  o n  w h ich  
a n d  d u r in g  w h ic h  th e  F -2  p e rm it is in e ffec t.

P e rm a n e n t p e rm it h o ld e rs  can  a llo w  an  F  o r  F -2  p e rm it 
h o ld e r  to  c o n d u c t te m p o ra ry  e v e n ts  in th e ir  p a rk in g  lo ts 
p ro v id e d  th e  b o u n d a rie s  fo r  th e  tem p o ra ry  p e rm it a re

c le a r ly  d e f in e d . H o w ev e r , p e rm it h o ld e rs  sh o u ld  be 

a w a re  th a t th ey  c a n n o t se ll b e e r  o r  in to x ic a tin g  liquortr! 
a te m p o ra ry  p e rm it ho ld er. H o ld e rs  o f  F  o r  F -2  permits I 

m u st p u rc h a se  all a lc o h o lic  b e v e ra g e  p ro d u c ts  from  a ! 
lic e n sed  m a n u fa c tu re r  o r  w h o le sa le  d is tr ib u to r. P erm ar j 

p e rm it h o ld e rs  m u st e n su re  th a t no  a lc o h o lic  beverage ! 

p ro d u c ts  a re  c a r r ie d  fro m  th e ir  p re m ise s  o n to  the 

te m p o ra ry  p e rm it p re m ise s  o r  v ice  v e rsa . P lease  notetk 
th e  D iv is io n  w ill no t a p p ro v e  an y  tem p o ra ry  expansion 
o f  th e  d e f in e d  p e rm it p re m ise s  c o v e re d  by  a permanent 
p e rm it.

A n e x e m p tio n  re g a rd in g  w h a t ty p es  o f  e v en ts  require 

a tem p o ra ry  p e rm it a u th o r iz e s  th e  sa le  o f  b e e r o r 
in to x ic a tin g  l iq u o r  a t a  p r iv a te  re s id e n c e  w ith o u t a liquet 

p e rm it if  th e  e v e n t a t th e  re s id en c e  is fo r  ch aritab le , 
b e n e v o le n t, o r  p o litic a l p u rp o se , and  n o t m o re  than 50 
p e o p le  a re  in a tte n d a n c e . O n ly  f iv e  su ch  e v en ts  per year 

can  be  h e ld  a t a  sp e c if ic  re s id en c e . T h e  D iv isio n  will 

h a v e  no  ju r is d ic t io n  o v e r  th o se  ev en ts .
T em p o ra ry  p e rm it h o ld e rs  m u st tak e  th e ir  

r e sp o n s ib ili t ie s  as a liq u o r  p e rm it h o ld e r  se rio u sly  and 
fu lly  u n d e rs ta n d  th a t v io la tin g  O h io  liq u o r law s and 
a d m in is tra tiv e  ru les  h a s  se rio u s  c o n se q u en c es . The 
D iv is io n  k e ep s  c lo se  w a tch  o n  th e  a p p lic a tio n s  for 
tem p o ra ry  p e rm its  a n d  o f te n  c o n d u c ts  co m p lian c e  check 
A d m in is tra tiv e  c ita tio n s  m ay  be issu ed  fo r  any violation' 
by  th e  tem p o ra ry  p e rm it h o ld e r— an d  in so m e cases, the 
D  p e rm it h o ld e r  as w ell — w h ic h  c o u ld  h av e  an adverse 

e ffe c t on  an  o rg a n iz a t io n ’s re p u ta tio n  and  its ab ility  to 
o b ta in  tem p o ra ry  p e rm its  fo r  fu tu re  ch a rita b le  events.

T h e  best a d v ic e  w e  can  p ro v id e  to  th o se  seek ing  a 
te m p o ra ry  p e rm it is to  fo llo w  the  in s tru c tio n s  carefully 
an d  c o m p le te  e ach  se c tio n  o f  th e  ap p lic a tio n , including 
th e  a p p ro p ria te  d a te s , tim e s , o rg a n iz a tio n  n am es, and 
s ig n a tu re s . O n c e  y o u r  a p p lic a tio n  is co m p le te d , please 
su b m it it to  the  D iv is io n  w e ll in a d v an c e  o f  the date of 
the  e v en t (a t lea s t 30  d ay s). M o re  in fo rm a tio n  regarding 
te m p o ra ry  p e rm its  an d  a ll a p p lic a tio n s  a re  availab le  
o n  the  D iv is io n ’s w e b s ite  a t w w w .c o m .o h io .g o v /liq r .
I f  y o u  hav e  q u e s tio n s , th e  D iv is io n  is a  g o o d  resource 
fo r  p ro v id in g  g e n e ra l g u id a n c e , bu t w h en  faced  with 
q u e s tio n s  a b o u t c o m p lia n c e , p e rm it h o ld e rs  should  
c o n su lt w ith  p riv a te  leg a l c o u n se l on  m atte rs  that concert 
th e  o p e ra tio n  o f  th e ir  b u s in e ss  o r  o rg an iza tio n . HI HI

-A F P D  Bottom Line www AFPDonf1*

http://www.com.ohio.gov/liqr


Supplier Spotlight

Virtually There
AFPD has partnered with MIST to bring members cost-effective, instant, real-time visual 

confirmation via smart phone that all is well when the owner or manager is away.

aria Kalogeridis

T Innovations, Inc . h as an 
dable tech n o lo g y  so lu tio n  fo r 
y small re ta ile r w h o  has p a sse d  

vacation fo r fe a r  o f  le a v in g  th e ir  
■ unsupervised. It h e lp s  o w n e rs  
itor em ployees a t th e  re g is te r , in 

;tock room , and  lo ad in g  d o c k s  as 
— in fact, ju s t  a b o u t an y  p lace  in 
ail e s tab lishm en t w h e re  th e  o w n e r  
tes he had an e x tra  p a ir  o f  ey es , 
perhaps m ost im p o rtan tly , th e  

nology is an in n o v a tiv e  new  w ay  to 
> retailers b o o st p ro d u c tiv ity .
We focus on  the 
ness p roductiv ity  
m anagem ent too l 

of the tech no logy ,” 
s Craig C apece, 
iident and C E O  o f  
ST Innovations. “T h e  
jrity  part is no t w h a t 

lead with b ecause  the 
tern is so m uch  m ore  
n that.”

"he M IST acronym  
ids for M obility , 
orm ation, Security ,
I Technology.
Jnded in 2004 , th is 
'e loper o f  ne tw ork  

nitoring d ev ices and  secu rity  
•ducts has recen tly  fo rm ed  a 
"tnership p ro g ram  fo r  A F P D  m em b e rs  
J is m arketing  its flag sh ip  p ro d u c t, 
STonDem and™  as a co s t-e ffe c tiv e  
y for retailers to  cu t d o w n  on lo ss  and 
prove w orkplace  p ro d u c tiv ity . ( N o te :  

e  M IS T  p r o g r a m  a d  o n  p .  3 1 . )

The system  p ro v id es liv e , o n -d e m a n d  
ieo  stream ing from  C C T V  cam eras  
smart phones like  a B lackberry™  
iPhone™ , a llo w in g  o w n ers  and  

anagers to  keep  an eye  on  th e ir  s to res 
en when they  are  o f f  site . U se rs  can

MIST Innovations Inc
Mobility, Information Security & Technology

a lso  sw itch  b e tw e e n  c a m e ra s  in th e ir  
secu rity  sy s te m , sh o w in g  o n e  lo ca tio n  
o r  e v en  m u ltip le  lo c a tio n s  a t a tim e . T h e  
sy s te m  tra n sm its  a p ic tu re  o n ly  w h en  the 
c u s to m e r a cc esse s  it, so  it d o e s  no t tie  up  
the  r e ta i le r ’s c e llu la r  n e tw o rk  o r  w aste  
cell p h o n e  m in u te s . F in a lly , M IS T  o ffers  
a  6 0 -d a y  h is to ric a l reca ll th a t p e rm its

The MIST Innovations team (I to r): Marquis Coleman, Sr., Joe Lupo, 
Craig Capece, David LaGrande, and Freddie Scott.

u se rs  to  re tr iev e  an d  rev iew  p ast v ideo .
M a n y  re ta ile rs  h av e  c lo sed  c irc u it 

c am era s  in s ta lled  (4 -1 2  c a m e ra s  is 
av e rag e  fo r  a  sm a ll- to  m ed iu m -size  
b u sin ess , say s  C a p ec e ), b u t th ey  u su a lly  
hav e  to  w a tch  th em  on  v id eo  m o n ito rs  o r 
re m o te ly  th ro u g h  a co m p u te r. T h e  ab ility  
to  w a tch  liv e , s tre am in g  v id eo  on a sm art 
p h o n e  c o n v e n ie n tly  lin k s w ire le ss  w ith  
p h y sica l se c u rity  sy s tem s.

M e tro -D e tro it g ro c e r  and  o w n e r  o f  
Im p eria l S u p e rm ark e t, M az in  S h in a , 
a  M IS T  c u s to m e r and  A F P D  m em ber, 
say s, "T h e  so ftw a re  m ak es it c o n v en ien t

to  c h e c k  on  y o u r  b u s in e ss  fro m  
a n y w h e re  a t a n y  tim e . I re c o m m e n d  it to  
re d u ce  lo ss  an d  in c re a se  sa fe ty  a t y o u r  
b u s in e ss  b e ca u se  e m p lo y e e s  k n o w  you  
can  see  them .

“ I t ’s e sp e c ia lly  c o n v e n ie n t if  th ere  is 
an  a la rm  at the  s to re  in th e  m id d le  o f  

th e  n ig h t,”  he  a d d s . “ You can  d ial in and  
see  w h a t’s h a p p e n in g  b e fo re  d riv in g  all 
th e  w ay  in to  th e  s to re  f ro m  h o m e ."
In  a d d itio n , s to re o w n e rs  a n d  m an a g e rs  

can  use  th e  te c h n o lo g y  to  call 
e m p lo y e e s  and  p ra ise  th em  w hen  th ey  
a re  w o rk in g  p a r tic u la r ly  h a rd  o r d o in g  

th in g s  u n u su a lly  w ell.
“ M IS T 's  sy s te m  g iv es  m e 

m o re  o f  a c o m fo rt leve l in 
te rm s o f  u s in g  th e ir  sy s te m  
a n y tim e  fro m  a n y w h ere  in 
th e  w o rld  w h e re  I can  g e t a 
p h o n e  c o n n e c tio n , ' c o n firm s  
C o n n e r  S a v e -A -L o t’s o w n e r  
C h a rle s  W alker. " E v e  b een  
p lea se d  w ith  th e  q u a lity  o f  
th e  im a g e s  fro m  M IS T ’s 
c am e ra  e q u ip m e n t.

“ A F P D  m em b e rs  are  
re a lly  w a tch in g  th e ir  d o lla rs  
th e se  days," say s F red d ie  
S co tt, a  M IS T  te rr ito ry  
m a n a g e r  an d  freq u en t 

p re sen c e  a t re ce n t A F P D  trad e  show s.
“ I re a lly  e n jo y  ta lk in g  to  m em b e rs  ab o u t 
o u r  p ro d u c t b ecau se  w e can  h e lp  th em  
sav e  m o n ey  a n d  m ak e  m o n ey .”

T h e  M IS T  team  is c u rre n tly  w o rk in g  
on  its th ird -g e n e ra tio n  tech n o lo g y , 
m ap p in g  o u t fea tu re  se ts  an d  targe t 
m ark e ts . W ith  th e  c o m p a n y ’s o n g o in g  
p a rtn e rsh ip  w ith  A F P D , A F P D  m em b ers  
w ill be  a m o n g  th e  f irs t to  lea rn  ab o u t 
th e  new  a d v an c em e n ts  w h en  they  are 
a v a ilab le . 1111 III

C a r l a  K a l o g e r i d i s  i s  e d i t o r  o f  

A F P D ’s  B o tto m  L ine.
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Le g is la to r P it

Mayor Bing: Raising Detroit to Star StatuJ

Mayor Bing recently visited the owners of Family Fare Food Center in Detroit, 
including Suhail Kizi, Nick Kizi and Eli Thomas.

A s a se v e n -t im e  A ll-S ta r  p la y e r  fo r  th e  D e tro it P is to n s  
b a sk e tb a ll  te a m , D e tro it  M a y o r  D av e  B in g  is n o w  try in g  to  
m a k e  a  s ta r  o u t o f  th e  c ity  th a t he  h as lo v ed  fo r  m an y  y ears .

In a d d itio n  to  h is  1 2 -se aso n  N a tio n a l B a sk e tb a ll A sso c ia tio n  
(N B A ) c a re e r . M a y o r  B in g  w as  a  su c c e ss fu l b u s in e ssm a n  
b e fo re  b e in g  e le c te d  m a y o r  in a  sp e c ia l e le c tio n  on  M ay  5 , 
2 0 0 9 . L a te r , B in g  w o n  the  
fu l l- te rm  m ay o ra l e le c t io n  on  
N o v e m b e r  3, 20 0 9 .

B in g  w a s  ra is e d  in 
n o rth e a s t W a sh in g to n . D .C . 
a s  th e  so n  o f  a b rick lay e r.
A fte r  a  su c c e ss fu l h ig h  
sc h o o l b a sk e tb a ll  c a re e r, he 
a tte n d e d  S y ra c u se  U n iv e rs ity  
a n d  led  th e  O ra n g e m e n  in 
sc o rin g  a s  a so p h o m o re , 
jun io r, a n d  sen io r.

In 1966, B in g  jo in e d  the 
N B A  as a  se c o n d  o v e ra ll 
f i rs t- ro u n d  p ick  o f  the  
D e tro it P is to n s  an d  w a s  la te r  n a m e d  N B A  R o o k ie  o f  th e  Year. 
W h ile  w ith  th e  P is to n s , he  p lay e d  sev en  N B A  A ll-S ta r  G a m e s  
(a n d  w o n  th e  1976 N B A  A ll-S ta r  G a m e  M V P  A w ard).

A f te r  h is  N B A  ca re e r. B in g  w as  e le c te d  to  th e  B a sk e tb a ll 
H all o f  F a m e  in 1990. In 1996, h e  w as n a m e d  o n e  o f  the  
N B A 's  50  G re a te s t  P lay ers .

Life after Basketball

Im m e d ia te ly  a f te r  re tir in g  fro m  b a sk e tb a ll, B in g  w o rk e d  
a t a w a re h o u se  fo r  P a ra g o n  S tee l in the  c o m p a n y ’s sh ip p in g  
an d  sa le s  o p e ra tio n s . In 1980 , B in g  o p e n ed  B in g  S tee l w ith  
fo u r  e m p lo y e e s  in a  re n te d  w a reh o u se  w ith  $ 2 5 0 ,0 0 0  in

lo an s an d  $ 8 0 ,0 0 0  o f  h is 
ow n  m o n ey . L o s in g  a ll h is  
m o n ey  in six  m o n th s , the  
c o m p a n y  m o v ed  a w ay  fro m  
m an u fa c tu r in g  to  fo c u s  on  
b e in g  a m id d le m a n . W ith  
G en era l M o to rs  C o rp . as 
its f irs t m a jo r  c lie n t, the  
c o m p a n y  tu rn ed  a p ro fit 
in its se c o n d  y e a r  on  
re v e n u e s  o f  $ 4 .2  m illio n . 
B y 1984, P re s id e n t 
R o n a ld  R e ag a n  n am ed  
B in g  th e  N a tio n a l 

M in o rity  S m a ll B u sin e ss  
P e rso n  o f  th e  Year. By 1985, B in g  S tee l had  

tw o  p la n ts  w ith  63  e m p lo y e es  p o stin g  re v e n u e s  o f  $ 4 0  m illio n .
B in g  S te e l tra n s fo rm e d  its e lf  to  the  B in g  G ro u p , a

c o n g lo m e ra te  w ith  h e a d q u a r te rs  in D e tro it. T h e  com pi 
a m o n g  o th e r  th in g s , su p p lie s  m eta l s ta m p in g s  to  the  ai 
industry .

A s a  fo rm e r  e n tre p re n e u r . M a y o r  B in g  to ld  A F P D ’s 
L in e  th a t he  re c o g n iz e s  th a t sm a ll b u s in e sse s  a re  v ital  ̂
so c ia l a n d  e c o n o m ic  d e v e lo p m e n t a n d  su s ta in a b ility  ol

W h e n  a sk e d  abou t the 
ro le  o f  sm all re ta ile rs] 
re b u ild in g  o f  th e  c ity ,! 
re sp o n d ed  th a t h e  “ re 
a n d  a p p re c ia te s  their 
d e d ic a tio n  an d  com n 
to  D e tro it, an d  w elcon 
c o n tin u e d  su p p o rt thn 
in p u t, fe ed b a ck , particj 

an d  e n g a g e m e n t.”

Life as Mayor
D e tro it M a y o r D ave 
h as  p u b lic ly  challengi 
c ity  o f  D e tro it to  help 

g e t the  c ity  b ack  to  w o rk . In h is  D e tro it W orks P ro ject, 
m a y o r  re c e n tly  d isc u sse d  th e  in itia tiv e  u n d e r  w ay, whitJ 
sa y s  w ill re d e f in e  th e  lan d sca p e  o f  th e  city . H e  h as  encoui 
e a c h  re s id en t to  a tte n d  o n e  o f  th e  to w n  h a ll m ee tin g s  bein 
h e ld  th ro u g h o u t th e  m o n th s  o f  S e p te m b e r  and  O c to b er to1 
m o re , to  a sk  q u e s tio n s , an d  to  h e lp  re b u ild  the city . Bings 
th e  p ro c ess  c o u ld  tak e  12-18  m o n th s .

Im p o rta n t to  th e  re ta il c o m m u n ity  in D e tro it is M ayo 
c o m m itm e n t to  d e m o lish in g  3 ,0 0 0  d a n g e ro u s , abandon! 
a n d  d ila p id a te d  b u ild in g s  th is  year. H is g oal is to  dem o 
to ta l o f  1 0 ,000  d a n g e ro u s  s tru c tu re s  by  th e  en d  o f  h is te 
D e c e m b e r 20 1 3 .

F u n d in g  fo r  th e  d e m o litio n  e ffo rt w ill co m e fro m  $2( 
m illio n  in fe d e ra l fu n d s  th a t h av e  b een  c o m m itte d  to  th< 
n e ig h b o rh o o d  s ta b iliz a tio n  p ro g ram , say s B in g , and  efft 
a re  u n d e rw ay  to  se c u re  ad d itio n a l su p p o rt. “N o th in g  is 
im p o rta n t th an  m ak in g  D e tro it a  sa fe  c ity ,” B ing  m ainta

“ W e w ill c o n tin u e  w o rk in g  h a rd  to  ad d ress  th e  conci 
y o u  face  today , d o in g  e v e ry th in g  in o u r  p o w e r to  contin  
th e  s te ad y  s tre am  o f  e m p lo y e rs  re in v e s tin g  in o u r  city, 
in c re a s in g  th e  g a in s  m ad e  in p u b lic  sa fe ty  o v e r  th e  last 
m o n th s ,”  he  p ro m ises .

“ M a y o r B in g  h as b een  a b rea th  o f  fresh  a ir  fo r  th e  sin 
b u s in e ss  c o m m u n ity  in th e  C ity  o f  D e tro it,”  say s Auday 
A F P D ’s p re s id e n t an d  C E O . “ A s a b u sin e ssm a n  h im se 
re a lly  k n o w s th e  s tru g g le s  w e face  d a y  in and d ay  out, 
m ak in g  p a y ro ll to d e a lin g  w ith  the  red  tap e  w h ich  surro 
g o v e rn m e n t, e sp e c ia lly  in D e tro it. W e are  co n fid e n t thi 
D e tro it is m o v in g  in th e  rig h t d irec tio n  and  w e hav e  happ) 

h av e  M a y o r B in g  lea d in g  th e  w ay .” Hill
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A:

What are the initial steps that independent 
operators should take to get involved 
with e-commerce and social media? Keep 
in mind that many of us have limited 
budgets, minimal experience with social 
media, and frequently nobody to help.

S ta rt w ith  m a rk e tin g  o n lin e  v e rsu s  se llin g  

p ro d u c t o n lin e . O n c e  y o u  h av e  d e v e lo p e d  
y o u r  e -m a rk e tin g  e ffe c tiv e n e s s , y o u  sh o u ld  

th en  g iv e  th e  s e llin g /p ic k -u p  a n d /o r  d e liv e ry  
m o d el a  sho t.

:'s im portant to  g a in  a  tru e  u n d e rs ta n d in g  o f  y o u r  
ustom ers' need s , w a n ts , c o n d itio n s , a n d  lim ita tio n s , as 
/ell as how  y o u r s to res  a re  c u rre n tly  m ee tin g  o r  c o m in g  up 
hort in d e liv e rin g  u p o n  th e se  a rea s . H e re  are  fo u r  a c tiv itie s  
a consider (in  p rio rity  o rd e r  an d  a s su m in g  y o u  h a v e  no t 

! lready done these):
. Hire the children. I f  y o u  h a v e  an  a sso c ia te  w h o  has 

dem onstra ted  a p a ss io n /ta le n t fo r  In te rn e t b a se d  a c tiv ity , 
bring them  in o n  y o u r  e -c o m m e rc e  p lan  A S A P — 
especially  if  they  are  y o u n g .

S. Begin soliciting your customers and potential 
customers’ email addresses. H av e  p a d s  a n d  p en s  a t 
every ch eck -o u t and  a sk  fo lk s  fo r  th e ir  em a il a d d re sse s . In 
addition, use  c irc u la rs , a d s , e tc . to  a sk  p o ten tia l c u s to m e rs  
to em ail you th e ir  em a il a d d re sse s . E n tice  c u s to m e rs  
via d raw ings o r g iv ea w a y s . D o  th is  o ften ! T o th e  d e g ree

Q u estion  o f the M o n th

th a t y o u  c an  d e v e lo p  y o u r  em a il 

d is tr ib u tio n  l is t(s ) , y o u  w ill h a v e  
an  u n b e lie v a b le  so u rc e  fo r  

m a rk e tin g  to  y o u r  c u s to m e rs  

u n d e r  y o u r  c o m p e tito r s ’ ra d a r  
a n d  at little  to  no  co st. (C h e ck  

o u t w w w .c o n s ta n tc o n ta c t.c o m  
fo r  e m a il m ark e tin g .)

3. Create a domain name and website.
(T ry  w w w .g o d a d d y .c o m , b u t th ey  are  b y  no 

m ea n s  th e  o n ly  se rv ic e  p ro v id e r  in th is  a rea .)
4. Create company pages on Facebook, 

Linkedln, Twitter. T h in k  o f  F a c eb o o k  
a n d  L in k e d ln  as v e h ic le s  to  c o lle c t fan s 
an d  c o n ta c t in fo rm a tio n  fo r  fu r th e r  lo y a lty  
d e v e lo p m e n t, as w ell as c o n d u c t d irec t 
m ark e tin g . T h in k  o f  T w itte r  as a  v e h ic le  to  
c o m m u n ic a te  d a ily  sp e c ia ls  ( lik e  th e  o ld  
“ b lu e  lig h t sp e c ia ls” ). R e m e m b er, a ll th ree  
o f  th e se  to o ls  a re  u sed  by  y o u r  c u s to m e rs  
on  th e ir  c o m p u te rs  an d  v ia  th e ir  p h o n e s  
(m o re  so  F a c eb o o k  a n d  T w itte r). R ea lly  
“ g e t in to ”  th ese  so c ia l n e tw o rk in g  to o ls  
w ith  th e  in te n t o f  u n d e rs ta n d in g  th e ir  
p o te n tia l a n d  u n iq u e  o ffe rin g s . HI III

ii ttiiKin mum
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U AVORED VODKA

Candy Meets Vodka
G ro w n u p s  n o w  h a v e  a  n ew  w ay  to  
en jo y  o ld -fa sh io n e d  c an d y  fa v o rite s  
like  R ed  F ish  an d  R o o t B eer B a rre ls  
w ith  the  lau n ch  o f  M ic h ig a n - 

b a sed  H ard  L u ck  C a n d y  F la v o red  
V odkas.

B o rn  a t th e  H a rd  L u ck  
L o u n g e  in G ro sse  P o in te  P ark , 
M ich ., it o r ig in a ted  as a  sp ec ia l 
c an d y -f lav o re d  in fu se d  v o d k a  
an d  w as so  su c c ess fu l at the  
bar, fo u n d e rs  M ik e  M o u y ian is , 
C h ris  G e o rg e , and  R o b  N ich o ll 
th o u g h t it sh o u ld  be  av a ilab le  
ev ery w h ere . H a rd  L uck  
C a n d y ’s R ed  F ish  an d  R o o t 
B eer B arre l f lav o re d  v o d k as 
are  c u rre n tly  a v a ilab le  at re ta il 
liq u o r s to re s , b a rs  th ro u g h o u t 
M ic h ig a n , and  are  d is tr ib u te d  by 
G en era l W ine  &  L iquor.

N ew  Products

Canada Dry to Distribute Frontier 
Beverage's Unwind
F ro n tie r  B e v e ra g e  C o. h a s  e n te re d  in to  a  d is tr ib u tio n  ag reem en t 
w ith  C a n a d a  D ry  B o ttlin g  C o . o f  L a n s in g , M ic h ., to  b rin g  th e  
c o m p a n y ’s n ew  lo w -c a lo r ie  u ltim a te  re la x a tio n  a id , U n w in d ™ , 
to  n in e  c o u n tie s  th ro u g h o u t th e  sta te .

N o w  o ffe re d  in th ree  l ig h tly -c a rb o n a te d  f la v o r s — G o ji G rap e , 
P o m  B erry , an d  C itru s  O ra n g e — in  s le ek  12 oz . c an s  c o n ta in in g  
a  m ere  4 0  c a lo r ie s  an d  o n ly  10 g ra m s o f  su g ar, U n w in d  can  
so o n  be  fo u n d  in se lec t s to re s  th ro u g h o u t C lin to n , In g h am , 
Ja c k so n , E a to n , C a lh o u n , H illsd a le , L en a w e e , L iv in g s to n , and  
W ash ten aw  co u n tie s .

F o r  th o se  w h o  are  “ tire d  o f  b e in g  w ire d ,” U n w in d  o ffers a 
w ay  to  se ttle  d o w n  at th e  en d  o f  a  h a rd  d a y  w ith  a  re lax atio n  
b len d  to  su it e v e ry  life sty le . M e la to n in , v a le ria n  ro o t, ro se  h ips, 
and  p ass io n  f lo w e r— w h ich  can  all be  fo u n d  in local n u trition  
o r  v ita m in  s to re s  and  h av e  b een  u se d  by  h e rb a lis ts  fo r  y ears 
to  co p e  w ith  a n x ie ty  an d  in s o m n ia — p ro v id e  U n w in d  w ith  its 
c a lm in g  p ro p e rtie s . T o p ro v id e  an  an tio x id an t b o o st, U n w in d  
a lso  fe a tu re s  G o ji and  A ca i b e rry  ex trac ts . Illll
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State Gets Creative With Liquor Reforms

I t a lw a y s  is a m u s in g  to  w a tch  u n its  o f  g o v e rn m e n t 

as th ey  pu t th e  f in a l p ie c e s  o f  th e ir  a n n u a l b u d g e ts  

to g e th e r. T h e  p ro c e ss  is p re tty  m u ch  th e  sa m e  fro m  

th e  sm a lle s t  c ity  o r  to w n sh ip  all the  w ay  to  th e  fed era l 
g o v e rn m e n t. T h e  a m o u n ts  g e t m u ch  la rg e r a s  y o u  m o v e  
a lo n g  th e  b u d g e t tra il, b u t the  p ro c e ss  is n o  d iffe re n t.

T h e  m ain  c o n c e p t e v o lv e s  fro m  th e  fo llo w in g  th em e : 

“ You d o n 't  n e ed  an y  a c tu a l m o n ey  to  b a la n c e  a b u d g e t; 
all y o u  n eed  is to  id en tify  a so u rc e  o f  fu n d in g  w h e re  

y o u  can  p lu g  in e n o u g h  re v en u e  to c o v e r  th e  b u d g e t 

s h o r tfa ll .” T h e  o n ly  p itfa ll to  th is  th em e  is th a t w h en  
you  p lu g  in su ch  an  in fla ted  n u m b e r p e o p le  lau g h  at 

y o u  — an d , o f  c o u rse , f ig u rin g  ou t w h a t to  d o  w h e n  the  
b u d g e te d  re v e n u e s  d o n ’t c o v e r  the  a m o u n t o f  m o n ey  
sp en t.

T h is  p ra c tic e  h a s  b een  w ell d o c u m e n te d  o v e r  m an y  
y e a rs  o f  le g is la tiv e  b u d g e tin g , bu t h a s  b een  tak en  to 

new  h e ig h ts  a s  a  re su lt o f  th e  re ce n t f in an c ia l p ro b le m s 
w e  h av e  fa c e d  as a  s ta te . In a d d itio n , c o m in g  b ack  

la te r  in th e  b u d g e t y e a r  to  f in d  the  c a sh  to  c o v e r  th e  
a re a s  o f  u n d e r-b u d g e tin g  h as  b e co m e  m u ch  m o re  
d iff ic u lt  b e ca u se  th e re  is s im p ly  no  m o n ey  a n y w h e re  
in th e  b u d g e t — u n le ss  th e  fe d e ra l g o v e rn m e n t th ro w s  a 
little  e x tra  c ash  o u r  way.

F o r  e x a m p le , tak e  th e  b u d g e t ta rg e t a g re e m e n t th a t 
w a s  s ig n e d  a  few  w e e k s  ago . O n e  a rea  o f  in c re ased  
re v en u e  c o m e s  fro m  “ liq u o r  re fo rm s .” B e fo re  ju m p in g  
in to  e a c h  o f  th e  fiv e  a g ree d  u p o n  “ re fo rm s ,” a llo w  
m e  to  say  th a t A F P D  is v e ry  h ap p y  w ith  th e  m a jo rity  
o f  th e se  p ro p o sa ls  an d  f in d s  th em  m u ch  p re fe rre d  
to  se llin g  a d d itio n a l lic e n ses  fo r  e x p a n d e d  liq u o r 
h o u rs  a f te r  2 :0 0  a .m . and  on  S u n d ay s. W e lik e  th em  
m o re  th an  c h a rg in g  sp lit c ase  fees  o r  in c re a s in g  fees 
on  liq u o r  d e liv e ry , and  w e c e rta in ly  p re fe r  th em  to 
in c re a sed  ta x e s  o n  liq u o r, beer, an d  w in e .

A ll o f  th ese  item s h av e  b een  on  the  tab le  fro m  tim e 
to  tim e  d u rin g  th e  b u d g e t d isc u ss io n s , an d  A F P D  
c o n tin u a lly  m o n ito rs  an d  a sse sse s  all th is  leg is la tio n :

- Liquor reform #1: $4 million new revenue from 
increased bootlegging enforcement. T h a t s im p ly

l iw ill n e v e r  h a p p e n , a n d  tra c k in g  th e  re v en u e  fro m  thai 
ty p e  o f  e n fo rc e m e n t is a lm o s t im p o ss ib le  to  do .

• Liquor reform #2: $2.1 million from allowing valf* 
added packaging. T h e  id ea  is to  a llo w  a co m p an y  

o r  p e rh a p s  re ta il s to re s  to  p a c k a g e  say , ru m  an d  coki 
to g e th e r, o r  p o ss ib ly  v o d k a  a n d  o ra n g e  ju ic e  togethei 

T h a t  is a  g o o d  m a rk e tin g  to o l an d  c o u ld  in c rease  sales 

an d  g e n e ra te  a d d itio n a l tax  re v en u e  fo r  the  sta te .
• Liquor reform #3: $1.7 million from allowing 

rebates and coupons. A g a in , a d e c e n t id ea  th a t couli 
re su lt in a d d itio n a l sa le s  a n d  a d d itio n a l re v en u e  fo r the 

s ta te .
• Liquor reform U4: $0.8 million from allowing 

sampling at retail stores. W e stro n g ly  su p p o rt 
sa m p lin g  o f  p ro d u c t (e sp e c ia lly  w in e ) in the  re ta il 
se ttin g , an d  a g a in , a llo w in g  su ch  c o u ld  re su lt in 

a d d itio n a l sa le s  an d  th u s  a d d itio n a l rev en u e  to  the 

sta te .
• Liquor reform #5: $0.5 million from selling licei 

to allow wine auctions by non-licensed persons. The
c h a n g e  w o u ld  a llo w  p e rso n s  w h o  h av e  p riv a te  w ine 
c o lle c tio n s  to  se ll th e ir  c o lle c tio n  a t p u b lic  au c tio n  
w ith o u t a l ic e n se  to  sell liq u o r, beer, o r  w ine . T h e  
id ea  is in te re s tin g  b u t th e  ta rg e t a g re e m e n t s ta te s  that 
th e  c o s t o f  th e  l ic en se  to  h o ld  su ch  an  a u c tio n  w ill be 
$ 5 0 ,0 0 0 . T h a t ra ise s  a  c o u p le  a d d itio n a l q u estions. 
F irs t, h o w  m u ch  w in e  w o u ld  so m e o n e  need  to  ow n to 
m ak e  it w o rth  w h ile  to  she ll o u t $ 5 0 ,0 0 0  fo r the  right 
to  se ll it, an d  se c o n d , a t $ 5 0 ,0 0 0  a lic en se , it w ould  
re q u ire  se llin g  f iv e  lic e n ses  a  y e a r  to  reach  the  revenue 
e s tim a te  o f  h a lf  a m illio n  d o lla rs . A re  there  rea lly  five 
p riv a te  c it iz e n s  in M ic h ig a n  w h o  o w n  e n o u g h  w ine 
th a t th ey  w o u ld  h av e  in te res t in su ch  a lic en se?

In to ta l, th e  p ro p o se d  c h an g e s  w o u ld  g e n e ra te  revenue 
o f  $ 9 .1 m illio n . A n d  by  the  w ay, I see  a  su p p lem en ta l 
b u d g e t c o m in g  so m e tim e  a ro u n d  A p ril 1st. Hill

— K im  R h ea c l is  p a r tn e r  w ith  K a ro u b  A ssocia tes  

th e  lo b b y is t  f i r m  th a t  r e p r e s e n ts  th e  in te r e s ts  o f  AFPD 
a n d  i ts  m e m b e r s  in M ichigan
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AFPD Member

AFPD Credit Card Processing Program
• Interchange Pass through (Cost price for interchange depending on the credit 

card used) plus 7 cents authorization fee per transaction is all you pay!

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

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

• Free analysis of your current statement.

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

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

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

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

Call Jim Olson from Chase Paymentech a t 1-866-428-4966
and le t him know you are an AFPD Member Or FAX him your 
credit card processing statem ent to 1-866-428-4971 ( fax).

ASSOCIATED
FOOD & PETROLEUM  DEALERS

Exclusive!!

CHASE o TM

Paymentech

To sign up for this program today,

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



OH Legislative Up

Jody
LICURSI
Vice President— Capitol Strategies Group

Getting a Grip on Federal 
Healthcare Reform

Diffe rin g  C o n g re s s io n a l v e rs io n s  o f  fe d era l h ea lth  
c a re  re fo rm  leg is la tio n  an d  n u m e ro u s  p ro p o se d  
a m e n d m e n ts  o n  b o th  s id e s  o f  th e  a is le  tr ig g e red  

h e a ted  d e b a te  in C o n g re s s  an d  ra m p a n t sp e c u la tio n  
a m o n g  th e  A m e ric a n  p u b lic  fo r m o n th s . W ith  
fed era l h e a lth c a re  re fo rm  at the fo re f ro n t o f  
P re s id e n t O b a m a 's  m a jo r  p o licy  in itia tiv e s , 
th e  d isc o u rse  su rro u n d in g  the  issu e  w as r id 
d led  w ith  p o lit ic s , an d  m an y  A m e ric a n s  fe lt 
a s  th o u g h  th ey  d id n 't  h a v e  a firm  g ra sp  o n  th e  
e ffe c t th is  w o u ld  hav e  on  b u s in e sse s , in d iv id u 
a ls , an d  o u r  h e a lth c a re  d e liv e ry  sy s tem .

S p e a k e r  P e lo s i 's  n o w  n o to r io u s  c o m m e n t,
" B u t w e  h a v e  to  p a ss  th e  b ill so  th a t y o u  can  
fin d  o u t w h a t is in i t . . ." ' w as  p lay e d  re p e a t
e d ly  on  c a b le  n e w s an d  fu r th e r  c o m p o u n d e d  
A m e r ic a n s ’ c o n ce rn s .

In M a rch  2 0 1 0 . P re s id e n t B arack  
O b a m a  s ig n e d  in to  law  
T h e  P a tie n t P ro te c tio n  
an d  A ffo rd a b le  C a re  
A c t (P P A C A ) and 
T h e  H e a lth  C a re  
an d  E d u ca tio n  
R e c o n c ilia tio n  A ct 
o f  2 0 1 0 , e n a c t
ing  h is to r ic  and  
e x te n s iv e  re fo rm s  
to  o u r  h e a lth ca re  
sy s te m . A c co rd in g  
to  th e  fe d e ra l g o v 
e rn m e n t, th e  n ew  law  
“ p u ts  in to  p lace  c o m p re 
h e n s iv e  h ea lth  in su ra n ce  
re fo rm s  th a t w ill ho ld  
in su ra n ce  c o m p a n ie s  m o re  
a c c o u n ta b le  and  w ill lo w e r 
h e a lth  c a re  c o s ts , g u a ran tee
m o re  h e a lth  c a re  ch o ic e s , an d  e n h an c e  th e  q u a lity

-A F P D  Bottom Line

o f  h e a lth  c a re  fo r  a ll A m e ric a n s .” It h a s  b een  touted a 
a m a jo r  a c c o m p lish m e n t o f  th e  O b a m a  Adm inistration 
a n d  th e  s ta rt o f  a so lu tio n  to  th e  p ro b le m s fac in g  heal! 

c a re  an d  h e a lth  in su ra n ce  in th e  U n ited  States. 
H o w ev e r, m a n y  b u s in e ss  g ro u p s  oppose 

th e  n ew  law  b e ca u se  o f  the  p o ten tia l nep 
a tiv e  e ffe c t it c o u ld  h a v e  on  sm all busi
n e sse s . T h e  N a tio n a l F e d e ra tio n  o f  
In d e p e n d e n t B u s in e ss  s ig n ed  o n to  a law 
su it in M ay  a lo n g  w ith  20  o th e r  states 
c h a lle n g in g  th e  c o n s titu tio n a lity  o f  the 
P P A C A . In its p re ss  re le ase , D an  Daim 

p re s id e n t an d  C E O . s ta ted , "S m all 
b u s in e ss  o w n e rs  e v e ry w h e re  a re  right 
fu lly  c o n c e rn e d  that the  unconstitutio 

al n ew  m an d a te s , c o u n tle ss  rules, 
an d  new  tax es  in th e  healthcait 

law  w ill d e v as ta te  th e ir  busi
n e ss  a n d  th e ir  a b ility  to cre
a te  jo b s .”

W h ile  law su its  linger in 
c o u rts , im p lem en ta tio n  of 
th e  n ew  law  p re sse s  on. 
T h e  law  w ill be  implemen 

ed  in s ta g es , w ith  various 
p ro v is io n s  tak in g  effec t from 

th e  d a te  o f  e n ac tm e n t through 
2 0 1 4  and  beyond . T h ere  will 
be  c o m p re h en s iv e  co llege  tev 
b o o k s  an d  c o u n tle ss  articles 
d e d ic a te d  to  ex p la in in g  the 
d e ta ils  o f  fed era l healthcare  j 
re fo rm  -  an d  th ere  m ay  still] 
q u e s tio n s  left un an sw ered . ’ 
a r tic le  d o es  n o t c o v e r all the ] 
p ro v is io n s  en co m p ass in g  feq 

era l h e a lth ca re  re fo rm . W e art 
h ig h lig h tin g  h e re  the  b asics  o f  the I 

See HEALTHCARE, pane j
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major p ro v isio n s w h ic h  a ffe c t sm all b u s in e sse s  th a t 
are e ither c u rre n tly  in e ffe c t o r  w ill tak e  e ffe c t th is 
year.

If you have  sp ec if ic  q u e s 
tions about h e a lth ca re  p o lic ie s  
for your e m p lo y e es , p lea se  
contact y o u r h ea lth  in su ra n ce  
provider to en su re  th a t you  
are in c o m p lian ce  w ith  new  
federal m an d a tes  an d  g u id e 
lines. A d d itio n a lly , th e  O h io  
D epartm ent o f  In su ra n c e ’s 
website p ro v id es in fo rm a 
tion on federa l h ea lth  re fo rm  
im plem entation  in O h io  and  
offers em p lo y e rs  th e  a b ility  to  
sign up fo r em a il u p d a te s  at 
w w w .h ea lth care refo rm .o h io . 
gov.

The fo llo w in g  p ro v is io n s  
are either in c u rre n tly  in 
effect o r b eco m e  e ffe c tiv e  th is 
year:

1.Dependent Age Coverage Expansion —Effective 
September 23, 2010. T h e  P P A C A  ex te n d s  c o v 
erage to d e p en d e n t c h ild re n  up  to  ag e  26  at th e  
request o f  the  pa ren t. F o r  e m p lo y e rs  th a t pay  fo r 
a portion  o f  d e p en d e n t c o v e ra g e , th ese  new , o ld e r  
dependents m u st b e  trea te d  th e  sam e  w ay  as o th e r  
dependents; th e re fo re , th e  e m p lo y e r  m u st a lso  pay 
fo r the sam e p o rtio n  o f  th e ir  c o v e ra g e . T h is  n ew ly  
requ ired  e x p an s io n  o f  fe d era l d e p e n d e n t c o v e ra g e  
up to age 26  is d e d u c tib le  u n d e r  s ta te  an d  fed era l 
law. U n d er a new  O h io  law  th a t to o k  e ffe c t Ju ly  1, 
2010, in su red s can  k e ep  u n m arr ied  ch ild ren  up  to 
age 28 on th e ir  p lan s at th e ir  re q u est; h o w e v e r, the  
full cost can  be  a sse ssed  to  th e  pa ren t. T h e  issue  
o f  a lign ing  sta te  an d  fed era l law s re g a rd in g  d e p e n 
dent co v erag e  m ay  be a d d re ssed  in  the  fu tu re .

2.Small Business Tax Credit —Effective now for 
qualifying employers. E ffec tiv e  at the  b eg in n in g  
o f  the cu rren t c a len d a r  y e a r  (2 0 1 0 ), a  tem p o ra ry

fe d e ra l tax  c red it is a v a ila b le  to  so m e  sm all b u s i
n e sse s  in an  e ffo r t to  m ak e  e m p lo y e e  c o v e ra g e  m ore  
a ffo rd a b le . T o o b ta in  th e  c re d it  fo r  o ffe r in g  c o v e ra g e  
to  e m p lo y e e s , the  e m p lo y e r  m u st m ee t a n u m b e r  o f  
q u a lif ic a tio n s . F o r e x a m p le , th e  e m p lo y e r  m u st hav e  
fe w e r  than  25  “ fu ll- t im e  e q u iv a le n t e m p lo y e e s” and  
p ay  a v e ra g e  an n u al w a g e s  o f  less  th an  $ 5 0 ,0 0 0 .

W h ile  th e  fu ll c re d it  is up  to 
35  p e rc e n t o f  p re m iu m s, n o t all 
e m p lo y e rs  th a t fa ll w ith in  the  
a b o v e  c a te g o ry  w ill re ce iv e  the 
fu ll c red it. E m p lo y e rs  w ith  10- 
25  e m p lo y e e s  o r  w h o  pay  th e ir  
e m p lo y e e s  an  a v e ra g e  an n u al 
w ag e  o f  $ 2 5 .0 0 0 -5 5 0 ,0 0 0  w ill 
re ce iv e  a re d u ce d  c red it b a sed  
on  th e  n u m b e r  o f  e m p lo y e e s  
and  a v e ra g e  a n n u a l salary .

F u rth e rm o re , e m p lo y e rs  m u st 
c o v e r  50  p e rce n t o r  m o re  o f  
in su ra n ce  co sts . C o m p a n ie s  that 
h av e  la u n c h ed  a f te r  th e  P P A C A  
w as e n a c te d  are  su b je c t to  a d d i
tio n a l q u a lif ic a tio n s . I f  you  
b e lie v e  y o u  m ay  q u a lify  fo r  the 

sm a ll b u s in e ss  tax  c red it and  d id  no t re c e iv e  a le tte r 
f ro m  th e  IR S  in d ic a tin g  th a t y o u  are  e lig ib le , p lease  
v is it w w w .h e a lth c a re re fo rm .o h io .g o v  fo r  m o re  in fo r
m atio n .

Stay Updated and Prepared
M an y  o th e r  p ro v is io n s  th a t w ill h av e  a d irec t im p a c t on 
sm a ll b u s in e sse s  a re  se t to  tak e  e ffe c t b e g in n in g  in 2011 
an d  y e a rs  to co m e. A F P D  e n c o u ra g e s  e m p lo y e rs  to m a in 
ta in  th o ro u g h  f in an c ia l re co rd s  d e a lin g  w ith  e m p lo y e e  
c o m p e n sa tio n  an d  b e n e fits  in p re p a ra tio n  fo r a d d itio n a l 
re p o rtin g  req u irem en ts .

F u rth e rm o re , be m in d fu l o f  an y  c o m m u n ic a tio n s  fro m  
th e  IR S , S ta te  D e p a rtm en t o f  In su ra n ce , an d  y o u r  hea lth  
in su ra n ce  p ro v id e r  to  e n su re  th a t you  are  b o th  in c o m p li
an ce  w ith  n ew  fed era l re g u la tio n s  and  th a t y o u  a re  tak in g  
fu ll ad v an tag e  o f  any  b e n e fits  th a t m ay  be av a ilab le . HHI

J o d y  L ic u r s i  is  v ic e  p r e s id e n t  o f  C a p i to l  S tr a te g ie s  

G ro u p , th e  lo b b y is t  f i r m  th a t r e p r e s e n ts  th e  in te r e s ts  o f
A F P D  m e m b e r s  in O h io .

Small business owners everywhere are rightfully concerned 
that the unconstitutional new mandates, countless rules, and 
new taxes in the healthcare law will devastate their business 

and their ability to create jobs.
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Required Special Enrollm ent Period: * 
Coming This Novem ber

S o m e  o f  y o u r  e m p lo y e e s  an d  th e ir  d e p e n d e n ts  m ay  be 

e lig ib le  u n d e r  th e  P a tie n t P ro te c tio n  an d  A ffo rd a b le  C a re  

A c t (P P A C A ) to  b e  a d d e d  o r  re -e n ro lle d  in a  h e a lth  p lan  th is  

fa ll. E m p lo y e rs  a re  re q u ire d  to  h o ld  a S p e c ia l E n ro llm e n t 

P e r io d  fo r  in d iv id u a ls  im p a c te d  by  tw o  P P A C A  p ro v is io n s :
(1 ) th e  e x te n s io n  o f  d e p e n d e n t  c o v e ra g e  to  a g e  2 6  a n d  (2 ) the  
re m o v a l o f  life tim e  d o lla r  lim its .

Who Can Enroll?

1. E lig ib le  d e p e n d e n ts  by  b ir th , m a rr ia g e , leg a l a d o p tio n  o r  
g u a rd ia n sh ip  u p  to  ag e  26:

• N e w ly  e lig ib le  a d u lt d e p e n d e n ts  w h o se  c o v e ra g e  
p re v io u s ly  e n d ed .

• A d u lt d e p e n d e n ts  p re v io u s ly  d e n ie d  c o v e ra g e .

• In d iv id u a ls  no t e lig ib le  fo r  c o v e ra g e , b e c a u se  th e ir  
d e p e n d e n t  c o v e ra g e  e n d e d  b e fo re  a g e  26.

2. In d iv id u a ls  w h o se  c o v e ra g e  p re v io u s ly  e n d e d  b e ca u se  

th ey  e x c e e d e d  a life tim e  d o lla r  lim it u n d e r  th e ir  p lan  an d  
are  o th e rw is e  e lig ib le  fo r  c o v e ra g e .

Dependent eligibility is no longer 
limited by financial dependency, marital 
status, or enrollment in school.

When is the Special Enrollment Period?

B lue  C ro ss  B lu e  S h ie ld  o f  M ic h ig a n  (B C B S M ) a n d  B lu e  
C ro sse  N e tw o rk  (B C N ) w ill h o ld  th e  S p e c ia l E n ro llm e n t 
P e rio d  fro m  N ov. 1 .2 0 1 0  th ro u g h  N ov. 30 , 2 0 1 0 . T h e  
c o v e ra g e  e ffe c tiv e  d a te  fo r  e n ro llm e n t is Jan . 1, 2 0 1 1 , u n le s s  
y o u r  g ro u p  h a s  a  p lan  y e a r  b e tw e e n  Sept. 2 3 , 2 0 1 0 , an d  D ec. 

3 1 , 2 0 1 0 . T h e  c o v e ra g e  e ffe c tiv e  d a te  fo r  th o se  g ro u p s  is th e  
s ta rt o f  th e  p lan  year.

I f  y o u r  g ro u p  ro u tin e ly  c o n d u c ts  y o u r  O p en  E n ro llm e n t 
d u rin g  th e  4 th  q u a rte r , th en  y o u  m ay  use  y o u r  a n n u a l O p en  
E n ro llm e n t p e rio d  to  en ro ll e lig ib le  d e p e n d e n ts  a n d  th o se  
w h o  h a v e  p re v io u s ly  e x c e e d e d  th e ir  life tim e  d o lla r  lim it, as 
lo n g  a s  th e  O p e n  E n ro llm e n t is at least 30  d a y s  in d u ra tio n .
If  y o u r  g ro u p  has a  d o c u m e n te d  p lan  y e a r  b e tw ee n  Jan . 2, 
2 0 1 1 , a n d  S ep t. 2 2 . 20 1 1 , y o u  can  use  y o u r  n o rm al O p en  
E n ro llm e n t p e r io d  as lo n g  as it is a t least 30  d a y s  in d u ra tio n .

How does the Special Enrollment Period work?
G ro u p s  th a t a re  e n ro llin g  n e w ly  e lig ib le  d e p e n d e n ts  and  
in d iv id u a ls  th a t  p re v io u s ly  e x c e e d e d  th e ir  life tim e  d o lla r  lim it

--AFPD  Bottom Line

sh o u ld  fo llo w  th e ir  n o rm al e n ro llm e n t p ro c ess . To enrc 
e lig ib le  d e p e n d e n t:

IF THEN

Your group has Family 
Continuation (FC) coverage

* BCN groups to add/re-#| 
dependents with an effeH 
Jan. 1, 2011, as a re g u lfl

* BCN groups to add/re-^H 
dependents with an e ffe fl 
Jan. 1,2011, as a regubfl

* All FC dependents will
on the group’s behalf to ■  
dependents with an e ffe fl 
Jan. 1,2011 ;

Note: FC coverage 
referenced in this document 

is only related to medical 
coverage.

After Jan. 1,2011, the g n #  
add all dependents as re f l 
dependents. For groups 
regular eligibility files, t lM  
dependents must be s w ifl 
regular dependents effecM 
Jan. 1,2011. The FC rider# 
longer be available in accM 
with standard group und®  
guidelines.

Your group has Dependent 
Continuation (DC) coverage

Group to add/re-enroll the (M 
dependent with an effective®! 
Jan. 1,2011, as a regu la r®

Your group has neither FC 
or DC coverage

Group to add/re-enroll the eH 
dependents with an effective* 
Jan.1, 2011, as a regular dew

Your group is ASC NASCO Group to add/re-enroll the eH 
dependents with an effective!! 
Jan. 1,2011, as a regular dw

Additional Takeaways
H e re  are  so m e  a d d itio n a l p o in ts  to  co n sid e r:

• Grandfathering. H ealth  p lan s  in ex is te n ce  p r io r  to M> 
23 , 2 0 1 0  are  c o n s id e re d  g ra n d fa th e re d . H o w ev er, the , 
e x te n s io n  o f  d e p en d e n t c o v e ra g e  to  age  26  an d  the rem| 
o f  life tim e  d o lla r  lim its  ap p ly  to  bo th  g ran d fa th e red  a»| 
n o n -g ran d fa th e re d  h ea lth  p lan s  u n d e r PPA C A . TherefKj

See ENROLLMENT,

www.AFPDO#
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11 groups m u st h o ld  a  S p ec ia l 

inrollment P erio d  in o rd e r  to  

omply w ith the reg u la tio n s .
Jote: Until 20 1 4 , e m p lo y e rs  w h o  
re considered  g ra n d fa th e re d  h av e  

he option o f  e x c lu d in g  e m p lo y e e s ’ 
dull ch ild ren  fro m  c o v e ra g e  if  th ey  
re eligible fo r  co v erag e  u n d e r  th e ir  

m p lo y e r 's  h ea lth  p lan .

BCBSM groups must 
nit their December 
/ment to advance 
?ir January paid to 
te before they are 
leto enroll a new 
?mber.

Dependents. D u rin g  th is  S p ec ia l 
Enrollm ent P erio d , em p lo y e es  
with newly e lig ib le  d e p en d e n ts  
may sw itch the  en tire  c o n tra c t to  a 
different plan  o ffered  by  th e  g ro u p . 
Underwritten groups. U n d e rw ritte n  
groups renew ing  as o f  Jan . 1,
2011, w ill be  c h arg ed  b a se d  o n  the  
m em bership c la ss if ic a tio n  o f  each  
contract (i.e. O ne P e rso n , T w o  
Person, fo r F am ily  co v erag e). 
Self-insured groups. S e lf- in su red  
groups will be re sp o n sib le  fo r c la im s 
paid on b eh a lf o f  m em b ers  ad d ed  to  
their em ployee co n trac ts  
or additional d e ta ils  on  the  B C B S M  
BCN im p lem en tation  o f  the  PP A C A  

r-term benefit re q u irem en ts , v isit 
w .bcbsm .com /health refo rm  o r  a sk  
ir BCBSM  sales rep re se n ta tiv e  o r 
nt. 1111

lilo r ’s n o te : The in fo rm a tio n  in th is  

tele is b a se d  on  B C B S M ’s  re v ie w  

'he n a tio n a l h e a lth  c a re  re fo rm  

islation. It is  n o t in te n d e d  to  im p a r t  
al a d v ice .)

healthybluechoices’
E m brace  to ta l h ea lth

Every journey
h ̂ single step.

/ i t ?

w iJ L j  \

/ '  ,< /  1 1
\‘ - ' L A T - * . ' /  • -  V  : J V V  4 K - -

;y. 'Take yofirs with - - -
■ , ' *  bealthyblueoutbomes.

* /  Healthy futures. Ultimate rewards. 1 •"*

R e a d y  to  y o u r  e m p lo y e e s  

to  a  h e a l t h ie r  f u t u r e ?

Fo r m ore inform ation on1 

Healthy Blue Outcom es, 

con tact you r 

___trade a sso c ia t io n ^

Your Association Exclusively Endorses

Blue Cross 
Blue Shield 
Blue Care Network
of Michigan

Nonprofit corporations and independent licensees 
of the Blue Cross and Blue Shield Association

b c b s m .c o m  M iB C N .c o m

b c b s m . c o m / o u t c o m e s

October 2010



SUPPORT THESE AFPD SUPPLIER MEMB
ASSOCIATIONS/CHAMBER OF COMMERCE

A M R  - A s s o c ia t io n  M a n a g e m e n t  R e s o u rc e s  

C h a ld e a n  A m e r ic a n  C h a m b e r  o f C o m m e rc e

ATM

(7 3 4 )  9 7 1 -0 0 0 0  

(2 4 8 )  5 3 8 -3 7 0 0

A m e n c a n  C o m m u n ic a t io n s  o f  O h io (6 1 4 )  8 5 5 -7 7 9 0

A T M  o f  A m e n c a (2 4 8 )  9 3 2 -5 4 0 0

E lite  B a n k  C a rd  A T M s (2 4 8 )  5 9 4 -3 3 2 2

BAKERIES

G re a t L a k e s  B a k in g  C o . (3 1 3 )  8 6 5 -6 3 6 0

In te rs ta te  B ra n d s /W o n d e r  B re a d /H o s te s s (2 4 8 )  5 8 8 -3 9 5 4

M ic h ig a n  B a k in g  C o . - H e a rth  O v e n  B a k e rs (3 1 3 )  8 7 5 -7 2 4 6

BANKING & INVESTING

-AFPD Lincoln Financial Group Advisors.. (248) 948-5124
B a n k  o f  M ic h ig a n (2 4 8 )  8 6 5 -1 3 0 0

H u n tin g to n  B a n k  . . . (2 4 8 )  6 2 6 -3 9 7 0

P a ra m o u n t B a n k (2 4 8 )  5 3 8 -8 6 0 0

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

BEER DISTRIBUTORS

E a s to w n  D is tr ib u to rs . (3 1 3 )  8 6 7 -6 9 0 0

G re a t L a k e s  B e v e ra g e (3 1 3 )  8 6 5 -3 9 0 0

Tn  C o u n ty  B e v e ra g e (3 1 3 )  5 8 4 -7 1 0 0

BOOKKEEPING/ACCOUNTING CPA

A lk a m a n o  &  A s s o c ia te s (2 4 8 )  8 6 5 -8 5 0 0

G a rm o  &  C o  P  C (2 4 8 )  6 7 2 -4 1 0 5

L is . M c E v illy  &  A s s o c ia te s (7 3 4 )  2 6 6  8 1 2 0

M a rc o m /E K  W ill ia m s  &  C o (6 1 4 )  8 3 7 -7 9 2 8

S h im o u n , Y a ld o  & A s s o c ia te s . P  C (2 4 8 )  8 5 1 -7 9 0 0

U H Y -U S (2 4 8 )  3 5 5 -1 0 4 0

W a lto n  B u s in e s s  M a n a g e m e n t S o lu tio n s (2 4 8 )  3 2 0 -2 5 4 5

BUSINESS COMMUNICATIONS

AFPD •Comcast.......................................... . .  ( 2 4 8 )  343-9348
C le a r R a te  C o m m u n ic a t io n s (2 4 8 ) 5 5 6 -4 5 3 7

CHECK CASHING SYSTEMS

S e c u re  C h e c k  C a s h in g (2 4 8 )  5 4 8 -3 0 2 0

CHICKEN SUPPLIERS

K r is p y  K ru n c h y  C h ic k e n (2 4 8 )  8 2 1 -1 7 2 1

T a y lo r  F re e z e r (7 3 4  ) 5 2 5 -2 5 3 5

CHIPS, SNACKS & CANDY

-AFPD Frilo-Lay. Inc . 1-800-359-5914

B e tte r  M a d e  S n a c k  F o o d s (3 1 3 )  9 2 5 -4 7 7 4

D e tro it  P o p c o rn  C o m p a n y (3 1 3 )  8 3 5 -3 6 0 0

K a r s  N u t P ro d u c ts  C o m p a n y (2 4 8 )  5 8 8 -1 9 0 3

M o to w n  S n a cks  1.1*33 CdpeCod romi A rc * * *  sM * o o n i  (3 1 3 )  9 3 1 -3 2 0 5

U n c le  R a y 's  P o ta to  C h ip s 1 -8 0 0 -8 0 0 -3 2 8 6

COFFEE DISTRIBUTOR

-A FPD  New England Coffee C o ............

CONSTRUCTION & BUILDING

.(717) 733-4036

A d v a n c e d  C o m m e rc ia l R o o f in g  (A lla n  S a ro k i) 1 -8 0 0 -5 4 3 -8 8 8 1

A v e d ia n  D e v e lo p m e n t (2 4 8 )  7 6 6 -2 5 4 3

C re a t iv e  B r ic k  P a v in g  &  L a n d s c a p in g (2 4 8 )  2 3 0 -1 6 0 0

D K I D e m o lit io n  &  G e n e ra l C o n s tru c t io n (2 4 8 )  5 3 8 -9 9 1 0

L D T  E n g in e e r in g  L L C (6 1 6 )  6 3 8 -2 1 4 7

CONSULTING & MARKETING

F ly n n  E n v iro n m e n ta l,  In c (3 3 0 )  4 9 9 -1 0 0 0

O u r  T o w n (2 4 8 )  6 2 3 -3 2 9 8

CREDIT CARD PROCESSING

—AFPD Chase Paymenlech........................ 1-866-428-4966
M e rc h a n t P ro c e s s in g 1 -8 6 6 -3 6 6 -3 3 0 0

C-STORE & TOBACCO DISTRIBUTORS

'-A FPD  • *Liberty USA.......................................... (412) 461-2700
B u ll D o g  W h o le s a le 1 -8 7 7 -6 6 6 -3 2 2 6

H T  H a c k n e y -G ra n d  R a p id s 1 -8 0 0 -8 7 4 -5 5 5 0

U n ite d  C u s to m  D is tr ib u t io n (2 4 8 )  3 5 6 -7 3 0 0

DISPLAYS, KIOSKS & FIXTURES

D e tro it S to re  F ix tu re s (3 1 3 )  3 4 1 -3 2 5 5

R a in b o w  H i T ech (3 1 3 )  7 9 4 -7 3 5 5

EGG SUPPLIER

L m w o o d  E g g  C o m p a n y (2 4 8 )  5 2 4 -9 5 5 0

ENERGY, LIGHTING & UTILITIES

D T E  E n e rg y 1 -8 0 0 -4 7 7 -4 7 4 7

E n e rg y  S c ie n c e s (2 4 8 ) 7 9 2 -9 2 8 7

U S  E n e rg y  E n g in e e rs (2 4 8 ) 6 8 3 -7 3 5 5

FOOD EQUIPMENT & MACHINERY

C u lin a ry  P ro d u c ts (9 8 9 ) 7 5 4 -2 4 5 7

FOOD RESCUE

F o rg o tte n  H a rv e s t (2 4 8 ) 9 6 7 -1 5 0 0

G le a n e rs  C o m m u n ity  F o o d  B a n k (3 1 3 ) 9 2 3 -3 5 3 5

FRANCHISING OPPORTUNITIES

T u b b y 's  S u b  S h o p s . Inc 1 -8 0 0 -4 9 7 -6 6 4 0

GASOLINE WHOLESALER

C e n tra l O h io  P e tro le u m  M a rk e te rs (6 1 4 )8 8 9 -1 8 6 0

C e r t if ie d  O il (6 1 4 )4 2 1 -7 5 0 0

G ill ig a n  O il C o  o f  C o lu m b u s . In c 1 -8 0 0 -3 5 5 -9 3 4 2

P A P  O il C o m p a n y (9 3 4 )6 6 7 -1 1 6 6

S u p e n o r  P e tro le u m  E q u ip m e n t (6 1 4 )5 3 9 -1 2 0 0

GREETING CARDS

F F P D  Leanin’ Tree..................  1 - 8 0 0 - 5 5 6 - 7 8 1 9 * 1 *

G R O C E R Y  W H O L E S A L E R S  &  D IS T R IB U T E

A ff il ia te d  F o o d s  M id w e s t ,262)651 1

B u m e lte  F o o d s , I n c .................................................. (231) B P  •

C a p ita l S a le s  C o m p a n y  . 1 2 4 8 )# -

C a te ra id ,  In c (5 1 7 |5 * r  1

C e n tra l W h o le s a le  F o o d  &  B e v e ra g e 1 3 1 3 ) * *  1

D & B  G ro c e rs  W h o le s a le 1734) 513 ‘ '

F u n  E n e rg y  F o o d s ( 2 6 9 ) *  J

G e n e ra l W h o le s a le ( 2 4 8 ) *

G e o rg e  E n te rp r is e s . In c  ................ ( 2 4 l | » e  !

G re a t N o rth  F o o d s ( 9 8 9 ) *  1

H K J , In c . -  W h o le s a le  G ro c e ry 1 2 4 8 )9 1  1

J e ru s a le m  F o o d s ( 3 1 3 1 9 '  j

N a s h  F in c h  ........... ( 9 8 9 ) 9 1  1

S p a r ta n  S to re s . In c  ................... ( 6 1 6 ) 9

S U P E R V A L U ( 9 3 7 ) * '  !

U n iv e rs a l W h o le s a le (2481 9

I C E  C R E A M  S U P P L I E R S

-AFPD Neslle/Edy's Grand Ice Cream
.............................................................................1-800-328-3397 M t *  '

-AFPD ’Prairie Farms Ice Cream Program ( U p *  (

...................................................................................1-800-399-6910 |

I C E  P R O D U C T S

A rc t ic  G la c ie r , In c  ................................................. 1 -800-3218 1

H o m e  C ity  Ice 1 -8 0 W S *  ’

U S  Ice  C o rp < 3 1 3 ) 9

I N S U R A N C E  S E R V I C E S

-AFPD North Points Insurance............... 1-800-22U

-AFPD ’BCBS of Michigan......................... 1-eoMon-

-AFPD "CareWorks...................... 1-800-837-3200 i t '

AFPD " C o x  S p e c ia l t y  M a r k e ts  (N o r th  P o in t i l

(U n d e rg ro u n d  S torage Tank In surance) .................... I W t H

B e n c h m a rk  F in a n c ia l L td (248)64:

B e n c iv e n g a  In s u ra n c e  (A g e n t Jo h n  B e n a v e n g a ) (241)

C o m m u n ity  C a re  A s s o c ia te s | 3 1 3 ) » '

D a n n o  In s u ra n c e  A g e n c y ( 2 4 8 ) 6 * 1 1

F a rm  B u re a u /J a s o n  S c h o e b e rte m 1517)521-

F ra n k  M c B n d e  J r ., Inc ( 5 8 8 )4 * 1 *  1

G a d a le to , R a m s b y  &  A s s o c 1 . 8 0 M * "

G L P  In s u ra n c e  S e rv ic e s (2481V *

G re a t N o rth e rn  In s u ra n c e  A g e n c y 124819 *

H e d m a n  A n g lin  B a ra  &  A s s o c ia te s  A g e n c y (6 (4 14»I1
M e re m  In s u ra n c e  S e rv ic e s , 2 4 8 t r -'

P n m e o n e  In s u ra n c e (248) » # [

R o c k y  H u s a y n u  &  A s s o c ia te s i 2 4 8 | 9 # j

U S T I
,440(3*7-

V'- A f * P D  indicates supplier program  that has been endorsed by AFPD. 
*  Indicates supp lier on ly  available in M ichigan  

* *  Indicates supplier on ly  available in Ohio



3E|UPP0RT THESE AFPD SUPPLIER MEMBERS
FENTORY SERVICES

S ln v e n lo y ....................... 1 -8 8 8 -3 0 3 -8 4 8 2

jet Inventory............................ . . . (5 8 6 )  7 1 8 -4 6 9 5

GAL SERVICES

V f P D  'Bellanca, Beattie, DeLisle .. ..(313)882-1100

V F P I )  "Pepp/e i  Waggoner, Ltd... ..(216) 520-0088
iha & A s s x ia te s  . . (2 4 8 )  2 6 5 -4 1 0 0

>paya Law, PC . (2 4 8 )  6 2 6 -6 8 0 0

skes. Gadd & S ilver, P C (7 3 4 )  3 5 4 -8 6 0 0

kam, Orow, Mekam, Shallal &  H indo  P C . (2 4 8 )  2 2 3 -9 8 3 0

i  Uquoy Lawyers . (2 4 8 )  4 3 3 -1 2 0 0

TTTERY

ech Corporation . (5 1 7 )2 7 2 - 3 3 0 2

Jugan Lottery . . .  . . (5 1 7 )3 3 5 - 5 6 4 8

iio Lottery........................................... .. 1 -8 0 0 -5 8 9 -6 4 4 6

AGAZINE & TRADE PUBLICATION

latdean News (2 4 8 )  9 3 2 -3 1 0 0

’ Tatdean Tim es . . . . . (2 4 8 )  8 6 5 -2 8 9 0

' slrort Free P re s s. . . (3 1 3 )  2 2 2 -6 4 0 0

’ 2trort News (3 1 3 )  2 2 2 -2 0 0 0

i SNews (5 8 6 ) 9 7 8 -7 9 8 6

icixgan C hronic le . . . . (3 1 3 )  9 6 3 -5 5 2 2

jburban N ew s/M agazines ,,, (2 4 8 ) 9 4 5 4 9 0 0

SA Today . , (2 4 8 ) 9 2 6 -0 2 0 0

|EAT &  DELI DISTRIBUTORS

to 2  Portion C ontro l M ea ts  , ,, (4 1 9 )  3 5 8 -2 9 2 6

Roy & Sons
(8 1 0 )  3 8 7 -3 9 7 5

•any Fresh Foods , (3 1 3 ) 2 9 5 -6 3 0 0

H*art>om Sausage
(3 1 3 )  4 7 5 -0 0 4 8

'pan Foods , ( 5 8 6 )4 4 7 -3 5 0 0

. ‘ iquette Market . (3 1 3 )8 7 5 -5 5 3 1

> lw w ood fo o d s  D is tnbu to rs  , (3 1 3 )  6 5 9 -7 3 0 0

• V e r ts  Food Corp
(5 8 6 ) 7 2 7 -3 5 3 5

■Votvenne Packing C o m pany (3 1 3 )  2 5 9 -7 5 0 0

WLK, DAIRY & CHEESE PRODUCTS

1 1 )  'Prairie Farms Dairy Co ... (248) 399-6300
A f T O  *1Dairymens .. (216) 214-7342
'Y F l ' U  "H Meyer Dairy .. (513) 948-8811

*’Modern Foods .. (606) 255-6045
C tw a ry  F resh/M ekx iy  Fa rm s 1 -8 0 0 -7 4 8 -0 4 8 0

M|SCELLANEOUS

7 Brothers Dlsti LLC
(2 4 8 ) 7 4 7 -3 4 7 4

H *F *roo<l S unglasses
1 -8 8 8 -4 7 8 -6 9 3 2

(5 8 6 ) 7 3 2 4 1 0 0

MONEY ORDERS/MONEY TRANSFER/ 
BILL PAYMENT

-A FPD  MoneyCram International. ..M l (517) 292-1434 
. OH (614) 878-7172

IP P o f  A m e r ic a . . (9 7 3 )  8 3 0 -1 9 1 8

OFFICE SUPPLIES

-A F PD  Staples.................................1-800-693-9900 ext. 584

PAYROLL PROCESSING

AFPD ADP - Automatic Data Processing 1-877-634-1434

PHONE/CELLULAR/PHONE CARDS

-A FPD  Sprint Communications . ............(248) 943-3998

C o m m u n ic a t io n s  W a re h o u s e . . .  . 1 -8 8 8 -5 4 9 -2 3 5 5

PIZZA SUPPLIERS

D o u g h  &  S p ic e (5 8 6 )  7 5 6 -6 1 0 0

H u n t B ro th e rs  P iz z a (6 1 5 ) 2 5 9 -2 6 2 9

POINT OF SALE

B M C  - B u s in e s s  M a c h in e s  S p e c ia lis t ( 5 1 7 )4 8 5 -1 7 3 2

R e w a rd  P a l ................................. . . ( 5 1 7 )4 8 5 -1 7 3 2

PRINTING, PUBLISHING & SIGNAGE

In te rn a tio n a l O u td o o r (2 4 8 )  4 8 9 -8 9 8 9

M ic h ig a n  L o g o s ........... (5 1 7 )  3 3 7 -2 2 6 7

W a lt K e m p s k i G ra p h ic s (5 8 6 )  7 7 5 -7 5 2 8

PRODUCE DISTRIBUTORS

H e e re n  B ro th e rs  P ro d u c e (6 1 6 )4 5 2 -2 1 0 1

T o m  M a c e r i &  S o n . In c . . . .  (3 1 3 ) 5 6 8 -0 5 5 7

REAL ESTATE

A m e r ic a n  B u s in e s s  B ro k e rs (6 1 4 )4 1 9 -5 6 7 8

J u d e h  & A s s o c ia te s  (A s s e s s o r) (3 1 3 ) 2 7 7 -7 9 8 9

K u z a n a  E n te rp n s e s  (P ro p e r ty  M a n a g e m e n t)  (2 4 8 ) 2 1 0 -8 2 2 9

L ig h th o u s e  R e a l E s ta te (2 4 8 ) 2 1 0 -8 2 2 9

S ig n a tu re  A s s o c ia te s  - A n g e la  A rc o n (2 4 8 ) 3 5 9 -3 8 3 8

REFRIGERATION

C o o l C u rta in 1 -8 0 0 -8 5 4 -5 7 1 9

T G X  S o lu tio n s (2 4 8 ) 2 1 0 -3 7 6 8

REVERSE VENDING MACHINES/RECYCLING

K a n s m a c k e r (5 1 7 )  3 7 4 -8 8 0 7

T O M R A  M ic h ig a n 1 -8 0 0 -6 1 0 -4 8 6 6

SECURITY, SURVEILLANCE & MORE

'-A F PD  MIST Innovations.................... . . .  (313) 974-6786

B n n k  s . In c (3 1 3 ) 4 9 6 -3 5 5 6

C e n tra l A la rm  S ig n a l (3 1 3 ) 8 6 4 -8 9 0 0

SHELF TAGS

J A Y D  Tags (2 4 8 )  7 3 0 -2 4 0 3

SODA POP, WATER, JUICES &  

OTHER BEVERAGES

- A F P D  'Intrastate Distributors (Arizona program)...  
.......................................................................................................(313) 892-3000

' - A F P D  'Pepsi Program ... ........................ 1-888-560-2616

7 U P  B o ttlin g  G ro u p (3 1 3 )  9 3 7 -3 5 0 0

A b s o p u re  W a te r  C o 1 -8 0 0 -3 3 4 -1 0 6 4

A n z o n a  B e v e ra g e s (3 1 3 ) 5 4 1 -8 9 6 1

B e v e ra g e  P lu s . (7 0 2 )  5 8 6 -0 2 4 9

C o c a -C o la  B o tt le rs  o f  M l

A u b u rn  H ills  (2 4 8 )  3 7 3 -2 6 5 3  

B e lle v il le  (7 3 4 ) 3 9 7 -2 7 0 0  

M e tro  D e tro it (3 1 3 ) 8 6 8 -2 0 0 8  

P o rt H u ro n  (8 1 0 )  9 8 2 -8 5 0 1

C o c a -C o la  B o ttlin g  - C le v e la n d (2 1 6 ) 6 9 0 -2 6 5 3

F a y g o  B e v e ra g e s , Inc . (3 1 3 )9 2 5 -1 6 0 0

G a rd e n  F o o d  D is tn b u to rs (3 1 3 ) 5 8 4 -2 8 0 0

G ra n d a d 's  S w e e t Tea (3 1 3 ) 3 2 0 -4 4 4 6

P e p s i B e v e ra g e s  C o m p a n y D e tro it 1 -8 0 0 -3 6 8 -9 9 4 5  

H o w e ll 1 -8 0 0 -8 7 8 -8 2 3 9  

P o n t ia c  (2 4 8 ) 3 3 4 -3 5 1 2

U n ite d  B ra n d s  C o m p a n y (6 1 9 )  4 6 1 -5 2 2 0

TOBACCO COMPANIES &  PRODUCTS

A ltn a  C lie n t S e rv ic e s (5 1 3 ) 8 3 1 -5 5 1 0

C a p ito l C ig a rs (2 4 8 )  2 5 5 -8 7 4 7

N a t S h e rm a n (2 0 1 ) 7 3 5 -9 0 0 0

R  J R e y n o ld s (3 3 6 )  7 4 1 -0 7 2 7

S n a p p y  C ig s  (e le c tro n ic  c ig a re tte s ) (2 4 8 ) 7 4 7 -5 1 3 0

WASTE DISPOSAL & RECYCLING

- A F P D  National Management Systems .. (586) 711-0700

S m a rt W a y  R e c y c lin g (2 4 8 ) 7 8 9 -7 1 9 0

W a s te O N E (8 1 0 ) 6 2 4 -9 9 9 3

WINE &  SPIRITS COMPANIES

B e a m  G lo b a l . (2 4 8 )4 7 1 -2 2 8 0

D ia g e o 1 -8 0 0 -4 6 2 -6 5 0 4

WINE &  SPIRITS DISTRIBUTORS

B ro w n -F o rm a n  B e v e ra g e  C o m p a n y (2 4 8 ) 3 9 3 -1 3 4 0

G a la x y  W in e (7 3 4  ) 4 2 5 -2 9 9 0

G re a t L a k e s  W in e  &  S p m ts (3 1 3 ) 867 -0 5 2 1

N a tio n a l W in e  & S pm ts 1 -8 8 8 -6 9 7 -6 4 2 4

1 -8 8 8 -6 4 2 -4 6 9 7

^ A F P D  indicates supplier program  that has been endorsed by AFPD. 
*  Indicates supplier only available in M ichigan  

** Indicates supplier only available in Ohio



Sa
fe

ti
Safety Sense lendarl

Group-Rating Safety Accountability
E ac h  y e a r, O h io  e m p lo y e rs  h a v e  th e  

o p p o r tu n ity  to  p a r tic ip a te  in B W C 's  

G ro u p -E x p e r ie n c e -R a tin g  P ro g ra m  o r  

G ro u p -R e tro s p e c tiv e -R a tin g  P ro g ra m . 

W h ile  th e se  p ro g ra m s  a re  n o t re q u ire d , 

th ey  d o  p ro v id e  y o u  w ith  an  o p p o r tu n ity  

to  s ig n if ic a n tly  re d u c e  y o u r  w o rk e r s ’ 

c o m p e n sa tio n  p re m iu m s , w h ile  in c re a s in g  

y o u r  a w a re n e s s  o f  sa fe ty  a n d  r isk - 

m a n a g e m e n t s tra te g ie s .

W o rk p la c e  sa fe ty  is an  im p o rta n t 
c o m p o n e n t o f  th e se  p ro g ra m s . T o su c c ee d  

in a c c id e n t p re v e n tio n , re ta ile rs  m u s t use 
the  m an y  re so u rc e s  a v a ila b le  to  th em . A 

g ro u p -ra tin g  p ro g ra m  is a  p a r tn e rsh ip  th a t 

in c lu d e s  y o u  a n d  y o u r  e m p lo y e e s ,  y o u r  

sp o n so r in g  o rg a n iz a tio n  o r  th ird -p a r ty  

a d m in is tra to r  (T P A ). a n d  B W C . E ach  

has sp e c if ic  ro le s  a n d  re sp o n s ib ili t ie s , 
all d e s ig n e d  to  a ss is t  in p re v e n tin g

w o rk p la c e  a c c id e n ts . T h is  le tte r  

o u tlin e s  th e  sa fe ty  se rv ic e s  
e x p e c ta t io n s  y o u  sh o u ld  hav e  

as an  e m p lo y e r  e n ro lle d  in a 
g ro u p -ra tin g  p ro g ram .

The employer will:
• M a in ta in  a sa fe  w o rk p la ce ; 

•A tte n d  sa fe ty  tra in in g  
to  e n h a n c e  w o rk p la c e  

sa fe ty ;
Im p le m e n t B W C ’s 

10 -S tep  B u s in e ss  
P lan  fo r  S a fe ty  

a n d  use  a v a ilab le  

sa fe ty  se rv ice s  
as n eed e d ;

’ A tten d  the 
re q u ire d

tw o -h o u r  tra in in g  a n d  p ro v id e  

p ro o f  o f  a tte n d a n c e  to  s p o n s o r  fo r  

c la im (s )o c c u r r in g  w ith in  th e  la s t tw o  

y e a rs .

A F P D ’s th ird -p a r ty  a d m in is tra to r  

(C a re W o rk s )  m ay:

• A ss is t  sp o n s o r in g  o rg a n iz a t io n s  w ith  

fu lf il l in g  th e  g ro u p - ra t in g  sa fe ty  
re q u ire m e n ts ;

• A ss is t an  e m p lo y e r  w ith  its sa fe ty  

n e ed s :

• W o rk  in c o n ju n c tio n  w ith  sp o n so rs  

to  d e v e lo p  sa fe ty  tra in in g  an d  
d e liv e r  sa fe ty  re so u rc e s ;

• P ro v id e  re so u rc e s  fo r  c la im s  
h an d lin g .

BWC will:
• M o n ito r  all g ro u p -ra t in g  sa fe ty  

a c t iv it ie s  to  c o n f irm  re q u ire m e n ts  

a re  m et;

• M ee t a t lea s t a n n u a lly  w ith  

sp o n so r in g  o rg a n iz a tio n s  to  p ro v id e  
re c o m m e n d a tio n s  fo r  fu lf illin g  

sa fe ty  re q u ire m e n ts ;
• P ro v id e  sa fe ty  tra in in g  th ro u g h  

O h io 's  C e n te r  fo r  O c c u p a tio n a l 

S a fe ty  & H ea lth ;

• O ffe r  o n -s ite  sa fe ty  c o n su lta tio n  
(h a z a rd  a s se ss m e n ts , a ir  and  n o ise  
m o n ito r in g , e rg o n o m ic s  e v a lu a tio n , 
tra in in g )  by  a B W C  sa fe ty  

p ro fe s s io n a l:
• O ffe r  p u b lic a tio n s  an d  v id eo s  fo r  

sa fe ty  p ro g ra m  su p p o rt;
• C o n d u c t e m p lo y e r  v is its  to  c o n firm  

the  e m p lo y e r  is m e e tin g  g ro u p -ra tin g  
re q u ire m e n ts , w h e n  a p p ro p ria te .

T h e  g o a l o f  th is  c o lla b o ra tiv e  
e ffo r t is to  m ak e  su re  all y o u r  
sa fe ty  n e e d s  a re  m et. U s in g  th ese  
re so u rc e s  w ill a ss is t y o u  in p re v en tin g  
a c c id e n ts , re d u c in g  c la im s  co sts , 
an d  a ch ie v in g  th e  h ig h es t d isc o u n ts  
p o ss ib le . F o r m o re  in fo rm a tio n , v isit 
C a reW o rk s  C o n su lta n ts  at w w w  
c a re w o rk sc o n su lta n ts .c o m  o r  the  B W C  

at w w w .o h io b w c .c o m /e m p lo y e r/  
se rv ic e s /sa fe ty h y g ie n e .a sp  o r  v ia 
em a il at g ro u p ra tin g sa fe ty @ b w c .s ta te , 

o h .u s . Will

— November 19th— ’ 

30th annual AFPD Foun(| 
Michigan Turkey Driv

—November 22nd— J 

1st annual AFPD Found 
Ohio Turkey Drive

Contact: Tamar Lutz—800-6 
for both Turkey Drives I

—February 11, 2011— J 
AFPD’s 95th Annua 
Trade Dinner & Ball 

Rock Financial Showp
46100 Grand River Ave., Novi I 
Contact: Lauren Kopitz -  800

S ta tem en t o f  Ownersh 
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When it comes to
retailer solutions,
we’re the complete package.

In addition to distributing more than 40,000 private label and national 

brand products —  all competitively priced —  we provide almost 

100 different services. You might consider us your one stop shop for 

everything you need to stay competitive and profitable —  including 

advertising, store development and consumer insights to name a few. 

For more information on how Spartan Stores can help your business, 

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

to find your complete solution.

Spartan
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