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Chairman's Message EXECUTIVE COMMUTE

James
H O O K S
AFPD Chairman

Let Us Ease Your Pain

Here's an interesting statis­
tic: We almost never lose an 
AFPD member who takes 

advantage of our programs! It's the 
truth. While AFPD's lobbying work 
is erueial to the food and petroleum 
industry —and most members get 
that —what keeps retailers most loyal 
to AFPD is the money they save w ith 
our programs.

The importance of that message is 
really brought home with this month's 
cover story on 
myths and lies.
Unfortunately, 
there are so 
many individu­
als—and busi­
nesses—looking 
to take advan­
tage of inde­
pendent retail­
ers and small 
businesses in a 
variety of subtle 
ways No matter 
how experienced or savvy a business- 
person you are. some of these scams 
are nearly impossible to detect.

Whenever AFPD learns of a new 
myth or scam that hurts our members, 
we work double-time to get a pro­
gram in place to help protect and save 
them money. From coupon fraud to 
over-priced or unnecessary insurance 
to so-called "mandatory regulations." 
AFPD's staff is constantly develop­
ing new ways to service our members 
with real information and guidance 
they can depend on.

In short, we take the time to

research the best vendors and industry 
partners out there so you don V have to! 
And then, we negotiate the best set of 
benefits for our members, based on the 
power of our members joining together 
as one entity under the AFPD umbrella.

Currently. AFPD has more than 28 
money-saving programs (national and 
regional), and more are in the works. 
(For a complete list and more informa­
tion on each, go to www.afpdonline. 
org and look at the far-right column 

on the home 
page.) Although 
we have a 
great handle 
on our mem­
bers' needs, it 
always helps if 
members pro­
vide specific 
feedback on the 
challenges fac­
ing them and 
their stores.
One thing's for 

sure: If we don't know the things that 
are causing you pain, we can't do any­
thing about them. If there's something 
bothering you or needlessly costing 
you money, pick up the phone and call 
AFPD today at (800) 666-6233.

Myths, lies, and scams are an unfor­
tunate part of our retail business; 
small businesses are easy targets for 
con artists. The advent of the inter­
net has made the problem even worse 
It is imperative that we join forces to 
uncover these fraudulent practices and 
attempts to limit our profitability as an 
industry Will

Myths, lies, and 
scams are an 

unfortunate 
part of our 

retail business.

-AFPD Bottom Line
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VloTown Snack Foods
341 Lyndon Street • Detroit, Michigan 48238

When you think of MoTaste, Think of MoTown!
Call Jim or Jim at: (313) 931-3205



AFPD/Monster Energy 
Supermarket Program

f
ASSOCIATED

■N APRIL 1, 2 0 1

F O O D  &  P E T R O LE U M  DEALERS

AFPD Member 
Exclusive!

Cooler Placement Program:
• Monster identified cooler. $250 placement fee for incremental one door "check-out 

lane” cooler.
• Monster Energy family branded items ONLY in the cooler.
• Subject to pre-qualification by Monster Energy representative.
• Paid out in 4th quarter 2011.

Display Rebate Program:
• Monster Energy 25 case display on 16oz. singles or 4 packs during each promotion period.
• Display must be End Cap, Wing, Center Isle or High Traffic area in store.
• Receive special discount pricing from the Monster Energy 2011 Promotional Calendar. 

AFPD member agrees to run suggested promotions during specific time period.
• $1.00 rebate per case (24pk) on all cases of Monster Energy "promoted” items ONLY, 

for the specific month.
• Rebates paid quarterly by AFPD.

Ill
M U S T E K

2011 Grocery Store Promotional Calendar AFPD

CORE Jan Feb Mar

16oz. Singles

16oz. 4-Packs
__

_

5/1 -  6/4 5/29 -  7/2

May Jun Jul

7/31 ■ 9/3 | 8/ 2 8 - 10/1

_Aucj_

9/2 5 - 10/29

O ct Nov

III

To sign up  fo r  th is  p ro g ra m , p lease  c o m p le te  th e  fo rm  b e lo w  and m a il, fa x  o r  e m a il back  to  AFPD
MUST SIGN UP BETWEEN APRIL 1, 2011 AND MAY 31, 2011

NUMBER OF COOLERS:.

STORE NAME:_________

CONTACT:____________

ADDRESS:_____________

PHONE: EMAIL:

Which Program are you interested ini
□  $250 Cooler Placement Program 

(Must be a NEW incremental 
cooler, only 1 p er location.)

□  Display Rebate Program
□  Both Cooler Placement Program

AND
Display Rebate Program

SIGNATURE: . 

AAAIL TO:

FAX TO: 
EMAIL TO:

. DATE:

Attn: Auday Arabo
Associated Food & Petroleum Dealers 
30415 West 13 Mile Rd.
Farmington Hills, Ml 48334 
(866) 601-9610 
Aarabo@AFPDonline.org

A ll accou n ts m ust be a ppro ved  by a M onster En ergy R ep rese n ta tive  fo r  inclusion into the program . 
Accounts are  su b je ct to review  a t any tim e b y a M onster En ergy R ep rese n ta tive . V iolation o f the term s v/H 

mean the co n tra ct m ay be voided at the d iscre tio n  o f M onster Energy.
Members with questions, call the AFPD Office at 1-800-666-6233!

mailto:Aarabo@AFPDonline.org
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ASSOCIATED
FOOD &  P E TR O LE U M  DEALERS

AFPD Member 
Exclusive!

AFPD/Monster Energy 
C-Store Program

MUST SIGN UP BETWEEN APRIL 1, 20 1 1  AND MAY 3 1, 2011

M o n s t e r .

To qua lify , you need to  have:
• 3 Shelves of Monster Energy located w ithin shelves 2, 3, 4 or 5
• 5 Facings of Java Monster, touching Starbucks
• 4 Facings of Peace Tea, touching Arizona 24oz. cans

Rewards:
• Receive special discount pricing from the Monster Energy 2011 Promotional Calendar. 

AFPD member agrees to run suggested promotions during specific time period.
• $1.50 rebate per case (24ct) on all cases of Monster Energy and Java Monster 

product line.
• If you increase your prior year sales by 15%, you w ill receive an additional 251 

rebate per case, from case number one (all cases)!
• Rebates paid quarterly by AFPD.

2011  C-Store Promotional Calendar AFPD
IC O R E Jan Feb Mar

16oz. Singles
16oz. 4-Packs

. 24oz. Singles

18.6oz. Monster Import

12oz. Monster Extra Strength
JAVA Monster & X-presso

To sign up fo r  th is  p ro g ra m , p lease  c o m p le te  th e  fo rm  b e lo w  and m a il, fa x  o r  e m a il back to  AFPD
MUST SIGN UP BETWEEN APRIL 1, 2011 AND MAY 31, 2011

Note: If you previously qualified for this program and have received rebates for 2010 sales, you do NOT have to sign-up 
again to receive 2011 rebates. However, you MUST have maintained the space requirements of the 2010 program.

STORE NAME: .

CONTACT:___

ADDRESS:

MAIL TO:

FAX TO: 
EMAIL TO:

PHONE:

EMAIL:

SIGNATURE: DATE:

Attn: Auday Arabo
Associated Food 6 Petroleum Dealers 
30415 West 13 Mile Rd.
Farmington Hills, Ml 48334 
(866) 601-9610
Aarabo@AFPDonlme.org

All accounts m ust be a ppro ved  by a M onster Energy R ep rese n ta tive  fo r  inclusion into the program . 
Accounts are su b ject to review  a t any tim e b y a M onster En ergy R ep rese n ta tive . V iolation o f the term s w ill 

mean the co n tra ct m ay be voided a t the d iscre tio n  o f  M onster Energy.
Members with questions, call the AFPD Office at 1-800-666-6233!

mailto:Aarabo@AFPDonlme.org


Michigan
Department of Agriculture Food Law Committee 
AFPD met with the Department of Agriculture Food Law 
Committee, and reports the following information:

• License Application Forwarding— No longer do local 
health departments send license applications back to 
MDA, except for change of ownership, new establishment, 
or closure. Approval of license applications is now done 
via e-mail and Excel databases. In the future, the local 
health department shall only forward license recommen­
dations to the MDA.

• Packaged 
Ice Handling 
Recommen­
dations—The 
International 
Packaged Ice 
Association 
asked the State 
of Michigan to 
adopt addition­
al guidelines for 
the manufacturing 
sumption. The committee decided not to consider the 
proposal because there was inadequate time for debate. 
Furthermore, a number of committee members felt that 
“guidelines” have a habit of becoming regulations, and 
rules applicable to food products adequately cover pack­
aged ice. There was no appetite to segregate out spe­
cific food items for specific rules. If the Packaged Ice 
Association wanted to provide written guidelines, the regu­
lated community would cooperate in distributing the infor­
mation.

• Food Manager Certification for Small Retailers—A pro­
posal to require convenience store managers to obtain
a Food Manager’s Certification was “tabled" unless 
food is actually being processed, in which case, a Food 
Manager's Certification would be required. Present rules 
requiring FMCs would continue to apply.

• Underground Storage Tank Regs—AFPD, along with 
other affected associations, appeared before a Joint 
Committee of the Senate Natural Resources, Tourism, 
and Outdoor Recreation members and the House Natural 
Resources, Environment, and Great Lakes members.
The primary topic was Part 213 pertaining to UST clean­
up Statutes and Regulations. Testimony was presented 
by the Department of Agriculture providing a general out­
line of their duties and responsibilities. Representatives of 
the regulated community then presented their concerns

of packaged ice sold for human con-

regarding unreasonable and unattainable moving 
get requirements imposed on retailers to obtain “ 
sure” or a clean bill-of-health. Michigan lags behi 
the vast majority of states in achieving closure of 
taminated sites. This 
level of enforcement 
by MI-DEQ inhib­
its development of 
property and hinders 
the sale and pur­
chase of property 
by willing develop­
ers. Industry is ask­
ing for revision of 
legislation or stable 
interpretation of stat­
utes so property can 
be sold, developed, 
and cleaned-up with 
a degree of certain­
ty regarding targets and cost. This meeting will be 
first of many addressing this subject. AFPD will 
ue to participate.

National
1099 Requirements 
AFPD continues to support 
legislation that will reduce 
or eliminate the requirement 
for most businesses to provide 1099 forms to individuals 
companies that they pay in excess of $600 annually, 
would be a tremendous clerical burden, and would je 
dize the future of many businesses. Earlier in March, 
U.S. House overwhelmingly passed legislation to rep 
the 1099 reporting requirement, which was included i 
year’s health care law. The legislation now moves to 
U.S. Senate and seems to be gaining momentum.

IRS on Business Sale
The IRS is taking a closer look at the sale price when i 
business is sold to family or employees rather than i 
side buyer.

10 ^AfPD Bottom Line www.AF

http://www.AF


AFPD Corner

Ohio
Jump in Oil Prices Aids State Budget 
With the increase 
in gasoline prices, 
the State of Ohio 
is enjoying a huge 
increase in the 
commercial activ­
ity tax that retailers 
pay. AFPD contin­
ues to educate leg­
islators on the tax's negative financial impact on independent 
gasoline retailers. With the increase in gasoline sales, retailers 
are also getting blasted with increase in credit card fees.

Ohio Lottery Council
AFPD recently met with the new Ohio Lottery director of sales 
to review topics discussed in last year’s Ohio Lottery Advisory 
Council meetings. We continue to make them aware that 
agents' commissions have not increased since the mid 90s. 
Director of Sales Patty Vasil has indicated the Ohio Lottery will 
continue to review these subjects. She plans to begin Advisory 
Council meetings for 2011 in May.

Liquor Licenses
Retailers have notified AFPD that Giant Eagle and Kroger 
are offering huge amounts in an attempt to buy existing 
liquor licenses.

Privatizing Agencies
Ohio Gov John Kasich continues to discuss privatizing 
Workers’ Comp, the Ohio Lottery, and the Ohio Turnpike.

Legislative Day in Columbus
AFPD will soon conduct an Ohio Membership meeting 
along with a Legislative Day at the Capitol. Members will 
be notified of the date of these very important meetings.

AFPD Membership Grows in Ohio
Membership in AFPD continues to grow in Ohio, and new 
AFPD programs are being introduced. If you are not taking 
advantage of these new programs or would like more infor­
mation, contact Ron Milburn at 614-496-8937 or email rlml- 
cm@yahoo.com.

Ohio House Passes Small Business Reform
SB 2 establishes the Common Sense Initiative Office (CSI 
Ohio) to be lead by Lieutenant Governor Mary Taylor. It 
also imposes a new rule review process that requires an 
analysis of regulatory rules to determine their impact on 
small businesses.

AFPD Names Former 
State Rep Condino VP of 
Government Relations

S i

AFPD's Kribs to 
Serve Members 
North and West

K

April 2011

mailto:rlml-cm@yahoo.com
mailto:rlml-cm@yahoo.com


Petroleum News a  Viev

Ed
W EG LA R Z
Executive Vice President, Petroleum

Expand Your Offering

When limes are tough, the last thing you want to 
consider is spending money, right? But while 
some expansions may be costly, others are in the 

affordable range.
As a retailer you lose customers regularly through no 

fault of your own. Customers move away, seniors stop 
dri\ tng. people die. motorists react to construction projects 
and never return to their old commute route past your store 

That's the negative, what's the positive?
You need to allocate 10% of your 

time contemplating how to 
expand your business and/ 
or your offerings to your 
customers

Try asking your regular 
customers what they bu> 
elsewhere that you could 
provide at your store.
Increasing the sale per 
customer increases profit and 
you prevent the customer from 
visiting competitors.

Consider adding a food service 
to your store. Co-branding with a 
major national or regional brand can be 
profitable, but be sure to analyze the local 
competition and the demographics of your trade 
area. Being located near schools, factories, apartments, 
an industrial area, or single-family dwellings needs to be 
considered when deciding how to service the area.

An expanded coffee and cappuccino bar is a relatively 
inexpensive expansion that can produce added sales. Use 
coffee to promote companion sales.

As customers reduce the number of packs of cigarettes 
they purchase. Other Tobacco Products (OTPs) are seeing 
double digit sales increases. Be sure you are stocking an 
adequate variety and inventory of OTPs.

Energy drinks are increasing in sales, and you can take 
advantage of national TV advertising by including adequate 
inventories of these products. Again, ask your customers 
what they want in this category.

One time purchase impulse items need to be considered 
Sports team and school wearables along with calendars can 
provide added sales.

Seasonal items such as mulch, charcoal, windshield 
scrapers, and windshield washer solvent need to be 
merchandised. If practical, display the product on a cart 
near the entrance door or right on the transaction counter 

Additional vehicle services should be considered:
• A car wash can add to your bottom line, especially 

w ith added options like underbod)
-v ^  sprays, spray waxes, and wheel

M l _) ») - ' y  scrubbins-
1 • Detailing customers' cars

can be an added profit 
center to separate you from 
the competition.
• Establish relationships 

with local repair shops. Some 
expensive services can be 

farmed out to other shops, or 
you can do work that other shops 

do not have the capacity to perform 
(i.e., front end alignments). Instead of 

sending customers to other shops, take 
the customer’s car to the other shop, aftei 

establishing the business relationship.
• Installing car alarms, remote starters, wiper 

blades, and batteries needs to be considered and 
promoted.

• Look into performing small engine repairs. Snow 
blowers, lawn mowers, weed whackers, edgers. and 
leaf blowers are all potential items for repair.

Analyze the demographics of your trade area, the compet­
ition to your idea, and the abilities of your employees. Then 
promote your new products and services using customer 
appreciation days, flyers, and your reader board. Lastly, ask 
for the sale. Visit nearby homes and businesses; tell them 
who you are and what products and services you offer. 
Review your monthly copy of Bottom Line magazine and 
the AFPD website (www.afpdonline.org) to obtain ideas, 
suppliers, and vendors for your expansion. Illll

EH tA F PD Bottom Line www AFPDonliftf
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Mike Esseltine, General Manager/Vice President of Sales 
Better Made Snack Foods, 505 N. Euclid Avenue, Bay City, Ml 48706 

3hone: (989)684-6271, Fax: (989)684-6390, Email: mike@ bettermadenorth.com
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Ohio Repo

Ron
M ILB U R N
AFPD Vice President— Ohio

Steps to Keep Your Business Crime Free

W ith crime related to our
industry on the rise. 1 asked 
Delaware County Sheriff 

Walter Davis to provide information 
specifically related to our businesses 
This article was submitted by Shannon 
McCormick, information manage­
ment director for the Delaware County 
Sheriff 's Office

Convenience stores and other small 
retail establishments offer a useful ser­
vice to the community. They are open 
long hours They're close to home. 
Customers can park close, pop in. and 
quickly find the things they need. Sadly, 
criminals also see the appeal in these 
smaller, often stand-alone stores.

Criminals target businesses for 
quick cash or items they sell for cash. 
Delaware County Sheriff Walter I.. Davis 
III said: "Most convenience stores have 
only one person working the night shift, 
and most transactions are in cash. Plus, 
the stores are full of easily resold mer­
chandise. such as liquor, lottery tickets, 
and cigarettes."

Every business and community faces 
different challenges, so it's important to 
assess each situation individually There 
are some general principles to follow in 
implementing a security and safety pro­
gram.

Training is a key element. Crime deter­
rence measures include routine employee 
training on your cash control policy; how 
to spot suspicious behavior and notify 
law enforcement; how to respond without 
resistance, especially in the case of an 
armed robbery. Provide training in con­
flict resolution and nonviolent response, 
as well as updates on new equipment and 
policies. Network with other businesses 
and use crimes prevented or crimes that

AT'PD Bottom Line

actually occurred as teaching examples 
for your staff.

Stores need reliable, well positioned 
security cameras. Sheriff Davis said: 
“One challenge we encounter is poor 
video quality. When a crime occurs, we 
struggle to find a single shot that identi­
fies the criminal You want at least one 
camera close to eye level, providing 
your best chance at capturing the crim­
inal's face and at least one wide shot 
camera to cover a larger area Use prior­
ity cameras for high risk areas, depend­
ing on the si/e of the store and the mer­
chandise you're try ing to cover. At gas 
stations, cover the pumps farthest away 
from the store with cameras to prevent

£ r
"I encourage our 

deputies to get out of 
their cruisers and go 
into local businesses.

They ask how things are 
going, if the workers 
have any concerns."

Delaware County Sheriff 
Walter L. Davis III

use of stolen credit cards at these pumps 
This is a missed opportunity to take a 
criminal off the streets before they com­
mit another, potentially violent, crime."

The reliability of camera systems and 
employee training is key. Stores can go 
long stretches of time without review­
ing the recordings. Then, when those 
cameras matter most, owners learn their 
system isn't working properly or store 
staff can't access the surveillance imag­
es. It can take weeks to get the video 
or we never get it. losing valuable time 
and evidence. Conduct regular checks 
of your surveillance system and be sure 
trusted staff members know how to 
operate the equipment.

Here arc some other tips from Sheriff 
Davis:

• Keep low amounts of cash in the reg­
ister by using drop safes. Post signs 
stating that limited cash is on hand.

• Remove unnecessary signage from 
store windows so that employees can 
monitor activities outside the store 
and the public can see inside.

• Use effective lighting both inside and 
outside to improve visibility.

• Install silent alarms. The faster law 
enforcement is notified, the better 
the chances of arresting the criminal

An effective safety plan should always 
be evolving and safety measures should 
be evaluated on a regular basis. While 
we cannot predict when and where a 
criminal will strike, you can reduce your 
risk by hardening your defenses.

Sheriff Davis said: "Our deputies get 
out of their cruisers and ask how things 
are going, if the workers have any con­
cerns. We will also set appointments to 
meet with businesses on request. We 
have the same goal in mind -  safe ty ."^

WWW AFPDonlinecr
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Myths, Scams &
Retailers are often the target of various schemes that funnel 
hard-earned profits to illegitimate businesses. Here are 
some common scams as well as the 
AFPD programs that can help 
protect you from them.

Cover Stor\

An AFPD S ta ff R eport

Blame it on the economy or the lost souls who don't care about 
hurting others —either way. there are a significant number or 
myths, lies, and seams that can trouble an independent retailer. 
Here are several examples of false information and how AFPD 
programs arc bringing relief and support to its members.

M andatory C om pliance Posters
In any workplace, employees have the right -  and employers 
have the obligation -  to have certain legal information readily 
available to them. This obligation can be achieved by displaying 
posters with relevant information in a conspicuous place.

Interestingly, these posters required by the government can­
not be obtained from the government. "Your state or federal gov 
eminent will give you the wording required on the various post­
ers. but not the actual posters themselves." confirms Ed Weglarz 
AFPD's executive vice president, petroleum The reason? "The 
government does not want to mandate 
something and then require you to pur­
chase it from them." says Weglarz. "It 
doesn't look good."

And that's where numerous compa­
nies try to take advantage of the situa­
tion. Some companies advertise online, 
offering retailers a package of posters 
containing the federal and your relevant 
state posters from $50 to $149. Another 
favorite tactic of these companies, says 
Weglarz. is to mail retailers an official- 
looking manila envelope that appears to 
be from a pseudo-government agency, 
with the words "Compliance Required" 
in bold type on the outside. The busy 
retailer opens the envelope, assumes he is 
required to purchase the posters from this 
"official" supplier, and places the order.

So what are the facts about mandatory 
poster compliance? The fact is that AFPD 
will supply you all the federal and state 
required posters at no charge1 If you need

In the end, the 
best protection a 
retailer can have 
is to stay involved 
with AFPD

and its M i
programs J f m jL

m

any posters, simply contact the AFPD office or visit the AFP 
website at www.afpdonline.org.

Poster topics and requirements vary by state, with separate 
posters required by the Federal government. Here is a list oi 
required Federal posters:

1. Employee Rights under the Fair Labor Standards Act 
(Overtime. Child Labor, Tip Credit)

2. Occupational Safety and Health Act
3. Equal Employment Opportunity
4 Your Rights under The Uniform Services Employ mem 

Re-employment Rights Act
5. Employee Polygraph Protection Act
6. Family and Medical Leave Act

In addition to the required Federal posters, specific posters 
applicable to employers in Ohio include:

I. Ohio Minimum Wage (Overtime. Handicapped.
Tipped Employees)

2 Minor Labor Laws
3. Fair Employment (Equal Employ® 

Opportunity Act)
4 Workers' Compensation Fund
5. Workers' Compensation Fraud
6. Emergency Phone Numbers
7. Payday Notice
8. No Smoking
9 Unemployment Compensation 

Coverage
And in Michigan, posters notify ing 

employees of the following topics are 
required:
1. Michigan Safety and Health Protect
2. Minimum Wage
3 Right to Know Law MSDS i Mate® 

Safety Data Sheets)
4. Unemployment Benefits
5. Whistleblowers’ Protection Act
6. Child Labor Law
7. Discrimination
8. No Smoking
9. Emergency Phone Numbers

ATI’D Bottom Line www.AFPDonl#*
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1 sure to hang the posters in a conspicuous place where 
loyees can easily see them. Appropriate places are a locker 
t . break room, or employee security room, he advises

pon Scams
ly every week, an AFPD member has been the victim of 
Ming a fraudulent coupon. Even though there are some 
mate coupons from various online sources. AFPD's cou- 
ltanager. Harley Davis, strongly recommends that mem­

bers not accept 
any coupon that 
has been printed 
from the I liter- 
net.

"Be very aware 
of any coupon 
that offers a sav­
ings of more 
than $5." Davis 
says, "because 
chances are it s 
not legit." Da\is 
says the scam-

. are very sophisticated with the design of fraudulent cou- 

.. hut the barcodes don't match up and then the manufactur- 
jects them. "The fake ones come back by the thousands." 
iy\.
itortunately, there's no easy way to detect the legitimate 
le coupons from the fake ones. "The fraudulent coupons 
.cry well done." says Davis. "They are good-looking cou-
* with crisp photos of the product. You can't tell they are 
just by Uniking at them." Davis has seen about 500 fake $5 

•oupons come into AFPD from members over the last six 
id's. Examples include $5 off a combined purchase of Pepsi 
Doritos and even $15-520 off Huggies Diapers.
ms's rule of thumb: If the customer could have made the 
urn himself on a computer, don't take it
0 iv hat s the answer? AFPD has had a Coupon Program in 
tor nearly 25 years More than 650 AFPD retailer members

ently take advantage of this free service AFPD members
1 in their coupons to Davis and his team, and then AFPD 
I' the member back a check. It's that easy.
-nis has a lip tor those using the Coupon Program: Send in 
r collected coupons to AFPD every 4-6 weeks Do not wait 
ter because W days after the expiration date on the coupon, 
manufacturer won't pay
'e key. Davis says, is for members to be ins (lived in this 
gram —that's w hat is going to give them the most support 
protection He and his team know how to recogni/e poten- 
> bogus coupons, and (hey can alert the AFPD member so 
they aren t a victim over and oxer.

laking coupons used to be a bother, but all you have to do
• is throw them in a bag and send them to me. and I II send 
a check, he says.

urance Scams
<e Cassidy is an account executis e for CareWorks Consul- 
*'■ n̂c If-CI) CCTs focus is on providing AFPD Ohio mem 
'  Frcat group rates for workers' compensation, but the com­

pany also goes the extra mile to protect members.
"If they have a claim, we help them manage it." Cassidy says. 

"If it was filed fraudulently, we will help them fight the allow­
ance of that claim."

While it may not be a major component of CCI's efforts, it 
is one AFPD members are grateful for when the need arises. 
"Helping members avoid fraudulent claims is a small compo­
nent of what we do. but claims management is huge." Cassidy 
says "Ohio is a no-fault state When an employee files a claim, 
the burden is on the employer to show that the claim is not sub­
stantiated We can help ssitli the accident investigation, review 
surveillance tapes, attend the hearing for them, and help present 
the information that we've helped them gather."

Blue Cross / Blue Shield (BCBS) is the sole health care com­
pany that AFPD endorses for its members in Michigan. While 
the company doesn't necessarily have seam-prevention pto- 
grams in place for AFPD members. Rocky Husaynu says he has 
seen countless insurance-related scams and scam artists in his 
32 years And when members deal ssith BCBS through AFPD. 
they know they don't base to worry about such possibilities

"With us. you don't have to worry about pre-existing condi­
tions We don't ask you health questions." he says. "Plus AFPD 
does all the billing - if there are any sers iee issues, they can be 
handled right away "

Husaynu says the field is filled with fast talking agents who 
sell products w ith hidden 
limitations - or products 
that technically aren't 
even health insurance at 
all. "Our seam preven­
tion is has mg people 
deal ss ith us instead of 
agents xxlio xxill tell peo­
ple things that are not 
true. They xvon't knoxx 
anything about your 
company: they 'll just 
come in oil the streets 
and try to sell their prod­
uct." he says. "Some 
competitors haxe pro­
grams now that they try 
to sell as insurance, but 
they 're really just dis­
count programs '

Husax nu sax s that 
many times custom­
ers won t know they got 
scammed until an unfor­
tunate time in their life 
when they try to make 
use ot their coverage 
"These policies sax. Cio 
to this doctor, or use this 
pharmacy and get a dis­
counted rate? but it s not 
insurance." he explains 
"Or the policy only cox - 
ers you for 30 day s ol 
hospitali/alion or has a

AFPD has learned that counterfeit $20 
and $100 bills are circulating in the 
metro Detroit area. The counterfeit bills 
are being made from bleached $5 bills 
that are transformed into $20 and $100 
denominations. Unfortunately, the coun 
terfeit bills also pass the marker test.

The only way to tell if the bills are 
legitimate is to hold them up to the light 
and see the offset likeness of Jackson 
or Franklin on the back of the bill 
On newer bills, you can also see the 
denomination on the security stnp with­
in the bill; when held up to the light, the 
wording on the strip will say "USA TEN" 
"USA 5’ , "USA TWENTY’ , etc

AFPD members are urged to alert 
their staff to these recent activities



Cover S

$3,000 limit for surgery ”
Husaynu says he ean 

spot a baloney policy 
right away -  the price will 
be unrealistically low. or the 
person will have bought it from 
an agent of a company in. say.
Texas - and once the policy is pur­
chased. the customer will never see the 
agent again. "The agent gets a big com­
mission. and then disappears to move on to 
the next target."

North Pointe provides AFPD members with 
insurance products that Vice President Richard 
Fiato says are vital to a small business General lia­
bility (falls, fights, dangerous conditions), property, workers' 
comp, underground storage tank insurance to cover cleanup 
deductibles in Ohio are all important, but excellent liquor liabil­
ity coverage is paramount, he states.

Liquor liability insurance covers any claims that arise from 
selling alcohol in violation of Michigan law. such as selling to a 
person who is intoxicated or to an underage person. Clients are 
subject to stricter dram shop laws that can result in fines and/or 
imprisonment and are concerned about increasingly sophisticat­
ed fake IDs. Because of these concerns. Fiato points out. "North 
Pointe's most important benefit is the way we handle claims.”

Since the beginning, fair and aggressive claims handling has

been a North Pointe trade 
mark. The claims legal de 
ment includes six attome] 
who understand the legal! 
ronment as well as the sd 

cial needs of small businea 
Fiato. whose position includes oy 

sight of underwriting and marketing 
points out, “If a claim goes to litigi 
tion. North Pointe’s in-house coun­
sel includes three of the area's prei 

experts in dram shop and premises I 
bility." Always proactive, the company enco 

es businesses to have strong alcohol policies and procedu 
in place It also provides discounts for staff training on con 
ance with liquor laws and co-sponsors AFPD’s SuperSafeN 
training for staff.

Protect Yourself
In the end. the best protection a retailer can have is to stay 
involved with AFPD and its programs. "We are always woi 
hard to uncover new myths, scams, and lies that hurt ourtu 
hers.’ says Auday Arabo. president and CEO. “But we can 
help protect the member unless he takes the step to enroll i 
programs and communicate with us when something happe 
them, or w hat they need help with." HI III

SEND MONEY PAY BILLS REWARDS
Anywhere in the world Fast and easy Loyalty pays

The choice is in your hands. Send money anywhere in minutes.

MoneyGram offers a range of payment services, including MoneyGram 
money transfers, ExpressPayment bill payments, money orders and more!

Take advantage of the MoneyGram International Rewards Program for 
faster services and discounted pricing for your customers.

www.moneygram.com

MICHIGAN MEMB 
Daniel MacDefll 

(517)292-14
dmacdermaid@moneygram i

OHIO MEN 
Larry We 
(614)306-I| 

lwessner@moneygram.(

-AFPD Bottom Line www AFPDonW

http://www.moneygram.com


North Pointe specializes in coverage for:

— Bars/Taverns — Realtors E & 0

— Bowling centers — Restaurants

— Conservation clubs — Roller skating centers

— Fraternal organizations — Workers’ compensation

— Package liquor stores

npic.com

The links logo is a registered service mark of QBE Insurance Group Limited Coverages 
underwritten by North Pointe Insurance Company and vary by state © 2009 QBE Holidngs. Inc

NORTH
POINTE



Managing 
Payments & 

Chargebacks
A chargeback is a reversal of a sale or credit transaction initiat­
ed by the issuing bank either due to a technicality or on behalf 
of the cardholder. All chargebacks arc violations of the rules 
and regulations established by a payment brand, such as Visa® 
or MasterCard®

Chargebacks are something every merchant wants to avoid, 
as they can result in lost revenue. Here's how to avoid charge- 
backs or manage them efficiently when they do occur

Tips for Preventing Chargebacks
The best way to prevent chargebacks is to establish best prac­
tices at the point of sale that are followed consistently by all 
employees. Here arc nine lips to help you prevent chargebacks 
that can be implemented in your transaction process.

• Never alter a sales draft.
Alway s obtain an authorization for the exact amount of 
the transaction processed to the card

• If authorization is declined for the full amount of the sale, 
decline the credit card transaction and request anoth­
er form of payment. Don't try to get an authorization by 
"splitting" or lowering the amount of the transaction

• Whenever a card does not successfully swipe and you 
have to key in a transaction, manually imprint the card 
and ensure the signature and all transaction information is 
transferred to the imprinted draft. Make sure the manual 
draft is imprinted with the merchant name and location.

• When a customer is due a credit and the original sale w as

What You 
Know Could 
Save You Money.

made on a Visa. MasterCard, or Diners Club® card, pr 
cess the credit back to the original card number. Do no 
refund by check or cash. If credit is due on more than 
one sale, process each credit individually.

- Have your return policy pre-printed on the credit card 
sales draft and signed by the cardholder at the time of 
the original sale. The refund policy must be close to 
the cardholder's signature to be recognized by Visa or 
MasterCard.

- Always compare the cardholder's signature to the sig­
nature on the back of the card. If the signature panel 
is blank, have the cardholder sign it. If the cardholder 
refuses, request another form of payment.

• Respond to all returned retrieval requests w ith valid, f 
ible documentation. After allow mg Chase Pay memo. I 
two business days to process your response, call the 
automated voice system to confirm that your response 
was received and to get a confirmation number.

• Be sure to compare the credit card account number on 
an electronically printed draft to the credit card nunihet 
embossed on the credit card. If the numbers don't male 
call your Automated Voice Authorization Center and tell 
the operator that you have a "Code 10" authorization 
and that the card numbers do not match

For further information on how to present chargebackse 
save money on your payment processing, contact Jim Olson 
at (866)428-4966. james.olson@chasepav mentech.com P



Lower Your Cost of Payment Acceptance

Chase Paymentech, the endorsed provider for the Associated Food and Petroleum Dealers (AFPD), 

has designed a program that not only provides exceptional service, but actually lowers your cost of 

accepting payments AFPD members currently benefit from exclusive pricing -  interchange pass 

through plus $0 07'

According to Auday P Arabo, President and CEO, "There is not a company that 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 at 866.428.4966.

'Pricing for AFPD members is proportionate to the number of members enrolled m the AFPD/Chase Paymentech exclusive program The more AF PD 

members that sign up with Chase Paymentech. the more likely it is for your processing rates to decrease1 Current pricing at interchange pa>s 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

« « ^ g A F P D
F O O D  a, P E T R O L E U M  D E A L E R S

C HA SE O
Paymentech
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Best Practices for Responding 
to Union Solicitations

Here's how to respond to union solicitations at your business.

As you may know, the National Labor Relations Board is 
considering revising its rules concerning union solicitation 
on private property. In light of the NLRB s administrative 
agenda, the National Grocers Association (NGA) reminds 
members about some best practices for responding to union 
organizing or solicitations.

Unions employ a variety of means to organize compa­
nies m the grocery and supermarket industry For example, 
unions regularly attract new members through union solici­
tations and handbilling (the 
passing out of pro-union 
or anti-company litera­
ture). Under federal labor 
law. there are different rules 
for employees and non­
employees with respect to 
solicitations As a general 
rule, employers may pro­
hibit non-employees from 
engaging in solicitations or 
handbilling on the compa­
ny's private property. The 
U S Supreme Court and the 
NLRB have, however, artic­
ulated two exceptions to 
this general rule

First, non-employees may 
have a right to access an 
employer's private property 
if there are no other available channels through which it can 
communicate with employees. Since your employees do not 
live on your store's premises, this exception is unlikely to 
apply to you.

The second exception is where the employer discriminates 
against the union by allowing other groups to solicit. Thus, 
if you allow other groups —even charitable or civic organiza­
tions—to solicit in front of or at your store, you are opening 
the door to the union as well.

The stated purpose of the National Labor Relations Act is 
to protect employee rights. Thus, employees are given great­
er freedom to solicit than non-employees. The current rule 
is that an employer may restrict an employee from solicit­
ing other employees during working time and at working 
locations. Thus, an employee must solicit other non-vvork- 
ing employees when he or she is off the clock and in a break 
room or non-working space.

There are a number of steps your store may take to prevent 
and respond to a union solicitation.

1. Draft and implement a legally enforceable no-solic- 
itation policy. The policy should be detailed in your

employee handbook, as well as on signs next to every 
entranceway. You should draft it in conjunction with 
labor counsel because the NLRB will invalidate overly 
broad policies

2. Enforce the no-solicitation policy consistently and 
uniformly. Under current law, charitable, civic, or reli­
gious organizations should not be permitted to solic­
it on your property if you intend to restrict the union. 
Only by enforcing it evenhandedly to all groups wish­

ing to solicit will it provide 
grounds for the company to 
expel non-employee union 
solicitors.
3. Provide labor relations 
training to all managers.
Managers should know hoc 
to recognize the signs of 
union organizing, and know 
how to react if they w itness 
organizing activity
4. If you witness non­
employee union solicitation 
politely ask the solicitor to 
leave the premises. If the 
solicitor refuses to leave, cal! 
security.
5. Share your ow n message. 
Consider whether to com­
municate with your employ­

ees regarding the union solicitation to counteract the 
union's message

6. Contact experienced labor law counsel as expedi­
tiously as possible to develop a comprehensive strat­
egy to thwart the union's organizing drive.

With these best practices in mind, grocers can hesi posi­
tion themselves against union organizing and solicitation ot 
employees.

This special update was prepared by Epstein, Becker A 
Green. NGA's labor relations and employment law coun­
sel. as a member service. If you have any questions, you 
may call the NGA. hotline at Epstein. Becker & < ireen-Kaw 
Maeiel 202-861-5328. Mill

NGA is the national trade association representing 
the retail and wholesale grocers that comprise the 

independent sector o f the food distribution industry• 
NGA. members include retail and wholesale grocers, 

state grocers associations (including AFPD). as well & 
manufacturers and service suppliers 

For more information, visit: www.NationalGroeers.org

Under current law, charitable, civic, or 
religious organizations should not be 

permitted to solicit on your property if 
you intend to restrict the union.
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Coupon Redemption
Make money and save time by letting the AFPD  

professionals handle your coupons!
The Associated Food 6  Petroleum Dealers (AFPD) Coupon Redemption Program eliminates a retailer’s time 
consuming and costly chore of sorting, counting, and mailing coupons to individual manufacturers. It also 
reduces the volume of accounting records retailers must keep, leaving you with more time to effectively 
manage your retail business.

***Plus AFPD will PAY YOU 5 Cents for every valid 
coupon you redeem through us!***

Our program is simple. Here’s how it works:
• Cali our office  and speak to Harley Davis & fill out our survey.

You package and m ail your coupons to the AFPD office.
• We take care of the coupon sorting and mailing for you.
• We then send you a check for the amount of the coupons redeemed, minus a security deposit for 

any potential charge backs.
At the end of the year we will release any security deposit you have remaining.

• At the end of the year, we will send you a check for the number of valid coupons you redeemed 
through AFPD. (5 cents per coupon!)

• Should a problem occur, our dedicated coupon staff is there to assist you.

BONUS: You will receive the face value of your coupon plus 5 cents for each 
valid coupon you redeem through our program!

Taking coupons allows you to compete and now
through the AFPD Coupon Redemption Program WILL 
MAKE YOU MONEY! We do all the work, and you GET 
PAID!

The AFPD Coupon Redemption Program has been 
successful for more than 25 years. We hope you will 
take advantage of our program and allow us to make

ASSOC » V A F P D
F O O D  &  P E T R O L E U M  DEA LER S

AFPD Executive Office 
30415 West 13 Mile Road 
Farmington Hills, Ml 48334 
1248) 671-9600 • F: (248) 671-9610

AFPD Ohio Office
655 Metro Place 5., Suite 600
Dublin, OH 43017
1800) 666-6233 • F (866) 601-9610

April 2011

H
 

L



Understandinq 
tobacco Consumer:

( New research looks at how your 
shoppers purchase tobacco products.

By Linda Abu-Shalback Zid

The threc-strikes-and-you're-out rule applies to more 
than just baseball, according to research presented by 
Denise Indovina. vice president of ICOM (a division of 
F.psilon Targeting), at CSP's recent Convenience Retailing 
University.

If you are out of stock of a customer's usual brand of ciga 
rettes or smokeless tobacco three to four 
times. 65 percent of those customers are 
likely to completely switch to anoth­
er store "This was a true I'm not just 
going to go next door to buy my product 
today, and I'll come back to you tomor­
row.' but this is a true switching or defec­
tion." Indovina said, pointing out that it 
takes only two out-of-stock occasions for 
30 percent of customers to switch. "You 
can use this to think about out of stocks, 
but you can also use this information to 
think about product assortment and SKU 
rationalization."

The research, conducted with 1.223 
adult tobacco users, also included infor­
mation about product use. cartons vs. 
packs, loyalty, and channel selection.

Product Use Close to half (48 percent) 
of all adult cigarette smokers smoke 
half to one pack per day. Trial of other 
tobacco products (OTP) among cigarette 
smokers is limited, with 10 percent try­
ing smokeless. 16 percent trying cigars.

AFPD Bottom Line

and 21 percent trying loose tobacco. Although as many as 21 
percent have tried OTP. only 13 percent of adult tobacco users 
claim current use of more than one product. Most are trading 
between cigarettes and loose tobacco (31 percent) and ciga 
rettes and cigars (27 percent). Indovina said that the multi­
product user segment is relatively underdeveloped. “There's 
definitely room to go grow there"

Cartons vs. Packs. Most of those sur 
veyed (66 percent) purchase their ciga­
rettes by the pack, while 51 percent say 
they purchase by the carton. Pack pur­
chasers buy 12 times a month vs. car­
ton purchasers who buy three times a 
month "The good news is that if you 
can get the consumer to buy a carton, 
then you take them out of the market tor 
a while. ... And so the risk of them going 
to another store is lower,” Indovina said 
"But then, if you rely on that consumer 
on those multiple trips that consumers 
make into your store, then you’ve lost 
all those opportunities. So it’s a really 
fine balance" She pointed out that con 
venience store purchasers are more like 
ly to buy by the pack (with 76 percent 
buying that way at c-stores with gas. 
and 73 percent at c-stores without gas), 
while those w ho shop at tobacco outlets 
are more likely to buy by the carton (73 
percent).

Loyalty. Indovina said that 57 per-

www AFPDonlif* -



Some call us the grocer’s best friend. 
We call ourselves

Understanding the dynamics of today’s grocery business...is our business. Helping your 

business succeed is our mission. From market development and category management 

services, to retail and support systems, to design services and to advertising/sales support... 

we are there to assist in the development of your business. At SUPERVALU we understand 

that the keys to our mutual success are...passion, focus, urgency, standards, and integrity.

Want to know more? It’s easy, just contact 
Ron Riggsby at 952.932.4459

INDEPENDENT
sales & marketing



cent of respondents said they have made 
their final choice of the brand of cigarettes 
they smoke, with the notion of "that's my 
brand, that's who I am. and that's a big part 
of my identity." And 78 percent said they 
have a regular store where they buy their 
cigarettes. Meanwhile, 48 percent said they 
will go to another store to get their favorite 
brand, rather than buy ing something else at 
their current store

Channel Selection. Heavier smokers 
arc more likely to buy their cigarettes at a 
tobacco outlet, with 74 percent of medi­
um to heavy smokers saying that was their 
channel of choice. Meanwhile. 49 percent 
of all tobacco consumers said they buy their 
cigarettes or smokeless tobacco most often 
at c-stores with gas. and 25 percent chose 
tobacco outlets. (Grocery stores and c-stores 
without gas each accounted for 7 percent.) 
On average, a tobacco consumer will shop 
for tobacco in two channels. The main rea­
sons the shoppers said they chose their par­
ticular channels were that the price is right 
and that the location is convenient.

"What we re seeing is a lot of interaction 
within the channels." Indovina said. "What 
this tells me is there is probably quite a sig­
nificant opportunity to increase your share 
of purchase occasions among those 12 
monthly purchases that are being made for 
cigarettes." Hill

Linda Abu-Shalback Zid is a 
contributing writer for CSP Magazine.

She can be reached at lzid@cspnet.com.
Reprinted with permission.
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can CHANGE You r Business
brings you “SO LU TIO N S for you r SUCCESS

Liberty USA is a WHOLESALE DISTRIBUTOR located in Western Pennsylvania. 
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

920 Irwin (un 
West Mifflin, PA

To Learn more
Liberty USA and how we can offer 
“SOLUTIONS for your SUCCESS” 
Please Contact: Liberty USA Sales

P: 800.289.5872 F: 412.461.2734
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Is e ve ryth in g  o kay?
Call yo u r cam era and see.

MISTonDemand introduces live streaming 
video of your security cameras on your 
iPhone, BlackBerry™ or PDA phone

\nytime, day or night -  from your home, car, in the field or on vacation -  you have 
instant, real-time visual confirmation of your business operation via PDA phone.

Capture Record

MISTonDemand
See There, When You Can't Be There

Store Receive

1.877.303.MIST (6478) 
ww w .m istinnovations.com
333 W est Fort S treet, Suite 1850  

D etro it, M ichigan 48226

http://www.mistinnovations.com


1 180 58th St SW, Grand Rapids, Ml 49509, www.hthackney.con 
Contact; 1 -800-874-5550 or e-mail craig.diepenhorst@hthackney.ct

H.T. HACKNEY
...our PEOPLE make the difference!

Your full-service Supermarket and Convenience Store Distribui

http://www.hthackney.con
mailto:craig.diepenhorst@hthackney.ct


Harness the Power of Nostalgia
Genae Girard

ichael owns a bakery that recently 
irted using social media. He decided 
build his following through Facebook 
d Twitter, but customers who “Like” 
s Facebook page kept dropping off. He 
s been posting facts about his busi- 
ss including specials and new prod- 
ts with limited success. Michael knows 
at social media is important to grow his 
isiness, but is confused about customers 
mpmg ship. How can Michael keep his 
stomers engaged so that he can contin- 
: to build his social media following? 
There is a new goldmine in social media 
at more retailers are discovering. It’s 
doorway that bridges the gap between 
>ur store and the customer, and that gold 
igget is nostalgia. That’s right, talking 

| tout the yesteryears creates that warm,
, 77.y feeling and conjures up images of 
jiildhood fun and a less hectic life.
At social gatherings, you often hear 
:ople bring up childhood games, toys, or 
kxJ with great joy and camaraderie. Why

not use that joy to your marketing advan­
tage? When used properly, nostalgia can 
be the social media glue between you and 
your customer. Here are some tips on how 
to use nostalgia to your advantage:

- Ask open-ended questions to gel cus­
tomers talking about fond moments in 
their lives. Example: “What was your 
favorite snack growing up?”

• Keep it light and humorous. Humor 
wins their hearts and their buying hab­
its. Often in social media, custom­
ers are surfing Facebook or Twitter in 
their spare time. A break of laughter 
endears your store to them.

- As your customer base responds, keep 
notes on what topics get the most dis­
cussion responses. Use responses to

tailor future posts as well as your mar­
keting materials.

Don’ts:
• Never talk about politics or religion.
• If you aren't creative, don’t put your­

self in charge of writing the posts. 
Determine the focus and overall con­
tent and have someone else on your 
staff be in charge of posting.

Need a source of information and inspi­
ration? United Online, Inc. has launched 
MemoryLane.com™, the largest archive 
of nostalgic content on the Internet. This 
website allows visitors to relive the past 
with over 100 million pieces of content 
dating from 1940 through 1999.

Using nostalgia on your Facebook page 
or Twitter feeds will develop the dia­
log between you and your customers and 
endear your store to them by bringing 
memories from the past to the forefront. 
Echo their history, warm their hearts, and 
solidify your brand. BUI

Genae Girard is a speaker, 
author, and entrepreneur.



W E  D ID  IT !!

A F P D  g r a c i o u s l y  t h a n k s  t h e s e  c o m p a n i e s  f o r  t h e i r  g e n e r o u s  s u p p

i n  m e e t i n g  o u r  g o a l  i n  t h e  F o o d  S t a m p  D i s t r i b u t i o n  I n i t i a t i v e

7 Mile Foods Mazen Foods University Foods
8 Mile Foodland Metro Food Center US Quality Supermarket
Americano Market Metro Foodland Value Center Market - Clinton Twp.
Apollo Supermarket Mike's Fresh Market - Gratiot, Detroit Value Center Market - Livonia
Banner Supermarket Mike's Fresh Market - Livemois, Detroit Value Center Market - Warren
Fairline Food Center More Food 4 Less Value Fresh Market - Warren
Family Fare New Merchant Food Center Value Save -- Livernois
Family Foods - Harper Woods 
Family Foods Super Store 
Farm Fresh Market 
Farmer John Food Center

New Pick & Save Market 
New Super Fair Foods 
O’Briens Supermarket 
Palace Supermarket m S U P P U E R ^ ^ ^ ^ ■

Food 4 Less Park Street Market AFPD Foundation............................. $25

Food Express Parkway Foods Supervalu.......................................... $15

Food Giant Supermarket Pontiac Food Land Save A Lot Corporate....................... $10
Food Max Supermarket Sak N Save Affiliated Foods Midwest................ $5
Food Town Supermarket Save A Lot - Conner, Detroit Country Fresh................................... $ 5  ;
Gigante Prince Valley Save A Lot - Fenkell, Detroit D & B Grocers Wholesale.............. $5
Glory Foods Supermarket Save A Lot - Grand River, Detroit DairyFresh.......................................... S5

8 Mile, Detroit Save A Lot • Gratiot, Detroit Prairie Farms Dairy Co..................... $5
Glory Foods Supermarket Save A Lot ■ Ecorse Sherwood Food Distributors.......... $5

Outer Drive, Detroit Save A Lot - Ferndale Wolverine Packing Company........ $3
Glory Foods Supermarket Save A Lot - Jackson Everfresh - Sundance....................... $2

Telegraph, Detroit Save A Lot - Madison Heights Faygo Beverages.............................
PepsiCo .......................

$2
Glory Foods Supermarket Save A Lot - Plymouth $2

Hamtramck Save A Lot • Pontiac
Trade Source, In c ............................. $2

Glory Foods Supermarket Save A Lot - Roseville $2 0C£ 
$1 » ’
$1 )0C

Highland Park 
Grand Price

Save A Lot - Southfield 
Save A Lot - Schaefer American Paper & Supply..............

Greenfield Market Save A Lot - S. Schaefer HMR Distributors.............................

Harper Food Center Save A Lot - Telex Intrastate Distributors..................... $1

Huron Foods Save A Lot - Warren Kap's Wholesale Food Service — 51
Imperial Supermarket Save A Lot - Vpsilanti Mason’s Bakery............................... $1 If.

Indian Village Marketplace Savon Foods Metropolitan Baking Co................... S'

Joe Shallal Save-Plus Super Store Tradewell Distributors..................... $1

Joy Thrifty Scot Supermarket Seven Star Food Kap's Retail....................................... .. S5C£ [ 
. $ 
,.S50f

Krown Supermarket Shopper's Market - Centerline Universal Wholesale.........................

Lance’s Hometown Shopper’s Market - Warren Weeks Food Corporation................
Majestic Market Thrifty Scot Supermarket 

D O N A T IO N S  R E C E IV E D  A S  O F  P R IN T IN G  O F  T H IS  IS S U E

Piquette Market................................. . ,$3f.
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YOUR FOOD A S S IS T A N C E
B E N E FIT S A R E GOING  

TO CHANGE

FAP Benefit Issuance Dates January 2011 
through November 2011 and Ongoing
As outlined in the table below, each food assistance case holder, except those whose ID numbers end in 0, will begin to receive 
their benefits on a different day of the month beginning in January. The change will be based on the last digit (digit in table) of 
the case identification number. For example, those whose ID number ends in 4 will receive benefits on Jan. 7, Feb. 8, March 9. 
April 10 and on the 11th day of every month beginning in May 2011.
U you have questions about this schedule, please call 877-390-3327

o u t  d ig it  o r  
rotra case id  * Ian

0 3
1 4
2 5
3 6
4 7
5 8
•  9
7 10
• 11
• 11

Feb Mar Apr M ay J u k i J u l Aug Sep Oct Nov Dec

3 3 3 3 3 3 3 3 3 3 3
5 5 5 5 5 9 5 5 S 5 3
6 7 7 7 7 7 7 7 7 7 7
7 8 9 9 9 9 9 9 9 9 9
8 9 10 11 11 11 11 11 11 11 11
9 10 11 12 13 13 13 13 13 13 13
10 11 12 13 14 15 15 13 13 I S I S
11 12 13 14 15 16 17 17 17 17 17
12 13 14 15 16 17 18 19 19 19 19
12 13 14 15 16 17 18 19 20 21 21
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Michigan Lott

M. Scott 
B O W E N
Michigan Lottery Commissioner

Right-Sizing Can Work for You

Right-Sizing or Space-to-Sales isn’t a new concept, 
but when applied to your Lottery business can maxi­
mize your sales and commissions.

Lottery district sales representatives and our vendor, 
GTECH, have been partnering with willing retailers across 
the state to implement right-sizing. This is an effective 
practice to reduce returns, find the appropriate amount and 
type of product for each retailer to carry, increase non- 
Lottery inventory space, and most 
importantly, maximize sales and 
commissions.

GTECH studies the retailer’s aver­
age sales base and tracks the move­
ment of Lottery products to deter­
mine average weekly sales and best 
sellers.

For example, let’s say Retailer X 
has space for 10 bins of instant tick­
ets; each bin holds a book of one 
price point. Tracking tells us the 
retailer primarily sells $1, $2, and $5 
tickets. However, three of his bins 
hold $10 and $20 tickets, which he 
sells only a few of each month and 
sends back the rest. Those $10 and 
$20 tickets are taking up bin space 
and the retailer is losing money 
because that space could be holding 
a better-selling price point.

The study also looks at how much Lottery product a 
retailer actually sells compared to what she orders.

Then GTECH and the district sales representative work 
with the retailer to create a plan to maximize Lottery selling 
space. When the analysis is complete, a two-week ordering 
plan is implemented to ensure the retailer carries the proper 
amount of the bestselling product for their store.

Technology allows the Lottery to make changes to ensure 
the retailer is maximizing sales. Please contact your district 
sales representative if you are interested in implementing 
right-sizing for your Lottery products.

Second Chance Contests: In addition to an instant- 
win prize of $1 million, $1,000,000 Fortune (TM) offers a 
drawing for an additional $1 million. To enter, players must 
save the entire stub portion which includes a unique “Your 
Fortune Number”. The $1 million drawing will be conduct­
ed on or after December 1, 2011. The holder of the winning 
“Your Fortune Number" must claim the prize by the game

expiration date, October 12, 2012.
Cash Tournament™, a $5 game launched on February 

14, features a second chance contest to award one win­
ner a $250,000 cash prize. Players must enter one non­
winning Cash Tournament™ ticket at the Player’s Club 
website, www.michiganlottery.com. A grand prize draw­
ing will be conducted June 2, 2011 to select three lucky 
finalists who will attend the Windsor-Detroit International 

Freedom Festival Fireworks for the 
grand prize drawing.

Single Double Triple Play Bingo™, 
another $5 game launched February 
28, features a second chance contest 
to award twelve winners $500 worth 
of Single Double Triple Play Bingo™ 
tickets. Some lucky online bingo play­
ers will instantly win $125, $250, or 
$500 worth of free instant tickets. 
Twenty instant winners are available 
in the online game. To submit an entry, 
players must enter one non-winning 
Single Double Triple Play Bingo™ 
ticket at the Player’s Club website, 
www.michiganlottery.com. Each valid 
entry allows the player to participate 
in an online bingo game that earns 
additional entries. Twelve drawings to 

award $500 worth of tickets will be conducted through 
November.

New Instant Tickets: New instant tickets sched­
uled to go on sale in April include Double Doubler™
($1); Triple Win™ ($2); Bingo Bolt™ ($2); and Casino 
Gold™ ($5). The release date for these tickets is subject 
to change.

Instant Tickets Set to Expire: Tickets set to expire 
on March 14 include IG 266 Instant Gas™ ($2); IG 289 
Whole Lotta Wild Time™ ($2); IG 295 Betty Boop™
($2); IG 309 Bingo Doubler™ ($2); IG 313 Ghostly 
Green™ ($2); IG 316 Cashword Doubler™ ($2); IG 279 
Big Money Multiplier™ ($5); IG 307 Diamond 7s™ ($5); 
and IG 317 Tripling Red Hot Cashword™ ($5). Be sure to 
tell your customers about the expiration date so any priz­
es they may win can be claimed before the ticket becomes 
invalid.

Instant Ticket Activation: Remember to always acti­
vate instant game tickets before putting them on sale to 
ensure winning tickets can be redeemed by players. Ml

M IC H IG A N

LOTTERY

Over 94 cents of 
every dollar spent 
on Lottery tickets is 
returned to the state 
in the form of contri­
butions to the state 
School Aid Fund, 
prizes to players 
and commissions 
to retailers. In fiscal year 2010, the con­
tribution to schools was $701.3 million. 
Since its inception in 1972, the Lottery 
has contributed more than $15 billion to 
education in Michigan.

For additional information, please visit 
the Lottery's website at www.michigan- 
lottery.com.

-& F P D  Bottom Line www.AFPDonl

http://www.michiganlottery.com
http://www.michiganlottery.com
http://www.michigan-lottery.com
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SI 000

lge lo  s Food S p e c ia ltie s  
Benton Harbor

Bell Bar 
Bay City

B e v e ra g e  1 
Detroit

Big J M a rk e t  
Detroit

Cherry B elt Party S to re  
Inkster

Country Farm  M a rk e t  
Pontiac

D anny's F ine W ines  
Oak Park

D uffy 's  of F lushing  
Flushing

Five S ta r L iquor 
Dearborn

F lo re n tin e 's  P iz z e r ia  
Grand Rapids

G a to r Jakes  
Sterling Heights

G ilb e rt's  Lodge  
St. Clair Shores

G lass B o ttle  S h oppe  
Detroit

G ratio t F a irm o n t M arke t  
Detroit

laraboo Brewing Company  
Clinton Township

G reen fie ld  P arty  S h oppe  
Southfield

In N O ut S to re  #31 
Detroit

Larry 's  M arke t  
Detroit

L iquor Plus  
Detroit

Luxor M a rk e t  
Detroit

happen
MICHIGAN
LOTTERY.

T h a n k s .
You’re a big reason why.

www.michiganlottery.com

M a r io ’s M a rk e t  
Lansing

M C P etro  Inc.
Detroit

M. T. L oon ies  
Temperance

N ew  N o rth e n d  M a rk e t  
Oak Park

N e w  S u p e r F air Foods  
Detroit

O ak  L iquor and  W ine  
Oak Park

O ak la n d  L iquor 
P arty  S h op p e  
Southfield

P arkw ay Foods  
Detroit

R osie  O G rad y 's  
Chesterfield

S an a  M ini M art  
Detroit

Sax D iscount 
Taylor

S co tia  S top  Food S to re  
Oak Park

S even  S ta r Food C e n te r  
Detroit

S h ort S top  D epot 
Saginaw

S top  N Shop II 
Saginaw

Sunny M art 
Muskegon

Town & Country
Liquor
Southfield

U cce llo 's  R is to ran te  
Walker

V arie ty  Foods 
M ini M art 
Dearborn

http://www.michiganlottery.com


Retailer Spotlit

Value Fresh: ‘Nobody Leaves Unhappy’i
David Najur doesn't shy away from competition with the big 
players, competing with a blend of old-fashioned traditional 
values and progressive approaches to rewarding his customers 
for their loyalty.

Najor purchased Value Center Market in Southeast Michigan 
seven years ago, and opened 
Value Fresh Market 30 months 
ago. Najor says he and co­
owner Terry Farida are rebrand­
ing Value Center into the Value 
Fresh family.

One major tenet of the store’s 
competitive strategy is the phi­
losophy: “Nobody leaves our 
store unhappy." Najor says this 
is accomplished in a number of 
ways. “We compete with ser­
vice. selection, and cleanliness.' 
he says. The stores are located in 
highly populated working class 
neighborhoods, and Value Fresh 
reflects many of the same values as its customers.

"We are family run. It shows more of a commitment to the 
neighborhood." Najor believes. Among their 160 employees, 
he has two brothers, two sisters, a brother-in-law, and daughter 
in the two stores. “There are families working and living here. 
Our customers like seeing familiar faces at our stores. They 
appreciate it."

Najor says everybody is willing to roll up their sleeves and 
get involved in whatever it takes to give customers a positive 
experience. "We actually work in the stores with our staff." he 
says. "Any time we have any trouble, we are able to address it. 
We're very hands-on."

There is no better way to reinforce Value Fresh's philosophy, 
he says “We lead by example. We get staff to buy in through 
leadership."

"We are family run.
It shows more of a 

commitment to the 
neighborhood. There are 

families working and 
living here. Our customers 
like seeing familiar faces 

at our stores."

Customers notice these touches, Najor believes, and they! 
feel valued. "We specialize in service. We always have 
enough cashiers and make sure we have enough baggers,” ! 
says "We often hear. 'There's only two lines open at Krog 
We make sure everybody gets attention.1’

Value Fresh customers also 
appreciate the fact that they are] 
supporting local business and 
local farmers when they shop i 
the two locations, and that the 
meat and produce are fresh.

Does the extra attention to del 
and top quality mean that Value 
Fresh has to punt when it come 
to pricing? Not a chance. “We 
spend lots of time buying, so wd 
can reflect good retail prices to [ 
our customers," he says. “By ] 
ting the extra time in, we are ab 
to compete.”

Customers are further reward
for their loyalty with the Value Fresh Card. Every cent speq 
at Value Fresh is a point, and every three months the point! 
can be redeemed toward one of four reward levels. During ] 
the holidays, for example, the first level customers could 
redeem their points for a turkey; the second, prime rib; the I 
third, spiral sliced ham; and the fourth for a $25 gift certifi-J 
cate. Najor says that unlike many stores, all Value Fresh cu 
tomers can enjoy the specials and sales regardless of whetl 
they own a card or not.

"The program has nothing to do with pricing,” he says.1 
get a lot of compliments about it. People love it.”

Najor says his stores have benefited from AFPD member­
ship “ever since we have been in business.” noting that the 
rebate program, insurance, and lobbying efforts have been 
most helpful.

*AFPDoS I





M l Legislative Upd

Joseph
PA LA M A R A
Associate, Karoub Associates

Item Pricing Law  Changes in M ichigan
A  hill that repeals the 1976 Consumer Item Pricing Act 

(which required the price of a consumer item offered 
at retail to be affixed to the item) will become law in 

Michigan, effective September I. 2011. The new law includes 
the Shopping Reform and Modernization Act. which requires 
the price of an item to be displayed where it is located.

After years of trying to repeal or 
modify the Consumer Item Pricing 
Act. interested businesses formed 
the Coalition for Retail Price 
Modernization. As a strong sup­
porter of the efforts of this group.
AFPD openly supported these 
changes to the law. One economic 
group found that Michigan consum­
ers could potentially save $2 billion 
annually with the changes enacted.
Regardless, the changes remain wel­
come news to retail businesses in 
Michigan.

The bill, sponsored by 
Representative Lisa Posthumus 
Lyons (R-Alto), was recently signed 
into law by Governor Rick Snyder.
Governor Snyder called for the 
changes contained in the law during 
his State of the State address back in 
January.

Under the now repealed Consumer Item Pricing Act. the 
total price of a consumer item offered for sale at retail had to 
be stamped upon or affixed to the item. or. if applicable, the 
outside surface of the item's package or container. Under the 
new Act. the retailer must display the total price of a consum­
er item at the place of the retail sale.

A price is considered "displayed" if it is stamped, affixed, 
or otherwise marked on the item, or displayed by signage, an 
electronic reader, or any other method that clearly conveys 
the item's current price to a consumer at the place where the 
item is located.

Exceptions include items sold in vending machines or pur­
chased by mail or through catalog order. (The consumer item 
pricing act did not apply to nonprofit food cooperatives, and

the new Act does not apply either.)

Administration and Enforcement
The Director of the Department of Agriculture and Rural 
Development is responsible for implementation and admin­
istration of pricing and advertising requirements, and has 

to promulgate rules for this purpose 
and investigate complaints concern­
ing violations.

Under the repealed act, a person 
could not knowingly charge a retail 
price that exceeded the price dis­
played for a consumer item. The 
new Act contains similar provisions, 
but specifies that it will not be a 
violation to charge less for an item 
than the price displayed for it. The 
Attorney General and prosecuting 
attorneys will institute actions for 
violations.

In addition, a person who suf­
fered a loss as a result of a violation 
could bring an individual or class 
action suit to recover actual dam­
ages or $250 (whichever is greater) 
for each day a violation was found. 
However, the person must first noti­
fy the seller, and if the seller pays 

the difference between the price displayed and the price 
charged plus up to ten times the difference (not more than 
$5). then the infringement is considered remedied. The 
new Act also will maintain existing penalties for people 
who knowingly violate the Act (a maximum civil fine ol 
$ 1,000 for a first violation or $5,000 for a second or subse­
quent violation, payable to the State).

For fiscal year 2010-2011. the bill will appropriate 
$100,000 from the General Fund to the Department of 
Attorney General to implement a consumer education pro­
gram to provide general information regarding the adver­
tising and pricing requirements of the Act and the remedies 
available to consumers under it. The Attorney General will 
maintain a public website to provide this advice. MU

- |
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^et’s talk coffee.

N ew ENGLAND COFFEE
Family Coffee Roasters Since 1916

F O R  M O R E IN F O R M A T IO N . C O N T A C T : D on K u n k e l
.it don@consolidatedscrviccsgroup.com • 8 0 0 .7 2 4 . 1  1 2 5  or 3 2 0 .2 9 0 . 6 6 0 8
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Governor Signs Small Business 
Regulatory Reform

J ust over a month after introduction, Governor 
John Kasich signed SB 2 on March 4th. codifying 
components outlined in his January 10th executive 

order. The legislation establishes the Common Sense 
Initiative Office (CSI Ohio) and imposes a new rule review 
process requiring analysis of regulatory rules to determine 
their impact on small businesses.

Senate Bill 2 requires CSI Ohio to develop a business 
impact analysis instrument for 
state agencies to evaluate any 
proposed rule before the rule is 
submitted to the Joint Committee 
on Agency Rule Review 
(JCARR). If this evaluation 
shows that the rule adversely 
affects small businesses, the 
agency must modify the rule to 
"eliminate or adequately reduce’ 
the impact. Submission of the 
rule to JCARR must include 
a "Business Impact Analysis”
(BIA) describing the rule’s 
evaluation.

The agency must submit the 
rule and BIA to CSI Ohio, which will recommend any 
necessary changes. If the agency chooses not to incorporate 
the recommended changes, the agency’s reasoning must be 
included in writing when the rule is submitted to JCARR.

If a proposed rule is submitted to JCARR without a BIA, 
or with an inadequately prepared BIA. JCARR is required 
to reject the rule until it meets the specified requirements. 
JCARR can also reject the proposed rule if the committee 
determines that the benefits don’t outweigh the compliance 
costs for small businesses. The House Committee included 
two amendments intended to reduce the likelihood of 
litigation and restoring language removed in the Senate 
that defines “specific expenditures” that a company would 
need to make to comply with a proposed rule as an “adverse 
impact.”

CSI Ohio, led by Lieutenant Governor Mary Taylor, must 
be fully operational no later than August 15, 2011 and is to

also establishes a Small Business Advisory Council to advise 
the Governor and CSI Ohio. The Council will be made up of 
nine members representing various types and sizes of small 
businesses -  five appointed by the governor and two each 
appointed by the president of the senate and the speaker of the 
house. The Council is required to meet at least quarterly. The 
legislation also requires CSI Ohio to develop customer service 
performance standards for employees and officers of Ohio’s 

state agencies.
Upon passage in the Senate. Senate 

President Tom Niehaus (R-New 
Richmond) said, “The action taken 
today by the Senate demonstrates 
our firm resolve to getting Ohio's 
economy back on the right track... 
we’ve taken steps to help our 
small businesses cut through the 
bureaucratic red tape so they can 
prosper and grow. These important 
reforms are part of a broader effort 
to streamline government so we can 
reduce our tax burden and get more 
Ohioans back to work.” After one 
hearing in the House Economic & 

Small Business Development Committee, SB 2 passed the 
House 81-14.

At the bill signing ceremony. Gov. Kasich stated, "Seekifl 
the right balance of regulations that makes Ohio businesses| 
competitive while protecting the health and safety of our 
citizens is our goal and this bill certainly helps us accomplfl 
that. Ultimately this is a huge victory for job creators who | 
want to locate, grow, expand, and create jobs right here in j 
Ohio.”

AFPD applauds the establishment of the Common Sensei 
Initiative Office and looks forward to the opportunity to w(l 
closely with the Kasich administration to eliminate regulatij 
deemed "unfair, overly burdensome, or ineffective.”
Any Ohioan with suggestions on how to reform the State’s j 
regulatory process to make it less burdensome on small 
business is encouraged to share your ideas with CSI Ohio 
through the following website: http://governor.ohio.gov/csi

be staffed by individuals appointed by the Governor. SB 2 Home/Solutions.aspx

www.AFPDonlf- A f  PD Bottom Line
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JSDA Will Require Labels on Meat and Poultry
Phil Lempert

our ounce serving of 
percent lean ground 
f contains approxi- 
tely 350 calories, but 
I of them are from fat.
; moderate portion also 
ounts for 60 percent of 
suggested daily intake 
.aturated fat. 
his type of information 
1 be required on 40 
he most popular cuts 
aw meat and poultry 
inning in 2012. The 
•stion is Will it change consumers’ meat-eating habits? 
he labels (on products or in store) will list calories, calorics 
n fat, total fat. saturated fat. cholesterol, sodium, protein.
I wtamins for single ingredient cuts (and ground I of beef, 
iltry. pork, and lamb. Producers have approximately one year 

;.ort out nutrition information and redesign packaging.

This nutrition labeling 
scheme will address confu­
sion regarding which meat 
is healthier and will also 
try to correct common mis­
conceptions. The labels will 
undoubtedly help consumers 
make more educated deci­
sions.

According to the 
American Meat Institute. 
Americans consumed 233.9 
pounds of meat and poultry 
per person in 20()6 —double 
most other countries. And 
although the U.S. accounts 

for only five percent of the world’s population, we process 15 
percent of the total meat supply, according to the UN's Food 
and Agricultural Organization (FAO) HU III

Phil Lempert is founder and editor of 
The Lempert Report: www.supermarketguru.com.

For over 100 years. Absopure has offered the highest quality water 

products to customers. Now there are more choices than ever. From A  
our convenient 8-ounce size to our econom ical gallon and 

2 5 gallon bottles, there is a size for every thirst. Absopure s i f  \  fc 

all-new Eco-Pak bottles, made from recycled bottles, are the 

latest Absopure innovation. ' v - «

The unique new bottle promotes recycling -  protecting the 

en. ronment and creating jobs through increased recycling— while \

offe^ng consumers a more responsible choice in the 

bottled water aisle.
With so many products to choose from, Absopure W ater makes it easy

for everyone to enjoy delicious, refreshing water anywhere you go.

See all that Absopure has to offer.
Call toll free or visit us on the web 

1-800-4-ABSOPURE • www.Absopure.com

April 2011 g j ]
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ASSOCIATEDw V F P D
FO O D  & PETRO LEU M  D EA LERS

AFPD Member 
Exclusive!!

Rewards: MUST SIGN-UP BY
• 50« per case rebate on 23oz. Cans and 20oz. Tall Boys JUNE 30, 2011!
• $1.00 per case rebate on 34oz. PET Bottles
• $2.00 per case rebate on 15oz. AZ Energy, 11oz. Caution Energy, 25.3oz. Vapor Water and 20.5oz. Rescue Water
• Rebates paid quarterly by AFPD

In Aisle Merchandising
Retailer agrees to maintain 30% of their tea sections linear feet in aisle merchandising for Arizona 
Beverage Products.

AFPD member must agree to carry:
■ 23oz. Pre Priced Cans (minimum 14 of 28 flavors)
• 20oz. Pre Priced Tall Boy Bottles (minimum 8 of 13 flavors)
• 34oz. Plastic PET Bottles (minimum 4 of 6 flavors)
• OPTIONAL: 12pack of 11.5oz. Cans (Suitcase) - No Rebate
• OPTIONAL: AZ Energy Et Caution Energy (based on store location)
• OPTIONAL: 25oz. Vapor Water Sports Cap Package

Racks Options
AFPD member can receive up to 2 Arizona Case Racks for their store to promote either 
Vapor Water, Rescue Water, AZ Energy or Caution Energy.

Display
AFPD member agrees to display Arizona 23oz. Cans and/or 20oz. Tall Boys on 
End Cap facing registers throughout the year.

Advertising/Display
AFPD member agrees to promote 23oz. Cans and/or 20oz. Tall Boys 
and/or 34oz. PET Bottles for 3 of the following holidays:

• Memorial Day - Thanksgiving
• July 4th • Christmas
• Labor Day • New Years
• Halloween

All products to be delivered 
by DEtB Grocers Wholesale

AFPD m em ber accounts are subject to random validation at any tim e by Arizona Beverage 
personnel. If you are not in com pliance w ith  the program, you w ill not receive the rebate.

Members with questions call the AFPD Office at 1 -800-666-6233!



ARIZONA BEVERAGES 2011 SUPERMARKET REBATE 
PROGRAM SIGN-UP FORM

MUST SIGN-UP BY
AFPD Member Number: _  JUNE 30, 2011!

Contact Nam e:____________________________________________ Phone:_______________________________

Name of Store. (If Multiple Locations attach Store List)

Address:________________________________________________________________

City:____________________________________________________ S ta te :__________Zip:_____________________

I have secured 30% linear fe e t in aisle merchandising for Arizona Beverage Products.

I agree to u tilize  two Arizona Case Racks in my stores to promote either Vapor Water,
Rescue Water, AZ Energy or Caution Energy.

AFPD m em ber agrees to prom ote 23oz. Cans an d /o r 20oz. Tall Boys an d /o r 34oz. PET Bottles 
for 3 of the following holidays: (Choose 3 of 7)

__Mem orial Day __July 4th __Labor Day ___Halloween
__Thanksgiving __Christmas __New Years

Authorized Signature__________________________________________

□
□
□

Print Authorized Signature.

To sign up for this AFPD Exclusive Member Program, Please call (734) 513-1715 and leave your 
name, Store Name, Address, and Phone Number.

You can also sign and fax to (866) 601-9610 or email this sheet to Aarabo@AFPDonline.org.

mailto:Aarabo@AFPDonline.org


How to Get Employees to Follow Safety Rules?
One of the most frustrating issues for employers when dis­
cussing workers compensation and workplace safety is the 
challenge of how to get employees to follow established safe­
ty rules. A common refrain heard from employers is. "I can 
have the best safety program in the world, but if employees 
don't follow the rules, then what good is it?" The milhon- 
dollar question is how to get employees to stop making risky 
decisions that lead to on-the-job injuries and higher workers' 
compensation premium expenses.

The challenge for employers is to raise awareness among 
employees of the importance 
of safety and gain their buy-in 
for the company's safety initia­
tives. As with most things in life, 
everything starts at the top. The 
message sent by business owners 
and management to employees 
sets the tone for the value placed 
on safety within the business

However, safety cannot sim­
ply be a top-down, management- 
driven process. While business 
owners and management are 
doing their part to establish safe­
ty as a business priority, efforts 
need to be made to include 
employees in the process and 
generate grassroots involvement 
to make your operations safer.

In terms of demonstrat­
ing management commitment 
to workplace safety, ways to do this start with developing a 
company safety policy and extend to making safety a regu­
lar topic at employee or management meetings. However, 
these words will ring hollow if they are not followed up with 
action.

Ways to “walk the walk" include providing resourc­
es (financial or otherwise) to implement safety initiatives; 
empowering employees to identify areas of need, suggest 
ideas for improvements, make decisions; and supporting their 
decisions. Last but not least, it is critical to follow through on 
promises made to employees or at the very least explain why 
certain corrective actions cannot be taken.

Ideas for engaging employees include creating project-spe­
cific teams or focus groups that have a specific goal (e.g., j  
creating an emergency evacuation plan or developing a safe­
ty recognition program) and timeframes. These “Involvement 
Teams" could participate in internal inspections and self­
audits. among other projects.

Perhaps the most effective way to engage employees is 
through a formal safety committee. The purpose of a safe­
ty committee is to identify, evaluate, and address safety 
issues (employee comments, complaints, safety inspection

results, safety goals/metrics, 
employee injuries, etc.). Safety 
committee meetings should 
include representatives from 
every area of the company and 
meet on a regular, continuous 
basis. Candid, open discussion 
between employees and man­
agement on a wide range of 
topics should be encouraged at 
safety committee meetings. A 
critical element is to value the 
input of all safety committee 
members, act on suggestions, 
and follow through on prom­
ises.

Safety recognition initia­
tives are also a good way to 
jump-start a company’s safe­
ty program and can go a lone 
way toward raising awareness 

among employees and encouraging safe behavior. Safety 
recognition awards can range from gift cards, gas cards, and 
movie passes to paid time off.

If done right, any of these strategies generate an enormous 
amount of learning about the exposures in your business; fos­
ter better communication between employees and manage­
ment; and create a greater likelihood that employees will fol­
low safety procedures...all things that over the long-run can 
lead to reduced workers' compensation expenses.

For more information on how to motivate employees to 
work safely, call Shawn Combs, group safety account execu­
tive at CAREWORKS (877) 360-3608, ext. 2364. 111111

"I can have the best safety program in the world, 
but if employees don't follow the rules, then what good is it?"

-AFPD Bottom Line WWW. AFPDon**



Customers leaving with 
your margin?

LaneHawk* BOB is a loss-prevention solution that turns bottom-of-basket (BOB) losses into profits in real
• Reduces Shrink and boost profits per lane by up to 10%.
• Catches items left in the shopping cart or obscured from a cashier's view.
• LaneHawk InCart makes sure you get paid correctly for the items that go through your checkout lanes.

info@bmc-pos.com
www.bmc-pos.com

800.877 1732
Offices Located In Lansing. Bndgeport, Livonia, Traverse City, and Grand Rapids

mailto:info@bmc-pos.com
http://www.bmc-pos.com


Supplier Spot!

Comcast: 'We Make the Small Look Bi

( c o m c a s t

Comcast Corp was founded in 1963 when three partners pur­
chased a 1,200-subscriber cable system in Tupelo. Miss. 
Today, Comcast serves more than one million residential 
customers statewide 
and employs approxi­
mately 4,000 people in 
Michigan.

"Comcast is one of 
the nation's leading pro­
viders of entertainment, 
information, and com­
munications products
and services." says Jeffrey Freyer. Comcast Michigan's vice 
president for Business Services "We have three major call 
centers in the state, as well as our Michigan Region head­
quarters in Plymouth."

The company's relationship with AFPD started 12 months 
ago. and Freyer feels both parties have benefited. Among the 
benefits, all AFPD members are eligible to participate in the 
Comcast Affinity program. Participants receive a discount on 
Comcast Business Class products: high-speed internet, video, 
and digital voice. The discount also includes free standard 
installation of up to $3,300 -  not to mention a 10 percent dis­
count on cable advertising.

"We feel that the phone 
companies have underserved 
the small business market for 
years," Freyer says. "And we 
are here to say AFPD mem­
bers have a choice."

Another perk of the pro­
gram is three free web pages 
with Comcast Business Class 
Internet. “One of our mottos 
is that we make your small 
business look like a big busi­
ness," Freyer says. "Those 
free pages include some free 
templates as well. The cus­
tomer just adds some basic 
information -  you don't have 
to be an expert in HTML."

In fact, the AFPD's mem­
bers are the ideal audience 
for the Business Class pack­
age. "Sixty percent of small 
businesses don't have a web­
site at all," Freyer says. "This 
market -  supermarkets, con­

venience stores, auto repair shops -  is typically a group tU 
doesn't have a lot of websites."

Just introduced in the first quarter of this year is
Comcast's “PRI Trun 
phone system for I 
businesses. The tech-1 
nology leverages exist­
ing lines and integrates 
them into a digital 
switch using VoiP tech­
nology. “It’s a 24-line 
phone solution for mid­

size businesses," Freyer says. "It’s brand new this quarter. 
It's a great option."

Freyer says customers may be surprised how much money 
they can save, and he encourages them to take a closer look 
at what they're spending. "That's another of our slogans. 
'Look at your bill.'" Freyer says. "A lot of people just pay 
it without paying much attention."

The association between Comcast and AFPD was bom at 
a networking event when a Comcast representative intro­
duced the Affinity program to Derek Dickow, AFPD's busi­
ness development consultant. Before long, Comcast was 
pitching the idea to President & CEO Auday Arabo, who

saw the value to the mem­
bership and won approval 
from the board of direc­
tors.

Although the partner­
ship is barely a year old, 
and the Comcast Business 
Class program is young 
and growing itself, Freyer 
called the experience so far 
"wonderful."

“It's been really great. 
The AFPD association 
is so well organized." he 
says. "We really enjoyed 
their trade show and busi­
ness exposition. They 
are phenomenal. We, as 
an exhibitor, get to meet 
lots of their members and 
our sales people get to 
exchange talk about saving 
money on telecommunica­
tions with the thousands of 
people at these events.”^

-AT'PD Bottom Line www.AFPM**



Turn up the savings for your business.
DTE Energy has expanded its Your Energy Savings program to 
orovide programmable thermostats and installation in eligible 
■justness customer facilities ABSOLUTELY FREEI

Programmable thermostats allow you to customize temperature 
control in your facility to coordinate with your building occupancy 
Using preset temperature settings can automatically reduce 
energy used to heat or cool air during non-business hours

A d jus ting  te m p e ra tu re  s e ttin g s  w ith  a 
p ro g ra m m a b le  th e rm o s ta t fo r  ju s t  8 h o u rs  
a day in y o u r b u s in e ss  fa c ility  can  save as 
m uch as 1 0  p e r c e n t  on  y o u r a nnua l 
hea ting  and  c o o lin g  b ills.'

If your facility currently 
uses a non-programmable
umt, call us today 
at 866.796.0512
to schedule your FREE 
programmable thermostat 
installation Hurry! 
Supplies are limited.

Learn more about the portfolio of 
programs available to business customers
at www YourEnergySavings com

When calling choose option 3 lor the commercial 

and industrial program or email your request

to YourEnerqySavincjs " koma con»

YourEnergySavings.com

S,yvmgs varV based on  e ff ic ie n c y  o f h e a tin g , v e n tila t io n  a n d  a ir 
n x id it io n in g  sys te m s  O ffe r a va ilab le  to  M ic h C o n  g a s  c u s to m e rs  
'v th  eiig iM e b us iness  fa c ilit ie s  o n ly  Q u a n titie s  are lim ite d  
S T l Energy n tay  m o d ify  or en d  th is  jx o g ra m  a t any tim e

O U R  DTE Energv
NERGY  
AVINGS. ' 09



O h io  L iq u o r Con

Bruce D.
STEVENSON
Superintendent, Ohio Division o f Liquor Control, 
Ohio Department o f Commerce

Prevention o f U nderage Sales
S pring is finally here and many young people will 

turn their attention to thoughts of momentous 
events in their lives. They will begin planning for 

prom, graduation, and other parties. Unfortunately, these 
precious moments can turn to tragedy when underage 
individuals combine their celebrations with alcoholic bev­
erages The Division of Liquor Control reminds all liquor 
permit holders and contract liquor agents of their respon­
sibility to keep alcohol out of the hands of underage indi­
viduals

Permit holders and contract agents must be ever vigilant 
this time of year to thoroughly cheek the identification of 
all young people attempting to purchase alcoholic bev­
erages It's also important to pay close attention to the 
products you are selling. There are several energy drinks 
containing alcohol that look similar to non-alcoholic ener­
gy drinks, but cannot be sold to anyone under 21 years 
of age. It is the permit holder or contract agent’s respon­
sibility to make sure that alcoholic beverages, including 
alcohol energy drinks, are sold only to persons who are at 
least 21 years of age.

Checking for valid forms of identification is critical in 
preventing illegal sales. We strongly encourage the pur­
chase and use of automatic identification reader/scan- 
ner devices; the use of those devices is an important step 
in further reducing underage alcohol sales W hether or 
not an automatic reader/scanner is used, it m critical that 
you and your employees compare the photo ID present 
ed with the person seeking to 
make a purchase, and refuse a 
sale when the person and the 
photo do not appear to match.

Ohio law provides an affir­
mative defense that protects 
permit holders who use auto­
matic identification reader 
scanners and make a bona tide 
effort to ascertain the true age 
of the person buy ing the alco­
hol by checking an Ohio driv­
er's license, an official state of 
Ohio identification card, or a mil­

A TTD  Bottom Line

itary identification card issued by the U.S. Department of 
Defense. Remember, a young person's life and a permit 
holder's business can be damaged forever by the sale of 
alcoholic beverages to an underage person.

In addition, please remember that it is illegal for any per­
son to permit the engagement of accommodations at any 
hotel, inn, cabin, or campground by an underage person 
or for an underage person, if it is known or suspected that 
the underage person is intoxicated or possesses any beer 
or intoxicating liquor. Violation of this law is a first degree 
misdemeanor, punishable with up to six months in jail and 
or up to a $1 .OCX) fine.

Permit holders and contract agents must also be observant 
to ensure that no alcohol is sold to anyone who is intoxi­
cated. Selling alcohol to an intoxicated individual is a vio­
lation of Ohio law and can have serious consequences fora 
permit holder's business.

In a continuing effort to ensure compliance with Ohio’s 
liquor laws and to help prevent the sale of alcoholic bev­
erages to persons who are under 21 or intoxicated, the 
Division continues to operate a comprehensive server train­
ing program for the employees of Ohio's 455 contract 
liquor agencies The goal of this program is to effectively 
train the employees of new contract agency locations and 

to retrain employees of all existing locations 
on their responsibility to comply with 

Ohio law when selling alcohol and deal­
ing with these two main concerns.

We appreciate the efforts made in past 
ars by all permit holders and con- 

agents in working with their local 
mmunities to help prevent under­
go alcohol sales and the tragedies 
hat result. Thank you for continu- 
ng these efforts and helping to 
make this season a safe one for 
all. More information on this 
issue can be obtained by down­
loading the Division's booklet 
“Safe Alcohol Sales Training 

from our website at http://ww* 
com.ohio.gov/liqr/. >1111

__-•
www.AFPW*'

http://ww*


Industry News

PD Members Urged 
Oppose Bills
slation has been introduced to delay 
t interchange reform. AFPD is asking 
lembers to urge their U.S. Senators and 
resentatives to oppose these bills. 
mid-March, the Debit Card Interchange 
Study Act of 2011 (S 575), was intro- 
:d in the U.S. Senate to delay final rule- 
ing on debit interchange reforms for 
years. Similar legislation, the Consumer 
nent System Protection Act (HR 1081). 
just introduced in the U.S. House in an 
npt to also delay final rulemaking for 
year with an eight-month study.
May will kill these important reforms 
rob merchants and consumers of relief 
i onerous debit interchange fees. We 
i tlood every Senate and House office 

, letters and phone calls with the mes- 
.' Do not support legislation to delay 

jleinentation of debit swipe fee reforms." 
'■ send a letter to your elected officials. 

i www votervoice.net/link/target/nga/ 
l-HRqy aspx Encourage everyone in 
■ organization and everyone you know 
o the same. It just takes a minute to 
o the link, complete the short applica- 
. and get a letter emailed to your elected 
:ials. ■Ill

•A Final Rule Now Effective
-S reports that the U S Department of 
ice's (DOJ) amended Final Rule, which 
•taniially revises and expands the rules 
iccessible design, became effective 
ch 15. 2011. The revisions affect both 
construction and alterations and poten- 

> have far-reaching implications for 
II business owners and operators.
>e Final Rule implements the 2010 
idards for Accessible Design that 
- been added to the Americans w ith 
ibilities Act (ADA). Compliance was 

,nitted as of September 15, 2010. but is 
required until March 15. 2012 Elements 
omphance w ith the 1991 ADAAC as 
ie effective date of the 2010 standards 
lot have to be brought up to compliance 
' the 2010 standards unless certain ele- 
its are altered
n illustrated guide to help small busi­
es understand the new requirements 
dations is available at ww w ada.gov/ 
OOlO/smallbusiness/smallbusprim- 
Mo him Bill

Where Service,

• Cube Ice
• Block Ice
• Crushed Ice
• Dry Ice
• Cash & Carry 

Department at 
Wholesale Prices!

• Best Prices In Town!
• Centrally 

Located for 
Best Delivery!

LARGEST ICE 
MANUFACTURER 

IN THE CITY 
OF DETROIT, 

with a manufacturing 
capacity of 400 tons 

(800,000 lbs.) of ice per day!

U .S. IC E  C O R P .
10625 West 8 Mile Road 

Detroit, Ml 48221 
(313) 862-3344 

Fax (313) 862-5892

U.S. Ice's extensive fleet of delivery trucks 
keeps the Metro Detroit area 

"On ICE!"
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Nida R.
SAMONA
Chairperson, Michigan Liquor Control Commission

Former Energy Drinks Reformulated, Approved for Sale
T he Michigan Liquor Control Commission (MI.CC) has 

announced that certain flavored malt beverages, recent­
ly banned in Michigan, have been reformulated and are 

now back on the Michigan market as of March I The specific 
beverages have been reformulated by removing all stimulants, 
such as caffeine, taurine, guarana. etc . but still have similar 
labels and similar price-points.

The Commission remains concerned about the volume of 
alcohol m these types of products. The cans are ty pically 23 5 
ounces in si/e with alcohol volume as high as 12' i As such, 
one beverage is equivalent to approximately 2-3 beers, with a 
price point of SI .99-S2.99 per can

"1 believe this is a health, safety, and welfare issue, and see

a trend coming to reduce the volume of alcohol in these prod­
ucts.' said Nida Samona. chairperson of the MLCC. "It is the 
Commission's job as a regulatory agency to watch for issues 
of this nature and resolve them. We have no legal authorityto 
make the companies lower their alcohol content in these prod­
ucts; however, they may voluntarily reformulate the products 
to address the health, safety, and welfare issues.'

The Commission advises parents and adults to continue to 
take precautions, since these beverages still look like ener­
gy drinks. College students are advised to use common sense 
w hile drinking these popular drinks.

A listing of reformulated products is available on the MLCC 
website www.michigan.gov/lcc. Hill

-A FPD  Bottom Line

To inquire about our rebate program for AFPD 
members in Michigan or Ohio,

Call Mike Pecoraro at Nestle DSD 
at 1-800-328-3397, Ext. 14001, or Auday 

Arabo at the AFPD office at 1-800-666-6233

P e r f e c t

Pair

TAKE HOME A

http://www.michigan.gov/lcc


Healthy Living

>t the Signs of 
scription Drug Abuse
t 6 2 million Americans abuse pre- 
ion medicines per year. In fact, 
people in this country are abus- 
escription medicines than cocaine, 
mment agencies are taking steps to 
at the growing problem of prescrip- 
rug abuse More and more states arc 
oring prescriptions. Plus, computer 
ilogy is tracking down "pill mills" 
.•met pharmacies that illegally sell 
mcs.
cn correctly, prescription drugs are 
But when they're abused, they can 
ne dangerous as well as addicting 
icoplc may not even realize they 're 
ig them To abuse prescription drugs 

ts to lake them too often, in too high a 
1 or when they're not needed.
; lkillcrs and tranquilizers are the most 
: tonly abused prescription medicines, 
ilants. used for sleeping disorders and 
activity, also are frequently misused, 
g prescription drugs for an energy 
or to calm down could lead to prob­
and so could using a pain reliever as 
■ to feel better mentally and emotion- 
ather than for physical pain. Warning 
could include: 
orgettulness

, requently missed days at work 
■•r school

inusual moodiness 
’aranoia
-oss of interest in previously 
njoyable activ ities 
'e than 26.(HX) deaths per year are 
ittributed to unintentional drug over- 
and this number has been increasing 
> Recreational use of prescription 
is a problem It's not just celebri- 

nd sports stars; the abuse is also com- 
> unong teenagers. People may think 
rcseription medications are safer than 

j drugs. But. they can be just as dan- 
! s
ou or someone you know is suffering 
prescription drug abuse. Blue Cross 
ork (BCN) has behavioral health spe- 
ts on staff who can help Specialists 
callable 24 hours a day. seven days a 
• by calling the number on the back 
ur ID card You don't need a referral 
>our primary care physician. Bill

Choosing health coverage for 
small business isn't "ju st business."
It's personal.
Times have changed for Michigan small businesses, and Blue Cross is 
changing with them. We understand every decision you make is critical to 
your success and to the well-being of your employees. Which is why the 
Blues and the Associated Food & Petroleum Dealers are proud to offer 
great health plan options for small business

Simply Blue A brand new PPO from Blue Cross Blue Shield 
of Michigan Employees enjoy a comprehensive health plan at a 
competitive price. It's the coverage you've always wanted, that's now 
more affordable than ever.

Healthy Blue Living : A revolutionary HMO that rewards your employees 
for adopting healthier lifestyles by working with their doctors to improve 
their health. Real rewards, like lower copays and lower deductibles.

W ith  the right health coverage, your business can grow.
Healthy employees are good for business. When they are healthy, 
your business can thrive. And by offering first-rate coverage that you 
and your employees can afford, you'll be able to retain and attract top talent 
Now that's how a business grows

Learn more today.
Call 248-671-9600 for more information 
regarding benefits and rates 
on Blues plans available 
to AFPD dealers.

„  '-A F P D
fO O D  & P ETR O LEU M  D EA LERS . INC

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

Leading Michigan to a healthier future.-

April 2011 e a





—ADVERTORIAL—

SAS— Helping You Find Solutions
iham & Sons. Inc. is proud 
growing business tradition 
lolcsalc grocery distributor, 
shed in 1927. SAS is a broad 
,tributor. meeting the needs of 
s in the convenience industry.
5. your success is our goal. As 
ervice. supplier, our energies 
;cted at providing you with 
Is to assist you in creating 
ns to build a successful and 
ble business.

(ions to the consolidation of
rs—SAS has many programs 
er 12,000 products that can be 
I to eliminate many DSD ven- 
a\ ing you time and money.

lions to fresh, quality products—SAS has several new 
ries available to enable you to be successful in selling a 
of Iresh and convenient food products.

lions to marketing and promotions —SAS has numerous 
) help you go to market every day. in every season, giv mg

you the opportunity to buy. sell, pro­
mote and profit.

Solutions to technology —SAS cus­
tomers have the opportunity to utilize 
NEXGEN. a hand-held device giv­
ing the retailer the ability to efficiently 
order, manage inventory, track purchase 
history, view available promotions and 
access the SAS web portal to gather 
key store data, enabling the retailer to 
increase productivity and profitabili­
ty. Another solution is SYNERGY, the 
SAS Customer Portal, providing online 
access to invoice document retrieval, 
retail price changes, item maintenance 
and SAS communications.

With over 80 years of marketing and distribution experience, 
we know our business and we understand your business. We lis­
ten to your needs and follow through with our commitments. Our 
strengths continue to be the alliance we have with our retail cus­
tomers and providing exceptional quality, value and service This 
allows SAS to deliver results with solutions. We work to exceed 
expectations because we believe in Customers. First. Illllll

7ATA AND ANALYTIC BASED SERVICES 
'RADESHOW 
;ALL/WINTER CATALOG 
MONTHLY FEATURES

C o n v e n t  t u t t  F o o d j
:OOD SERVICE SHOWCASE 
:RUIT RIDGE FARMS 
JIUE BUNNY ICE CREAM 
JEANTOWN COFFEE 
’ ICCADILLY PIZZA & SANDWICHES 
5AS CLEANING PROGRAM

rC j b i b t f l i o n
‘ ROFESSIONAL, c o u r t e o u s  
5ELIVERY PERSONNEL

CORPORATE HEADQUARTERS 
AND DISTRIBUTION CENTER 

■0 B0* 176*. 4001 THREE MILE RD.GRAND RAPIDS, Ml 49544
•1M 534358 • 800-477-5455

Delivering Satisfaction 
Beyond Expectations

DISTRIBUTION CENTER
17 891 7752 • 800^77 5455

w w w .s a s in c .c o m
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http://www.sasinc.com


SUPPORT THESE AFPD SUPPLIER MEMBERS
ASSOCIATIONS/CHAMBER OF COMMERCE
AMR - Association Management Resources 
Chaldean American Chamber of Commerce

ATM

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

Amencan Communications of Ohio . (614) 855-7790
ATM of Amenca (248) 932-5400
Elite Bank Card ATM s (248) 594-3322

BAKERIES
Great Lakes Baking Co (313)865-6360
Hearth Ovens Bakers by Masons Bakery (313)636-0401
Hostess Brands (248) 588-3954
Michigan Baking Co • Hearth Oven Bakers (313) 875-7246

BANKING & INVESTING

AFPl) Lincoln Financial Group Advisors. . (248) 948-5124
Bank of Michigan (248)865-1300
Huntington Bank (248) 626-3970

BEER DISTRIBUTORS & SUPPLIERS
Eastown Distnbutors (313)867-6900
Great Lakes Beverage (313) 865-3900
MillerCoors (248) 789-5831
Tri County Beverage (313) 584-7100

BOOKKEEPING/ACCOUNTING CPA
Alkamano & Associates (248) 865-8500
Garmo & Co P C (248) 672-4105
Marcom/EK Williams & Co (614) 837-7928
R A Lizotte & Associates (586) 781-9171
Samona & Boogren PC (248) 565-8907
Shimoun, Yaldo & Associates. P C (248)851-7900
UHY-US (248) 355-1040
Walton Business Management Solutions (248) 320-2545

BUSINESS COMMUNICATIONS

AFPD ‘ C o m c a s t ............................... (248) 343-9348

Clear Rate Communications (248) 556-4537

CAR WASH CHEMICALS

National Automotive Chemical (740) 439-4699

CELLULAR PHONES & BUSINESS 
COMMUNICATIONS

AFPD S p rin t C o m m u n ic a tio n s ........ . (248) 943-3998

CHECK CASHING SYSTEMS
Secure Check Cashing (248) 548-3020

CHICKEN SUPPLIERS
Knspy Krunchy Chicken (248) 821-1721
Taylor Freezer (734) 525-2535

CHIPS, SNACKS & CANDY

AFPD Frito-Lay, Inc ........................... 1-800-359-5914

Better Made Snack Foods (313)9254774
Kar s Nut Products Company (248) 588-1903
Motown Snacks (Jays Cape Cod Toms Ardimay SlaHaDoro) (313) 931-3205
T & J Brokers (beef Jerky) (586)713-9429
Uncle Ray's Potato Chips 1-800-800-3286

COFFEE DISTRIBUTORS

AFPl) New E ng la nd  Coflee  C o ........ . (717) 733-4036

Standard Coffee Service (504) 539-5206

CONSTRUCTION & BUILDING

Advanced Commercial Roofing (Allan Saroki) 1-800-543-8881

Avedian Development (248) 766-2543

Creative Brick Paving & Landscaping (248) 230-1600

DKI Demolition & General Construction (248) 538-9910

CREDIT CARD PROCESSING

AFPl) Chase Paym entech 1-866-428-4966

First Data Independent Sales 1-877-519-6006

Merchant Processing 1-866-366-3300

C-STORE & TOBACCO DISTRIBUTORS

AFPD "L ib e r ty  U S A .......................... (412) 461-2700

Bull Dog Wholesale 1-877-666-3226

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

United Custom Distnbution (248) 356-7300

DISPLAYS, KIOSKS & FIXTURES

Detroit Store Fixtures (313)341-3255

Rainbow Hi Tech (313) 794-7355

ENERGY, LIGHTING & UTILITIES

AFPl)  DTE Your Energy Savings . . 1-866-796-0512

DTE Energy 1-800-477-4747

Energy Sciences (248) 792-9287

Gene Dickow (Energy Broker) (248) 396-7431

US Energy Engineers (248) 683-7355

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

FOOD RESCUE
Forgotten Harvest (248)967-1500

Gleaners Community Food Bank (313) 923-3535

FRANCHISING OPPORTUNITIES
Tubby's Sub Shops, Inc 1-800-497-6640

Buscemi Enterpnses, Inc (586) 296-5560

GASOLINE WHOLESALERS
Beck Suppliers. Inc (419) 332-5527

Central Ohio Petroleum Marketers (614)889-1860

Certified Oil (614) 421-7500

Countywide Petroleum/Citgo Petroleum (440) 237-4448

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

High Pointe Oil Company (248) 474-0900

Obie Oil. Inc (937) 275-9966

Reliable Oil Equipment (937) 665-1200
Supenor Petroleum Equipment (614) 539-1200

GREETING CARDS

-AFPD L o a n in ' T re e ........ . 1-800-556-7819 ext41i

GROCERY WHOLESALERS & DISTRIBUTOR:

Affiliated Foods Midwest (262) 65M3

Burnette Foods. Inc (231) 2644'

Capital Sales Company (248) 542-U

Cateraid, Inc (517) 54647

Central Wholesale Food & Beverage (313) 834#

D&B Grocers Wholesale (734) 513-17

Fun Energy Foods (269) 934-77

General Wholesale (248)3550

George Enterprises. Inc (248) 851-6?

Great North Foods (989) 356-27:

Jerusalem Foods (313)8467

Kap's Wholesale Food Services ... .(3 1 3) 832-23

Spartan Stores. Inc (616)8782;

SUPERVALU (937) 374-7-

ICECREAM SUPPLIERS

AFPl > N estta 'E dy 's  G rand  Ice Cream  
....................................................1-800-328-3397 e x m

AFPD ‘P ra irie  Farm s Ice Cream Program  
........................................................1-800-399-6970 Mtft
Pars Ice Cream Company, Inc (313) 291-TT

ICE PRODUCTS

Arctic Glacier, Inc 1-800427*

Home City Ice 1-800-759*

U S Ice Corp (313)862-1-

INSURANCE SERVICES

A H ’I )  N orth  P o in te  Ins u ra n c e .......... 1-800-229-8/f

AFPD ‘BCBS o f  M ich igan .................  1-800-1890

AFPD "C a re W o rk s ...............1-800-837-3200 ext W

AFPl)  **Cox Specialty Markets (North Pointi)
(Underground Storage Tank Insurance)........... 1-800-MI*-

Benchmark Financial Ltd (248) 642-07

Bencivenga Insurance (Agent John Bencivenga) (248) 931-W

Community Care Associates (313)961-37

Danno Insurance Agency (248)6497

Gadaleto. Ramsby & Assoc 1-800-263-371

GLP Insurance Services (248) 8466'

Great Northern Insurance Agency (248)8569

Hedman Anglin Bara & Associates Agency (61414867)9

Pnmeone Insurance (248) 5360*

Pro Care Plus, Inc (313)2678'

Rocky Husaynu & Associates (248)851-21

USTI (440) 247-3'

INVENTORY SERVICES

PICS Inventory 1 -8863036

Target Inventory (586)716*

AFPD indicates supp lier program  that has been endorsed by  AFPD.
*  In d icates  s u p p lie r o n ly  ava ilab le  in  M ich igan  

* *  In d icates  s u p p lie r o n ly  ava ilab le  in  O hio



UPPORT THESE AFPD SUPPLIER MEMBERS
MISCELLANEOUS;a l  s e r v ic e s

FPD •Bellanca, Beanie, DeLisle . . (313) 882-1100

FID '*Pepple & Waggoner, Ltd... . (216) 520-0088

\bro Law Firm (248) 723-4545

Ta & Associates (248)265-4100

z Schram PC (248) 335-5000

aya Law, PC (248) 626-6800

•kes Gadd & Silver, PC (734) 354-8600

Sesi The Kitch Firm (586) 493-4427

jm Orow Mekam. Shallal & Hindo P C (248) 223-9830

•an Ward, Asher & Patton, PC (248) 746-0700

1 jquor Lawyers (248)433-1200

TTERY

1 ch Corporation (517) 272-3302

: igan Lottery (517) 335-5648

f Lottery 1-800-589-6446

/ALTY CARDS/DISCOUNT CARDS

FPl1 RewardPal 1-800-277-6099

GAZINE & TRADE PUBLICATIONS

i dean News (248)932-3100

dean Times (248) 865-2890

1 >t Free Press (313) 222-6400

>l News (313) 222-2000

•gan Chronicle (313) 963-5522

jrt>an Newsmagazines (248) 945-4900

Today (248) 926-0200

AT & DELI DISTRIBUTORS

! A Untied Meat (313)867-3937

Z Portion Control Meats (419) 358-2926
oy & Sons (810) 387-3975

• t Fresh Foods (313)295-6300
; tom Sausage (313) 475-0048
11 Foods (586(447-3500
l ette Market (313)875-5531

1 w<M Poods Distributors (313)659-7300
j ks Food Corp (586) 727-3535

•anne Packing Company (313)259-7500

K DAIRY & CHEESE PRODUCTS

F ID  'Prune Farms Dairy Co (248) 399-6300
1 FT* ) *’Dairymens (216) 214-7342
| FID "H Meyer Dairy (513) 948-8811
FI* ) ” Modern Foods (606) 255-6045

1 *y  fresb'Melcidt Pams 1-800-748-0480

Hollywood Sunglasses 1-888-478-6932

Mike Donan Ford (586) 732-4100

Our Town (248) 623-3298

SureGnp Floor Safety Solution (850) 264-8537

MOBILE MARKETING VIA CELL PHONE

AFPI) Mousetrap Group.................  (248) 547-2800

AFI1) MoneyGram International Ml (517) 292-1434 
OH (614) 878-7172

Eureka' (bill payment) 1-877-374-0009

iPPofAmenca (973)830-1918

AFTD Staples 1-800-693-9900 ext 584

LB Office Products 1-800-826-6865

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

PIZZA SUPPLIERS

Hunt Brothers Pizza (615) 259-2629

POINT OF SALE
BMC - Business Machines Specialist (517) 485-1732
Caretek lSecurity Credit Card Point of Sale and more') 1-866-593-6100

International Outdoor (248) 489-8989

Michigan Logos (517)337-2267

Walt Kempski Graphics (586) 775-7528

PRODUCE DISTRIBUTORS

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

REAL ESTATE

Centro Properties Group (248) 476-6672
Judeh Ta* Appeal Team (313)277-7989

Lighthouse Real Estate (248) 210-8229

Signature Associates - Angela Arcon (248) 359-3838

REFRIGERATION & REFRIGERATION SOLUTIONS

AFI1) Cool Curtains 1-800-854-5719
TGX Solutions (248)210-3768

REVERSE VENDING MACHINES/RECYCUNG
KansmacXef (517)374-8807

TOMRA Michigan 1 -800-610-4866

SECURITY, SURVEILLANCE & MORE

AFPD MIST Innovations ............(313) 974-6786
Bnnk s. Inc. (313) 496-3556
Central Alarm Signal (313) 864-8900

SHELF TAGS

JAYD Tags (248) 730-2403

SODA POP, WATER, JUICES &
OTHER BEVERAGES

AFPI) Arizona Beverages (313) 541-8961

AT PD Nestle Waters Supermarket Program ...........
........... (734) 513-1715

AFPI) *Pepsi Program .. ...............  1-888-560-2616

AFPI) Hansen's Beverage (Monster Energy)...............
................. (313) 575-6874

AT PI) *Garden Foods (AnZona) . .. (313) 584-2800 

AT ID 'Intrastate Distributors (AnZona) (313) 892-3000 

AFPD "Buckeye Distributing (Arizona) (440) 526-6668 

AFPD "R L Lipton Distributing (Arizona) (216) 475-4150
7UP Bottling Group (313) 937-3500
Absopure Water Co 1-800-334-1064
Coca-Cola Bottlers of Ml

Auburn Hills (248) 373-2653 
Belleville (7341 397-2700 

Metro Detroit i313) 868-2008
Port Huron (810)982-8501

Coca-Cola Bottling - Cleveland (216) 690-2653
Faygo Beverages, Inc (313)925-1600
Grandad s Sweet Tea (313) 320-4446
Pepsi Beverages Company Detroit 1-800-368-9945 

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

United Brands Company (619)461-5220

TOBACCO COMPANIES & PRODUCTS

Altna Client Services (513) 831-5510
Capitol Cigars (248) 255-8747
Nat Sherman (201)735-9000
R J Reynolds (336; 741-0727
Snappy Cigs Ielectronic cigarettes) (248) 747-5130
Westside Vapor (614) 402-0754

WASTE DISPOSAL & RECYCLING

AFPI > National Management Systems (586) 771-0700
Smart Way Recycling (248) 789-7190

WINE & SPIRITS COMPANIES
Beam Global (248)471-2280
Brown-Forman Beverage Company (248 ) 393-1340
Diageo 1-800-462-6504
Ghost Vodka (616)835-4108

WINE & SPIRITS DISTRIBUTORS
Galaxy Wme (734)425-2990
Great Lakes Wme & Sptnts (313) 867-0521
National Wme & Sptnts 1-888-697-6424

1-888-642-4697

MONEY ORDERS/MONEY TRANSFER/ 
BILL PAYMENT

OFFICE SUPPLIES

PAYROLL PROCESSING

PRINTING, PUBLISHING & SIGNAGE

' - A F P D  indicates supp lier program  that has been endorsed by AFPD.
*  Ind icates  su p p lie r on ly  ava ilab le  in  M ichigan  

— Ind icates  su p p lie r on ly  ava ilab le  in Ohio



All Natural Premium Blends

New premium mixes designed for discriminating consumers
• Healthier, all natural snacks w ith  nutritional value

¥
Deliciously addictive, instinctively good snacking blends

• Cherries, Cranberries, Blueberries,

Dark Chocolate, Prem ium  Pecans

¥

Clean packaging, natural branding that delivers a 
healthy message to consumers

• No trans fats, no cholesterol

¥
Unpriced packaging allows for optimum profit margins

¥
A new premium brand from Kar's Nuts 

Ask your route sales representative for details!

-A F P D  Bottom Line

lendai

-April 13, 2011— 
Michigan Food & Petrole 

27th Annual Trade Sho 
Suburban Collection 

Showplace 
46100 Grand River Ave., Novi Ml 4 
Contact Dawn Geiger at 800-6664

July 13, 2011
AFPD’s 35th Annual 
Michigan Golf Open

Fox Hills Golf Course 
8768 North Territorial Road 

Plymouth, Ml 48170 
Contact Dawn Geiger at 800-66I

I
>6-621

Statement o f Ownershi 
AFPD Bottom Line (USPS: 82970; 
0894-3567) is published monthly by 
Media Services for the Associated Fo 
Petroleum Dealers (AFPD) at 30415 W. 
Farmington Hills, Ml 48334. Articles frort 
Bottom Line may not be reproduced 
written permission from AFPD. Pel 
postage paid at Farmington Hills, I 
additional offices. The opinions exprei 
this magazine are not necessarily I  
ARION or AFPD, its board of dired 
members or consultants. 
POSTMASTER: Send address 
AFPD, 30415 W. 13 Mile, Farmin 
Ml 48334.
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27th Annual

M ic h ig a n  Food  
P e tro le u m  T ra d e  Show

W ednesday, A p ril 13,2011  
Suburban Collection Showplace

(Formerly Rock Financial Showplace)
46100 Grand River • Novi, Ml 48375

For more information, 
Contact Dawn G eiger 

dgeiger@ afpdonline.org  
Phone (800) 66 6-62 33  

Fax (866 )601 -9 610  
www.afpdonline.org

Connect with 
Buyers and have some 
fun at the 2011AFPD 

Trade Show,
Down on the Farm"

mailto:dgeiger@afpdonline.org
http://www.afpdonline.org


When it comes to
retailer solutions,
we’re the complete package.

Research

private
Label

\ Advertisn

^T echnology

Consumef
Insights

Store
D e v e l o p s

Account
S e r v i c e s

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
_____ Stores
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