


For more information on delicious Country Fresh ice cream Flavors,
or any oF our Fine milk and dairy products, coll us ot one oF the
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Community Commitment...
it speaks volumes.

At DTE Energy, being part of a community

is more than simply doing business there.

It's about doing our partto help the
community and our customers

thrive. We wrote the book on

community commitment.

That's why we believe

employee volunteerism,

contributions and sponsorships,
community involvement and

environmental stewardship

are so important.

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

it's a never-ending story.

DTE Energy

The Power of Your Community ‘DTE*
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Chairman's Message

HOOKS

AFPD Chairman

Make the Most of What You Have

n our cover story this issue, we
explore the strategies our independent
retailers employ to compete success-
fully against stores that are much larger,
and often seem to have more resources,
than we do. What's interesting when you
read this article is that the “little guy”
doesn’t have less resources at all—he just
has different ones.
A success-
ful and thriving
business does not
depend on square
footage or adver-
tising dollars.
Your store may
not have a TV ad
running prime-
time, touting its
weekly sales and
promotions —and
neither do most
of the stores
featured in our
cover story But
these creative
and determined entrepreneurs use what
they do have (like David using a few
small stones to defeat Goliath), which is
their outstanding attention and service
toward their customers
One grocer in the article talks about
employees being instructed from day-
one on the job that if a customer is look-
ing for an item, you don't just give them
an aisle number or point them in the right
direction—you personally take them
there. Most of us have been on the receiv-
ing end of both types of customer service
and would agree that it’s much nicer to
be taken there than pointed in a general
direction by a busy (or even disinterest-
ed) employee who barely looks you in the
eye That’s a store we will reward with

AFPD Bottom Line

our patronage, again and again.

We are striving for the same type of
customer service at AFPD. We don’t want
to point our members in a general direc-
tion —we want to take you there. We
work hard to ensure your success by bat-
tling unfair or costly legislation, commu-
nicating the specifics of new laws and
regulations in a clear and timely man-

ner. and provid-
ing you with
opportunities
to promote and
sell your prod-
ucts and services
through our trade
shows, events,
and publications.
We are commit-
ted to improving
your bottom line
by offering spe-
cial programs for
coupon redemp-
tion. insurance,
credit card pro-
cessing. and office supplies (among many
others), which are available exclusively to
AFPD members.

I would also like to emphasize that if
there’s somewhere else you want us to
go—somewhere else we can help you—
you need only speak up and let us know.
We have many resources, knowledge, and
know-how with which to help you AFPD
staff and board members welcome your
feedback and ideas. This is. after all. your
association

So remember, when trying to thrive
against the big guys, the economy, new
regulations, or whatever challenges
you face —use what you have. And also
remember that one of the greatest resourc-
es you have is AFPD1 Mill

BEXECUTIVE COMMITTEE

Jim Hooks
Chairman « Metro Foodland
Joe Bellino, Jr.
Vice Chair Government & Legislative Affairs
Broadway Market, Region 4
Pat LaVecchia
Petroleum/Auto Repair
Vice Chair Government & Legislative Affairs
Pat's Auto Service
John Denha
Food & Beverage Vice Chair Membership « 8 Mile Foa
Paul Elhindi
Petroleum/Auto Repair Vice Chair Membership
Lyndhurst Valero, Region 8
Al Chittaro
Vice Chair Long Range Planning * Faygo Beverages,
Jim Garmo
Vice Chair Community Relations  Shoppers Valley Ma.
Bobby Hesano
Treasurer » D & B Grocers Wholesale
Najib Atisha
Secretary ‘Indian Village Market

EMERITUS DIRECTORS

Chris Zebari Lipan R
Fred Dally Medicine C
Ronnie Jamil Mug $ Jug Liquor St

REGIONAL DIRECTORS

Clifton Pattah Food Pnde Supermarket Regt
Brian Yaldoo Hills Fine Wine & Spirits. Rey:
Mike Quinn ... PepsiCo, Regc
Marvin Yono Alpine Marke' Place Regt
Percy Wells. Il Coca-Cola Refreshments. Rap
Harold McGovern National Wine & Spmts Regt
Vickie Hobbs Whiteha Shell Regt

FOOD & BEVERAGE RETAIL HRECTC

Frank Ayar Walters Shopping P
Jerry Crete L Ideal Party Ski
Matt Jonna PlumMr
Phil Kassa conveeeneee: SMUTN Food C 1
Sam Shoukri Showerman's Fme Wine 4 Lw
Thom Welch HoMywtod Super M

FOOD & BEVERAGE SUPPLIERBRECTOr;

Ben Benjamin ... Kar s Nut Proi*
Gary Davis Praine Ft
Fred Gongola Fit
Earl Ishbia Sherwooc cood DisBfci

PETROLEUM / AUTO REPAIR HRECTC

Dave Freitag Yorkshire Tire4;
Mike Koza JSAV

Jim Mandas Broadway Market*
Bill Michailidis Delaware Market 4
Joe Nashar Grand River § Haisted*

ASSOCIATE DIRECTOR

Richard Fiato North Pomte Instance CowJ

STAFF & CONSULTANTS
Auday P Arabo P'es'dakK
Ed Weglarz E«ecu’ .- VP Pew
Ron Milbum Via-
Cheryl Twigg co*
Harley Davis Coupon Mr
Carol 0 Dea C: >0*
Tamar Lutz E.
Dawn Geiger E*ent P*

Bu! +ess Cofmfl
Programs 0 breach SpO
Michigan Bu>ness Co»*
Michigan Bu *ss

Ow> Bu- "evs COV

-

Kenny Ibrahim

Dave Kribs
Mark Shammami
Rick Reynolds

Derek Dickow Busir-s®

Carla Kalogeridis k
James V Bellanca. Jr a¢e>uim *out p CM
Pepple & Waggoner. Ltd

Karoub Associates Ll» mw
Capitol Strategies Group of Ohio  Legi f ¢ Co*M j
Pat Gregory - UHV-kU Certified

Walt Kempeki Graphics Gn 4
Denha Media and Communications

wwwA-PDonlp]| J



\FPD's Auday Arabo
Earned to Michigan
:00d Policy Council

AFPD's president and

M grr tHbo (m[;,) \rahu.

HhLJL. fB lias been appointed
~ng T IB 1o the Michigan | oud

I'olie\ C'ouneil iMITC"i
tor
[/ H ins Deeember 21.

W H and expiring October
1 2013. The appointment was made by
irmer Governor Jennifer Granholm just
nor to leaving office.

Arabo was promoted from COO to presi-

ent and CEO of AFPD in October 2010.

/ilh more than 4,000 members. AFPD is
le leading association serving the retail
xxl. beverage, and fuel industries in
lichigan and Ohio.

I have every confidence that you will
nd great personal satisfaction in this
nportant position and that the State of
lichigan will benefit from your back-
round and experience." said Granholm.
tis agreat and noble privilege to serve
le people of Michigan."
funded in partnership with the W.K.
ellogg Foundation, the Michigan Food
alley Council brings diverse food-relat-
J stakeholders together to recommend
mgrams and policies to the Governor
al improve Michigan's food future. The
IfPC has a mission to cultivate a safe,
-althy. and available food supply for all

Michigan's residents, while building on
e stale's agricultural diversity to enhance
onomic growth

Ihe MFPC focuses on the food sys-

ipi as an economic development strat-

[ > while explicitly linking to the state's
rrKultural production, public health, and
Immunity well-being. The MFPC gives
»d related stakeholders the forum to
fntifs policies that harness the potential
the food system to aid in communities’
,onomic development, provide children
«d those in need greater access to fresh
.d nutritious foods, and support stew ard-
ipol Michigan's land and water resourc

1lam honored to serve the people of
ichigan and represent the voice of the
nd retailer through the work of this
portant council,” says Arabo. "I see this
an opportunity to build a stronger food
stem for our state and help improve the
ahh of Michigan residents.” =HJ

Choosing health coverage for
small business isn't "just 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.

With 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.

Blue Cross
A-PPP Blue Shield
AT V.1 3. T Blue Care Network

of Michigan
FOOD 8. PETROLEUM DEALERS, INC

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

Leading Michigan to a healthier future.*

February 2011



Michigan Updates

On-Line Spirit Ordering
from Michigan Liquor
Control Commission
Effective March 1, 2011, the
MLCC will require all retail
licensees who purchased
$10,000 or more in distilled
spirits in the most recent cal-
endar year to use the On-Line
Ordering system to order their
distilled spirits. The MLCC will
not authorize any exceptions to
this requirement for licensees
who purchased $10,000 or more
in distilled spirits in the most
recent calendar year.
The Commission will allow
the smaller retail licensees, those with less than $10,000 in dis-
tilled spirit purchases, to phase in their use of the On-Line
Ordering system until July 1, 2011. Those licensees currently par-
ticipating in on-line Lottery games may be required to comply ear-
lier than July 1, 2011.

New Labor Law Posters for 2011

Members in both Michigan and Ohio received state-specific and
Federal Labor Law posters for their businesses free of charge
from AFPD Be sure to post both posters in a space where
employees regularly gather (i.e. break room, locker room, time
clock area).

2011 AFPD Calendar

All AFPD members received

a 2011 AFPD calendar, high-

lighting the major events

that will be conducted by

AFPD during the year. Use

the calendar to keep track

of business you conduct

with AFPD and mark the dates when you need to send
your coupons into AFPD

Food Stamp Distribution Dates

AFPD member stores in Michigan received calendar charts that
outlined the revised dates for distribution of food stamps to recip-
ients. The new program of staggered dates will be phased in
gradually over the next 12 months, so keep the chart handy as

a reminder. Nearly 1.9 million people in Michigan receive food
assistance benefits and this change in the distribution schedule
will make fresh food available all month to those families rely-

ing on food stamps It's also a win for retailers because they will
have better control over inventory and labor throughout the month
AFPD fought hard for the change and led the effort to raise funds
through member donation” to help communicate the change to
program participants If you would like a poster, please contact the
AFPD office

AFPD Bottom Line

Ohio Updates

State Minimum Wage Increase
Ohio employers with gross receipts
of $271,000.00 or more must pay
the Ohio minimum wage of $7.40 per
hour. Those employers with annual
gross receipts less than $271,000.00
must pay at least the Federal mini-
mum wage of $7.25 per hour.

Bureau of Workers’ Comp
Governor-elect John Kasich is giv-
ing consideration to privatizing the
Bureau of Workers' Compensation
and the Ohio Lottery.

Ohio House of Representatives

Newly elected House Speaker William Batchelder has made it
known it is important for the business community to provide input
to the Statehouse and AFPD plans to meet that request.

AFPD/CareWorks

Group Rating

Workers’ Comp

Program

The deadline for sign-

ing on to AFPD s Group

Rating Workers Comp

Program is February 28,

2011. There have been

many changes and new

requirements on employ'

ers that are being effec-

tively handled by CareWorks. Their administrative fees are among
the best, and they are very well equipped to service your business
If you have questions, please contact Ron Milburn, vice presiden

Ohio at 614-496-8937
OH!
issues includin L O TT E R Y
g
commissions, new

games, procedures, and others As you are aware, AFPD has be'r
very involved working with the Ohio Lottery on agents commis-
sions (which have not been increased since the mid 1990s). cost
of employee training, taking up too much counter space, and
related costs of doing business Complete the survey and make
the Ohio Lottery aware of your concerns as a business person a
Ohio Lottery sales agent

Ohio Lottery
The Ohio Lottery
has developed
an online survey
that is being sent
out to their lottery
agents asking for
input on vanous

va'a AFPDon*



Is everything okay?
Call your camera and see.

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

Anytime, 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 Store Receive

1.877.303.MIST (6478)
wWWww.mistinnovations.com

333 West Fort Street, Suite 1850
Detroit, Michigan 48226


http://www.mistinnovations.com

The North American Food Marketplace

Canada

Industry Ntn

SIAL Canada 2011
May 11-13, 2011
Toronto, ON

Catch Up on International

Products at

For the first time in Toronto, the eighth edition of Canada’s
leading international food and beverage exhibition, SIAL
Canada, will open its doors May 11-13, 2011 in Metro Toronto
Convention Centre. With months to go before opening day,
the event billed as “The North American Food Marketplace"
is affirming its renewed vitality with 80 percent of exhibit
space already reserved.

Space reserved by Canadian exhibitors is already more than
double what it was at this time for last year’s show. Most
Canadian provinces are already registered including Quebec,
Saskatchewan. Manitoba, Alberta, Nova Scotia, the Atlantic
Provinces and Ontario presenting a new pavilion co-orga-
nized by the Ontario Ministry of Agriculture, Food and Rural
Affairs (OMAFRA); the Canadian Food Exporters Association
(CFEA); and the Alliance of Ontario Food Processors
(AOFP).

Foreign exhibitor bookings are also surpassing those of
2010. Repeat exhibitors registered to date hail from Italy,
Cyprus, Taiwan, France, Brazil, Sri Lanka. Ecuador, Chile,
USA, Morocco. Poland, Spain, and Jamaica. In addition,
exhibitors from Germany. Mexico, Costa Rica, China, Peru,
and Pakistan are back from past editions. There is also a
heightened interest from new countries with Japan. Columbia,
and Guyana joining the exhibitor ranks.

SIAL Canada 2010 attracted 544 exhibitors (47 percent
international) and 12,759 visitors from 8 Canadian provinc-
es and 60 countries on 160,000 square feet of exhibit space at
the Palais des congrfes de Montreal exhibition center Number
of exhibitors, number of visitors, number of Canadian visitors
from outside Quebec, and number of U S visitors were all on
the rise from the previous edition.

SIAL Canada’s Managing Director Xavier Poncin explains,
"Not ly is our event the sole international trade show of its
kind in Canada, it is the place to be for food industry decision-
makers in North America,”

Dozens of innovative products were brought to light at SIAL
Canada 2010 via the Trends & Innovations new product com-
petition. Ginger maple butter, basil ice cream, vanilla caviar,
microwave meals for infants, confit pork cheek, nutritious
seaweed, and a unique line of spices and

teas from Quebec's boreal

SIAL Canada

forest were among the finalists; the grand prize was awarded
to a 100 percent fruit sorbet.

Toronto is the fifth largest city in North America and the
largest multi-ethnic city in the world. As the economic capita j
of Canada and capital of Ontario. Toronto is a major decision
making center for the food industry. It is home to the head-
quarters of many of the country's top ranked food and bever-
age manufacturers including Cadbury Schweppes, Campbell
Soup Company. Kraft Canada. Maple Leaf Foods, and Nestk
Canada. Most of Canada's leading retail chains including
Wal-mart. Loblaw’s, Sobeys, Costco, No Frill’s, A&P, and
Dominion are headquartered in Ontario.

SIAL Canada 2011 offers workshops and special events
Product competitions will attract and distinguish the most
innovative products as well as the finest olive oils and coffee
(new). Expert pathways will guide visitors to selected up amj
coming product categories such as Gluten-free and Fair-traik *
Restaurant, hotel, and retail professionals will experience
the ""La Cuisine” demonstration stage animated by world-
renowned chefs. A new program of B2B *“speed-meetings"
will be organized between the region’s retail and foodservici
buyers and exhibiting food manufacturers.

SIAL Canada 2011 will host an official USA Pavilion
endorsed by the U S Department of Agriculture featuring
more than 35 U.S. companies on 3,800 square feet of exhib-
it space To date, six U.S trade organizations have indicat-
ed that they have plans to exhibit in SIAL Canada 2011 the
Illinois Department of Agriculture, the Southern United Stai
Trade Association (SUSTA). Fixhl Export USA-Northeast,
the International Dairy-Deli Bakery Association (IDDB Al.
the Association of Food Industries (AFT), and the American
Cheese Society.

SIAL only admits food industry professionals and is cxclu
sively devoted to food and beverage products, serving the
needs of all market segments including large-scale distribu-
tion, import-export, wholesale distribution, specialty retail.
foodserviee as well as food manufacturing.

SIAL Canada is one of the five SIAL food and beverage



Questions about attending, lodging, passport?
Call SIAL U.S. Representative at 866-381-0884 or email Rebeccal @ImexManagment.com


mailto:RebeccaL@lmexManagment.com

*NWS*

Michigan, Inc.

HVCRI:/]BPcec§Ly
National Wine <&Spirits- |
Michigan congratulates The Patro'
the AFPD

On another terrificpear!

The Classic and Premier
divisions of NWS are proud to feature a
selection of premium spirits that
represent both time-honored brands and
exciting choices for your enjoyment.

NW S - Michigan - 17550 Allen Road - Brownstown, Ml 48193

Balveobre Toll Free: 888-697-6424
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VILLA POZzZI

- we  MIChIgan, Inc.

by* MPHILLIPS

National Wine & Spirits-
1B (EUF  Michigan isproud to support
the AFPD
and wishyou success in 2011.

NWS Wine World Division services
accounts in the Metro Detroit area.
Outside of the Metro Detroit area, our
Out-State Division services accounts
throughout Michigan.

NWS - Michigan - 17550 Allen Road ~ Brownstown, Ml 48193
Toll Free: 888-697-6424
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VS.

The Secret to How
Independent Stores are
Winning Against the Big Guys

By Darrell Klute

At first glance, it hardly seems like a fair fight - in one corner
is the monolithic, large-format box store, gobbling up acre-
age and market share; or perhaps the ubiquitous chain store,
spread scatter shot throughout suburb and subdivision.

In the other corner? The humble, independent grocer or
specialty store.

Well, it's not a fair fight, because the crafty and nimble
entrepreneurs of the small stores are able to offer things the
big guys either haven't - or can't - figure out.

Service

"We kill them with kindness.” says Gina Mangold. Holiday
Market's store director. Service, she notes, is one of her enter-
prise’s five core values.

For example, when customers visit Holiday Market, they'll
find employees wearing aprons that say ""GPS" on them and
holding iPod devices that allow them to pinpoint the location
of any product in the store The staff knows to walk the cus-
tomer directly to the item, rather than to point and describe its
approximate location. What does "GPS” stand for?

“Grocery Product Spotter,” Mangold smiles.

Using feet rather than fingers to direct customers to prod-
ucts they can’t find is part of the playbook at Westbom Markc
in Southeast Michigan, as well. In fact, it’s part of the top 15
points on customer service new employees learn during their
orientation, says director of marketing. Bryan Bandyk.

“We’re very customer service-oriented,” he says. It’s not
enough for employees to be extremely accurate with the infor
mation they give customers—they do it with a friendly smile
"We get a lot of feedback about how happy and enthusiastic
our employees are **

"We're a family business,” says Terry Farida of Value Cenir
Marketplace. Members of his extended family, who are not
afraid to roll up their sleeves and do whatever needs to be
done, work between their three stores.

"My dad. my two brothers, my sons, my nephews, they’rea
working,” he says. "I’ve been bagging groceries all morning

Farida doesn’t shy away from Value Center s commitment
to service "We give phenomenal service. We try to know cad
customer’s name, shaking their hands as they come in.” he
says "And | have a cashier and bagger at every aisle."

Mangold highlighted another service the "big guys" will
never offer that Holiday Market does. If you picked up the



xrong item by mistake, simply call the store and they will
leliver the correct item within a five-mile radius.

Duality

‘Fresh produce is a big part of our format.” Bandyk says. ""Our
ocus is on really fresh products.”

Two Westbom Market buyers purchase produce well before
lawn every morning to ensure the very best. “They are at Aunt
vlid Produce at 3 am hand-picking every item. It gets tagged for
is, put on the truck, and brought to us that same morning,” he
.ays “Guaranteed freshness - | don't think anybody in our area
an compete with that."

The commitment to local agriculture Bandyk describes is a
lice of Americana. “We opened in 1963, and we are still buy-
ng from some of the same farmers we were in 1963,” he points
>t They show up with their old pickup truck and maybe some
wrlap sacks of com." Special signage brands all products that
ire grown in Michigan or Northern Ohio.

Mangold is just as confident in Holiday Market’s quality
Our perishables are second-to-none - nobody can hold a can-
lie to them," she says. “And our bakery is outstanding."

Value Center Marketplace is cut from a similar cloth in this
cspect.

Our perishable departments are extraordinary,” Farida says,
lis produce is also trucked in from renowned Detroit produce
narkets each morning.

And we have a butcher. Our meat department cuts our meat
very day,” he adds, noting that some large stores bring in
neat—already cut—from as far away as lowa.

knowledge

(Kducation is key to us here,” Mangold says, touting Holiday
Market's wine selection. “We have a guy who has a degree in
pirns - he's a sommelier.”

It s doubtful that large format stores have a staff member who
as traveled to France to study Bordeauxs. Holiday Market also
as a store concierge.

Not only do our people know the cheeses, they know where
comes from, what region, what it will pair with, and so on,”
he says. ""Our meat department has 70 homemade sausages and
omemade spice blends.”

Ronnie Jamil, who co-owns Bella Vino Fine Wines and Mug

lug Liquor Store, also lists service and knowledge among his
isinesses’ assets, although having 3,500 labels and **36 feet of

ibemets’ probably doesn't hurt either.

~ hen customers come to us. they find experienced people
ho tan help them choose the perfect wine and answer their
*estit>ns."* Jamil says, adding that his staff will also box it up
'd help customers carry it to their car.
landa points out that some of the big boxes jam so much into
fIr 225.000 square feet that they can t be experts at anything,
sometimes in these other stores, groceries are an afterthought
hey sell jeans and t-shirts and cameras.” he says. "I'm just
rocenes But | do groceries great."

he Extra Touches

Many small, independent retailers are going even further to
mstinguish themselves from large-format giants, who can be

Cover Story

seen as synthetic and lacking ambiance or warmth.

"We’re not ‘mom and pop ,’ but we try to personify that
approach,” Bandyk says. Great attention is paid to lighting, col-
ors, and displays. “Our architecture is really unique. We use
antique furniture to display our products, not conventional gro-
cery store racks.”

“Our stores are beautiful. We built them from the ground up.”
says Farida. “I designed them and my mom picked out the color
scheme."

While this is all well and good, surely the little guys must
still wave the white flag in the face of convenience and pricing,

right? After all. the big guys have every thing—and cheap, too
. right? Increasingly, the independents are rolling up their
sleeves and standing their ground.

Sam Shoukri has owned Showerinan’s Fine Wine & Liquor,
one of the largest independent wine and spirits outlets in
Michigan, since 1982 Showerman’s offers many things not
found in the chain stores

“When a customer comes into our store, he finds experi-
enced help with finding what he has in mind." he says. “If we
don't have it, we can search and get it."

Showermans' competes aggressively on pricing for wine,
with case discounts that entice people to take advantage of
them

"Our variety can't be matched by the big box stores because
they carry the SKUs that are sold in other chains across the
state or nationwide. If a customer is looking for something
unusual, for instance a boutique wine, he won't find it there.”

"l have it a little bit different from the large retailers,"
Farida says. The personal relationships he develops help him
secure great deals for his customers "My pricing competes.”

Darrell Kittle is a contributing writer to AFPD Bottom Line

February 2011



For the last ten years, the National Grocers Association (NGA) has urged the
U.S. Department of Agriculture (USDA) to maintain a voluntary nutritional
labeling program for ground meat and poultry products. NGA also opposed
proposed mandatory nutritional labeling on the packages of ground products
because of the excessive costs and regulatory burdens it will impose on inde-
pendent retailers who operate full- or self-service meat departments.

NGA strongly advocated that retailers should be given a choice to post sig-
nage or labels on individual packages of ground products, just as will be per-
mitted for major single cuts of meat and poultry products. Unfortunately,
USDA rejected that option.

On December 29, 2010, USDA issued a final regulation that requires manda-
tory nut/itional labeling on individual packages of ground or chopped meat and
poultry products, effective January 1, 2012. (Access the 20-page analysis and
rule at www.federalregister.gov.) The regulations also require mandatory nutri-
tional labeling of major cuts of single-ingredient, raw meat, and poultry prod-
ucts by posting a sign or poster at Point of Purchase (POP) or on the package.

Most importantly, the rule affects retailers’ meat department operations
because the additional labeling on ground meat packages is mandatory. For
retailers that add trimmings to ground products or separately grind trimmings
in the store, compliance could require additional burdens. Also, affected prod-
ucts could be single cuts of meat if retailers voluntarily chose to add nutrition-
al labeling to the packages.

Nutritional labeling must list total calories, calories from fat, total fat, satu-
rated fat, cholesterol, sodium, total carbohydrates, dietary fiber, sugars, protein,
Vitamin A, Vitamin C, Calcium, and Iron. (Note: If the value of any required
vitamins or minerals is zero, it can be deleted from the label as long as a “Not
a significant source of...” statement is included. Number of servings in the
package does not need to be indicated.)

Ground Products

USDA believes that consumers cannot easily see the fat in ground or chopped
product and that failure to provide nutrition information would result in the

Please see MEAT LABELING, page 18

-AFPD Bottom Line

1) Asingle retail store or multi-store

qualifies for the small business e:

from nutritional labeling of ground pi

but not for major single cuts—if the Q)
tion employs 500 or fewer people and pi
duces no more than 100,000 pounds
year of the covered ground product line,
example, if a multi-store operation em|
500 or fewer people and produced ai

all its stores 70,000 pounds of ground
that is 10 percent fat and 60,000 pounds
of ground beef that is 20 percent fat am
ally, the multi-store operation would not
required to include nutrition information on
the label of these specific products. If the
labels for these products bore a label for
“percent lean/percent fat," but no

claims or nutrition information, then no
tion labeling has to be applied.

Products that are ground at an individual

customer’s request, provided the labels or
labeling of these products bears no nutrife'
claims or nutrition information, are exempt

(3) Also exempt are ground or chopped prod-

ucts in packages with a total surface area
for labeling of less than 12 square inches,
provided that the product's labeling include
no nutrition claims or nutrition information
and provided that an address or telephc e
number is provided on the label to obta
the required information.

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

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

SUPERVALU
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INDEPENDENT

sales & marketing



MEAT LABELING

Continuedfrom puge 16

product being misbranded. Labels will be required on the indi-
vidual packages for all ground or chopped products, with or with-
out adding seasoning. The covered ground products include sin-
gle-ingredient raw hamburger; ground beef; ground beef patties;
ground chicken; ground tur-
key; ground chicken patties;
ground pork; and ground lamb.
The rule does not address sau-
sages, or other multi-ingredi-
ent products, since these are
typically multi-ingredient or
heat processed products that
are already required to bear

(T vO
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ed. For those that receive chubs from the processor and just
regrind it without adding trim, nutritional labeling on the pack-
age could be based upon the supplier's information on the label
When trim is added in the store, it is anticipated that retailers
will have to develop programs based upon USDA data and retg,
er information to provide accurate nutrition labeling.

nisisi.

. . . N utrition Inmoutswng 9OV Amountserving
nutritional information. :
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Of FINAL COOKLD

could elect to add on an “as
consumed” basis, provided
that preparation and cooking
instructions are clearly stated
This requirement has raised a number of questions about how
retailers that process ground product in their stores will be affect
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Percent Lean/Percent
Fat Labeling

Retailers have the option o
voluntarily labeling ground
products for lean content,
but if they choose to do so
it would have to be labeled,
“"percent lean/percent fat" s
long as the product does o
meet the regulatory criteria
for “low fat.”

Single Ingredient
Raw Products

Point of purchase displays,
such as the current Nutri-
Facts posters for beef and

veal. pork and lamb, chicken and turkey, will be mandated for
display by retailers for major, single-ingredient meat products-

To inquire about our rebate program for AFPD members in Michigan or Ohio,
call Mike Pecoraro at Edy's Ice Cream
at 1-800-328-3397, Ext. 14001, or Auday Arabo at the AFPD office at 1-800-666-6233.



Feature

abcling would be required to be on the
lackagc. (Visit www.nationalgrocers.org
0 access the posters.) Other acceptable
brms of nutritional information that
:ould be made readily available to con-
.umers include brochures, notebooks, or
eaflets in close proximity to the food.

USDA believes that consumers have rea-
1.unable expectations for single ingredient
1>roducts as to nutrition information, so that
= will not require labeling on individual packag-
es, since the products are not modified by cooking
ind heat processing. Also, retailers could, at their
iption, voluntarily label individual packages of sin-
mle-ingredient raw products.

Major cuts would not include products such as
>ork jowls, pig’s feet, pork leg, pork shoulder-pie-
lic, and beef round rump. If a retailer elects to put
tutritional labeling on single-ingredient products, it

ould be declared on the basis of “as consumed” or
as packaged".

product surveys when it does E coli testing. In
the proposed rule, USDA stated that it expects
full compliance; however, if it finds a product
that is labeled wrongly or in error, USDA
initiates a dialogue with the responsible par-
ties and a program to effectuate changes in
the labels to assure compliance The focus
will be on corrections to the labels.
However, the Final Rule comments state
the “Food Safety Inspection Service (FSIS) will explore
its regulatory options, including seeking criminal penal-
;  ties, if it discovers a violation of the nutrition labeling
i requirements."
FSIS personnel will conduct meetings and webinars
on the final rule and will provide additional information
and guidance as needed. If retailers cannot obtain point-
of-purchase materials over the Internet, FSIS personnel
will have copies of the information to provide to retailers
Six months prior to the effective date, FSIS intends to make
available nutrition labeling materials that can be used at the
point-of-purchase on the major cuts at www.fsis.usda.gov.
Final note: Current meat labels will be expanded by approx-

imately a half-inch on each side. USDA indicated that the
(SDA Food Safety Inspection Service will conduct label could be placed anywhere on the package

Education and Enforcement

SEND MONEY PAY BILLS REWARDS

Anywhere in the world Fast and easy Loyalty pays

The choice isinyour hands. Send money anywhere in minutes.

MoneyGram offers a range of payment services, including MoneyGram MICHIGAN MEMBERS:

money transfers, ExpressPayment bill payments, money orders and more! Da”'e'(Ma)CDerma'd
517) 292-1434

dmacdermaid@ moneygram.com
Fake advantage of the MoneyGram International Rewards Program for

faster services and discounted pricing for your customers. OHIO MEMBERS
Larry Wesssner

(614)306-1375

www.moneygram.com lwessner@moneygram com
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Sneak Peek
Tobacco Rec

By Thomas A. Briant

With the FDA's Center for Tobacco
Products now well into its second year of
administering federal tobacco regulations,
tobacco retailers need to be aware of addi-
tional regulations and enforcement actions
that may affect their businesses.

Marketing Surveillance

The FDA just released in October the
"Enforcement Action Plan for Promotion
and Advertising Restrictions,” which
details the agency’s strategy to gain com-
pliance with promotional and advertis-
ing regulations, plus the prohibition of the
sale of cigarettes and smokeless tobacco
to underage youth.

The FDA's action plan begins with using
“tobacco marketing surveillance” to moni-
tor advertising in print media and retail
point-of-sale displays. This surveillance
monitoring will be used, in part, to ensure
that in-store advertisements comply with
the required health warning statements.

Moreover, the surveillance monitors
will check to make sure that free samples
of tobacco products are no longer being
given away by a retailer; non-tobacco
gifts or other items are not offered with
the purchase of tobacco products; coupons
or proofs of purchase of tobacco products
are not exchanged or honored for non-
tobacco products; and that there is no evi-
dence of any tobacco brand-name spon-
sorship of an entertainment or sporting
event or sports team.

These surveillance monitoring activities
were authorized in the Family Smoking
Prevention and Tobacco Control Act,
signed into law during the summer of
2009, which granted the FDA the author-
ity to contract with states to perform the
surveillance inspections and compliance
checks.

Compliance Checks

Part of the surveillance monitoring
includes an underage minor attempting to
purchase cigarettes or smokeless tobacco
products. A state agency under contract
with the FDA will conduct these compli-
ance checks.

AFPD Bottom Line

The FDA’s surveillance program
requires that compliance checks be con-
ducted in rural, suburban, and urban areas
and take into consideration factors such
as geographic areas of a state with high
youth smoking rates (higher than the
national average of 19.5 percent), areas
where youth report easy access to tobacco
products, and areas located close to mid-
dle and high schools.

Retailer Penalties

In the event that a retail employee fails a
compliance check, the act contains two
schedules of penalties that can be assessed
depending on whether the retailer has an
FDA-approved training program. The pen-
alties include fines from $250 to $10,000.
depending on the number of violations.

If a retailer does not have an FDA-
approved training program, then the maxi-
mum penalties are even tougher.

In the event that there are at least five
violations over a 36-month period at any
particular tobacco retail location, a “no-
tobacco-sales” order prohibiting the sale
of tobacco products (for a specified peri-
od or indefinitely) at the location may be
issued by the FDA.

Approved Training Program

The term “approved training program'"
means a training program that complies
with standards developed by the FDA.
However, while the FDA tobacco regu-
lations do not require retailers to train
employees on how to prevent the sale of
regulated tobacco products to minors, the
agency uses a carrot-and-stick approach
for retail training by applying the different

lew

ations

penalty levels as indicated previously.

Besides ensuring that employees know J
the minimum age requirements to purchai
tobacco and are taught how to request pro
er identification for anyone who appears
younger than age 27, the FDA says an
approved retailer training program include
a description and specific examples of the
health and economic effects of tobacco ue
the establishment of an internal compliance
check system; a reward program to provide
employees who pass an internal compliant
check with a cash bonus or time off; and il
inclusion of an employee's pass or fail his-
tory from compliance checks in making c&
sions about compensation, promotion, or
retention.

Going Too Far?

The act has no requirement that retailers e
cate employees about the health effects ar
economic cost of tobacco use. Moreover,
while large chain retailers may have the
financial resources to plan and conduct in;
nal compliance checks, smaller independet
retailers may not have the financial means
needed.

In addition, the idea of giving cash bon;
es or time off and using overall compliam
check rates to determine annual salary, jof
retention, or job termination are not onlyle
side of the scope of the FDA, but also go i
beyond the requirements of the act itself *
store personnel, enforcing the law prohibr
ing the sale of tobacco products to minor
a part of the daily job duties and should 1
require special cash payments or time oft 1
These objections were submitted through *
public comments the National Associate
of Tobacco Outlets (NATO) and other d
trade associations. A final guidance duett
ment listing the elements of an appro‘ed
training program should be issued by the
FDA in the near future.

In sum. this is a reminder to retailers o
remain vigilant about complying with tx
federal tobacco regulations to ensure tha
tobacco products are not sold to minors

Thomas A. Brian! is executive direct
the National Association of Tobacco <
(NATO). Printed with permission fn<*
Magazine: www.cspnei
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Effective December 21, 2010. Michigan
requires all kegs of beer sold at retail to
have an attached identification tag, requires
ID and a signature to purchase a keg, and
has created an administrative tine for retail-
ers and a criminal penalty for consumers
for certain vio-
lations.

For purpos-
es of the bill.

“keg" means

any brewery-

sealed individ-

ual container

having liquid

capacity of five

gallons or more.

The bill, which

was introduced

in April 2009.

applies only

to kegs sold at

retail for use

by a member

of the general

public. A keg

does not need a

tag attached to

it if being used

for on-prem-

ise consumption

only, being stored, being transported for
retail use, or being used by a caterer pro-
viding the service. AFPD recommends that
retailers selling beer in kegs contact their
supplier and the Michigan Fiquor Control
Commission (MFCC) to obtain the appro-
priate and required customer tags, receipts,
and signs.

-AFPD Bottom Line

I(art Tal/lic
REQUIRED IN MICHIGAN

A retailer is required to:

¢ Attach an identification tag as pre-
scribed by the commission to a beer
keg before or at the time of sale.

¢ Post a commission-issued sign,

described above

* Require the purchaser to present a

driver’s license or state ID card and
complete and sign a receipt, described
above. A keg could not be sold with-
out the required identification
Refuse to return a keg deposit if a
keg was returned
without the
identification
tag attached.
However, the
bill would not
prohibit a com-
mission agent or
a law enforce-
ment agent from
returning an
untagged keg
and receiving
the keg deposit
on behalf of the
MFCC or the
law enforcement
agency
* Retain the
deposit as speci-
fied in depart-
mental rules.
« Retain a copy
of a receipt for at
least 30 days and
make the copies available for inspec-
tion by the commission and law
enforcement agencies.

Note that a retailer is subject to an
administrative fine of not more than $50
for failing to attach an identification tag
to a keg. intentionally failing to complete
the required receipt, or failing to obtain

the purchaser’s signature on the receipt.

A person who is not licensed as a retaile
or wholesaler by the commission and wij
removes the attached identification tag, |
allows the removal of the tag from a keg
he or she purchases, and/or who provides
false information in the purchase of a be*
keg is guilty of a misdemeanor punish-

able by imprisonment for not more than j
93 days or a fine of not more than $500,1
m~both I 1

MLCC:
Required to K

* MLCC must prescribe the i
purchasers would sign. At i
the receipt must contain a pi;
purchaser's printed name, ad
telephone number, and beer
number. The receipt must also <
tain the same information con
the commission-issued sign i
below.

* MLCC must supply signage |
must supply retailers with a sgn!
ing that a retailer will not returp |
deposit if the tag is not atl
the individual signing the rece pti
not to damage the keg or ren
alter the attached tag; and tha t
vidual understands the liability |
ing the beer to minors.

* MLCC must distribute and
identification tags, in numl
available upon request to
who sell beer in a keg. The
be of such size and materials
make them easily removable
for cleaning and reuse of the
keg's owner.
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North Pointe specializes in coverage for:
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Taking Advantage of WIC

Despite the health benefits of participa-
tion. many eligible households do not
participate in the Special Supplemental
Nutrition Program for Women. Infants,
and Children (WIC). While roughly
half of infants bom in the United States
receive WIC benefits, USDA statistics
indicate that eligible pregnant women and
children ages 1-5 are far less likely to par-
ticipate in WIC than eligible infants and
postpartum women.

This implies that a number of pregnant
women delay enrollment until after hav-
ing a child, and that many households

leave the program when a participating
child turns 1 year old. Research on the
factors that influence the dynamics of
WIC participation can inform outreach
and targeting efforts, so that vulnerable
populations receive adequate exposure to

ArEPD Bottom Line

the benefits of WIC participation.

USDA’s Economic Research Service
(ERS) has issued a new publication on the
WIC Program titled, “WIC Participation
Patterns: An Investigation of Delayed
Entry & Early Exit," by Laura Tiehen and
Alison Jacknowitz.

What Did the Study Find?

There are notable differences in the tim-
ing of household participation in the WIC
program.

* Among the mother-child pairs
(referred to as households) eligible for
WIC, 79.1 percent participated in the
program at some time during the peri-
od between the child’s birth and when
the child turned 1 year old (the “post-
natal-infant period”).

Of those who participated in the WIC
program during the postnatal-infant
period, 17.6 percent did not enroll in
the program until after the child was
born and 22.9 percent exited the pro-
gram when the child turned 1 year
old.

Postnatal Enrollment in WIC

The following types of households were
more likely than others to delay partici-
pating in WIC until after their child was
born:

» Households with higher income and
those with private insurance.
Households in which the mother has
a college degree and was employed
the year before giving birth.
Households in the Northeast and
those in urban areas with a population
of at least 50,000. By contrast, pre-
natal Medicaid recipients were much
less likely to delay WIC enroliment
until after having a child.

Exits From WIC

When a child turns 1year old, the WIC
household must recertify its eligibility for
benefits. Roughly 90 percent of postnatal-
infant participants retained eligibility after
the child turned 1year old. The following
types of households were more likely than
others to exit WIC after their child turns

1 year old:

* Households with higher income.

Please see WIC, page 26

WIC

WOMEN-INFANTS-CHILDREN

How was the Stud
Conducted?

Researchers used data from the E
Childhood Longitudinal Study-Birth
Cohort (ECLS-B), a nationally repr
sentative longitudinal dataset of ch
dren born in 2001. The dataset pre
vides demographic and economc i
mation collected from the child’s bi
ical mother when the child is 9 moi
and 24 months old, as well as infoi
mation from the child's birth certific
The ECLS-B collects extensive info
mation about the WIC participation
the mother and children in the hous
hold, and the timing of that participi
tion. In addition, a subset of i

who left the WIC program was <
report why they stopped receivin
benefits for their child.

The researchers used probit i
sion analysis to examine the 1
that influence postnatal, rather t
prenatal, enrollment in WIC and |
factors that influence a househc
from WIC once the child turns 1!
old. The researchers’ analysis |
on the factors that influence a |
hold’s participation: perceived |
the stigma or transaction costs (
ated with participation, and the (
ability of information on the pro
and its eligibility requirements.’
researchers also used multinon
regression to examine WIC |
characteristics that may have infl
enced WIC participants’ self-rep
explanation for leaving the progn

www.AFPDonlii*
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WIC

Continuedfrom page 24

¢ Households in which mothers are more educated and

were employed after the child’s birth.

* Mothers who did not breastfeed and those who breast-

fed for less than 6 months.

By contrast, households with income below the poverty
line and those that participated in prenatal Medicaid were
less likely to exit WIC after their child turned 1 year old.
Approximately 33 percent of households that left the WIC
program reported that they believed they were no longer
eligible once the child turned 1year old. and 27.8 percent
reported that they no longer needed food benefits.

When a child turns | year old. the eligible WIC house-
hold no longer receives the infant food package, which
contains infant formula for those who are not being breast-
fed exclusively, and transitions to the child food package,
which has a significantly lower retail value. This change in
WIC food benefits may play a role in a household’s deci-
sion to exit WIC.

Although WIC is not an entitlement program, few house-
holds reported that they were denied benefits due to lack of
program funds. Some households reported, however, that
the program requires too much effort and the benefits are
not worth the time (26.2 percent of those exiting) or that
they have scheduling and transportation problems (almost
10 percent of those exiting), suggesting that such transac-
tion costs of participation may be a barrier to continued
participation in WIC. HJIlI

N ew
Engl
Coffee |

L
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Approximately 33 percent of

households that left the WIC prograrr

reported that they believed they

were no longer eligible once the chil

turned lyearold, and 27.8 percent
reported that they no longer needed
food benefits.

Let’s talk coffee.
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For more information
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WWW NEWENGLANDCOFFEE.CO
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27th Annual

Michigan Food St

Petroleum Trade Show

Wednesday, April 13,2011
Suburban Collection Showplace

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

Connect with
Buyers and have son
fun at the 2011AFPD

For more information,

Contact Dawn Geiger Trade ShOW,
dgeiger@ afpdonline.org "
Phone (800) 666-6233 Down on the Farm

Fax (866) 601-9610
www.afpdonline.org
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Michigan Academic
Scholarship Program

Apply online at aim.applylsts.net/AFPD
or visitwww.AFPDonline.org
tor more information

ChioAcademic

SadlarshipProgram

For employees, their children AND
customers of Associated Food &
Petroleum Dealers members

tA-FPD

FOUNDATION

Apply online at aim applyists net/AFPD
or visit wwwAFPDonline org

for more information

can CHANGE Your Business

brings you “SOLUTIONS for your 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 * Inventory Management
* Food Service * DSD Replacement

* Marketing * Profit Enhancement

* Merchandising » Category Management

* Customer Service » Sales Growth

970 Irwin Itun Roed

P: 800.289.5872 F. 412.461.2734 wtMflinpais122
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PCI Compliance—A Global View

In an effort to both achieve and main-
tain PCI compliance, security has become
a global initiative. Merchants should
view PCI compliance as a business best-
practice and not a one-time, stand-alone
IT issue. According to David Wallace,
group manager, Data Security Standards
Compliance, Chase Paymentech. “The
hardest part isn't achieving PCI com-
pliance—it's maintaining it.” When it
comes to maintaining PCI compliance in
your business, sound security practices
are key—regardless of which side of the
globe your payments are processed on.
Sound security practices also
ease the implementation
of new requirements.

The first step to estab-
lish an effective cardhold
er data security program is to
examine the use of cardholder
data in your business environ-
ment. The payment brands’ rules
and regulations do not require mer-
chants to retain any cardholder data,

OVER u
OF 4uH Ij-JvV

For over 100 years, Absopure has offered the highest quality water
products to customers. Now there are more choices than ever. From
our convenient 8-ounce size to our economical gallon and
2.5 gallon bottles, there is a size for every thirst. Absopure's
all-new Eco-Pak bottles, made from recycled bottles, are the
latest Absopure innovation. i ]
The unique new bottle promotes recycling - protecting the
environment and creating jobs through increased recycling—while
offering consumers a more responsible choice in the
bottled water aisle.
With so many products to choose from, Absopure Water makes it easy
for everyone to enjoy delicious, refreshing water anywhere you go.

and eliminating the cardholder data alle-
viates the need for most PCI compliance-
driven initiatives and reduces liability in
the event of a data breach. In fact, many
companies use third-party services for
cardholder data storage and access to com-
pliant payment applications to help reduce
their PCI compliance requirements.

The good news from a global per-
spective is that the PCI Data Security
Standards (PCI DSS) are accepted
by all payment brands
globally.

U

See all that Absopure has to offer.
Call toll free or visit us on the web
1-800-4-ABSOPURE + www.Absopure.com

Itfil -WFPD Bottom Line

As a result. Visa’s® regional programs ai
becoming more aligned each year, allow-
ing the flexibility required to meet the
needs of individual geographic markets.
And finally, individual payment brands'
cardholder data security program require-
ments are also showing signs of greater
alignment between brands.

Ultimately. PCI requirements will con-
tinue to change to meet emerging threats
to the payment system The payment
brands’ data security programs will likel)
vary from brand-to-brand and region-to-

region. Merchants that view security
as a necessity and compliance as;
result will benefit from a redut
tion in the scope, cost, com
plexity, and implementatior
time required to both achiei
and maintain PCI compliance. For
more information on security and PCI
compliance, contact Account Executive
Jim Olson at (866) 428-4966. James.
Olson@ ChasePaymentech com or visit
www.chasepaymentech.com/datasecurit)

HOOLDIO **
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Lower Your Cost of Payment Acceptance

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

For more information, please contact us at 866.428.4966.

‘Pricing for AFPD members is proportionate to the number of members enrolled in the AFPD/Chase Paymentech exclusive program The more AFPD
members that sign up with Chase Paymentech the more likely it is for your processing rates to decreaselCurrent pricing at interchange pass through
plus $0 07 per authorization Additional fees may apply All rates subject to change without notice

A Proud Supporter

M nlfeA'FPD CHASE O
FOOD & PETROLEUM DEALERS Paym entech
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Cheers!

AFPD, we salute you
at your 95th Annual
Trade Dinner & Ball.

Effen Pamatini

lounce Effen

3/4 ounce Pama

1/4 ounce DeKuyper triple sec
3ounces of cranberry juice

Mix in shaker with ice then pour into a
chilled martini glass

EFFEN Vodka, 100% neutral spmts distilled from wheat grain 40% alc./vol (80 proof) ©2011 EFFEN Import Company, Deerfield. 11
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Executive Vice President, Petroleum

Petroleum News a View

Cold Weather Brings Sales Opportunitie

f you sell fuel or repair cars, the cold, winter weather

provides extra sales opportunities for your business.

While the repair garage members take advantage of the
cold weather opportunities. 1’ve noticed c-store and gas
station retailers are squandering these opportunities. You
might not have a garage full of tools, but there are some
functions you can perform for the motorist, and make some
extra money doing so.

W indshield Washer Fluid —Make sure you have an
adequate supply of windshield washer fluid available for
sale Offer to install the
fluid for the customer;
this service could be the
deal-maker. On inclement
weather days, this item is
a must on your suggestive
selling list. Keep a couple
gallons right on the counter
at the cashier on messy
days.

Windshield Wipers—

Windshield wipers tend

to be one of the mystery parts of a car. Most wiper blade
packaging has detailed, easy to understand installation
instructions. Offer to install the wipers. Practice on your
own car. This is more often than not the “deal-maker"
Keep an adequate stock on hand, in a highly visible area of
the store. Wiper blades are a great profit booster, also.

De-icer Fluid —De-Icer fluid to aid in thawing frozen
car locks is another item that you need to keep in your
inventory for those days when the weather changes
dramatically from relatively warm and wet to very cold
and dry, or for those customers who wash their cars on
very cold days and suffer from frozen door or trunk locks.
Graphite to keep the locks lubricated is another shelf item
not to be overlooked.

Fuel Line Antifreeze— Fuel line antifreeze is another
item that should be a part of your "auto service” shelf.
Motorists who operate their vehicles on the bottom quarter
of their fuel tank are likely to be victims of fuel line
freeze-up. Suggest to the customer that a dose of fuel line
anti-freeze installed as a preventative measure during cold
weather is a good investment.

-AFPD Bottom Line

Snow brush. Ice Scrapers— Failing to maintain an
adequate inventory of snowbrushes and ice scrapers is
inexcusable. It seems most every motorist misplaces
last winter's snowbrush and is a potential candidate for
a replacement. Keep a selection of at least two different
choices of snowbrushes for the customer.

G loves— Another item that customers lose with the
change of seasons is gloves. A rack of several varieties ol
utility style gloves is a must. Keep them displayed in sigl
for all customers.

Pre-mixed Antifreeze
Coolant—Pre-mixed. ready
to install anti-freeze is anothei
shelf item that you need to
keep in inventory. Customers
who are low on coolant can
install the premixed version
of antifreeze without fear of
improperly mixing antifreeze
with water. Offer to “install **
the anti-freeze if you are
adequately staffed. In any
case, warn the motorist to add the coolant to the overflow
reservoir only, not directly to the radiator, and do not
remove the rasiator cap unless the engine is “stone cold" !
A hot engine can have a cool radiator that will spray the
customer with scalding fluid when the radiator cap is
removed. Whenever the cap is removed, it needs to be
done slowly and carefully to avoid being scalded.

Salt—Don’t forget to inventory thawing salt for your
own use and for sale. This is an impulse item that many
customers, whether driving or walking to your store, find
themselves in need of at the most inappropriate times.
Keeping a supply of salt on hand is also handy for your
own use on those days when icing problems present
themselves on your driveways.

These are a few of the sales and profit opportunities
that you cannot overlook. Not all customers are buying
at the “big box” stores, and not all customers are
prematurely prepared for inclement winter weather.
Therefore, you need to be prepared to satisfy their
immediate, unexpected need. HiIll

www AFPDonlin
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Who W e Are . .
“Power Buy” M ission
Supplier Statement

Delivering Petroleum Quallty
Products & Services, ..

on Demand and On Time. EffIClenCy.
e Wholesale Fuel Affordability
e Technology ]
= Construction ... Isour Standard
e Financing
- Incentives Branded Fuel Supply

40500 Grand River Ave. Ste#C | Novi, Ml 48375
248.474.0900

WWW HighPointeOil.com


http://WWW.HighPointeOil.com

PREMI UM I CE

What Do You Need From Your
Packaged Ice Company?

1. Production Plants and Distribution Centers Throughout the Midwest?
2. A Commitment to exceptional Customer Service?
3. Customer Specific Programs Tailored to Your Special Needs?

4. A “Full Service” Packaged Ice Company with a complete offering of products?

Arctic Glacier will do it all for you!



BENCHMARKINSURANCE
FINANCIAL SERVICES

When was the last time you had your insurance reviewed?
We offer free quotes with no obligation and may save you hundreds, even thousands.

L etus beyourtrusted insurance advisor.

FULL SERVICE AGENCY OFFERING INSURANCE FOR:
Supermarkets « Shopping Centers « Gas Stations « Homes « Auto
Banquet Halls « Churches « Health Insurance ¢ Life Insurance
And Many Financial Services...

Wafa Daimi tevenjaboro

30600 TELEGRAPH RD SUITE 3355 BINGHAM FARMS. MI 48025
PHONE: 248-642-0700 | FAX: 248 642-0701
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Shawn

JAPPAYA, Esq.

Attorney, Jappaya Law, LLC

Appealing Your Property Taxes

iven the economic condition of Michigan over

the last few years, record numbers of property

tax appeals have and continue to be filed with the
Michigan Tax Tribunal (MTT) seeking property tax relief.
For such taxpayers some information about the fundamentals
of these appeals should be especially helpful, so here are a
few frequently asked questions.

Why did my taxes
increase even though my
property is worth less this
year?

On March 15, 1994.

Michigan voters passed a

constitutional amendment

known as Proposal A.

Proposal A was designed

to limit the increase of

property taxes from year to

year. This is accomplished

by limiting the increase in

taxable value of a property

to either inflation or 5 percent, whichever is less. However,
when a property is sold the property is uncapped and the
taxable and assessed values become equal.

Every spring, property owners receive their tax assessment
notices in the mail. It is very important to understand all of
the values on the notices and to understand what each value
represents. For most taxpayers, the two main values to look
at are the taxable and assessed values. Proposal A is the rea-
son why we have these two values. The taxable value, multi-
plied by two, represents the cap on value placed by Proposal
A and is the amount that tax is based upon. The assessed
value, multiplied by two. represents what the municipal-
ity believes is the actual value of the property. However, in
order to reduce your property taxes, a taxpayer must demon-
strate that the fair market value of the property is less than
the taxable value times two.

One consequence of Proposal A makes it possible that
property taxes will increase in a year when the actual value
of the property has actually decreased. This is because over
the years (in a good economy) the gap between the taxable
and assessed value continually increases. However, as in
the last few years, when the economy takes a downturn, it’s

-AFPD Bottom Line

possible that the increased taxable value of the property
may still be less than the decreased assessed value.

How do | appeal my property taxes?

Taxpayers have a right to have the MTT determine their
properties values as of December 31 each year. Owners
of certain kinds of property —in particular properties
classified as commercial or industrial real property —can

file a valuation appeal directly
to the MTT without first
protesting at the local Board of
Review. Conversely, taxpayers
who disagree with a property's
classification (which can impact
the taxes due) and owners of
residential property must first
file an appeal at their local
Board of Review.

Regardless of the type ot
property and issues or amounts
involved, taxpayers must make
sure that the MTT’s rules

and appeal deadlines are satisfied. Ordinarily, most non-
residential property tax appeals must be filed by May 31
Appeals for properties that are classified as residential

must be appealed by July 31 after an unsuccessful Board of
Review decision.

While tax appeals do take some time and effort, the
resulting tax savings can be very worthwhile. The current
economic condition in Michigan, coupled with the mass
appraisal technique that assessors use. may subject a
property to taxation that is more excessive than ever
before. Additionally, a reduction in value will potentially
provide savings even after the real estate market has
recovered because Proposal A limits the future growth in
taxable value.

It may be that in 2011 the best investment that property
owners can make is to review their property taxation and
seek a tax reduction where appropriate. HIl

Shawn Jappaya is an attorney at Jappaya Law. PLC
specializing in Property Tax Appeals and Michigan and
Federal Tax issues. He can be reached at (248) 620-0800
or sjappaya@jappayalaw.com

www.AFPDonlin®


mailto:sjappaya@jappayalaw.com

APPAYA
J Law, PLC

www.iappayalaw.com

APPEAL YOUR PROPERTY TAXES
DON’T PAY MORE THAN YOUR FAIR SHARE

Commercial |Industrial | Residential

other Areas of Practice...
Michigan Tax Disputes | IRS Representation
State Incentives & Credits

Business Law

ill 248.626.6800

X: 248.626.6805
ippaya@jappayalaw.com

25 Orchard Lake Road, Suite 222
est Bloomfield, MI 48322

| Real Estate Law


http://www.iappayalaw.com
mailto:ippaya@jappayalaw.com

Ron

MILBURN

AFPD Vice President— Ohio

It Pays to Participate in AFPD Programs

rty Cline is an AFPD Member in Southeastern
hio. Approximately 2 years ago, AFPD intro-
uced Marty to Liberty USA Marty seemed to

of this growth to the
new designs of coffee
counters, food service

e very satisfied with his current supplier but as a pro- counters, and other

fessional businessman he agreed to participate in a meet-
ing with Liberty to find out what kind of programs and
assistance they could give him in his businesses After
the first meeting, he was so impressed with Liberty's
proposed
programs
- ver-
sus what
his cur-
rent sup-
plier made
available to
him - that
he agreed
to a sec-
ond meet-
ing and at
that time
he became a Liberty customer.

Marty was very impressed with the changes the
Liberty Business Consultant, Jeff O'Neal, presented
and was anxious to get moving on making the changes.
Liberty agreed to work with Marty on the construction
of new coffee bars, transaction counters, candy racks,
and, in one store, a food service island for sandwiches
and donuts. Marty also recent-
ly signed up for the Freedom
Solution program that allows
a Liberty representative to
come into the store, inventory,
and submit an order on certain
products.

Marty’s store sales infor-
mation, made available to
AFPD, showed an annu-
al increase over the past
year of $36,940.00 since
he has been a Liberty cus-
tomer. Fie attributes much

-AFPD Bottom Line

changes, as well as to

Jeff O’Neal’s knowl-

edge of the business

and the recommen-

dations that Jeff has

made. Cline says,

"I believe the new

Freedom Solution

Program that Liberty

introduced recently

has been one of the

best additions to my

business 1 believe

business owners

should take the time

to look into AFPD

Programs that will

help generate additional sales and increase profits.”

AFPD could write other success stories about AFPD

members who participate in the Liberty programs as

well as other programs APFD has to offer. If you have

interest in meeting with Liberty or learning about other

programs AFPD endorses, it takes no more than a call to

the AFPD office to set up the appointments. Or, if you

want to see what is creating these successes, you can go

to our website - www.afpdon-

line.org - to view the programs
AFPD offers.

Marty Cline’s success storv
demonstrates that changes in
your business will absolutely
increase profits in your business.
It is the goal of the professional

representatives from AFPD’s

endorsed suppliers to help
you be more successful

Ron Milburn is AfPD's
vice president—Uliio.

www AFPDcnlint
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Contact our Grand Rapids Distribution Center to learn
about our many new items,plan-o-grams and
services to grow your business !

1180 58th Street Call; 1-800-874-5550 or e-mail;
Grand Rapids, MI, 49509 joe.laginess@hthackney.com or
www.hthackney.com craig.diepenhorst@hthackney.com
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http://www.hthackney.com
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FOOD & PETROLEUM DEALERS

AFPD graciously thanks these companies for their generous supp
in meeting our goal in the Food Stamp Distribution Initiative

RETAILERS:

7 Mile Foods

8 Mile Foodland

Americano Market

Apollo Supermarket

Banner Supermarket

Fairline Food Center

Family Fare

Family Foods - Harper Woods

Family Foods Super Store

Farm Fresh Market

Farmer John Food Center

Food 4 Less

Food Express

Food Giant Supermarket

Food Max Supermarket

Food Town Supermarket

Gigante Prince Valley

Glory Foods Supermarket
8 Mile, Detroit

Glory Foods Supermarket
Outer Drive, Detroit

Glory Foods Supermarket
Telegraph, Detroit

Glory Foods Supermarket
Hamtramck

Glory Foods Supermarket
Highland Park

Grand Price

Greenfield Market

Harper Food Center

Huron Foods

Imperial Supermarket

Indian Village Marketplace

Joe Shallal

Joy Thrifty Scot Supermarket

Krown Supermarket

Lance’s Hometowifc

Majestic Market

Mazen Foods

Metro Food Center

Metro Foodland

Mike's Fresh Market - Gratiot, Detroit
Mike's Fresh Market - Livernois, Detroit
More Food 4 Less

New Merchant Food Center
New Pick & Save Market

New Super Fair Foods
O'Briens Supermarket
Palace Supermarket

Park Street Market

Parkway Foods

Pontiac Food Land

Sak N Save

Save A Lot - Conner, Detroit
Save A Lot - Fenkell, Detroit
Save A Lot - Grand River, Detroit
Save A Lot - Gratiot, Detroit
Save A Lot - Ecorse
SaveALot-Ferndale

Save A Lot - Jackson

Save A Lot - Madison Heights
Save A Lot - Plymouth

Save A Lot - Pontiac

Save A Lot - Roseville

Save A Lot - Southfield

Save A Lot - Schaefer

Save A Lot - S. Schaefer
Save A Lot - Telex

Save A Lot - Warren

Save A Lot- Ypsilanti

Savon Foods

Save-Plus Super Store

Seven Star Food

Shopper s Market - Centerline
Shopper’s Market - Warren
Thrifty Scot Supermarket

DONATIONS RECEIVED AS OF PRINTING OF THIS ISSUE

University Foods

US Quality Supermarket

Value Center Market - Clinton Twp.
Value Center Market - Livonia
Value Center Market - Warren
Value Fresh Market - Warren
Value Save -- Livernois

Vegas Food Center

SUPPLIERS:

AFPD Foundation........cceoveenenennne $25
SUPEIValU. e $15
Save A Lot Corporate......eveneenes $10
Affiliated Foods Midwest.......ccccuvurn. %
Country Fresh.. s %

D & B Grocers Wholesale................. %
DairyFresh. e %
Prairie Farms Dairy CO.....ccooeevvviverennns %
Sherwood Food Distributors............. %
Wolverine Packing Company........... 8B
Everfresh - Sundance........cccocveneenee 5 |
Faygo BEVErages...rmnrenninnns $2.501
PePSICO. e ®
Trade Source, Inc.. 820 1
Value Wholesale........cccooovreninincnns ®01
American Paper & Supply.....cccouuune. i
HMR Distributors....cooocovenevereniennn. $1
Intrastate Distributors......eveene. $1
Kap's Wholesale Food Service........ $
Mason's Bakery. ... %
Metropolitan Baking Co.... 8

Tradewell Distributors.....ccccooveevnnen. R
Kap’s Retail.....cocoovnnnenininenenenene $
Universal Wholesale.........c.cccoevverinnnnns |
Weeks Food Corporation................ S|

Piquette Market........cccooeveniencnicnenns -
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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 ED numbers end in O, 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 ED number ends in 4 will receive benefits on Jan. 7, Feb. 8. March 9,
April 10 and on the 11thday of every month beginning in May 2011.

If you have questions about this schedule, please call 877-390-3327

uoT DIGIT OF

caseidm Jsn Fab Mar Apr M ay Jun Jut Aug Sep Oct Nov Dec
o 3 3 3 3 3 3 3 3 3 3 3 3
1 4 5 5 5 5 5 5 5 5 5 5
2 5 6 7 7 7 7 7 7 7 7 7 7
2 6 7 8 9 9 9 9 9 9 9 9
4 7 8 9 10 11 11 11 11 11 11 11 11
S 8 9 io 11 12 13 13 13 13 13 13 13
. 9 10 11 12 13 14 15 15 15 15 15 IS
7 10 11 12 13 14 15 16 17 17 17 17 17
B 11 12 13 14 15 16 17 18 19 19 19 19
° 11 12 13 14 15 16 17 18 19 20 21 21

x. religion, age national origin, color, height, weight, marluil status, sex. *e>

of Human Services (IM1S) will nm discriminate against <m> individual or group because ol
iincn*.am with Disabilities Act. you are invited to make your needs known to a D1IS office in

*»- political belief* or disabling Ifyou need help with reading, writing, hewing, etc . under tl
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Understanding Your Property Taxes

nderstanding how your property taxes are calculated

on your home or business can be virtually impos-

sible; yet, if you don't pay your taxes, there are seri-
ous and very expensive consequences including forfeiture
of your property.

* How can market values drop dramatically while my

property taxes keep rising?

* How can | appeal my property taxes?

« What is the process to appeal?

* When do | appeal my property taxes?

The answers to these questions
and many more can provide you
with an opportunity to save thou-
sands of dollars if your property is
over-valued for tax purposes.

Step 1: Understand Tax Day.

Your property is taxed based on

its condition, or legal status, as of
December 31 of the previous year.
So, when you get your Notice of
Assessment in March, it is based on
the condition of your property as of
December 31 of the previous year.

This can be critical if your proper-
ty was under construction as of tax
day. You must ascertain the level of
completion, or lack thereof, as of
tax day and be able to present proof. Such proof could be
pictures with a date imprint.

For multi-tenant properties or owner-occupied non-resi-
dential properties not being utilized at their fullest capacity,
establishing the occupancy or use level as of tax day is criti-
cal.

Step 2: Gather Your Data. This is especially important
if you performed any major construction on your property
between tax dates. Gather all your receipts and/or contracts.
This also applies if you removed something from your prop-
erty like demolishing an old garage.

In addition, if you are aware of any similar properties
that have sold in your area, get the addresses and share this
information with your representative.

For income producing properties such as apartments, strip
centers, or any multi-tenant building, actual revenues and
expenses are critical, given that they are utilized in deter-
mining a property’s taxable liability.

Step 3: Contact an Appraiser. If you really think your
property is over-valued for tax purposes, don't wait until
March when you receive your new assessment notice.

-AFPD Bottom Line

Under certain conditions, it's possible to get a good guessti-
mate of your new tax liability without waiting for the actual
notice.

The only professional that can build a strong case for a tax
appeal is either a qualified appraiser or attorney, and the only
successful defense for a tax appeal is an appraisal report.

Step 4: File Appeal in a Timely Manner. With a few
exceptions, most communities will mail their assessment
notices in late February or early March. It is important to note
that the City of Detroit does include a two-tier process which

starts in February.
You need to make an appointment to
appear before the Board of Review. Call your
Assessor s office and understand how this can be
done. Some communities will handle this request
by phone, while others will require a letter. Read
your notice carefully to better understand your
rights.
Non-residential properties can bypass the local
board and appeal directly to the Michigan Tax
Tribunal by May 31.
Step 5: Appear Before Local Board of
Review. Property owners are typically given
around five minutes to argue their case before
the local Board of Review, so be prepared. Make
sure all of your documents are in order and have
enough copies for all members of the Board of
Appeals as well as the Assessor. Speak clearly and answer
questions directly. Remember, these people live in your neigh
borhood and are just as familiar with the market as you are.

The best person to argue your case is a professional such as
an appraiser. Having a professional who understands the rule’
of appraising for tax appeal purposes will lessen the confusion
and help ensure a smoother process.

Some cities allow you to appeal in writing, while others
require the taxpayer’s attendance at the appeal. Just remember
to read your Notice of Assessment carefully.

Step 6: Appeal to Michigan Tax Tribunal (MTT).
Typically, a few weeks after your local appeal, you will receive
a letter as to the decision of the Board of Review. If you don't
agree with their decision, you have the right to appeal to the
Michigan Tax Tribunal (MTT) in a timely manner.

This isfor informational purposes only and should not be
retied upon as legal or tax advice. Judeh & Associates is not
responsible for any inconsistencies between the information
herein and the requirements of State law or your local taxing
authorities. Hill

www.AFPDonlinf
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TAX APPEALEXPERTS

JUMANA JUDEH, MAIJ"GAA
Your Real Estate Solution

Don't miss your opportunity to appeal your taxes/!
Notices of assessments are

COMING TO YOUR MAILBOX SOON.

WE UNDERSTAND WHAT CREATES PROPERTY VALUE, HOW SUCH
VALUE IS INFLUENCED AND HOW THE CHARACTERISTICS OF A
PROPERTY ARE AFFECTED BY MARKET CONDITIONS.
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Michigan Lottery Commissioner
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Million Dollar Sales at 39 Retallers

he Michigan Lottery is pleased

to recognize retailers for the out-

standing job they have done sell-
ing Lottery products this past year.
In 2010, there were 39 retailers who
achieved $1 million or more in Lottery
sales, an increase from 2009. These out
standing retailers are to be commended
for the terrific job they have done and
for the service they have provided to
their Lottery customers.

Hold "Em I’oker: This new $5 game
launched on January 24th and features
instant win cash prizes up to $200,000
and an Internet-based virtual Hold "Em
game that will award an additional
$100,000 in cash
prizes along with
weekly prizes of
free instant tickets

Players can
access the virtual
game and play
Hold 'Em against

More than 94 cents
of every dollar spent
on Lottery tickets

is returned to the
state in the form

of contributions to
the state School

game and drawings. Players winning a
cash prize must first detach the Virtual
Hold '‘Em Entry Code stub from their
ticket before redeeming their prize. The
Hold 'Em Poker ticket is also eligible for
the Lottery’s Instant Replay contest.

Atari: This $2 game launched on
January 3rd and features a second
chance contest which will award a grand
prize home theater system. The system
includes a 60" LCD HGTV. a home the-
ater sound system, a Playstation 3 con-
sole (320 GB model) and a $250 gift cer-
tificate. The grand prize drawing will be
held on May 10th; deadline to enter is
May 9th.

In addition, five
bonus drawings will
be conducted to
award K) winners a
Playstation 3 console
(320 GB model).
Two consoles will
be awarded in each

MICHIGAN

five animated play-
ers when they visit
the Player's Club
website and sub-
mit the Virtual
Hold 'Em Entry
Code found on
iheir Hold 'Em
Poker instant tick-

Aid Fund, prizes to

players and commissions to retailers.

In fiscal year 2010, the contribution

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.gov/lottery.

of the five drawings,
deadline to enter

the final drawing is
April 18th.

To enter the Atari
second chance con-
test, players must
submit three non-
winning Atari
instant tickets at the

et. A player can

earn between 4 and

20 entries into one of five drawings for
$10,000 and the grand prize drawing for
$50,000! In addition to cash prizes, each
week between February 8, 2011 and
June 20, 2011 a total of $1,000 worth of
Hold 'Em Poker instant tickets will be
awarded to the top 10 players who have
accumulated the most entries in the pre-
ceding week. Every Hold 'Em Poker
instant ticket is eligible for the virtual

AFPL) Bottom Line

Lottery's Player's
Club website at www.MichiganLottery.
com.

Player’s Club: In addition to sec-
ond chance contests, players can redeem
points in member only contests where
they can win tickets to sporting events,
gift cards, and merchandise. For more
information on these contests and all
Player’s Club second chance contests, go
to www.michiganlottery.com. il

Congratulations to
following retailers,
whom achieved dv 3
$1 million in sales.

+ Oak Liquor and Wine, Oak |

» New Super Fair Foods Inc., |
« Stop N Shop I, Saginaw

* Short Stop Depot, Saginaw

* Beverage 1, Detroit

* New Northend Market, Oak Pa
+ Danny’s Fine Wines, Oak Park
* Greenfield Party Shoppe,

« Gratiot Fairmont Market, |

« Five Star Liquor, Dearborn

* In N Out Store #31, Detroit

* Bell Bar, Bay City

* M C Petro Inc., Detroit

* Cherry Belt Party Store, Inkste
* Sunny Mart, Muskegon

* Glass Bottle Shoppe, Detroit

+ Oakland Liquor Party Shopp

* Variety Foods Mini Mart, Dear!
* Mario's Market, Lansing

» Uccello’s #2 Inc., Walker

« Parkway Foods, Detroit

+ Sax Discount, Taylor

* Big J Market, Detroit

* Luxor Market, Detroit

mDuffy’s of Flushing, Flushing
mLiquor Plus, Detroit

>Sana Mini Mart, Detroit

* Great Baraboo Brewing Co., |

* Town & Country Liquor, Sou
wGilbert's Lodge, St. Clair Short
mngelo's Food Specialties, Benti
«Gator Jakes, Sterling Heights
mSeven Star Food Ctr. Inc., Detr
>Rosie O' Grady's, Chesterfield
mScotia Stop Food Store, Oak Pa
m-lorentine's Pizza, Grand Rapid
m\| T Loonies, Temperance
mLarry’s Market, Detroit
mCountry Farm Market, Pontiac

www AFPDonlii*
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You deserve a little credit, too.

Because ol your hard work selling Lottery tickets, last year $701 million was contributed to the state
School Aid Fund - a good thing for our kids You also helped players take home $1 38 billion in prizes,
making good things happen for local communities And because 10,000 local businesses earned $170
million in commissions last year, you're making good things happen for yourself So thanks for all the work
you do and all the good things you help make happen for Michigan

*«il*inor.m » ,yDUM(1-k),0Bk>te youv. got aprobwr Call Mmot cont«»nMI help

LOTTERY.



M1 Legislative Upd.

Joseph
PALAMARA

Associate, Karoub Associates

Governor Snyder:
Unbelievable Must Be Achievable

nder sunny skies and unseasonably warm tem- ""Many of us will have to take a step back in the short-
peratures. the 2011-2012 term pushed off to a term to move us all forward in the long-term,” Snyder said.
fast start as new Governor Rick Snyder began his "We must do this together and not leave some behind,” he
term by calling on the state to "reinvent" itself. continued.

“The old unbelievable needs to be the new achievable,” Snyder’s main objectives that he would like to see accom-

Mr. Snyder said in his inaugural address minutes after plished during his tenure are:

being sworn in as Michigan's 48th Governor. « Michigan will be a globally competitive leader in

Governor Snyder referred several times to his elec- innovation;

¢ Michigan will create more and better jobs;
« Michigan will create a bright future for its youth.
"We shouldn't walk Governor Snyder wrapped up his remarks by saying,
f hiah “Underlying the key to our success is to change our culture
away rom Ig Let today be the birth of the era of innovation and the rein-

expectations. [tistime vention of Michigan,” Mr. Snyder concluded.

R H Lt. Governor Brian Calley. a former state representative,
tod ellve.r on P Ig h carried on many of Governor Snyder's themes in his short
expectations. inaugural address.

“In the past, it's been too easy to place faith in our gov-
ernment. That’s been a mistake,” Calley stated. “We have
the people, the innovators, the entrepreneurs to bring about
a new era in Michigan - not through government direction,
but through the creation for an atmosphere conducive for jo
growth,” Calley said.

The most overwhelmingly Republican majority of offi-
cials in years took shape with the swearing in of Secretary
of State Ruth Johnson and Attorney General Bill Schuette
Johnson received the loudest ovation when she said. "We re
built of strong stuff in the state of Michigan. Our ancestors

tion as tantamount to being "hired" to be Governor and didn’t come here to lay in the sun. They came to work!"
that the state must be willing to be bold and unafraid to Schuette announced that the day marked a "'fresh start for
address head on what before had been deemed as unat- Michigan.” He went on to point out that Michigan wants a
tainable. Snyder was very clear that Michigan's “bright government that “'taxes less, spends less, and provides more
future™ will not come without *'shared sacrifice”. He freedom." Schuette summed up the sentiments of many
said the time of “fighting among ourselves™ is over and when he said, ""A new team has been hired, now it’s time to
that only by “10 million people working together' can deliver.”
Michigan move forward. The AFPD team will be working closely with these newly
"I have been cautioned by many that expectations elected statewide office holders, as well as the new legis-
are too high,” Snyder said. “We shouldn't walk away lature, to make sure that their ideas to “reinvent Michigan®
from high expectations. It is time to deliver on high coincide with AFPD's ideas for a better Michigan. Let the
expectations." dialogue for Michigan’s better, brighter future begin BHll
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SMART WAY RECYCUNG LLC

YOUR WASTE IS OUR BUSINESS

WE PROVIDE SERVICES TO:

Supermarkets
Logistic Warehouses ON SITE - OFF SITE

Distribution Centers _ _
Industrial Facilities Office Paper Shredding
&
Confidential Document
Destruction

Corporate Offices
Printing Companies
Magazine Distributors
Newspaper Publishers

Visit our website at www.smartwayret yding.net or email us at ssenawiC«>smarTwayre<:yding.net
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OH Legislative Update

Vice President— Capitol Strategies Group

Things are Heating Up in Columbus

Gasoline Tax Expected to Remain Static in Ohio
Responding to a statement by former Senator George
Voinovich calling to increase the federal gas tax. Governor
John Kasich took any increase in the state's 28 cents per
gallon gasoline tax off the table. During the campaign,
Kaisch took a solid stance against increasing taxes, even
signing the Americans for Tax Reform anti-tax pledge.

The use of the revenue from the state's gas tax is
still a matter of debate. In the outgoing administration's
final budget suggestions, former Director of the Ohio
Department of Public Safety Thomas Strickath proposed
to almost double the amount of Ohio’s gas tax revenue
allocated for the State Highway Patrol In the ODPS
proposal, the Department would receive $27 3 million per
year instead of the current $16.2 million by increasing
the amount the patrol receives from the state’s gas tax.
Incoming Director Wray has previously stated that he does
not support diverting revenue derived from the gas tax from
Ohio's transportation needs; however, he did indicate that
this would be a decision made by the governor’s office In
a recent interview on the patrol’s budget shortfall. Governor
Kasich would not comment on whether or not he supported
increasing the percentage of the gas tax allocated to the
patrol.

Senate Rejects 78 Strickland Appointments
Along mostly partisan lines, the Senate rejected 78
appointments made by Governor Strickland during one of
their last voting sessions of the 128th General Assembly.
While Democrats decried it as a political move, the

Senate Republican majority said that they rejected the
appointments because they believe Governor-elect Kasich
should have the opportunity to fill these key policy
positions. The Senate did confirm the outgoing governor’s
appointments of more than 200 individuals to serve on
various boards and commissions. Among the rejected
Strickland appointees were members selected to fill slots on
the State Lottery Commission and board of directors for the
Ohio Bureau of Worker’s Compensation. Governor Kasich
now has authority to make his own appointments to these
positions, subject to Senate confirmation.

Strickland Appoints Yvette McGee Brown to

Ohio Supreme Court

In December, Governor Ted Strickland made history by
selecting running mate Yvette McGee Brown to till a
vacated spot on Ohio’s Supreme Court vacated by Justice

—AdPD Bottom Line

Maureen O’Connor, who was elected Chief Justice in
November. McGee Brown is the court’s first African-
American female member. She previously served on the
bench of the Franklin County Common Pleas Court, leaving
in 2002 to create the Center for Child and Family Advocac\
at Nationwide Children's Hospital; in 2010, she ran as Ted
Strickland’s Lieutenant Governor. The Supreme Court of
Ohio is now comprised of 6 Republicans and 1 Democrat
(McGee Brown) and maintains a 4-3 female majority for
only the 3rd time in the court's history.

Appointments Made to Fill Senate, House Seats
A number of state legislators were elected to other

offices in 2010 or appointed to positions within the new
administration, leaving vacancies for the Republican Caucus
to fill. Below is a list of the vacated districts and the current
status of the appointment.

Ohio Senate District |—Vacated by Steve Buehrer (R)
Steve Buehrer was appointed BWC Administrator;
the Senate Republican Caucus has not yet selected a
replacement.

Ohio Senate District 6—Vacated by Jon Husted (R)
Jon Husted was elected Ohio Secretary of State in 2010.
The Senate Republican Caucus selected Peggy Lehner, who
was first elected to the Ohio House of Representatives in
2008 and previously served three terms as a member of the
Kettering City Council.

Ohio Senate District 22—Vacated by Bob Gibbs (R)
Bob Gibbs was elected to Congress in 2010; the Senate
Republican Caucus has not yet selected a replacement.

Ohio House District 37— Vacated by Peggy Lehner (R)
Peggy Lehner was appointed to the 6th Ohio Senate District.
The Montgomery County Republican Party recommended
attorney James Butler, but the House Republican Caucus
has not yet selected a replacement.

Ohio House District 77—Vacated by Jim Zehringer (R)
Jim Zehringer was appointed Agriculture Director. Local
county parties have recommended former Rep. Jim Buchy
as Zehringer’s replacement, but a formal appointment has
yet to be made.

Ohio House District 98—Vacated by Tim Grendell (R)
Sen. Tim Grendell won election to this seat, but decided to
continue serving in the Ohio Senate. The House Republican
Caucus appointed incumbent Rep. Richard Hollington, who
was previously appointed after former Rep. Matt Dolan left
the legislature, but withdrew from reelection after Grendell
announced his intent to run for the House seat. 111l
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Safety Sense

Don't Miss Workers'Comp Program Deadline

deduction in Maximum
Discount

)hio employers should
eceive their payroll reports
rom the Ohio Bureau of
Vorkers’ Compensation
vithin the next several weeks. This is the first time group-
ated employers will pay at the 51% maximum discount the
)hio BWC set for the 2010 rate year. Due to the drop in the
naximum discount, many group rated employers may see an
nerease in their BWC premiums.

Now, more than ever, it is important to be with a quality
hird-party administrator (TPA) with stable group discounts,
flou haven't evaluated the Associated Food and Petroleum
X'alers' group rating program administered by CareWorks
‘onsultants, please request a quote by contacting Katie
assidy at 800 837 3200 ext. 7188/ katie.cassidy@ ccitpa.com
> apply online at www.careworksconsultants com/groupratin-
:applitation/afpd.

Have you evaluated the
Associated Food and
Petroleum Dealers' Ohio
workers' compensation
program for 20117?

In today s economy, numbers speak. The AFPD's program
administrator CareWorks Consultants has a 97% client
retention rate and their clients save an average of $9.00 for
every dollar spent on fees - an 800% return on investment,
if you aren't currently participating in the AFPD's group
rating program, you should take advantage of this valuable
member benefit.

Compare your savings and program quality to the

AFPD's group rating program administered by

CareWorks Consultants by applying online today at www
careworksconsultants.com/groupratmgapplication/afpd
Please contact Katie Cassidy with CareWorks Consultants'
directly at 1-800-837-3200 ext.7188/katie cassidy@ccitpa
com for more information.

CareW orks

Consultants

Enrollment Deadline
February 23, 2011

Qualifying companies should
return the forms immediately to
CareWorks Consultants to ensure
enrollment in our 2011-2012
group rating program. Companies currently enrolled in

a CareWorks Consultants Group Rating Program do not
have to re-apply and will not receive an enrollment packet
Renewal for the 2011-2012 group rating year is automatic
as long as your company continues to meet the re-enroll-
ment criteria.

The deadline to make a decision is approaching rapidlyl
Don't be left wondering what to do about your workers’
compensation future! Call CareWorks Consultants at to
discuss your potential savings at 1-800-837-3200. Choose
a partner with a record of not only savings, but incredible
service! 1l

Inc.

Joining a group rating program
can help your business improve
safety and lower its costs.

Now is the time to qualify for the Associated Food &
Petroleum Dealers (AFPD) group rating program and save up
to the BWC maximum discount on your Ohio workers'
compensation premium

For a free analysis of your potential savings, please visit
www.careworksconsultants.com/groupratingapplication/
AFPD

If you don't qualify for group rating, CareWorks
Consultants can still evaluate your best premium discount
options To learn more, talk with Katie Cassidy toll-free, at
1-800-837-3200. Ext 7188 or katie.cassidy axxitpa com

§
CClI areW orks
%:onsultants vinc
1-800-837-3200 | infoaccitpa.com )

February 2011 |H |
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tion introduced.” He would i)
see AFPD increase membei
refine current programs, and
tinue to expand programs th
will benefit members. “There
strength in numbers and high-
er membership makes a good
impression." LaVecchia says
"Legislators and lobbyists will I
ten to an organization with 4,0f
members.”

Executive Committee

CHAIRMAN JIM
HOOKS is presi-
dent of Metro

i Foodland. He

r has been in the

IW retail food busi-
ly ness since 1969
J and spent seven

years with The Kroger
Co before buying his first store

Hooks was elected to AFPD’s -VICE CHAIR
board of directors in January GOVERNMENT
2000, is currently serving his sec- & LEGISLATIVE
ond term as chairman, and also AFFAIRS JCE
serves on several other boards. BELLINO, R
Hooks says he wants to stay in spent his first
touch with what's going on in the business years
industry so that he can do the his family’s bever

age distributorship
and is the owner of Broadway
Market in Monroe, Michigan. ~
Bellino has been an AFPD r
ber for 12 years and previou:
served as the AFPD PAC <
mittee chair and vice chain

best job possible for his store and
have an influence on legislation
that affects this industry. He also
believes now is a good time for
AFPD to secure its future. “AFPD
needs a new home and this is a
good time to buy a building," he

says. “Our lease is up in August
and its a buyer’s market, so we
should be able to find a location
that will be a good investment."
By increasing membership,
Hooks says, AFPD can improve
the perception of supermarkets

in the area. “Metro-Detroit is per-
ceived as a food desert," he says,

“but we have some of the best
supermarkets anywhere."

®PETROLEUM
VICE CHAIR
GOVERNMENT

& LEGISLATIVE

AFFAIRS PAT
LAVECCHIA is a
% 44-year veteran of
mV A w the petroleum and
repair industry. He is
the owner of Pat's Auto Service.
He has also served the Ohio
membership as past president
of OPRRA and the Great Lakes
Petroleum, Retailers & Allied
Trades Association. LaVecchia
points out, “There are a lot of
things wrong in the industry,
including laws that are not con-
structed to help businesses. |
want to work to get poor legisla-
tion changed and better legisla-

membership. He also serveso
the Monroe Community Colie
board of trustees and says re
unteers to serve on AFPD's te
because it's the right thing tod
as an AFPD member. He wantl
to see AFPD continue to work;
alcohol regulation because the
issues affect nearly all membe
“If we work together as one \o
Bellino says, ‘we are a lot lac
er than we are alone." He quoit
Benjamin Franklin: “if we dont
hang together, we will hang s
rately.”

aV/ICE CHAIR
MEMBERSHIP
£ - FOOD &
BEVERAGE
JOHN DENH
has owned 8k
Foodland, a fan
ily business, sire
1989. He has bee|
an AFPD retail director since 2
and also serves on the Downt
Southfield (Michigan) Comers!-
Development Authority. Denha
says, “This is my industry ad
AFPD serves this industry. 11
being part of a successful aga
nization and being involved ir
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ange and influencing new

vs' He would like to see an
j:rease in Michigan Lottery
|immission payments to retail-

; across the board and also

mts to see the liquor rollback
come law “Without AFPD, who

I fight for the independent retail-
; in Michigan and Ohio?" he

ks 'AFPD is the voice for all

ailers”, he continues, “and more

mbers means a stronger voice,

nore of us support AFPD and
ep it successful, we will be able

fight more effectively.”

+ VICE CHAIR
MEMBERSHIP -
, PETROLEUM &
AUTO REPAIR
PAUL ELHINDI
is the owner of
Lyndhurst Valero, a
4,000 sg. ft gas sta-
tion and convenience
ire in the Northern Region of
no Elhindi is also an owner of
lumber of Subway Restaurants
lere are many individual rea-
nswhy | volunteer time to serve
the AFPD board," he says, “but
* Host important are: “pride of
I association” (those with whom
srve); responsible concern for
mmumty (enlightened self-inter-
) and the cause. | believe in
: effectiveness and spirit of the
J ff and members of this organi-
ion Elhindi says the first prior-
for AFPD is always to strength-
its membership The associa-
i isin need of expanding its
«il'ties to accommodate all the
["vices it offers, he explains, and
!I'building committee has been
“y active for the past 12 months
secure the next home for
PD Accomplishing this goal
Syear,” Elhindi says, “‘would
sition the organization for
bected future growth in mem-
'ship He asks all members
Please read the AFPD mission
stement to get a sense of how

important it is for everyone to pro-
mote membership. (See sidebar,
page 57)

*VICE CHAIR
LONG-RANGE
PLANNING AL
CHITTARO,
president of
Faygo Bever-
ages, Inc. He
holds a B.S. from
Michigan State and
a MBA from Madonna University
He was elected to AFPD's board
in June 2000 and previously
served as treasurer. Chittaro says
his main objective is to make
AFPD's retail members stronger,
and he also supports adding to
AFPD's PAC account so that the
organization can better influence
legislation. "AFPD is the voice of
the food and beverage industry,”
he says, “and by working together,
we can continue to promote food
and beverage initiatives.”

w/ICE CHAIR
COMMUNITY
RELATIONS JIM
GARMO has
been active in
two family owned
supermarkets since
1977 and in real
estate, development,
and properly management since
1990. He currently owns/oper-
ates Kuzana Enterprise, a devel-
opment and real estate company
Garmo served on the board for
AFD of Michigan and was elected
to AFPD's board in May 1999 He
joined the executive committee in
2004, and has served on numer-
ous other boards. Garmo says,
“This industry is in my blood, and
| want to serve it to give back
what it has brought me." He says
he learned the business from oth-
ers who were successful and
being on the board gives him a
chance to communicate how to

better serve the industry—as
well as make more money—to
those who don't yet know how.
“It's important,” he says, ‘to hand
our knowledge down to those
who are new or are taking over
a family business.” Garmo would
like to see better communication
with retailers to educate them on
why and how AFPD is fighting for
them, because some don't know
how changes will help them or
hurt them. "We need to ask them
if these are their most impor-
tant issues," he explains, “and
help them understand the return
on investment they can realize
through AFPD's programs, which
save them money through bet-
ter group pricing on everything
they buy and all of their business
expenses.” He feels sure that if
people know what AFPD is fight-
ing for, they will want to be part
of it “And if we work together, we
can raise our industry to the next
level,” he concludes.

* TREASURER
BOBBY
HESANO

A is owner

Grocers
Wholesale, a
wholesale food
products ware-
house that serves
the grocery industry and current-
ly employs 35 people Hesano
is serving his third term on the
AFPD board and has been an
AFPD member since 1994. He
volunteers because he wants to
make independent grocers stron-
ger so that they can help for-
mulate policies and legislation
that will help all independents
Hesano says, “AFPD did a great
job on the food stamp initiative
in 2010, and I'm grateful for that
However, we re not done, and
over the next couple of years, |
want to see payments released to
food stamp recipients bimonthly"

As AFPD's membership expands,
he says, the organization gains
more clout to make independents
stronger. “As one strong voice,"
he explains, ‘we can support ini-
tiatives that will enable us to com-
pete with national chains such as
Walmart, Kroger, and 7-Eleven or
fight legislation that will hurt us.”

* SECRETARY
M H K nadig ATISHA,
a retailer for 36
years, owns
Indian
Market
Lance's Hometown
Market in Detroit
In addition to his

role as secretary, Najib is also
a member of Barton McFarland
Neighborhood Association and the
Indian Village Association. He vol-
unteers on AFPD's board because
he wants to help the association
better serve its members to help
them become more successful. In
2011, Atisha would like AFPD to
get Michigan to introduce state-
wide recycling and increase the
minimum liquor pricing rollback.
“There is strength in numbers,"”
he says, "and the more members
AFPD has, the more we can get
accomplished.”

Food & Beverage
Detail Directors

ANNK oFRANK AYAR
is the founder
M! Ayar Property

Management &
Development LLC
the president of
M Two Brothers Liquor
W& m and Food, Inc , the
owner/operator of
Walter's Shopping Place, and a
member of various other LLCs. He
has participated in the food, bev-
erage, and petroleum industries

February 2011



since 1986 and is also a corpo-
rate real estate officer and devel-
oper. Ayar earned an associate's
degree from Lawrence Technical
University and has received
numerous awards for Detroit's
Seven Mile neighborhood revital-
ization project. “It's very impor-
tant to be part of the industry

you serve,” he says. “AFPD is an
important organization and being
part of a great team gives us the
voice to fight for what we believe
in and the power to know we are
being treated fairly.” He would like
to see AFPD continue to prosper
in profitability, membership, and
meeting the demands of its mem-
bers. "Unity is our strength," he
says, “and the more members we
have, the stronger we become"

JERRY CRETE
is vice president
of the 76-year-
L old Ideal Party
| Store in Bay
City, Michigan,
and has been in
f  the food and bev-
erage business for
more than 30 years. He holds a
bachelor's degree in finance from
MSU and a MBA from Central
Michigan University. Crete is serv-
ing his second term as an AFPD
retail director, serves as a board
member of the Bay Area YMCA,
is treasurer of the 100 Club of Bay
County, a board member of St.
John’s Parish, and is a member of
Rotary International. He says he
volunteers because the associa-
tion helps shape the direction of
the industry and also benefits his
business. It’s important to Crete
that AFPD work on getting the
state minimum markup on liquor
raised. “We also should continue
to educate our members on the
benefits of membership,” he says,
“so that they take advantage of
our programs. We are all small
business owners with common
goals and we all compete against

m -AFPD Bottom Line
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the bigger businesses. Binding
together in AFPD makes us more
competitive against them.”

* MATT JONNA is
the founder and
owner of Plum
Market'’s three
stores He
holds a bach-
elor's degree in
accounting from
Albion College and
was elected an AFPD retail direc-
tor in January 2009. Jonna says
he supports AFPD because it is
important to have a voice for the
privately owned food retailers.
“I would like to see AFPD grow
its membership base throughout
the Midwest," he says, "because
without a strong AFPD, our voice
in each state's capital would
be void.” He also recommends
AFPD's networking opportuni-
ties and rebate programs as very
valuable to its members.

“ HIL KASSA is
le owner of sev-
aral Michigan
stores includ-

ing Saturn

Markets in

Dearborn Heights

id Detroit, Sak

N Sav of Westland,

Hiland Marketplace with loca-
tions in Farmington Hills and
Westland, and a dollar store
in Southfield. Kassa is serving
his third term as an AFPD retail
director and says he volunteers
his time because he feels he
can make difference in helping
shape some of the issues that are
important to the grocery indus-
try. "It's also rewarding to be part
of an organization that is trying to
pool resources to compete with
the chain stores, such as the pro-
grams that have been endorsed
by our committees," he says
“They help bring in savmgs with
companies that otherwise would

never have been presented."
Although he knows the AFPD staff
is actively working on legislative
issues that are important to mem-
ber businesses, he would like to
see members of the organiza-
tion be more active with their con-
cerns. “With more voices comes
more success”, he says, "because
the stronger in numbers and par-
ticipation in our organization, the
more viable we become with poli-
ticians in our states to bring about
positive legislation for our indus-
try, as well as having more lever-
age in the vendor community to
help make us more competitive
and profitable."

* SAM SHOUKRI
has owned
Showerman's Fine
Wine & Liquor,
one of the larg-
est independent
wine and spirits
outlets in Michigan,
since 1982. He
holds a master's degree in com-
puter science, was a senior sys-
tems engineer for General Motors,
and was elected an AFPD retail
director in March 2010. Shoukri
believes volunteering is a very
important quality of an individu-
al's character. “It gives the indi-
vidual pride and self satisfaction
when he or she contributes and
sacrifices their time and effort
to make a positive difference in
an organization or people's lives
without expecting anything in
return | think it is very noble and
a worthy sacrifice,” he states
In 2011, Shoukri wants to see
AFPD expand its grass roots and
attract the interest of all indepen-
dent retailers inside and outside
the states of Michigan and Ohio.
“The strength and success of any
organization, whether it is for prof-
it or non-profit," he explains, “can
be measured and judged by its
accomplishments and the number
of members it serves." Shoukri

remembers that AFPD has«
tirelessly over the years to p
the rights and interests of in
pendent retailers. “These ac
plishments have proven ton
a positive impact on many b
ness owners, whether or nd
are members," he states, "a
encouraging and promoting

bership, AFPD will be a stroi
and more powerful organize

THOMAS W\E

and his family

owned and ¢

ated Hollyw

Markets sir

1950 and n

have seven i

He was elects

AFPD retail din

in May 1988 Welch says, "A

has a large impact on the ir
try and on my family busin
Having input on decision i
ing in Lansing and Washin

D C. is essential.” He says i

would like to see increased 1

responsibility within the orgai

tion itself. “We need to be a:

voice of the industry to sunvh

he says.

Food a Beverage
Supplier Director

* BEN BENJA
has worked
i for Kar's Nu
k Products fc
W years andi
currently re|
al sales mars
He has been«
food/grocery irc
try since he did bottles at his
ents’ party store in Ferndale <
the age of 14. Benjamin grad
ated from Wayne State Univ*
with a bachelor’s degree ind
nal justice/psychology. He w3
elected an AFPD supplier dn
in January 2010, volunteersi
Michigan Special Olympics, s

WANVAFPDor#*
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my Scout den leader. Benjamin
s "Time is a precious com-
dity for all, and understand-
that most of our AFPD mem-
s spend anywhere from 10 to
hours a day running their busi-
;ses, the time that | can commit
relp ease their business needs
being part of this organization
in honor." For 2011, he would
to see the AFPD develop
| invite more of its members to
mshops that will help with their
uness needs. The importance
rromoting membership in AFPD
tat with greater membership,
re is a greater voice to be
ird, and more can be accom-

hed through a louder voice, he
B

- GARY DAVIS is the
geral manager
airie Farms
, a full-line
supplier
bf Michigan
P Midwest.
as been in
and beverage
an 30 years
| has served AFPD's board as
3chairman of long-range plan-
9 and on the membership and
nee and legislation commit-
s Davis says, "It is important
live back to our great industry
doing everything possible to
mowe the overall well-being of
Jfimembers" He wants to see
3D work closely with the new
slators in Michigan and Ohio
| fight for the changes that
' neoded for the hard-working
8D members and the industry,
ns says. ‘There is strength in
nbers In 2011, the retail envi-
ment will change very quickly,
11is critical that AFPD grows
»Nger mevery aspect of our
*messes" To accomplish these
soiant goals and objectives, he
S everyone needs to promote
>Ds membership.

®-RED GONGOLA
is metro market
director for
Detroit/Cleveland
for Frito-Lay and
has been with
the company for
30 years. He gradu-
ated from Bethany
College with a degree in sports
communication and was elected
an AFPD supplier director in 2009
Gongola says, “It is truly a privi-
lege to be on the board of direc-
tors for AFPD, and | am proud
to be pari of an organization that
does so many great things for our
local retailers With my 30 years
of experience in the marketplace,
| hope to add value to our local
business partners.” He would like
AFPD to continue its great work
with the Ohio and Michigan legis-
latures and also continue to bring
more vendor programs to all its
members in 2011. “l would like
AFPD to really inform all members
and non-members of the benefits
of being a member of the AFPD,"
Gongola says, "perhaps by pub-
lishing an annual letter to highlight
all of the terrific accomplishments
achieved by the organization ”

* EARL ISHBIA
co-founded
Sherwood Food
Distributors in
1969 and has
led the orga-
nization from a
regional player
to a national enter-
prise listed among Fortune's larg-
est privately held companies,
with more than a billion dollars in
annual sales Ishbia has been the
recipient of numerous awards for
business achievement including
the Ernst & Young 2009 Master
Entrepreneur of the Year He was
elected an AFPD supplier director
in January 2000 and also serves
on several other boards ‘I vol-
unteer to be able to contnbute

my energies,” he states, "and to
stay close to the membership of
the AFPD that forms the core of
our local businesses.” In 2011, he
wants to see AFPD gain greater
understanding of members' needs

and expand its community involve-

ment.” Promoting AFPD member-
ship results in members working
together to keep our voices strong
in the community and at the legis-
lative level,” Ishbia says.

Petroleum/Auto
Repair Directors

DAVE FREITAG,
owner of Yorkshire
Tire & Auto, has
spent more than
30 years in the
petroleum and
repair industry and
is serving his second
term on AFPD's board
of directors. He is the current
national president of the Service
Station Dealers Association of
America & Allied Trades and
is past president of the Ohio
Petroleum Retailers & Allied Trade
Association Freitag says, “The
industry has been good to me,
and | want to help others have the
same success.” He wants AFPD
to increase opportunities for mem-
bers to make a good living by
continuing to provide good pro-
grams “United we stand, divided
we fall," Freitag continues. “Our
industry is only as good as the
weakest link, so stronger mem-
bers mean a stronger industry"

* MIKE KOZA is
owner of High-

f point Oil in
Farmington
Hills, Michigan
He was elected

to AFPD's board

of directors in 2010

and says he vol-

unteers his time to help grocery

store owners, c-store operators,
and gas station owners and to do
whatever he can for the commu-
nity. He wants AFPD to continue
to grow its membership and be
even more involved in legislative
issues that will help our members.
“As AFPD gains more members,
we become stronger,” Koza says,
“and this results in more legisla-
tors listening to our voice regard-
ing issues that affect our busi-
nesses"

'‘JIMMANDAS
is the owner of
Broadway Market
& Cafe and a
former restau-
rateur He was
elected to AFPD's
board of direc-
tors in May 2009
and has also been an active vol-
unteer at Children’s Hospital He
says working on AFPD's board is
advantageous because of the fel-
lowship and the sharing of com-
mon ideas. "It only takes one
great idea to make a difference
in your business,” Mandas says
He also finds it rewarding to par-
ticipate in APFD's philanthropic
events. Mandas thinks AFPD is
on the right path and doing the
right things in a difficult economy.
He stresses, “It's important, espe-
cially for new people, to become
members even though it may ini-
tially be hard for them to see that
the advantages outweigh the fee.
I'm very glad | joined because I'm
saving money and getting good
ideas for my business."

* BILL MICHAILIDIS
has worked in the
. food and restau-
rant industry for
more than 20
years He is presi-
dent of Delaware
Market & Cafe in
Delaware, Ohio and
president of Hamburger Inn Diner
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He graduated from the London
School of Business majoring in
automotive mechanical and elec-
trical systems. Michailidis is serv-
ing his first term on AFPD's board
of directors and has also served
as the president of the Greater
Columbus Convention Center
Merchants Association for three
separate terms. He wants to use
his experience in the gas sta-
tion and restaurant businesses

to help bring positive changes to
AFPD's members. “l would like
to see AFPD bring changes in
below-cost selling and try to pass
a hill to secure the investment we
all are making in this industry,"
Michailidis says “Additionally,

I would like to see if we can
reduce CAT tax by paying on the
net transaction without the cred-
it card costs.” He encourages
AFPD members to aggressively
promote membership to make

a greater impact on local and
national political leaders. “With
more PAC money,” he says, ‘we
can achieve more favorable legis-
lation for our members.”

JOE NASHAR
began his career
with car deal-
erships and
became a Shell
Dealer in 1986
He purchased
the Grand River
and Halstead sta-
tion, his third location, in 1993.
Joe has been on the petroleum
board of the Service Station
Dealers Association since 1987
and was elected to AFPD’s
board of directors in January
2009. He also volunteers at his
church. Nashar says, ‘1 serve
on the board to help out where |
can, stay involved, and be a part
of the success of our industry."
To follow the lead of the Liquor
Commission, he says he wants to
see the petroleum industry insti-
tute control over pricing, so that

AFPD Bottom Line

Guide to Your AFPD Board of Oirecto

independents are not hurt by the
big box businesses selling below
cost. “We need to promote mem-
bership so that the AFPD can
prosper," he urges, “and so that
retailers are on the same page.
Membership makes us stronger.”

Regional Directors

REGION 1
(WAYNE COUNTY):
CLIFTON PATTAH
k has been vice
[' president of Food
Pride Market in
Detroit’s midtown
district for more than
eight years Prior to
establishing Food Pride Market, he
diligently shadowed his father and
uncle as they built and launched
successful endeavors in the food
and real estate industries. Pattah
has a bachelor’s degree in finance
from the University of Detroit Mercy
and is serving his first term as an
AFPD regional director. He says he
serves on the board to help inde-
pendent retailers compete more
effectively. “l want to see AFPD
grow its membership so that we
have more clout in lobbying for
favorable legislation,” he states.
‘We need to promote membership
so that the AFPD can be a strong
voice in speaking for independent
retailers.”
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« REGION 2
(OAKLAND
COUNTY):
1 BRIAN YALDOO

has worked in

the food indus-
try for more than
34 years and owns

Hills Fine Wine &

Spirits in Bloomfield Hills, Michigan.
He was elected to AFPD's board of
directors in 1995 and has served
on the membership, charitable
activities, and trade show com-
mittees. Yaldoo says, “The com-

munity needs people with retail
experience who can bring good
ideas forward and keep retail-
ers apprised of what’s going on
in the marketplace.” He hopes
AFPD can get the liquor minimum
increased for retailers so that
there is a level playing field and
more profit for everyone “More
members will make us stronger
as a group That will increase our
buying power to offer more dis-
counts and will give us a stron-
ger voice in Lansing, Columbus,
and Washington, D C.," Yaldoo
explains “AFPD membership
comes at a minimal cost for ben-
efits that can help your business
achieve greater goals.”

+ REGION 3
.(MACOMB

| COUNTY): MIKE
k QUINN is the

\W director of
retail sales for
Pepsi Beverages
Company. He has
worked at Pepsi
as a beverage professional for
more than 25 years, working in
operations, location manage-
ment, and marketing as well as
his current role heading up the
Michigan retail sales organiza-
tion. He earned a bachelor’s
degree in business administration
from Eastern Michigan University.
In addition to his duties as an
AFPD regional director, Quinn
also sits on the board of directors
for Orchards Children’s Services
in Southfield. “AFPD is a great
board to serve on,” Quinn says,
“because the organization is a
good corporate citizen that gives
back to the people of this com-
munity.” It also serves the same
customers Pepsi serves, he
explains, which helps him under-
stand the issues that affect the
retailer and supplier communities.
Quinn says, “l expect AFPD to
continue to lead the political fight
for issues that involve building

j

a stronger business climate an
hope everyone promotes ma
ship because AFPD’s consol*
voice for the group is strong
it would be for each member.1

* REGION &:
MARVIN YONOI

een in the fee
retailing inibs
try for morer.
ten years ad
the owner ofA;
Marketplace in
Linden, Michigan:
Towne Square Market in Mor
Michigan. He holds a BBA.
from the University of Mchiga 1
Marvin is serving his first tem
an AFPD regional director at
is involved with numerous da
ties and organizations, indud-
ing Linden Kiwanis, Arthur Les
Community Center, and Lince
Schools. He says, “l voluntee
on the board because | feel It-
AFPD is the strongest organic
tion we have in the area tote
independent food retailers cor
pete and level the playing fidc
against our corporate compel
as well as having our voices ¢
in government.” Yono would IT
see AFPD continue to build e
tionships with vendors and &
providers to provide our mem!
bers with more ways to increa
sales and decrease costs. ‘A
cific area | would like us to o
on is to work with credit andd
card companies to make prod
ing rates more favorable fori*
chants," he says. “Credit ad
card usage continues to inoe
along with the rates the cafdc
panies charge merchants." ¥t
believes promoting members!
to AFPD makes the organiza:
stronger, which generates nmo
influence in the marketplace *
well as with thewg?ﬁ%%ﬂﬂl
retailers,” he continues, "wf P
accomplish a great deal noe
team than as individuals.”
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* REGION 6: PERCY
LS, 1l is the

or of pub-
affairs and
W communica-
r tions for Coca-
Cola Refreshments,
where he has been
employed for the past
rears. He was previously with
il Petroleum for 13 years in
ihases of management. Wells
i serves on the board of direc-
tor the Police Athletic League,
says he volunteers his time
i representative of Coca-Cola
nsure his company's brands
; well represented in the retail
iistry and to stay engaged on
i es important to his custom-
He wants AFPD to continue
rovide quality services to its
il members so that they are
stainable, competitive, and
rvescent in the retail indus-
Wells explains, ‘It is vitally
ortant for everyone to promote
nbership to AFPD so that the
Delation canREBIDNE O pro-
1great services to its mem-
> This jjill enalEANRIP
<as a deftetsiage wighinteir
imunities"
A B years inthe alco-
hoi beverage busi-
ness to the board
His career spans
i distnbutors and suppliers
>sp multiple markets in numer-
states McGovern is serving
first term as an AFPD regional
dor and, in his role at National
e & Spirits, has worked close-
'th the legislature in Lansing to
cate them on the industry and
stenges unique to Michigan
says. "The members of AFPD
esent the largest body of

accounts NWS does business
with and we need to be closer to
them" McGovern wants to see
better cross-company commu-
nication in 2011 and says, ‘With
size, comes scale, and scale can
drive impact both commercially
and politically. That's why mem-
bership is so important.”

REGION 9:
VICKIE HOBBS
and her husband
have owned
and operated
Whitehall Shell,
a gas station with
a convenience
store and car wash
in Columbus, Ohio for the past 20
years. Hobbs's station has won
numerous beautification awards
from the city of Columbus. She is
serving her first term as an AFPD
regional director and says she vol-
unteers because it is important to
be involved in what is happening
in the gasoline and convenience
store industry. "AFPD is always on
the cutting edge of what is going
on in the industry, as well as the
issues that arrive daily,” Hobbs
says “| like being able to help
by giving my input on issues that
affect the industry." She would like
to see an increase in membership
because AFPD is such a valuable
organization to be involved in for
people in the industry and hopes
to see more wonderful programs
come available “It's important to
promote AFPD." Hobbs explains,
“because it is such a wonder-
ful organization for people in our
industry to become a part of so
they can receive all the benefits
that are available to them"

Associate Director

—X i *RICHARD FIATO
£ has been the litiga-
tion manager and

Pomte Insurance

B A in business stud-

ies from State University of New
York at Buffalo, a BA in legal
administration from the University
of Detroit Mercy, and a J.D. from
the University of Detroit Mercy
School of Law. Fiato is serving
his first term as an AFPD asso-
ciate director and says, “North
Pomte has had a good relation-
ship with AFPD and its members
for 23 years, so | jumped at the
opportunity to serve on the board.
My goal is to help the association
run more effectively.” He wants to
see membership continue to grow,
while retaining current members
and acknowledges the fine job
AFPD has done in a difficult mar-
ket "Because AFPD is flourishing
while other associations are floun-
dering,” Fiato continues, “l would
also like to see us broaden the
membership base to include other
areas such as restaurants and
bars " He feels it is vital to have a
strong member base capable of
presenting a stronger voice to leg-
islators "Government has failed
us during these difficult economic
times," he says, "and we must do
more to promote ourselves and
our industry so that we have more
control more than our own des-
tiny "

AFPD's Mission

+ As the “Voice for the food,
beverage and petroleum
industry" since 1910, AFPD

is a multi-state trade associa-
tion representing 3,900 retail-
ers operating in Michigan and
Ohio. Our members include
independent supermarkets,
convenience stores, service
stations, and auto repair busi-
nesses. Our membership also
includes wholesalers, distribu-
tors and manufacturers who
support the retail industry.

* AFPD is recognized as a
leader in government and
industry relations and closely
monitors proposed state and
federal legislation and how it
will affect member retail busi-
nesses. Any proposed legisla-
tion that will have an adverse
impact to food, beverage and
petroleum retailers is met with
AFPD's strong lobbying efforts.
Any positive proposed legis-
lation is supported and advo-
cated.

+ AFPD has made it a prior-

ity to help state retailers work
to comply with all state, fed-
eral and local regulations.
AFPD has worked very hard

to establish a rapport with the
departments and agencies
with whom state retailers com-
municate on a regular basis.
Acting as a liaison to these
departments and agencies,
AFPD can often times find the
answers to retailer questions
and conversely help to educate
retailers on guidelines and reg-
ulations that affect them.

February 2011



Emeritus Directors

* FRED DALLY has
owned Medicine
Chest in Detroit
since 1985
and also owns
Serra's Market
& Domino's Pizza
in Warren, with
his three sons.
He worked on many commit-
tees during his 19 years with
the Associated Food Dealers of
Michigan before joining AFPD
in January 2002 and serving as

chairman in 2006-2007. Dally con-

tinues as an emeritus director
and is active in AFPD's govern-
ment affairs program. He holds an

MBA from the University of Detroit.

Dally says, “Especially in this dif-
ficult economy and with so many

regulations, we need to have peo-

ple who can speak for our indus-
try and fight for our causes.” Dally

AFPD Bottom Line

stresses that a strong voice from

organizations like AFPD can affect

what happens in local, state, and
federal government, and a strong
voice depends on building a good,
solid base, but growth only comes
if potential members see some-
thing of value.

*RONNIE JAMIL
is co-owner of
Bella Vino Fine
Wines and Mug
& Jug Liquor
stores. He was
active in AFD of
Michigan for many
years, was first elect-
ed to AFPD’s board of directors
in January 2004, and served as
chairman in 2004-2005. Jamil
says, “l saw there was a need
and thought | could make a dif-
ference. I'm very glad | did.” He
wants AFPD to sponsor a fund-
raiser for the PAC account and
says, “Not everyone realizes how

it benefits their business.” Jamil
explains, “There are many intan-
gible assets for each member's
business from work AFPD does
behind the scenes in Lansing,
Columbus, and Washington, D C
on issues that affect all of us. As
we gain more members, our voice
becomes stronger.”

* CHRIS ZEBARI
began his work
/ career in the food
"beverage mdus
* try as a wine
salesman in 1984
and
Pepsi for 14 years
before joining Lipari
Foods as a sales rep. In addition
to his supplier experience, Zebari
grew up on the retail side, work-
ing in several family owned stores.
He was elected an AFPD sup-
plier director in 1991 and served
as board chairman in 2008-2009.
Chris is also active with the City

of Detroit Police Departmenl
Pepsi Scholarship Foundatic
Detroit Public Schools' menl
ship program, and local you
sports. Zebari says his fathe
Zeke Zebari, who came frar
Irag in 1953 and was very
involved with the Chaldean (
in helping new immigrants 9
businesses and become ae
cessful, told him, “You have
right to complain unless you
involved in making it better.’
been important to me to con
to make things better for pe
coming behind us, Zebari s
He wants AFPD and its nei
bers to get back on the rcai
profitability. “Continued go»
will follow as we make ouri
bership programs stronger,
says. “Without membershia
organizations like AFPD, sit
business does not have a
"When we are strong," ha
ues, ‘we can successful!
for the common good.”

www AFPDonl*-



PAYING TOO MUCH FOR
NATURAL GAS?

YOU HAVEA CHOICE!

No Switching Fee
No CancellatioriFee
No Interruption

% No Risk

/

V No Brajiner

}

Licensed Alternative Gas Supplier by Michigan
Public Service Commission

Approved by DTE (MichCon) and Consumers
Energy to Supply Gas in Their Territories

Your Current Utility Company Continues to
Deliver Gas, Read Meters, Administer Billing,
Collection and Respond to All Emergencies

Lower Rates than the Utility Company
Historical Savings of

|ENE dickow 14.9%

» & Electric Savings Specialist

FICE/FAX: 248-737-1803
OBILE: 248-396-7431
ickow@ hotmail.com
vw.amerifirstenergy.com
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SUPPORT THESE AFPD SUPPLIER MEMBERS

ASSOCIATIONS/CHAMBER OF COMMERCE
AVR- Asxddion Mregenet Resoress (734)971-0000

Cedmn Areien QenterdGomee. (28 538310
ATM

Arern Grmnicatias of o (614 8770
AMIArea (29 >
Hite Brk Grd AIVB (8 {332
BAKERIES

Qe LadesBHDD ... . (31385630
HathOers Bles by Msas Blay (313 63001
Inersiae BatbA\Wotr BeedHstess (28 B3B8
MtignBlirg @ - HathOmBles (313 857246

BANKING & INVESTING

WEFPD Lincoln Financial Group Advisors.. (248) 948-5124

BrkdMhign ..o (¥ 85130
HrigmBark ...........ccovvnee. (¥8 6630
Pegples Sate Brk (28 5820
BEER DISTRIBUTORS

Eson Ddruas —................. (313 &0
Qe Lakes Bhaap (31385330
ThQuny Baeae (313 347100
BOOKKEEPING/ACCOUNTING CPA

Alarao &Asndides HH0
Gmo & PC (28 6724106
Lis MBilly &Assodates 265820
MraoB<\Wlians &0 (614 837-78
RA Liztte 8As00des e
Shinan Y &Assodates, PC (28 &[0
WAL e 28 IHB100

BUSINESS COMMUNICATIONS

AFPD Comcastiinniiiininns (248) 343-9348
Cear Rte Communicatians............. (2B HBHBI
CAR WASH CHEMICALS

CELLULAR PHONES & BUSINESS
COMMUNICATIONS

-AFPDSprinlCommumcations ... ...(248) 943-3998

CHECK CASHING SYSTEMS

Seoure Gk Ghirg (2858310
CHICKEN SUPPLIERS
Koy Kuy Giden @1
Tala Feezer (5555
CHIPS, SNACKS & CANDY

AFPD Frito-Lay, InCuvereeeereerennns - 1-800-359-5914
Batter Mick Seck Foocs (B B
Drdt Ropoom Gnpary 338530
Kars Nit Rrod.os Gy (28 58198
MO SBAS a5 Cape Cot Tors Arctway sieladorg) (313 BL-3ABD
T & BUES peetderky)....veennennnn.ns (8% 71399
Ude Ry's Raao Qs 1808035

COFFEE DISTRIBUTORS

AFPD New England Coffee C 0 ....... (717) 733-4036

Serchrd Goffee Snvice (34 50506

CONSTRUCTION & BUILDING
Adaed Qe Rufig (AnSidd) 180053881

O&il\ﬁBld(Faﬁrg&.a"mmrg (483230160
M Drdition &Grerd Grstnudion 58910
IDTEgreingUC . (616 6332147
CREDIT CARD PROCESSING

-AFPD chase Paymentech........... 1-866-428-4966
Mrdrart Prooessing 18863630
C-STORE & TOBACCO DISTRIBUTORS

AFPD “Liberty USA.uuueieeeerererannn. (412) 461-2700
Bl DgWdesde . 187765636
HT HdeeyGad Rylcs 1-800874580
Uied GstlomOdriaion ... (2B FHB7EAD0
DISPLAYS, KIOSKS & FIXTURES
Dddt Soe FXues ... (313 31-3%p
RirbowvH Teth (B3 ™73
EGG SUPPLIER
Lnvend Eop Gnpary (8 U

ENERGY, LIGHTING & UTILITIES

-AFPD DTE Your Energy Savings___ 1-866-796-0512

DEBey 1-800474i7
Eragy Sdences (28 287
&Em‘o’vﬂinergy Broker) (2@%‘7‘81
USEey Bgirees (X637

ENVIRONMENTAL CONSULTING & MARKETING

FOOD EQUIPMENT & MACHINERY

Glirery Frocas (@ 267
FOOD RESCUE

Forgptten Hanest (28 %7150
Gearars Grmurity Food Brk (B BEHD
FRANCHISING OPPORTUNITIES
TysbJgs, Irc................. 1804976500
GASOLINE WHOLESALERS

BkSpdies e ... @9 Rx27
Grird Grio RerdaumMaretars (614 81130
Grtifid @ @4 217150
Gaurtywice RerdeGitgp Reroleum (44) 374448
Glligndl @ of Gluns, Irc 1803FHBBL
HdhRamie dl Gnpary (28 4740000
pred (%) 6671165
Rliele Al Epipnart (%89 65120
Qe RardaumEciet (614 58120

GREETING CARDS

AFPD Leanin'Tree ........ 1-800-556-7819 et T

GROCERY WHOLESALERS & DISTRIBUTOR

Gred Wesde (8 B>
Gt Bieprss, Irc (BB
Gedt Noth Foos (@B L
H4 Irc -Wdesde Goay (A9E2
JerusalemFoocs (U8B
Kads Whdlesale Foodl Services @==
Neh Arth (@0 75
Sarten Stores, Irc (@688
IARAU ... B3
Uivesd Wholesale.............. (MeED"

ICE CREAM SUPPLIERS

AFPD Nestle/Edy's Grand Ice Cream
..................................... 1-800-328-3397 exIU

-AFPD *rairie Farms Ice Cream Program (Largafr- *
....................................... 1-800-399-6970 exll ,

ICE PRODUCTS

AticGadier, Irc. MODZZ- |
Hne ke HCA |
USIeGIp e .(3136Ris
INSURANCE SERVICES

AFPD North Pointe Insurance....... 14C0'22H'j
AFPD ‘BcBS of Michigan..........ut 1-800-666C |
AFPD "careWorks...oe..... 1-800-837-3200 €it1
-AFPD *Qx Specialty Markets (Nnh
(Underground Storage Tank INSUTANCE)ssssssssssss

Brdmak Frerod Lid .(243642— I
Brovata Irsurance (Aget Jdn Brovaty) (28 B-
Qrmrity Gre Asdates (813 B3|
DolmeeAry . (2365
FamBm!MMeﬂ 12
GrHen, Rashy s Asc NI
APleSnies ... (2838
Geet Notrem IrsLrree Agency.......... (@B [
Hechan Adfin Bra& Asodates Aoy, . 64 4
Mreminsrane Svics @452
Ameare Ineurae (2B55
Roky HEayru & ASdies @& -
UsTI (443 27-

AFPD indicates supplier program that has been endorsed by AFPD.

*Indicates supplier only available in Michigan

** Indicates supplier only available in Ohio



JPPORT THESE AFPD SUPPLIER MEMBERS

NTORY SERVICES

nartay
Inatay

AL SERVICES

PD’EeHanca, Beattie, Delisle .

i &Ls00dEs

nalawviRC

ies Gl &dha. FC

S Tre KichAm

n GoyMiam Sdld 8HtbPC
mVeid Asher &Rt FC
jaorlayes

18565368
(539718465

...(313) 882-1100

PDpepple & VNAODONEY, Ltd ...(216) 520-0088

(28 254100
(28 65680
(73) B480
, (380 4847
(28 23930
(29 76010
(28433120

(@Ln2r2-3ap
() 35568

.. 1-80580646

IALTY CARDS/DISCOUNT CARDS

FPDremardral

... 1-800-277-6099

GAZ2INE & TRADE PUBLICATIONS

N
< Tings
ot Hee Ares

AT &DELI DISTRIBUTORS
ZRatinGrird Mists

oy &8T5

&HehFook

itomSaee

nfook

Jette Mtiet

‘veood Foodk Dtriatars

deFeiOp
\gTeRddy Gy

(28 R2310

. (9 &2

313 22610
(313222000
(586 IB D
@3 BE2
@8 956400
(28 P60

(31320750

LK, DAIRY & CHEESE PRODUCTS

\/“l) ‘Prairie Farms Dairy Co.
Vﬁ:l) Malrymens .............
\/ﬂIJ) *H. Meyer Dairy .
\/l'll).”f/lodern Foods

“y HeaviMliady Famns
SCELLANEOUS

*PRnOish Lie

Vol

| «Drer Ferd
ow

. (248) 399-6300

(216) 214-7342

.. (513) 948-8811

(606) 255-6045

.. 180748080

(8 I

. 18848632

(5867324100
(28 63378

MOBILE MARKETING VIA CELL PHONE

-AFPD Mousetrap Group....cc.... ... (248) 547-2800
MONEY ORDERS/MONEY TRANSFER/
BILL PAYMENT

-AFPD MoneyGram International. MI(517) 292-1434

OH (614) 878-7172

Budaloinpaymeny 1-877-374000
IFPdf Avica (@73 80118
OFFICE SUPPLIES

-AFPD staples..eereenneens 1-800-693-9900 ext 584
PAYROLL PROCESSING

AP-Atonatic Bta Ruesing 187
PIZZA SUPPLIERS

Dooh &Sace (B39 /646100
Hrt Bafes Fza 65 2269
POINT OF SALE

B\C- Bairess Midnires Seddist (BInB172

CHetK secuity creait cara pointor sale and morey 1-G805BGI0

PRINTING, PUBLISHING & SIGNAGE

Interetiordl Qutchr (Risprsersest]
Mdigen Lars (8l7) 32267
Wit Kenped Ghics BH7HM8
PRODUCE DISTRIBUTORS

Heren Batrers Rode (61522101
TonMien &S I (313 5B
REAL ESTATE

Aveen Beiress Bdas (614419578
Juh 8As30ates (Apas) (313277-7®
K,mﬁmpiﬁ(wopeny Managementi (Z@M
Ligthouee Redl Etete (28 21080
SgHUe ASOOAES 4 ngeta Arcon (X8 31B3

REFRIGERATION & REFRIGERATION SOLUTIONS

AFPD cool curtains 1-800-854-5719

ToXSutias (8210378
REVERSE VENDING MACHINES/RECYCLING

Keremder (517) 3487
TOWRAMtign 0610485

SECURITY, SURVEILLANCE & MORE

-AFPD MIST Innovations...cees -

Brks It
Grtrd Aam3gd

(313) 974-6786
(31346-3BH
(31364800

SHELF TAGS
ADTap @B TDAB
SODA POP, WATER. JUICES &
OTHER BEVERAGES
AFPDarizona Beverages...ooouviuans (313) 541-8961

AFPD Nestle waters Supermarket Program ......as
..................................................... (1A 513-1715
AFP|3‘Pepsi Program

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

1-888-560-2616

AFPD 'Garden Foods (Arizona)........ (313) 584-2800
AFPD 'intrastate Distributors (Arizona) (313) 892-3000

AFPD *guckeye Distributing (Arizona) (440) 526-6668

APBilirgGup (313 VrHD
Anyure Wi @ 18034104
Baarae s (12 56020
o Hlls (28) 373-2053

Bileville (734 307-200

Miro Cirat (313) 883-208

Rat Hran (810 828301

GraQila Bitiirg- Jevdad (216 60263
Fayp Baveregss, Irc (@13 25160
Qarckdls Snet T (31330446
i Bharags Gnpary Dt 1-80:3895
e Hvdl 1808883
Rartiec (248) 334312

Utited Barcs Gnpary (@9 461520

TOBACCO COMPANIES & PRODUCTS

Atria it Sanvicss (513 83510
Cid Gigrs B ZH8m
Nt Seman (40) 90
R Ryl (30 4077
S‘m%(elenlmmc cigarettes) (2@747—5]&

WASTE DISPOSAL & RECYCLING

AFP|) National Management Systems  (586) 771-0700

Sat ey Royding 28 7D
WEONE (810 6493
WINE & SPIRITS COMPANIES
BenGdd (2B41-280
BomnFanan Baerae Gnpary (28 3B130
Cegro 1-8042a%
Gt \da (616 85418
WINE & SPIRITS DISTRIBUTORS
Glay\Wre () 4520
Qrest Lakes Wie &Siits (313 srEA
Nticd Ve & S 1-e3ar6
1- 88602407

'“AFPD indicates supplier program that has been endorsed by AFPD.
- Indicates supplier only available in Michigan
-~ Indicates supplier only available in Ohio



* Cube Ice

* Block Ice

« Crushed Ice

*Dry Ice

¢« Cash & Carry
Department at
Wholesale Prices!

*« Best Prices In Town!

U.S. ICE CORP.

Located -for | 10625 West 8 Mile Road
Best Delivery! Detroit, Ml 48221
(313) 862-3344
LARGEST ICE
MANUFACTURER Fax (313) 862-5892
IN THE CITY
OF DETROIT,

with a manufacturing
capacity of 400 tons
(800,000 Ibs.) of ice per day!

U.S. Ice’s extensive fleet of delivery trucks
keeps the Metro Detroit area
"On ICE!"

AFPD Bottom Line

—February 11, 2011—
AFPD’s 95th Annual
Trade Dinner & Ball

Suburban Collection Showpl

46100 Grand River Ave., Novi MI 48
Contact Auday Arabo at 800-666-62

-April 13, 2011—
Michigan Food & Petroleu
27th Annual Trade Show
Suburban Collection Showpl

46100 Grand River Ave., Novi Ml 48
Contact Dawn Geiger at 800-666-62

Statement of Owne

The AFPD Bottom Line (USPS:
0894-3567) is published monthly by
Media Services for the Associated
Petroleum Dealers (AFPD) at 30415 W. 12
Farmington Hills, Ml 48334. Material
within the AFPD Bottom Line report
be reproduced without written

AFPD. Periodical Postage paid at
Hills, Ml and additional offices. The
expressed in this magazine are not
those of ARION or AFPD, its Board of
staff members or consultants. Bylined
reflect the opinions of the writer.

POSTMASTER: Send address changes
AFPD, 30415 W. 13 Mile, Farmington
48334.

ADVERTISERS: For information on i
rates and deadlines, contact Derek |
AFPD, 30415 W. 13 Mile, Farmington |
48334, (800) 666-6233.

AFPD works closely with these <

IFD A

FIAE

FOOD INDUSTRY
ASSOCIATION EXECUTIVES

mm fSKCS.

of Convenience Stores

www AFPD



ongratulations to AFPD on the
Occasion of your 95th Annual
Trade Dinner & Ball.



When 1t comes to
retailer solutions,
we’re the complete package.

In addition to distributing more than 40,000 private label and national
brand products — all competitively priced — we provide almost
100 different services. You might consider us your one stop shop for
everything you need to stay competitive and profitable — including
advertising, store development and consumer insights to name a few.
For more information on how Spartan Stores can help your business,
call jim Gohsman at 6 16-878-8088 or visit us at www.spartanstores.com
to find your complete solution.

Spart%g r


http://www.spartanstores.com
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