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For more inFormotion on delicious Country Fresh ice creom Flavors, 
or any oF our Fine milk and dairy products, call us a t one oF the 

convenient toll-Pree numbers below.
Country Fresh, Grand Rapids

800- 748-0480
Country Fresh, Livonia

800- 968-7980
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liroducing BACARDI® OakHeart, a new spiced rum that honors the fierce loyalty, stout heart and 
Iflwavenng resolve of legendary and modern day adventurers. BACARDI OakHeart has a smooth taste 
«ith a hint of smokiness that mixes well with cola and stands up to any challenge. Get ready to 
9ice things up with an exciting new taste, only from BACARDI.

BACARDI
J  together
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Total Company Sales 
Increase from 2009-2010

werage Repate per store

Pay less, more profits.
The strength and power

of Central Grocers.
____________ ___________________________________________________

'
Central Grocers, Inc. is a member's owned grocery wholesaler that was formed in 1917. Operating as a 

cooperative. Central Grocers. Inc., a $1.8 billion company in 2010, supplies and services over 400 independent 
grocery retailers in the Illinois, Indiana, Wisconsin, Iowa, and Michigan area.
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quarterly
► Guaranteed rebate 
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fbates equal 4.5^ A ^
of purchases

■Hi re not already a member, call Ken Koester, to find out 
ij our new million square foot cooperative distnbution center 
d iet, Illinois can benefit you at 815-553-8856



President's Message EXECUTIVE COMMITTEE

Auday
A RA BO
AFPD President/CEO

Nothing Trumps Your Safety

Our cover story on the top 10 legal/ 
business issues most of our retail­
ers face today is very important, 

but as a former prosecutor, the num­
ber-one issue on my mind at all times 
involves the dangers within our industry. 
Nothing is more important to us at AFPD 
than to make sure when you leave your 
home in the morning, you are able to 
come back home to your family at night.

Therefore, AFPD is particularly 
proud to announce our new partnership 
with Crimestoppers of Michigan (see 
pp. 34-35) We will be sending you 
our Crimestoppers posters, which we 
recommend that you place at a highly 
\isible location for your customers.
Our hope is that customers w ho care 
about their neighborhoods will contact 
Crimestoppers and give an anonymous 
tip to help take a criminal off the streets.

Crime hurts your business; if custom­
ers do not feel safe, they surely will not 
return to shop at your location. We know 
and understand the fears that some retail­
ers have about getting too involved in 
certain neighborhoods where the store 
owners themselves are fearful for their 
own safety, as well as concerned about 
retribution for those that "snitch." This is 
why a program like this one is so great. 
Just hang the poster somewhere people 
can see it inside or outside your location, 
and your customers will make the calls 
for you. We can send you as many post­
ers as you would like.

At the end of the day, some people 
spend more time at their business than 
they do at home with their family (which 
will be the subject of a future President's 
Message —we all need to find balance 
in our lives); as a result, we need to 
make sure we do not fear the environ­
ment we work in. Although this partner­
ship is only for Michigan to date, we will 
be working on a similar partnership with 
Crimestoppers of Michigan's counterpart 
in Ohio.

And finally, if you or your business 
is the victim of a crime, we need to know 
about it. The only way we can do some­
thing about a robbery or a homicide and 
help bring the criminals to justice 
is if we know about it. AFPD is here to 
serve and protect you as small business 
owners —but you are our eyes and ears. 
Everything starts and ends with our 
retailers, and taking care of you is why 
we were created more than 101 years ago.

Furthermore, if you ever have program 
ideas for AFPD or thoughts about how we 
can better serve you. please let me know. 
Like Chairman Jim Hooks wrote last 
month, AFPD is like a gym membership: 
You will get out of it what you put into it, 
except an AFPD membership is the gift 
that keeps on giving. So tell your friends, 
family, and colleagues, and they will 
thank you for introducing them to AFPD. 
Remember, we are here to serve you — 
and that includes keeping you and your 
stores safe. Ill

thing is more important to us at 
to make sure when you leave your 

morning, you are able to come back 
to your family at night."
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ifau deserve a little credit, too.
because o! your hard work selling Lottery tickets, last year $701 m illion was contributed to the state 

School Aid Fund — a good thing tor our kids You also helped players take home S1 38 billion in prizes, 

baking good things happen tor local com m unities And because 10.000 local businesses earned $170 

hiHion in com m issions last year, you're making good things happen for yourself So thanks for all the work 

«Xi do and all the good things you help make happen for Michigan
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Michigan

Detroit Police Chief 
Ralph Godbee

City of Detroit Code
Do you know the rules for the sale of 
alcohol and tobacco to minors? The 
Detroit Police Department will con­
tinue to vigorously enforce these laws, 
so be sure your employees are prop­
erty trained to check identification on all 
tobacco and alcohol sales.

• Chapter 33, Article III, Division 4, Section 33-3-42 prohib­
its the sale of tobacco products to minors.
Section 3 3 -3 4 3  prohibits the sale of hookah pipes to minors 
(18 years of age)

• Chapter 33, Article V, Section 33-5-1 prohibits the furnish­
ing of alcoholic beverage to a person under the age of 21 
and Section 33-5-3 prohibits the purchase or consumption 
by a person under the age of 21.

You Can Make a Difference
The Detroit Workforce Development Board (WDB) and Mayor 
Dave Bing need your help. The unemployment rate for 16-19 
year olds in Detroit is hovering around 80 percent. To meet this 
challenge, the WDB has launched a public-privat initiative to 
support summer employment for the city’s youth. There are two 
ways you can participate:

1. Open a position in your company for six weeks and pay 
wages directly to a youth.

2. Donate either $1,000 (20 hours/week) or $1,500 (30 
hours/week) to fund a $7.50 per hour position at a safe, 
monitored worksite in metro Detroit.

For additional information, contact Stephanie Nixon, man­
ager, DWDD Youth Contracts Administration at (313) 664-5517.

Ohio
Biofuel Groups Join AFPD
Clean Fuels Ohio and the Anderson Group have recently joined 
AFPD to help any interested member in applying for feder­
al grants and loans to install biofuel blender pumps that allow 
retailers to offer choices of blended fuels to their customers.

Underground Tank Regulations
AFPD continues to represent its members by serving on a com­

mittee with the State Fire Marshall's office reviewing underground 
storage tank and operator training regulations.

Ohio Workers’ Comp Rate Decrease
The Ohio Bureau of Workers' Compensation will cut overall work­
ers' compensation base rates for private employers by an aver­
age of 4 percent beginning July 1st. The cut will save employers 
approximately $65 million dollars. AFPD has been very involved 
with workers’ comp issues for the past three years.

Ohio Employers Save Money with Safety Education
You can save money on your workers' 
compensation premiums by actively 
participating in BWC's local safety 
councils. The Ohio BWC has 
just announced that for the 
fiscal year 2012 rebate 
beginning June 30,2011, 
group-experience-rating program 
employers, as well as employers 
not enrolled in a group-experience­
rating program, can get a 2-percent 
participation rebate on their premiums. To 
earn this rebate, employers must meet program eligibility require­
ments in one of 81 BWC-sponsored safety councils. To earn an 
additional two percent performance bonus rebate, employers musk 
reduce either the severity or frequency of injuries in their work- i 
place by 10 percent or maintain both at zero. In addition to saving j 
money, BWC Safety Councils can help you:

• Learn techniques for increasing safety in your workplace;
• Learn how to better manage your workers’ compensation pro­
gram;
• Network with other employers in your community;
• Access useful, money-saving workers' comp and risk manage* 
ment information.
For information, eligibility requirements, a list of local safety 

councils, and FAQ, visit http://www.ohiobwc.com/employer/pro- 

grams/safety/SafetyCouncils.asp.

Auday Arabo, AFPD 
president and CEO, 

discusses Bridge Card 
issues with Max Finberg of 

the U.S. Department 
of Agriculture.

AFPD, Dept of Agriculture Discuss Bridge Card
Max Finberg from the U.S. Department of Agriculture recently met with 
Auday Arabo, President and CEO of AFPD along with members and 
staff of AFPD to talk about various issues about the Bridge Card among 
other things related to grocers in Michigan. AFPD was instrumental in I 
changes made in the way the money is distributed throughout the month 
for families who qualify for the card. "It is important that public and pri­
vate sectors work together to help with community issues," said Finb 
USDA, Director of Faith-Based & Neighborhood Partnerships.
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AFPD Corner

Federal
Banks Expected to Fight Swipe Fee Reform
One week after the Senate failed to adopt an amendment that 
would have delayed swipe fee reform for at least six months, 
the banking industry is now taking a wait-and-see approach with 
the Federal Reserve and threatening a legal challenge. The Fed 
issued a proposal capping the fees banks can charge on debit 
card transactions at 12 cents in December and is expected to 
issue a final rule by the July 21 implementation date. The indus­
try, according to lawyers and executives, intends to say that the 
Fed should never have imposed a hard cap on fees and that the 
cap it did impose is illegally low, CSNews reported. The banking 
industry will likely use the Administrative Procedure Act -  which 
sets the rules for public comment periods and ensures agencies 
don’t create rules in an arbitrary or capricious manner—as its 
legal cudgel. (Convenience Store News: www.csnews.com)

ATMs vs. ADA
ATMs must meet the physical access and communication stan­
dards by March 15,2012, said Dean Stewart, Diebold’s senior 
director of advanced solutions product management. The new 
regulations became law on March 15,2011, but the Department 
of Justice gave ATM deployers one year to implement the new 
guidelines. Depending on the company, an owner may decide

to upgrade the 
machine, replace 
it, or risk not doing 
anything in the 
hope that the ATMs 
do not catch the 
attention of the 
DOJ or private citi­
zens who could file 
lawsuits against the 
owner. If the com­
pany is planning 
to install ATMs in a 
planned building, 
they must meet the 
2010 ADA guide­
lines or a building 
inspector may not approve the building construction plans.

ATMmarketplace.com encourages ATM deployers to devel­
op a five-step plan to meet ADA guidelines. This includes 
taking an inventory of the ATM network to determine if the 
machines are compliant with the 1991 ADA guidelines; com­
paring the ATMs’ 1991 standards with the 2010 standards; 
consulting an ATM vendor; establishing a budget; and periodi­
cally reviewing the plan. (CSP Daily News: www.cspnet.com)

July 2011 E

http://www.csnews.com
http://www.cspnet.com


Ohio Day at the Capito

Paul Condino, AFPD VP of Government Relations, explaining 
legislative procedures to APPD Members

AFPD hosted its 1st Annual Day at the Capitol on June 7th in Columbus. 
More than 30 AFPD members and staff met for a morning briefing and then 
broke out in teams to visit the offices of their elected legislators. In all, more 
than 40 members of the Ohio Senate and Ohio House of Representatives mel 
with their AFPD constituents to discuss the need for immediate changes to th 
Ohio CAT tax.

The lobbying day was a huge step in educating the Ohio legislators on the 
unfairness to Ohio's gasoline retailers of current practices under the CAT. 
AFPD's voices were heard and a majority of the lawmakers stated their will­
ingness to look at potential legislative changes. AFPD will present its recom­
mendations in the very near future. A special thanks to Ohio Vice President 
Ron Milburn for his work on this successful Ohio Day at the Capitol.

Ron Milburn, AFPD VP Ohio explaining the Commercial Activity Tax Auday Arabo, AFPD President & CEO, thanking attendees for taking time from their businesses t<
and the steps AFPD is taking to correct this unfair legislation participate in our 1st annual day at the Ohio Capitol

AFPD members in attendance at the 1st Annual Ohio Day at the Capitol, left to right: Deb DiGioia, Ryan Singer, Chris Ledley, Mike Shepperson, Tony Zeakes, Ron Milbum-4 
Rick Reynolds—Staff, Pat LaVecchia— Board Member, Paul Condino—Staff, Gary Robson, Jason Holzapfel, Jerry Shriner of Marcoin Mgmt, Marty Cline, Sean Staneart, Mrs C 
Absent from group photo: AFPD member Pat Campbell, Vickie Hobbs—Board Member, and AFPD President and CEO Auday Arabo
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THE OPERATING SYSTEM FOR LIFE

i l l  m i n e u r Q
w w w .D R IN K N E U R O .C O M  THE OPERATING SYSTEM FOR LIFE

DUPLAY KNOWBRAINER SLEEPING BEAUTY

U N D A Y  EVERYDAY ST REST? GET IT THINKNEURO

^ e u r o G A S M
Mission in  e ve ry  b o t t le

n e u r o S U N
V i ta m in  D in eve ry  b o t t le

n e u r o B L I S S
H a p p in e s s  in  eve ry  b o t t le
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M e n ta l  p e r fo r m a n c e  in eve ry  b o t t le

H e u r o S L E E P
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n e u r o T R IM
A le a n e r  yo u  in eve ry  b o t t le

n e u r o S P O R T
R e p le n is h m e n t  in eve ry  b o t t le

For more information, contact your 7UP Salesperson

http://www.DRINKNEURO.COM


P e t r o l e u m  N e w s  a  V i e w s

Ed
W EG LA R Z
Executive Vice President, Petroleum

Gasoline Issues Can Bog You Down

A ll businesses have compliance and legal issues 
that must be addressed, but the retail gasoline 
business comes with its own set of challenges. In 

addition to local health department and occupancy permit 
requirements, retailers must be in compliance with federal 
and state regulations.

The most visible issue — 
and the issue that causes the 
most customer complaints — 
is "weights and measures" 
compliance Motorists often 
think if they report a retailer for 
shorting a gas sale, somehow 
that complaint will lower 
the price of gas While the 
governing body will test retail 
gasoline dispensers for accuracy, 
it's important that you regularly 
have the dispensers tested by a 
certified calibration contractor to 
be sure you are in compliance.
Pumps are mechanical, and 
tney are just as likely to over­
pump as under-pump. No 
retailer wants to shortchange 
the customer, but semi-annual 
calibrations of dispensers will 
keep you in compliance, and costly over-pumping issues 
will also be avoided.

Underground storage tanks (USTs), tank monitoring 
systems, and leak detectors are other areas that could cost 
you money and unwittingly result in legal action against 
your business. You need to have a system and procedure 
in place that monitors inventory on a daily basis, and use 
it! A small leak in a tank or piping can cost you significant 
dollars and pollute the ground, resulting in fines and legal 
action against your business.

Federally mandated owner/operator training 
requirements are about to be implemented and enforced 
across the country as a result of the Energy Act of 2009. If 
you are properly maintaining your dispensers, USTs, and 
tank monitoring systems, you are likely to be in compliance 
without additional expenditures. If you are deficient in any 
of these areas, now's the time to get up-to-date.

Another obstacle facing many retailers -  but a bigger 
issue for gasoline retailers —is automatically renewing 
service contracts. In the petroleum business, we have 
more services than the average retail store, and more 
exposure to this challenge. Do not sign any contract that

automatically renews and/or 
has a restrictive cancellation 
window. Many service 
contracts automatically renew 
at expiration for another 
defined period of time, unless 
you notify the supplier of your 
desire to terminate within 
a certain time frame. Most 
of us are way too busy to 
remember to cancel unwanted 
or unneeded services within 
the cancellation window, and 
then the encounter with the 
supplier becomes messy.

The solution is to delete 
any reference to automatic 
renewal, limited cancellation 
opportunities, and right of 
first refusal clauses in any 
contracts you feel obligated to 
sign. Review any clause that 

locks you into a price but allows the provider to increase 
the price of the serv ice. This is a one-way street to the 
advantage of the provider.

A few of the services that you should be wary of when 
considering contract provisions are: phone providers, trash 
pickup, fuel suppliers, maintenance agreements, credit card 
processing agreements, landscaping, snow removal, alarm 
systems, equipment leases, employee uniform agreements, 
and help desk agreements.

During this economic downturn, every dollar is impor­
tant. Every dollar you save goes right to your bottom line. 
And suppliers eager for your business are much more will­
ing to negotiate the terms and conditions of any agreement.

Now is the time to review your present contracts and 
agreements to determine the cancellation window and 
automatic renewal provisions so you don't get caught in the 
renewal spiral III

CONTRACT

Do not 
sign any 

contract that 
automatically 

renews and/or 
has a restrictive 

cancellation 
window.

—
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Contact our Grand Rapids Distribution Center for more information 
about our products and programs designed to help you keep your cool!

1180 58th Street 
Grand Rapids, Ml, 49509 

www.hthackney.com

Contact; 1-800-874-5550 
or e-mail;

craig .d iepenhorst@ hthackney.com

http://www.hthackney.com
mailto:craig.diepenhorst@hthackney.com


C o m m u n ic a tio n  Corner

Vanessa
DENHA-GARMO
Founder— Denha Media and Communications

What Does Your Store Say About You?

I spent many years working at Lindsay Drugs 
in Detroit. When we remodeled the store 
after a devastating fire, someone bought us 

a plant. My dad placed it on a counter next to 
the office. It remained there for years, even 
after we sold the business.

The vines grew, eventually extending 
across the store, so we had to start hang­

ing them from the ceiling. Because of the 
way my father watered and nurtured that 

plant, it kept the store inside clean 
and fresh and became a reflection 
ot his compassion. Our customers 
knew my father for his engaging 
personality, and our store for its 

bullet-free counter and that lus­
cious green plant that never 

stopped growing.
Do you ever look

around your store 
_ and wonder what 

it says about 
T you? Your busi­

ness is a reflec­
tion or an extension of your­

self. Even when you are not there, 
you are still sending a message to 

every person who walks into the store 
about who you are. how you operate, and what kind of 
business you conduct.

Long before I met Jim Hiller from Hiller's Markets. I 
wondered who was behind these seven grocery stores in 
Metro Detroit. Just by walking in and perusing the aisles, 
you can tell by the stores' ambiance, products, and friendly 
staff that someone who values quality has created this busi­
ness model.

When a store is clean and the products reflect the custom­
er base being served -  exactly what you will find inside a 
Value Center or Kassa-family-owned business -  you know 
the people running the operation understand the concept of 
presentation, marketing, and customer appeal.

We communicate to our customers even when we are not 
talking. Our business communicates for us. Your employ­
ees speak on your behalf every day while doing their jobs

t ĉEPL) Bot;

inside your business. You communicate every day to your 
customers when they push the shopping cart around or head 
to the counter looking for the products they need or want.

The next time you drive up to your store, take a good look 
around. Look at the outside of the building. Walk around 
the store, down every aisle, and in every area open to the 
public and employees, and ask: What is this store saying 
about me to the rest of the world? Is it saying this store is 
operated by a person who knows how to do business, who 
cares about the customer, who understands presentation and 
public appearance? Or, are you a little embarrassed by how 
it reflects on you?

If negative messages are being sent to the public by the 
store's appearance and how employees engage customers, 
make a list of what you want to change and how you will 
approach making those improvements.

At the end of the day. how your 
business communicates will 
affect your bottom line. Ask 
yourself: What does my 
business say about me? Ill

Vanessa Denha Garina is 
founder of Denha Media and 
Communieations—AFPD's 
Ptihlie Relations Company.



Where Service, 
Quality and Price meet!

• Cube Ice
• Block Ice
• Crushed Ice
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■ Best Prices In Town!
• Centrally Located for 

Best Delivery!

U .S . IC E  C O R P .
10625 W est 8 Mile Road • Detroit, Ml 48221 

(3 1 3 )8 6 2 -3 3 4 4  • Fax (313) 862-5892

LARGEST ICE  
MANUFACTURER  

IN  THE CITY  
OF DETROIT, 

with a manufacturing 
capacity of 400 tons 

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

The Abbo Family has 
served Detroit's ice 
needs since 1984!



P olitica l A ction

AFPD's Mid-Year Report Card—  
A Great Start

The mid-term report for AFPD 
political action can best be 
described as bringing about his­

toric legislative changes in Michigan.
It all began in January as Governor 

Kick Snyder called for an end to the 
1976 Consumer Item Pricing Act.
AFPD immediately began advocating 
for the repeal of this labor-intensive 
item pricing law. The repeal of item 
pricing was signed into law in April 
2011. allowing retailers to more effec­
tively use their resources to create jobs 
and improve their bottom line.

On May 4th, the first-ever AFPD Day 
at the Capitol in Lansing provided a 
venue for more than 30 members and 
60 legislators to discuss key legislative 
issues. The event was a great success, 
assuring that the voice of the retailer 
was heard. In fact, legislators in both 
the House and the Senate gave their 
commitment to moving key bills spon­
sored by AFPD.

One such bill. SB 331, was voted out 
unanimously by the Michigan Senate 
and moves to the House for consider­
ation. The bill is important to AFPD 
members as it levels the playing field 
for all liquor retailers in Michigan by 
eliminating the long-held practice of 
requiring a store owner (party, drug, 
or grocery) to pay an extra 1.85 per­
cent tax on each bottle of liquor they 
intend to sell. Bars and restaurants do 
not have to pay this extra tax. Under 
SB 331. all sellers will pay the same 
tax for each bottle of liquor they intend 
to sell.

Another huge victory for AFPD’s 
Michigan members was the elimi­

W atch for A FPD  invo lvem ent in leg islation to  m ove co nta iner redem ption out o f retail 
stores and into  the hands o f private recycling com panies.

nation of the job-killing Michigan 
Business Tax. AFPD was invited to the 
bill signing ceremony and personal­
ly thanked by Governor Snyder for our 
support in passing these bills. The new 
tax laws create a 6 percent business tax 
on C-corporations (generally publicly 
traded corporations) only. Virtually all 
other business entities will no longer 
pay business tax. Instead, small business 
people such as AFPD retailers will pay 
only a tax on their profits through their 
personal income tax filing.

AFPD has been at the table throughout 
the year working with Senator Debbie 
Stabenow to modify the 2012 Farm Bill 
to allow states to distribute food stamps 
twice a month. Senator Stabenow 
chairs the U.S. Senate Committee on 
Agriculture, Nutrition and Forestry, and 
took written testimony from AFPD urg­
ing these vital changes in food stamp 
disbursements in May. Although there

is much work to be completed in this 
arena, we remain vital advocates for 
a Farm Bill that assures retailers can 
maintain the appropriate inventory of 
fresh food, produce, and staffing levels 
throughout each month.

The halfway point of 2011 has 
brought tremendous change, which 
some didn’t think could be accom­
plished. The second half of the year 
will require even more diligence and 
vision in carrying on the voice for 
change. One such project will be the 
introduction of legislation on behalf of 
AFPD to radically change the recycling 
laws in Michigan. President & CEO 
Auday Arabo and the AFPD board of 
directors have asked the AFPD govern­
ment relations team to go all out in an 
effort to “move container redemption 
out of our stores" and into the hands of 
private recycling entities. The time is 
now —stay tuned. Ill
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Cover Story

i_  legal Challenges 
'  Facing Retailers

Both your state and the nation have legal and regulatory 
challenges coming your way. Here's some advice from 
the experts on how to get ready.

By Carla Kalogeridis, 
Beverly Sturtevant, 
and Darrell Klute

It's not always easy man­
aging an independent 
grocery or convenience 
store, and the latest legal, 
regulatory, and busi­
ness challenges affecting 
retailers aren’t going to 
make it any easier.

The good news is that 
AFPD’s Bottom Line has

assembled a top 10 challenge check list for you to keep on your 
radar—along with some advice from industry experts on what you 
need to do to prepare. (Editor's note: The challenges 
below are in no particular order.)

1. Fee R equ irem ents  fo r 401 (k) Plans
Effective July 16, 2011, under rule 408(c)(2), the U.S. 
Department of Labor (DOL) will require all retirement 
plan trustees to know the fees for their 401(k) plans 
and determine if they are reasonable. "This means 
that any business owner with a 401(k) plan has a fidu­
ciary responsibility to everyone in their 401(k) plan,” 
says John Bussa, a registered representative of Lincoln 
Financial Advisors Corp. “If you don’t know wheth­
er your plan's fees are reasonable or how your plan 
compares to others, it is imperative to find out how to 
remain compliant with the new DOL requirements."

Bussa says it's an excellent idea for employers to 
provide employees with information on the benefits of 
increasing plan contributions, the impact of pre-retire­
ment withdrawals, plan operations, risk and return 
characteristics, and historic retum-on-investment data.

"Ask an expert to compare your plan to other plans 
and explain the fees and responsibilities you now have 
under the new regulations,” he says.

AFPD Bottom Line

2. C hanges to  th e  A m ericans w ith  
D isab ilities  A ct

The Equal Employment Opportunity Commission (EEOC) 
issued final regulations, effective May 24, 2011, implementing 
amendments to the Americans with Disabilities Act (ADA). 
The new regulations apply to people working for an employer 
that has 15 or more employees in the private sector.

With a long list of new regulations hitting the books, ADA 
compliance is not an issue retailers can ignore. The fines for 
ADA non-compliance are hefty, and lawsuits already abound.

Spencer C. Skeen, with the law firm of Fisher & Phillips, 
explains it this way: “The regulations shift the burden of prool 
in disability claims so that employers must now show why a 
worker does not require special accommodations, rather than 
employees having to prove that the measures are merited."

Skeen says independent businesses 
must recognize that many individuals 
previously unprotected by the ADA an 
now protected by the law. “This mean: 
employers are less likely to prevail in 
litigation by arguing someone is not 
disabled,” he says. “Instead, the focus 
will be on whether the employer’s pol 
cies or procedures for dealing with dis 
abled individuals comply with applies 
ble law.”

Skeen says employers should con­
sult with legal counsel to reassess thei 
job descriptions, job qualification stan 
dards, and reasonable accommodation 
process (including leave of absence 
procedures) to ensure that they are cui 
rent and defensible. To reduce the risk 
of litigation, employers should also 
update their employee handbooks and 
any other written guidelines to make 
sure they comply with the new law.

"Any business  
o w n e r w ith  a 
401 (k) p lan  has a 
fid u c iary  responsi­
b ility  to  everyo n e  
in th e ir  plan."

— John Bussa,
Lincoln Financial 
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3. Access to Loans and Credit
"The days of easy bank financing are a thing of the past,” says 
Lou Peters, a consultant who spent 33 years in the commercial 
lending industry . "With banks demanding very detailed informa­
tion before giving a loan, some retailers are discovering that they 
don’t have a grasp on their financial health. They have ideas, but 
they can't show it "

In addition, he says many retailers have too much debt. "Banks 
are turning over every stone now," he says. "They want to know 
everything about everything before they loan money.”

Retailers are often puzzled when a bank with whom they've 
done business for years suddenly withdraws its support. "Banks 
are giving retailers a hard time about modifying loans to get pay­
ments lower," Peters explains, “but most retailers don't realize 
that the FDIC has new regulations and accounting rules that hurt 
the bank's own balance sheet if they do this." In addition, the 
LDIC is recommending that banks look less at collateral value, 
'uch as real estate, and instead focus on business cash flow when 
assessing whether to approve a loan.

Peters advises independent business owners to get their fiscal 
house in order. “A retailer might know that his sales have gone up 
10 percent, but have no idea that his expenses are up 50 percent." 
he says "Most retailers are not prepared with the information 
needed to get a new loan. You've got to have all your ducks in a 
row, and you had better look good."

5. Liquor Control
In Michigan, the price of spirits has been controlled by the 
Michigan Liquor Control Commission (MLCC). and there is 
an established distribution system in place. However. James 
Bellanca. Jr., a business and corporate attorney with Bellanca. 
Beattie and DeLisle. PC., says there has been recent discussion 
to eliminate the tiered system of manufacturers, distributors, and 
retailers based on their sales.

"There is serious talk about changing that and letting the mar­
ketplace dictate price, with less regulation,” Bellanca says, “and 
that could pose a threat to the small retailer. The current pricing 
of spirits has kept independent grocers and liquor dealers com­
petitive with big boxes, but that may change in the not-so-distant 
future."

Another important topic is the impact of catering liquor licenses 
on SDD sales "The Michigan Legislature recently adopted sev­
eral changes to the Michigan Liquor Code including the introduc­
tion of catering permits." explains Seth P. Tompkins, an attorney 
with Sullivan. Ward. Asher & Patton.

Tompkins also points out another but less obvious ques­
tion mark for Michigan liquor merchants the fact that MLCC 
Commissioner Pat Gagliardi and MLCC Commissioner and 
Chairperson Nida Samona, both Democratic appointees to the 
MLCC. are slated to leave at the end of June and will be replaced 
with two new individuals appointed by the governor

4. PCI Com pliance
In an effort to both achieve and maintain Payment Card Industry 
'PCI) compliance, security has become a major initiative for 
retailers. "Merchants should view PCI compliance as a busi­
ness best-practice and not a one-time, stand-alone IT issue," says 
David Wallace, group manager, data security standards compli­
ance. Chase Paymentech.

Wallace says that the hardest part isn't achieving PCI compli­
ance -  it's maintaining it "When it comes to PCI compliance, 
s>und security practices are key -  regardless of which side of 
’he globe your pay ments are processed on.
'sHind security practices also ease the imple­
mentation of new requirements."

The first step to establish an effective 
'ardholder data security program is to exam­
ine the use of cardholder data in your busi­
ness environment “Eliminating stored card­
holder data alleviates the need for many PCI 
"mplianee-drivcn initiatives and reduc­
es liability in the event of a data breach."

plains Wallace
, Ultimately, the PCI requirements will 

wrntinue to change, but only to meet emerg- 
lng threats to the pay ment sy stem, he pre- 

r "Q*-“Merchants must insulate themselves 
l frQm these sanations, while achieving a 

’fduetion in the scope, cost, complexity, and 
implementation time required to maintain 
^1 compliance"

"M erchants  should  
v ie w  PCI com pliance  
as a business best- 
practice and  n o t a 
o n e -tim e  IT issue"

— D avid  W allace,
Chase Paymentech

6. L iquor L iab ility
Liquor liability includes concerns about a store's employees sell­
ing alcohol in v lolation of state law. such as selling to a person 
who is intoxicated or to an underage person Merchants are sub­
ject to new. stricter dram shop laws that can result in fines and/ 
or imprisonment, and retailers are concerned about increasingly 
sophisticated fake IDs.

The Ohio Div ision of Liquor Control strongly encourages the 
use of automatic identification reader scanner devices Ohio law 
provides an affirmative defense that protects permit holders who 

use automatic identification reader/scanncrs and 
make a bona fide effort to ascertain the true age 
of the person buying the alcohol by checking an 
Ohio driver's license, an official state of Ohio 
identification card, or a military identification 
card issued by the LI S. Department of Defense

7. U n d erg ro u n d  S torage  
Tank Rules
Robert f  Barbero. CPC'U. program director for 
I S I I and vice president of Lyndall Insurance 
Agency , says Ohio gasoline retailers should be 
paying particular attention to complying with the 
state's requirements for underground storage tank 
(l STl deductibles There are some complicated 
rule changes, and the state is actively enforcing 
the requirements

There are two choices for deductible $11,000 
tor locations with six or fewer tanks and $55,000 
for more than six tanks “Failure to provide

S< < TOP 10. Continued on pane 20
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inspectors with proof of adequate deduct­
ible can result in possible fines up to $10,000 
per day. closure of your business, or denial 
of PUSTR fund coverage in the future,” he
says

In Michigan, operators of petroleum USTs 
are required to carry specialized UST insur­
ance. This certificate of insurance is required 
when pay ing the annual tank registration 
fee. Coverage must be obtained from com­
mercial insurance sources, usually includ­
ing a deductible per occurrence of at least 
$5,000. As the tanks get older, the premiums 
increase, warns Ed Weglarz. AFPD executive 
vice president, petroleum.

8. Succession an d  Estate  
P lann ing
One issue small business owners often 
neglect to think about, says tax attor­
ney Randy Denha, is succession planning. 
"Retailers need to know how best to transfer 
their hard-earned wealth to the next genera­
tion while avoiding excessive taxes and gov­
ernment intervention,” says Denha.

Denha advises AFPD members to talk to 
competent estate planning counsel and find 
out what the options are for minimizing strife 
and maximizing control in the hands of the 
active kids. "Say you have four kids—two 
active in your business and two inactive." 
he says. "Give the operations to active kids 
and to the inactive kids give a nonvoting role 
such as a dividend or real estate holding to 
get revenue."

Denha says speak to competent counsel to 
know when you should start. "As they say, 
the best time to plant an oak tree is 20 years 
ago. The second best time is today," he says. 
“On the other hand, you don't want to start 
too early either. Parents should see how their 
kids develop, who they marry, and how much 
influence the in-laws have."

9. Rising Cost o f  Insurance
Stephanie Najor. a licensed agent for GLP 

Insurance Services, says retailers are faced 
with a multitude of issues when address­
ing their insurance needs. “Those who are 
insured are shopping and re-marketing 
their policies every year, hoping to secure 
decreased premiums," she says. "On the 
other end. standard companies are constant­
ly changing their risk appetite and canceling 
entire classes of business based on the loss-

All Natural Premium Blends 
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I Business owners 
ve often under- 
nsured for personal 

on their 
tome and auto, which 
i  where they are 
Host vulnerable."

— Steven Jaboro,
Vice President, 

Benchmark Financial

es experienced in 
the prior year."

At the same 
time, insurance 
companies have 
fallen victim to 
their own indus­
try Even the larg­
est insurance cor­
porations use 
"re-insurance 
companies" that 
insure risks all 
over the world, 
she says. "Over 
the last decade, 
these companies
have been ham- 

kbility on their mered by natural
disasters. When a 
disaster strikes in 
an area where an 
insurance com­
pany does not 
write business, 
their underly ing 
insurance carriers 
could be incur-

nng catastrophic losses. These increased costs are 
passed along to the carriers, who in turn will pass 
them on to the consumer."

Mark W Hedman. vice president of Hedman 
Anglin Bara, says the biggest challenge is that pre­
miums arc going up at a time when many small 
businesses are not seeing revenue increases to sup­
port additional cost "Raising premiums is harder 
In do in this economy . It's a balancing act for both 
insurers and the insured " Hedman advises mer­
chants to evaluate their coverage to be sure they 
haven t cut coverages simply to cut costs, leaving 
them exposed

Steven Jaboro. v ice president of Benchmark 
Financial, agrees that the number-one. hot-button 
issue is cost of insurance "We find business ow ners 
•re often under-insured for personal liability on their 
home and auto, which is where they are most vul­
nerable and collectible "

And of course, another big question mark on the 
hon/on tor retailers is how to afford the rising cost 
of health care premiums, especially as President 
Obama s new healthcare reform is implemented 
Slate lawsuits deeming the new healthcare plan 
•Oconstitutional are a wild card and will likely end 
*P in (he Supreme Court Impending on the out- 
tnmc of the 2012 elections, if the GOP takes control 
of both the House and Senate and President Obama 
►mains in office, it's anyone s guess as to what 
direction the law will take 

Some insurers, like Blue Cross Blue Shield of 
Michigan, are reworking their programs to reduce

costs by increasing co-pay. deductible, and co- 
insurance limits "These plans are designed for 
small- and medium-sized businesses to remove 
some of the cost from a business owner by 
increasing the percentage of employee partici­
pation." explains Rocky Husaynu. president of 
Professional Insurance Planners.

Sometimes it's not a matter of affording it — 
it's a matter of finding someone willing to write 
the policy you need, says Neville Nofar. owner of 
Great Northern Insurance Agency. "Commercial 
insurance in Detroit is extremely difficult to find 
at this time if you are a gas station, liquor store, 
convenience store, or supermarket." he says 
"With the economy in shambles and claims on 
the rise, insurance companies are reassessing their 
choices of risks.'

Tough times have caused many families to 
tighten their belts to the breaking point. That 
means that employees handling money may be 
tempted to take advantage of their employers in 
ways they never would have considered before.

"We have seen people who have been with their 
employers lor 25 years, who would never think 
of embezzling." confirms Pat Gregory, manag­
ing director of UHY Advisors Michigan. "Then 
a spouse has a gambling problem or drug / alco­
hol problem . .The owner takes his eye off the 
ball, and all of a sudden, things don't reconcile." 
Bonding employees who handle money is a good 
way to protect yourself. Gregory says

10. CAT Tax in O h io

The Commercial Activ ity Tax (CAT) in Ohio 
places an unfair burden on the independent 
retailer. AEPD continues to work hard to educate 
Ohio legislators on how the CAT disproportion­
ately impacts high-dollar. low-margin (fixed) 
businesses such as petroleum retailers and whole­
salers W ith (he fluctuating price of gasoline 
making headlines in an extremely competitive 
retail gasoline business, gross margins tend to be 
constant even as retail prices increase Therefore, 
a percentage lax like the C AT negatively impacts 
the retailer's bottom line

After AI-PD's recent Ohio I egislative Day. 
many legislators were left with a greater under­
standing of how the C AT harms the independent 
petroleum retailer's business and many expressed 
interest in working w ith AEPD on a solution 
AEPD President and CEO Auday Arabo applaud­
ed the success ot ihe Ohio Legislative Day. stat­
ing. "AEPD members did great in sharing their 
Commercial Activity Tax stories and how it nega­
tively affects their business Now. with the help of 
AEPD staff, it s time lo pull everything together 
and carry the ball toward the goal line All in all. 
it was a team effort that will make a difference for 
our industrv I I

Watch Out 
for Fraud 
Related 
to  Money 
Services
Mike Sarafa, president of 
Bank of Michigan, says 
retailers will continue to 
see challenges in the area 
of money-related services 
they provide to their cus­
tomers. T h e  tough econo­
my has increased the rate 
and likelihood of fraud in 
food stamps, check cashing, 
money orders, and other 
areas,' he says. 'And there 
are new regulatory and 
compliance issues related to 
money services that retailers 
will find time consuming and 
expensive.*

There is also a movement 
by the government, Sarafa 
says, to go to debit cards for 
government transfers. ‘ If the 
government starts issuing 
tax refunds on debit cards, 
for example, that will put a 
big dent on the significant 
money that merchants make 
cashing their customers’ 
checks,' he says. Sarafa 
urges retailers to do busi­
ness with a bank that keeps 
them educated on the latest 
laws and regulations related 
to money services.

MHu Sarafa, president of 
Bank of M ichigan
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Estate Planninĝ
Not: a. Dead Issue

Even with the new rules, you still need 
to plan— and getting help is a smart 
way to start.

You and your estate planner 
have a full plate o f actions to  
consider long before federal 
estate taxes are considered. 
If you've been postponing  
your planning, it's tim e to  
m eet w ith  a planner and 
discuss these issues.

By Randall A. Denha, Esq.

Estate planning isn’t dead, not by a long shot. The tax deal made in 
Washington in December 2010 was a major change. It should change 
the way many people view estate planning. It shouldn't make any­
one ignore estate planning, but it should cause many to take a broader
view.

Traditionally, estate planning means estate tax reduction. Many peo­
ple figure if their estates aren't going to be hit with federal estate 
taxes, they don't need a plan. Now, with estates up to $5 million ($10 
million for married couples) exempt from the federal estate tax, they’re 
tempted to think they never need to visit an estate planner.

As I've said for many years, estate planning is about much more than 
taxes. You need a plan even when estate taxes will be zero. Perhaps the 
best effect of exempting most estates from federal taxes is that plan­
ners and their clients can focus time on the non-tax issues of estate 
planning. Here's a review of the top issues that you should consider 
regardless of the value of your estate.

• Deciding Who Benefits. The primary goal of estate planning is 
determining who inherits your wealth and when. A typical plan leaves 
all or most of the estate to the surviving spouse first. After that spouse 
passes away, the assets pass to children of the marriage. You need a 
will or living trust or both to reach your goals. Of course, if you don’t 
have the stereotypical family and goals, you definitely need to meet 
with an estate planner to hammer out a will that transfers the assets in 
a way that meets those goals.

• Mixing in trusts. A secondary decision is whether you want a ben­
eficiary' to receive assets directly and immediately. If not, the assets 
likely will be put in a trust for that person's benefit. There are many 
non-tax reasons to use trusts in an estate plan. The person might be too 
young to legally own the assets. Or you might be concerned about how 
the person would spend or manage the property. A trust allows a per­
son or entity (such as a charity) to benefit from the wealth while the 
trustee manages it and the trust terms put some restrictions on distribu­
tions. A trust also can protect the assets from creditors of the beneficia­
ry. You'll want to use it when the beneficiary is in a high-risk occupa­
tion, might lose assets in a divorce, or has a substance abuse or other 
problem.

Another reason to use a trust is to ensure wealth finds its way to you 
contingent or secondary beneficiaries. You may want to leave your 
entire estate to your surviving spouse and also ensure your children 
receive what’s left after his or her demise. A trust does that. Trusts for
this purpose are especially useful to someone in a second or subse­
quent marriage with children from a previous marriage.

• Setting formulas and disposition schemes. When a will doesn't 
leave the entire estate to one person, there must be instructions to
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divide the estate. A problem with many formulas and other 
* hemes is they work fine the day they are written, but deliver 
unwanted results over time as asset prices change. This is par­
ticularly true when people are designated to receive specific 
property But it also can happen when they receive a percentage 
of the estate without a dollar limit or specific dollar amounts. 
Suppose you have a $3 million estate and leave 90% of it to your 
vpouse and 10% to your brother. You believe that would leave 
your spouse comfortable. An economic calamity occurs, how­
e'er, and the estate suddenly is worth $1.5 million. Now, your 
'pouse needs all of the estate to meet expenses, and that 10% left 
lo vour brother seems more significant. A good estate planner 
"ill craft your dispositions to avoid such unwanted results and 
•ccount for changing circumstances. But not all changes can be 
anticipated, so you also want to review your plan periodically
• State taxes. Federal estate taxes aren't the only potential leak 

"ui of your estate. There still are states w ith estate or inheritance 
'axes, and most of those taxes kick in at lower levels than the 
•cderal tax. If you live in such a state (or own property in onel. 
)(xi II want to look for ways to reduce the bill.
• Probate Some states have a modem streamlined probate 

protest that nicks the estate for fairly reasonable expenses and 
l4°eMft take too long. Other states retain the old-fashioned slow
•od expensive probate systems You should meet with an estate 
planner to leam which type of slate you're living in When you 
nc in a state with a long or expensive probate process (or bothi. 
discuss ways to avoid probate These methods include trusts, 
pintly-owned property, life insurance, and annuities

• Debts and cash floss An estate plan determines how debts 
'ill be paid and how that will affect inheritances. Some people 
**'* life insurance or liquid assets to pay debts so heirs can take 
We to unencumbered assets. Otherw ise, taxes must be paid by 
d* estate Suppose you want one person to inherit a particular 
*"et and another to inherit the rest of the estate It the asset has
* debt attached to it, how w ill that debt be paid and how w ill that 
•fleet the amount inherited by each person? An estate planner 
'*)yi will examine the cash flow of the estate to ensure bills can
* P**d. assets maintained, and dependents taken care of during 
d* estate settling process

l-ift insurance. Some people own life insurance to pay taxes.

debts, or other expenses of the estate. Life insurance also can be 
a way to leverage your inheritance Your estate planner will help 
determine if you have too much or too little life insurance. When 
you already own life insurance, or the planner believes insurance 
is a good idea, also look at strategies such as a life insurance trust 
or partnership to own the policy and keep it out of your taxable 
estate.

• Charitable gifts. Many people leave something to their favor­
ite charities in their wills. A charitable gift is fully deductible from 
the estate, so it reduces the estate tax But when your estate won't 
be taxable, you might not want to make the gift in your will. It 
might make more sense to make charitable gifts each year and 
deduct them on your income tax return. This is another issue a 
good estate planner w ill explore with you

• IRAs, annuities, and more. A number of assets pass to the 
next owner outside the probate estate, the will, and a living trust 
These include IRAs. employer retirement plans, annuities, and life- 
insurance For these, you need to review the beneficiary designa­
tions with an estate planner and coordinate them with the rest of 
the estate. Most estate planners say few of their new clients have 
done their beneficiary designations correctly.

• Special assets. Small business interests, collections, antiques, 
real estate, and other assets all require special consideration and 
planning even w hen taxes arc not an issue An experienced planner 
can explore the issues and options with you

These are just a few of the non tax issues that are fundamental 
to every estate plan As we've discussed in the past, other key ele­
ments of a plan include health-care documents, a financial power 
of attorney, and guardianship designations for any minor children 
You and your estate planner have a full plate of actions to consid­
er long before federal estate taxes are considered. If you've been 
postponing your planning, it's time to meet with a planner and dis­
cuss these issues H

Randall A Denha. jxi., II.m. is prim ipal and 
founder of the Ian firm Denlia A Associates. Id.IX 

and can he reached at rad(a denlialan com. (Editor's 
note This article mas not he used for penults pro­

tection that mas he imposed on a laxpaser under the 
Internal Revenue (Ode of IVHh, as amended I
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Are Your Assets Really

By M ichael J. LoG rasso, CLU, C hFC ®  
and John M. Bussa, C RPC ®

A diversified portfolio should be at the core 
of any well-planned investment strategy. 
While a worthy goal at any age. it's espe­
cially desirable as your net worth grows 
over the years.

The basic purpose of diversification is 
to reduce your portfolio risk and volatil­
ity. It's primarily a defensive type of invest­
ment policy Depending on your investment 
goals and tolerance for risk, your strategy 
may emphasize one type of investment over 
another. But overall, your portfolio should 
be diversified. That's because no single 
type of investment performs under all eco­
nomic conditions.

Forms of Diversification. An invest­
ment portfolio consisting of 20 differ­
ent construction industry stocks is not 
diversified. Diversification means divid­
ing your funds among different classes of 
assets, such as stocks, bonds, real estate, 
savings accounts, and tangible assets. For 
instance, suppose your portfolio consist­
ed entirely of bonds. Your money would 
be at significant risk if interest rates rose 
since bond prices generally fall when 
rates go up.

It's also important to diversify by 
owning several stocks in different indus­
tries. Suppose you held just 1.000 shares of 
a major company's stock from September 
30, 2007 through September 30, 2009, and 
you suffered a loss of $40 per share when 
the stock tell from 100 to 60. A diversi­
fied portfolio consisting of many different 
stocks in various sectors may have cush­
ioned the blow of the loss.

A prudent investor managing his own 
portfolio might diversify his holdings by 
selecting some stocks for their rising earn­
ings or accelerating "growth” potential 
while buying other stocks because they 
offer “value" by temporarily being out of 
favor. In addition, an investor may buy 
individual securities for other reasons, such 
as income or a certain situation in the mar­
ketplace.

An alternative to selecting and manag­
ing individual stocks and bonds is to invest 
in mutual funds. Some mutual funds offer 
diversification by holding many securities 
within the portfolio. However, some other

| ^ J  ' - A F F D  Bottom  Line

funds may not be diversified across indus­
tries or asset classes and may focus on a 
single sector. Mutual funds offer several 
other features, including:

• Shareholders receive periodic reports 
reviewing the fund’s results and 
performance.

• Funds are managed by full-time 
professionals.

• Fund families allow investors to 
allocate investment dollars among a 
combination of funds with varying 
investment objectives.

- Mutual funds may provide immediate 
diversification.

Funds have clearly defined invest­
ment objectives and strategies, which are

detailed in the fund's prospectus.
An investor should carefully consid­

er the investment objectives, risks, charg­
es, and expenses of the investment com­
pany before investing. Read the prospec­
tus carefully before investing or sending 
money. The investment return and princi­
pal value of an investment will fluctuate 
with changes in market conditions so that 
an investor’s shares when redeemed may 
be worth more or less than the original 
amount invested.

Diversification also means not tying up 
all your funds in long-term investments. 
You'll need to keep a certain amount eas­
ily accessible —that is, in money-market 
accounts, savings accounts, or short-term 
certificates of deposit (CDs) —for on-going 
expenses, emergency needs, and short­
term goals such as saving to buy a car or 
pay taxes. And through dollar-cost averag­
ing, a process of buying stocks and bonds 
from time to time instead of all at once.

you can spread the risk over both good am 
bad markets.

Sample Portfolio. Your specific invest­
ment decisions will depend on several fao 
tors: your age. tax bracket, risk tolerance, 
liquidity needs, investment time horizon, 
and investment goals. In general, howevei 
a well-diversified portfolio might include:

1. Cash Reserves for short-term needs- 
checking accounts, money-market 
accounts, savings accounts, and 
shorter-term CDs.

2. Longer-term, taxable investments 
that are relatively liquid, such as:

• Stocks—common or preferred
• Bonds—U.S. Government, 

corporate
• Mutual Funds —bond funds, 

growth funds, balanced funds, 
international funds

3 Tax deferred and tax free invest­
ments, such as:

• Annuities —fixed and variable
• Qualified Plans—401 (k), 403(b) 

Roth, IRAs, SEPs. SARSEPs
• Municipal bond funds

4. Real estate—commercial, residential
5. Tangible asset exposure through 

mutual funds —precious metals 
funds, natural resources funds

You may want to consult an advisor
regarding designing a portfolio that is 

right for you and your time frame, risk to 
erance, and potential return on investmeni

A properly planned estate can also be a 
part of your overall strategy. Simply hav­
ing a will may not be enough. You may 
need to coordinate your will with trusts to 
your children, life insurance, and estate ta 
planning. Estate planning can help presen 
and direct the distribution of your assets 
after your death.

A diversified financial planning strateg 
will not eliminate risk or guarantee suc­
cess. But it does offer a sound approach 
to help accumulate, preserve, and protect 
your assets, reduce risk, and potentially 
grow assets over time. Ill

Michael J. LoGrasso, CLU, ChFC® d* 
John M. Bussa, CRPC® are registert

representatives of Lincoln Finaneii 
Advisors Corp., and offer investmet

advisory service. This information shout 
not be construed as legal or tax advic
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Exclusive!FOOD & PETROLEUM DEALERS

Lincoln Financial Advisors Program

If  you’ve got the questions, w e’ve got the answers!
• Are you paying more than your fair share of taxes?
• Will your business stay in the family after you die?

• Will you outlive your retirement savings?
• Will your family suffer financially if an accident or illness leaves you unable to work?
• If you die unexpectedly, could your family maintain its current standard of living?
• Who will get more of your estate: your heirs or estate taxes?

A solid financial plan can provide answers to all o f these questions!

Imember 5IPC) registered investment advisor and an insurance agency. Insurance offered through Lincoln affiliates 
and other fine companies. Lincoln Financial Croup is the marketing name for Lincoln National Corporation and its 
affiliates It is not our position to offer legal or tax advice. 1000 Town Center. 26th Poor, Southfield, Ml 48075 (248) 
827 4400 CRN201106 2055619

20% Discount o ff o f Financial Planning Fee!
• Estate Planning

• Retirement Planning
• Business Succession Planning

Financial Advisors
A m em ber o f  Linco ln  Financia l C roup  ®

For more information, call John Bussa at 1-866-625-9108. 
Be sure to let him know you are an AFPD Member!

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

Securities and investment advisory services offered through Lincoln Financial Advisors Corp., a broker/dealer,



Avoid Point-of-Sale Fraud
While the rate of fraudulent transactions that occur in the card- 
present environment is generally low, any loss impacts your bot­
tom line. To assist you in protecting your business against unnec­
essary losses from fraud and chargebacks, Chase Paymentech 
offers the several products and services.

State-of-the-art POS 
Equipment
From support of AVS and 
CVV2/CVC2 to duplicate 
card checking, last-four- 
digit entry, and password 
protection of key func­
tions. our POS equipment 
options offer the latest 
technology to help protect 
your business from both 
internal and external fraud.

As a protection against cardholder fraud. Chase Paymentech 
provides security features in the software of all credit card ter­
minals that require the operator to key either the last four digits 
of the card account number (4-Digit Fraud Protection), the card 
verification code (Non-Embossed Verification Code), and/or the 
address verification information (Address Verification System) 
directly into the terminal. We recommend against removing any 
point-of-sale terminal fraud protection features. Once you disable

any of these functions:
• You may be unable to detect fraudulent cards or fraudulent 

transactions at the time they occur.
* You may suffer financial losses due to credit card or debit 

card fraud that might have been prevented by the terminal 
protections.

Online Reporting
Timely access to your transaction data allows you to quickly 
identify trends that might be indicative of fraudulent activity or 
improper operating procedures. We can help you identify transac­
tions and trends that may indicate a need for corrective measures 
company-wide or at an individual location.

Payment Brand Data Security
Compliance with the card association security programs is not 
only required, it makes good sense. Protecting your cardholder 
data means protecting your customers from fraud and maintaining 
a sound business reputation —two critical components of success 
in today's marketplace.

Chargeback Management
Timely responses will ensure that you do not receive a chargebad 
for lack of response to a retrieval request.

For additional information, contact your account executive, Jim 
Olson, at (866) 428-4966 or James.Olson@ChasePaymentech 
com or visit www.chasepaymentech.com. Ill
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To inquire about our rebate program for AFPD 

members in Michigan or Ohio,
Call Mike Pecoraro at Nestle DSD 

at 1-800-328-3397 Ext. 14001, or Auday 
Arabo at the AFPD office at 1-800-666-6233

-AFPD Bottom  U ne www.AFPDonline org

http://www.chasepaymentech.com
http://www.AFPDonline


Thainks for shopping

C hoose th e  P rogram  D esigned  

S p e c ific a lly  fo r  You
We have designed a payment processing program with you in mind A preferred provider for the Associated 
food and Petroleum Dealers (AFPD), Chase Paymentech offers customized solutions that meet the needs of 
petroleum dealers, grocers, c-stores and retailers

Benefits include:

•  Service -  Industry expertise specific to petroleum dealers and grocers

■ Savings - Lower cost of payment acceptance with competitive 
Visa and MasterCard rates

■ Stability - Backed by the strength of JPMorgan Chase

■ Security -  Payment Card Industry (PCI) Compliant applications

"Chase Paymentech has helped my business become PCI compliant along 
with saving me money on my processing costs I feel confident that I am 

getting the best service at the lowest cost "

-  H o lly  Schlusler, Owner, H en ry 's  General Store

Make the right call!
Call us today for a free statem ent analysis 
at 1 .866 .428  49 6 6

A P r o u d  S u p p o r t e r
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Spotlight on M ichigan G overnor Rick Snyder

G overnor Snyder: 
'Focus on th e  8 0 — N ot th e  2 0 '

By Joseph Palamara

After winning the Republican nomina­
tion for governor last summer, Rick Snyder 
cruised to victory in the November gener­
al election and was sworn in as Michigan's 
48th Governor on January 1,2011.

An experienced, successful, and respect­
ed businessman in Michigan and across the 
nation. Snyder became governor in his first 
bid for public office. Born in Battle Creek.
Michigan. Snyder earned a bachelor's 
degree. M B A., and a juris doctorate, all 
from the prestigious University of Michigan 
(U-M) Snyder has served as an adjunct 
assistant professor of accounting at U-M. 
and presently resides in Ann Arbor with his 
wife. Sue. and their three children.

Snyder was employed by Coopers &
Lybrand's Detroit office from 1082 to 1001.
In 1088 he was named a partner, and later 
promoted to partner-in-charge of merg­
ers and acquisitions in the Chicago office.
Snyder joined Gateway in 1001 as the exec­
utive vice president and was named presi­
dent and COO in 1006, a position he held 
until 1007.

Snyuer returned to Ann Arbor in 1007 to co-found Avalon 
Investments Inc., a venture capital company with a $100 mil­
lion fund, along with Gateway co-founder. Ted Waitt. Snyder 
was president and CEO of Avalon for three years until he co­
founded Ardesta in 2000. an investment firm, where he served 
as chairman and CEO. Ardesta has invested in 20 start-up com­
panies to date. Snyder also has experience serving on the boards

of the Henry Ford Museum, the Nature 
Conservancy, and several boards tied to 
the University of Michigan.

Since taking office in January of this 
year. Governor Snyder has pursued a 
pro-business agenda, calling it a plan 
for "Michigan’s reinvention”. The $46 
billion FY 2011-2012 state budget was 
approved prior to June 1 and cut $1.8 
billion in spending. Among other things, 
it also removed the tax exemptions on 
most pensions and repealed the Michigan 
Business Tax and replaced it with a flat 
6 percent tax on the profits of C corpo­
rations. Governor Snyder applauded the 
timeliness of the budget approval (the 
fastest in nearly 30 years) and called it a 
"shared sacrifice.”

Recently. Governor Snyder took the 
time to speak with AFPD about his 
plans for job creation and improving 
Michigan’s economy.

-AFPD: Our members hear so 
much about the importance of major 
employers bringing economic devel­
opment and a large number of jobs to 

the state of Michigan. How important are small businesses 
to Michigan’s economy, and ultimately, to a sustained eco­
nomic recovery in our state?

Governor Snyder: Throughout the campaign, I emphasized 
the need to focus on economic gardening instead of hunting. 
Previously, we had a failed system in which the state had to 
give hundreds of millions of dollars in the form of tax incen­
tives to large companies from out-of-state to get them to locate



here. As a result, a few select, politically 
uell-connected industries were favored at the 
expense of everyone else.

The fact that we had to essentially pay 
companies to locate here was a reflection of 
our broken tax and regulatory system. It was 
really an unsustainable system.

As governor, my focus has been on cre­
ating an environment where small busi­
nesses can grow and create jobs. I'm proud 
to announce that in the first four months in 
office, working with lawmakers, we were 
able to eliminate the job-killing Michigan 
Business Tax and replace it with a flat, 6 per­
cent corporate income tax that is simple, fair, 
and efficient. Starting January 1.2012, small 
business owners will stop being double taxed

they will pay the same 4.35 percent rate 
individuals pay.

Jobs will come back when innovators and 
entrepreneurs are able to take their ideas and 
lum them into small businesses that have 
freedom to grow

AfTD What can the State of Michigan 
do to not just ensure that small business­
es survive, but also to ensure that they can 
thrive and grow?

Governor Snyder: I'm not sure there is 
any thing government can do to absolute­
ly guarantee or ensure an individual busi­
ness will succeed. Innovation requires risk 
But what we can do is create an environment 
"here the tax burden is low and regulations 
■ire reasonable, so that innovators have the 
freedom to take their ideas and turn them into 
Businesses that employ others. I get questions 
like this from reporters all the time, and I

always make sure to stress that government 
does not create jobs. Our role is to create a 
positive environment.

-AFPD: In today’s era of big box and 
chain retail stores, do you feel that it’s 
important to ensure that locally based 
independent retailers can continue to 
compete and do business in communities 
throughout Michigan?

Governor Snyder: Absolutely, which 
is why I made leveling the playing field 
such a high priority. One of the aspects 
of the budget that has been largely over­
looked by the media is the elimination of 
tax loopholes exploited by large corpora­
tions. Our guiding principle in putting the 
budget together was to make it simple, fair, 
and efficient. Big businesses should not get 
a competitive advantage because they can 
afford to hire lobbyists to carve out special 
treatment in the tax code.

-AFPD: How will the new item pric­
ing law (that takes effect in Michigan on 
September 1) be helpful to both retailers 
and consumers?

Governor Snyder: The change will 
lower prices by keeping costs down, which 
is good for both consumers and retail­
ers. Forty-eight other states get by without 
individual item pricing, but in Michigan 
the law has not kept up with technology 
This is an important change to demonstrate 
Michigan's commitment to eliminating 
unnecessary and burdensome regulations.

AHT): What is your vision for making 
Michigan more business friendly and for 
growing jobs once again?

/

As governor,
m y focus has been on  

creating an environm ent 

w here  small businesses 

can grow  and create jobs. 

I'm proud to  announce  

th a t in the  first four 

m onths in office, w e  

w ere able to  e lim inate  

th e  jo b -k illin g  M ichigan  

Business Tax and replace  

it w ith  a fla t, 6 percent 

corporate incom e tax  

th a t is sim ple, fair, and  

e ffic ie n t.. .  Jobs w ill 

com e back w hen  

innovators and  

entrepreneurs are able  

to  take th e ir ideas and  

tu rn  them  into small 

businesses th a t have 

freedom  to  grow.



"Relentless Positive Action"
sums up my approach to the job of 

governor. We are just going to keep 

pushing forward, making the tough 

calls, doing the things that need to be 

done to reinvent Michigan, without 

getting distracted by unproductive 

fighting.

on the budget, many people have not noticed the things vve are doing to 
clean up Michigan's regulatory environment. Those are things we will high­
light more going forward.

It's important to emphasize how important it was to show that the bud­
get could get not only done, but done early, and in a way that is structural­
ly sound without quick-fixes, one-time solutions, or accounting gimmicks. 
Businesses will take note of the stability we are bringing to the state, and 
with that certainty, businesses will be able to better plan for the future.

AtPD: What role should business, consumers, and government play 
in restoring Michigan to the level of greatness that it once enjoyed?

Governor Snyder: One of the first things we need to do is start being 
more positive about our state. One of the things I noticed traveling around 
the state to campaign is how down on ourselves we all seem to be. It's as 
though we’ve been in a crisis for so long that many of us have just accepted 
things the way they are.

There is a phrase I like to use -  "Relentless Positive Action" -  that sums 
up my approach to the job of governor. We are just going to keep push­
ing forward, making the tough calls, doing the things that need to be done 
to reinvent Michigan, without getting distracted by unproductive fighting. 
When I first started using this phrase, many members of the press tended 
to ridicule it. but now that we are several months in and the budget is done 
earlier than it's been done in three decades, and people are starting to show 
results. I think it is catching on.

Most of us agree on 80 percent of what needs to be done. Yet for some 
reason, people in politics tend to focus on the 20 percent where we disagree. 
Instead of getting hung up on the areas of disagreement, let's do the 80 per­
cent where we agree. 1 1

Jospeh Palamara is an associate with Karotib Associates 
and is AFPD's Michigan lobbyist.

Let’s talk coffee.

E S I A F P D  Bottom Line

New England 
c o ffee

Family ColTcc Roasters 
Si nee 1916

For more in formal ion 
contact: Don kunkcl at 

don («’consol idaledservicesgroiip.com

800.724.1125 or 
320.290.6608

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

www.AFPDonline.org

http://WWW.NEWENGLANDCOFFEE.COM
http://www.AFPDonline.org


Turn up the savings for your business
DTE Energy has expanded its Your Energy Savings program to 

provide programmable thermostats and installation in eligible 

business customer facilities A B S O L U T E L Y  F R E E !

Programmable the rm osta ts  a llow  you to  custom ize tem perature  

control in your fac ility  to  coord inate  w ith  your bu ild ing  occupancy. 

Using preset tem pera tu re  settings can au tom atica lly  reduce 

energy used to  heat or cool air du ring  non-business hours

If your facility currently 
uses a non programmable
umt, call us today 
at 866.796.0512
to schedule your FREE

A d justing  te m p e r a tu r e  s e tt in g s  w i th  a 

p ro g ram m ab le  th e r m o s ta t  fo r  ju s t 8  h o u rs  

a d ay in y o u r  b u s in e s s  fa c ility  c a n  s a v e  as  

m uch a s  10 p e r c e n t  o n  y o u r  a n n u a l  
heating an d  c o o lin g  b ills .’

programmable thermostat 
installation Hurry! 
Supplies are limited.

Learn more about the portfolio of 

programs available to business customers

at w w w  YourEnergySavings com

W hen calling choose option 3 for the com m erc ia l 

and industria l p rogram  or em ail your request

to i inrEni ry / S a v i n y s  k e n  .1 1 o m

YourEnergySavings.com
* S * * " g s  vary based ext efficiency of heating ventilation and air 
00ntJrtion»rxj system s O tle r available to  M ic h C o n  gas c u s to m e rs  

business facilities only Q u a n titie s  art- l im ite d  
O T l  Energy m ay  m odify or end this program  «it any t im e

OUR DTE Energy

NERGY -gm  
AVINGS ^



Retailer Spotlight

Shell Hudson & 71:'W e're Fighting 
the Piggy Bank M entality'

Plenty of people operate multiple businesses, even seemingly 
disparate businesses. But as somebody who operates a Shell 
station as well as an information technology outfit, Binal 
Patel might just be unique.

"I'm an I T. person, I used to work for Lucent Technology 
in the I T. department." he said. After fearing the direction 
the company’s stock was heading, and receiving some advice 
from an uncle in Chicago, Patel went back to school and 
invested in the Shell Hudson & 71 station in Columbus. Ohio 
as well as another start up.

"I manage both businesses,” Patel said. "And I'm working 
on an I T. company," which he is accomplishing by working 
several hours “after work” in the evenings and an additional 
five or six hours on Saturday.

With an apparently undying thirst for knowledge and infor­
mation -  and happy to grab onto every opportunity to max­
imize his investment -  Patel said he dove into all of the 
opportunities AFPD provided him.

"The membership is really worth it. I think for a small 
business, AFPD is a great source. I found helpful information 
within one or two days of joining," he said. “I am watching. I 
look at the magazine, and I am learning a lot about Michigan. 
Ohio, taxes, all the programs."

Patel said he's been feeling the pinch of the recession 
because his customers, in a hard-hit section of Columbus, 
have been adopting what he referred to as a "piggy bank" 
mentality.

“Many in the neighborhood have lost their jobs, so they’re 
just not spending much money. The guy who used to buy a 
six-pack of Bud Light is now buying cheaper brands of beer

and cigarettes." he said. “Instead of getting six or seven gal­
lons of gas, he’s now getting only two or three gallons.”

Patel said he was glad AFPD suggested he try to introduce 
more variety into his snug. 1,300-square-foot store. He also 
reaped instant rewards from their suggestion to begin accept­
ing food stamps in his establishment.

"I see a bump up of about $2,000 per month," he said. 
"AFPD has such nice members. They suggest things con­
stantly, and they help forecast where the industry is going.” 

Patel takes advantage of several promotions, such as the 
coffee program that offers customers their fifth cup of coffee 
for free, but due to the ever-diminishing returns in the gaso­
line market, he has had to back away from others.

"I used to do a free car wash [promotion], but now that 
we're not making much money on gas, I stopped," he said. 
“I'm moving to a touchless car wash. We’re still working on 
that, but once it is in, I will introduce a promotion.”

Like most small gas stations, Patel’s biggest challenge is 
competing with the big box operations that have introduced 
gas pumps and who sell fuel five to ten cents below the 
small, independent retailers. He said he doesn’t see that situ­
ation changing in the next few years, but he makes up for it 
by using the resources as his disposal -  AFPD promotions, 
strategic positioning of impulse items, and selling items like 
beer at state minimums to get customers in the door where 
all the higher profit margin items are.

With a plan to introduce breakfast pizza [along with cof­
fee | to get those customers in the door, and an eagerness to 
continue making the best of the resources available to him, 
Patel is optimistic about the future. Ill
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FIGHT CRIME
WITHOUT REVEALING YOUR IDENTITY

F O O D  &  P E T R O L E U M  D E
AFPD stores have joined forces with Crime Stoppers of Michigan to help fight crime and keep our 

streets safe. Log on to www.1800speakup.org or www.AFPDonline.org for more information.

http://www.1800speakup.org
http://www.AFPDonline.org


“Crime Stoppers works with law enforcement units that handle 
homicide, theft, narcotics and other crimes to demonstrate how 

to use Crime Stoppers’ criminal investigation tools to solve 
crimes with the help of citizens.”

1'800*SPEAK‘ UP
ANONYMOUS TIP LINE CASH REWARDS
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O h io  Lottery Com m lssk

Dennis
BERG
Interim Director, Ohio Lottery Commission

Old Favorites, New Promotions

Returning old favorites, new games, and promotions 
help your customers stretch their lottery dollars.

An Old Favorite. On July 17, the Ohio Lottery 
will release an old favorite, $5 Blackjack, with a top prize 
of $50,000 and a 69.2 percent payout. Be sure to post the 
latest EZPLAY Games® by your terminal or play station 
and use the new EZPLAY Blackjack cube dispenser insert.

New Instant Games. Four new instant games, set for 
release July 22 include $2 Cherry Tripler—$1,500 top 
prize and 61 percent payout; $2 Cash Winfall — $ 1.000 top 
prize and 61 percent payout; $2 One for the Money. Two 
for the Dough —$10,000 top prize and 65 percent payout; 
and $10 Million Dollar Multiplier.—$1 million top prize 
and 73 percent payout.

Upcoming Promotions.
Bundle Play customers get a chance to stretch their 

Lottery dollar w ith a package suite of select online games 
beginning July 31. For a $6 purchase, players receive:

• A ticket with a $1 Classic Lotto wager

• A ticket with a $1 Mega Millions wager and $1 
Megaplier

• A ticket w ith a $1 Powerball wager and $1 Power Play
• A ticket with $1 Rolling Cash wager
• A ticket with a $0.50 Pick 3 straight wager
• A ticket with a $0.50 Pick 4 straight wager 
Ohio's Bundle Play offers a $1 savings on a $6

purchase.
Soon after that, starting August 1 and running the entire 

month of August, the Ohio Lottery will offer customers a 
free $0.50 Pick 4 wager for each $5 single ticket purchase 
of Rolling Cash 5. See the July issue of Ticket Seller for 
details.

Keep in touch
We want to be connected to you. Please check your 

annual license renewal form to ensure we have current 
contact information, including email address, so we can 
keep you current on important Lottery business activity. 

Thank you for all you do. Your efforts strengthen us all. I

2 2 9■munouioiomrt'
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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 C 
all-new Eco-Pak bottles, made from recycled bottles, are the 
latest Absopure innovation.

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

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

1-800-4-ABSOPURE • www.Absopure.com

A F P D  Bottom Line www AFPDonline or?

http://www.Absopure.com


North P o in te  sp ec ia lizes  in co verag e  for:

—  Bars/Taverns —  R ea lto rs  E & 0

—  Bow ling cen ters —  R estauran ts

—  C onserva tion  c lubs —  R olle r skating  cen ters

—  Fraterna l o rgan iza tions —  W o rke rs ’ com pensa tion

—  Package liquor stores

npic.com

The links logo is a registered service mark of QBE Insurance Group Limited Coverages 
underwritten by North Pointe Insurance Company and vary by state ©  2009 QBE Holidngs Inc
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DONATE TODAY! _ ndation 
Scholarship

Help the AFPD Foundation 

invest in the Leaders of Tomorrol

Since its inception, generous 

contributions have permitted the AFP 
Foundation to distribute over $350,OC 

in scholarship funds to the employees 

and family members of member 

businesses, their customers, 
and financially disadvantaged youth.

Your support will help us continue to 
award academic scholarships each 

year. Any donation will truly m ake a 
difference in the lives of these studen 
and together we work to enhance oui 
next generation of leaders.

k k sh iH

Every year the AFPD Foundation 

awards 23 academic scholarships ini 

amount of $1,500 each to extraordim 

and deserving students all throughout 

the State of Michigan who will be 

attending, or are already attending 

an accredited public college, private 

college or university.

Please send donations to: AFPD Foundation 
30415 West 13 Mile Road, Farmington Hills, M l 48334

Make checks payable to AFPD Foundation
t A F P D

FOUNDATION
E S T .  1 9 9 9

For m ore  in fo rm a tio n , please v is it w w w .A F P D o n lin e .o rg  o r ca ll (800) 6 6 6 -623 3 .
The AFPD Foundation is a 501 (c) (3) non-profit organization. All contributions to the AFPD Foundation are tax deductible.

http://www.AFPDonline.org


For more information, call Dawn Geiger at (800) 666-6233 or visit www.AFPDonline.org

http://www.AFPDonline.org


S u p p l i e r  S p o t l i g h

Ace Produce:'Good Products and 
Customer Satisfaction Overcom e Pricing'

1

Tom Naemi's is a relatively new business, but it’s one he has 
built on the most traditional of business principles. “1 deliver a 
good product at a fair price.” Naemi said. “If you don’t eat it, 
don't sell it.”

Naemi started Ace Produce five years ago with “a ware­
house right across from the terminal,” referring to the Detroit’s 
famous Produce Terminal. The company deals a complete line 
of produce, which Naemi describes as “nothing but quality.”
“1 started with one account, and now I have more than 30," the 
wholesaler said. Ace Produce now employs six drivers, three 
loaders, and a staff of 12 in total.

Naemi said the values upon which he bases his business 
stem from his faith.

“1 preach the gospel in the afternoon, and work for bread in 
the morning,” he said. “If you’re going to be a wholesale dis­
tributor, you need to run a good operation. If your customers 
need help, you need to be dedicated to them. You need to do all 
the little stuff.”

While the recessed economy has been tough on all of his 
customers, Ace has been faring well.

“In this economy, if you’re holding your own, you’re doing 
good. The economy has been tough for the stores, but my busi­

ness keeps on going up every year,” Naemi said, pointing out 
that he is significantly ahead of his year-to-date returns from 
2010. Once again, Naemi said his steady, recession-defying 
success doesn’t involve rocket science.

“Quality pays, it doesn't cost,” he said. “If you have a 
good product in your store - and customer satisfaction -  it 
overcomes any pricing. That’s always been my policy.”

As Naemi sees it, his customers are having different chal­
lenges. For example, the economic pressures are different in 
the city of Detroit than those facing customers in the ‘burbs.

“In the city of Detroit, the problem is with the population 
depleting," he said. “In the suburbs, you are dealing with the 
big boys on the block: Costco, Sam's Club, Walmart. There’s 
fierce competition in the suburbs."

As a new member of AFPD, Naemi said he doesn’t antic­
ipate many changes for his operations in the near future 
beyond looking into which AFPD programs will benefit him 
and his staff most. “If it ain't broke, don’t fix it -  just keep 
giving customers reasons to stick with you,” he believes.

“A deal is not a deal if you lose the customer,” he said. 
"Every customer who returns is worth all your effort and 
hard work.” Ill
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Exclusive!!
ASSOCIATED 

FOOD & PETROLEUM DEALERS, INC.

A C E  P R O D U C E
MICHIGAN FRESH PRODUCE PROGRAM

The Best Quality! ffr The Best Service! i  Great Pricing!

EXISTING CUSTOMERS
6  Receive a 1% rebate on purchases if your quarterly sales are at least 10% greater than the same 

quarter in the previous year.

•fr This 1% quarterly rebate will ONLY be paid on the actual growth portion of your quarterly sales.

*6 F o r  e x a m p le : If your 2010 3rd quarter sales were $10,000 and your 2011 3rd quarter sales are 
$12,000, the 1% rebate would be paid on the $2,000 you grew your business.

TO QUALIFY:
*

*

All Ace Produce invoices must be paid within 7 to 10 days of the invoice date. 

$500 minimum order per delivery

)
I

To sign up for this program today, call Tom Naemi at 
(c )(248 ) 798-3634  or (313) 843 -2799 . Fax all produce orders to (248) 855-2563. 

M ake sure you te ll him you a re  an AFPD m em ber!

Members with questions call the AFPD office at 1 800 666 6233'
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M. Scott 
B O W E N
Michigan Lottery Commissioner

Player's Club Offers Second Chances to Win

The Michigan Lottery's online
Player's Club is a huge success, 
with more than 217.000 mem­

bers. Players can watch Club Keno 
drawings; view past winning num­
bers; receive email promotions; sub­
mit non-winning tickets for second 
chance giveaways; and accrue points 
for chances to w in merchandise, travel, 
event tickets, and Lottery tickets.

Millions of dollars in prize money 
and merchandise have been won and 
there are millions more yet to be 
won. Current second chance contests 
include:

• Monopoly™ offers a $1 million second chance. Every 
dollar in non-winning Monopoly™ tickets submitted is 
one entry into the contest. Players gain access to a bonus 
Monopoly™ interactive game for up to 100 additional 
entries. Drawings on June 21. July 19 and August 23 will 
award three finalists a $10,000 prize and an entry into the 
grand prize drawing for SI million during the fall episode 
of the Lottery's game show. "Make Me Rich!”

• The $5 Harley-Davison™ ticket features a second chance 
to win Harley-Davidson® prize packs and four Harley- 
Davidson® Fat Boy® motorcycles. During each of four 
drawings. 285 winners will receive a prize pack and 
one winner will receive a Harley-Davidson® Fat Boy® 
motorcycle. The prize pack includes two suede caps, a 
backpack or duffle, t-shirt, sunglasses, pint glasses with 
bucket, and a tabletop neon clock. Each non-winning 
ticket entry also gives players access to a bonus Harley- 
Davidson® interactive game where more entries can be 
earned.

• Non-winning Single Double Triple Play Bingo™ tickets 
can be entered for a chance to win $500 worth of instant 
tickets.

• Instant Replay™ is one of the most popular second 
chance contests on Player’s Club. Lottery players enter 
non-winning instant tickets for a chance to win $1 mil­
lion on the "Make Me Rich!" game show. Every $10 
worth of instant tickets earns players one entry into the 
contest. One finalist will join two previously select­
ed finalists to appear on the fall episode of “Make Me 
Rich!" and play to win $1 million.

Players can participate by join­
ing the Player's Club for free at 
www.michiganlottery.com.

Mobile Retail Outlet. There 
are still plenty of chances to catch 
the Lottery’s Mobile Retail Outlet 
(MRO) this summer. Stop by to 
pick up Lottery tickets, and win 
cash and Lottery merchandise. 
Find MRO at these events:
• Muskegon Summer Celebration, 

Muskegon -  July 1-9
• Common Ground, Lansing -  

July 11-17
• Ionia Free Fair. Ionia -  July 21-30
• Coast Guard Festival, Grand Haven -  August 2-6
• Rock the Rapids. Grand Rapids -  August 8-13
• Michigan International Speedway, Brooklyn -  August 19-21
• Warren Birthday Bash, Warren -  August 25-28
• Arts, Beats & Eats. Royal Oak -  September 2-5
Lottery App. Lottery players can now download the free

Michigan Lottery app to Apple and Android devices.
The app features many of the same services as the Lottery's 

Player’s Club Web site, www.michiganlottery.com, all at the 
touch of a finger. Players can enter non-winning instant tickets 
into the Player’s Club to earn points and Instant Replay entries. 
Players can also go to the Lottery’s Facebook page at www. 
facebook.com/michiganlottery, or have the winning numbers 
and Lottery updates emailed or texted directly to them.

New Instant Tickets. New instant tickets include Cash 
Vault™ ($1); Money Money Money™ ($2); and $500,000 Cash 
Blast™ ($5).

Instant Tickets Set to Expire. Tickets set to expire on July 
11 include IG 325 2 For The Money™ ($1); IG 315 Money 
Ball Bingo™ ($2); IG 339 Cheers™ ($2); and IG 340 for the 
Love Of Money™ ($5). Be sure to tell your customers about 
the expiration date so any prizes they win on the ticket can be 
claimed before it becomes invalid.

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

More than 94 cents o f every dollar is returned the form of 
contributions to the state School Aid Fund, prizes to players, 
and commissions to retailers. In fiscal year 2010, the contribu­
tion to schools was $701.3 million. I I

MICHIGAN LOTTERY
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MICHIGAN

lottery.

M ONOPOLY

a s 7 C 2 D 3 r a a m
( a i m p s o f f i m z a m

Win up to $1,000,000 instantly!
Second Chance To Win $1,000,000 !

Enter non-winning MONOPOLY " instant tickets at 
michiganlottery com now through August 21,2011

Play the MONOPOLY-" Bonus Game at michiganlottery com 
and earn even more entries into the second chance drawings

Three grand prize finalist drawings will be conducted and the 
winners in each drawing will be awarded a $10,000 prize.

The three grand prize finalists will participate in the 
S1.000.000 grand prize drawing on the tall 2011 episode 
of Michigan Lottery's “Make Me Rich'" TV game show
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Nida R.
SAMONA
Chairperson, Michigan Liquor Control Commission

Liquor Control Advisory Rules Committee
Wants You

The Michigan Office of Regulatory Reinvention 
(ORR) is accepting applications to serve on the 
newly formed Liquor Control Advisory Rules 

Committee. The committee, created to fulfill Executive 
Order 2011-5's mandate to obtain input from a broad 
spectrum of stakeholders, will assist in reviewing exist­
ing rules and recommending specific rule changes. The 
deadline to apply to serve is Friday. June 24. 2011.

"The Liquor Control Commission plays an important 
role in protecting consumers. However, some of the rules 
regarding the manufacturing, distribution, and sale of 
liquor and related licensing need to be updated to sup­
port additional business growth and job creation.' said 
Michigan's Chief Regulatory Officer and ORR Director 
Steve Hilfinger. "We hope to form this committee as a 
collaborative panel of representatives from various stake­
holders in order to create a more efficient and effective 
liquor regulatory system in Michigan."

The committee will function for 120 days after forma­
tion. unless that date is extended by the ORR. The com­
mittee will evaluate rules based on Executive Order 
2011-5. including the health and safety benefits of the 
rules; the cost of compliance with the rules; whether the 
rules are duplicative or obsolete; and other factors. Upon 
completion of its work, each committee will provide 
advisory recommendations to the ORR. Based in part on 
the advisory committee reports, the ORR will submit its 
findings and recommendations to Governor Snyder.

Three additional advisory rules committees have 
been created: Insurance & Finance, Environmental, and 
Workplace Safety. To view the committee membership, 
visit www.michigan.gov/orr. Additional committees will 
be formed to address other areas of regulation, according 
to Hilfinger.

In addition to forming advisory rules committees, the 
ORR will invite interested parties to share their perspec­
tives on the regulatory environment by submitting com­
ments online and providing for public comment as man­
dated by the Administrative Procedures Act.

Governor Snyder created the ORR to increase the effi­

ciency and effectiveness of Michigan's government. The 
ORR's primary goal is to work with various state depart­
ments to amend duplicative, obsolete, unnecessary, or 
unduly restrictive rules. This will lead to a regulatory 
environment that is simple, fair, efficient, transparent, and 
conducive to business growth and job creation.

Gov. Snyder has directed the ORR to review all existing 
rules and regulations including nearly 19.000 formal rules 
and regulations and thousands of informal guidelines and 
actions. To monitor the progress of the ORR, visit its 
dashboard at www.michigan.gov/orr.

Each advisory rules committee will consist of 10-15 
members selected by the ORR. Committee members will

We hope to form  this com m ittee as a 

collaborative panel o f representative 
from  various stakeholders in order to 
create a more efficient and effective 
liquor regulatory system in Michigan

come from a broad spectrum of stakeholders including 
members from the regulated communities, the relevant 
regulatory bodies, and the general public.

To apply to be a member of the Liquor Control 
Advisory Rules Committee, send your resume (or equiva­
lent) and a short purpose statement to ORR@michigan. 
gov. The purpose statement should include your choice 
of committee and why you want to serve on that com­
mittee. Statements should not exceed 250 words and are 
due by June 24, 2011. Members will serve on a volunteer 
basis and are expected to attend regular meetings during 
the term of the committee. The meeting schedule for the 
committee will be announced at a later date.

For more information about LARA, please visit www. 
michigan.gov/lara. Follow us on Twitter www.twitter. 
com/MichiganORR. "Like” us on Facebook, or find us on 
YouTube at www.youtube.com/michiganLARA. H
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A  W in t e r  W e n d

Phone (800) 666-6233
Fax (866)601-9610

Tuesday and Wednesday 
September 20 and 21,2011

Suburban Collection Showplace 

46100 Grand River • Novi, Ml 48375

For more information, 
Contact Dawn Geiger 

dgeiger@afpdonline.org

r ' j o c i f o\

□r v

o » n o wr

mailto:dgeiger@afpdonline.org


DONATE TODAY! AERDFoundation 
Scholarship$

Help the AFPD Foundation invest in the Leaders of Tomorrow!
Every year the AFPD Foundation awards 4 academic scholarships in the amount of $1,500 each to 
extraordinary and deserving students all throughout the State of Ohio who will be attending, or are 
already attending an accredited public college, private college or university.

Since its inception, generous contributions have permitted the AFPD Foundation to distribute over $35( 
in scholarship funds to the employees and family members of member businesses, their customers, 
and financially disadvantaged youth.

Your support will help us continue to award academic scholarships each year. Any donation will truly m< 
difference in the lives of these students, and together we work to enhance our next generation of leaders.

Please send donations to: AFPD Foundation 
30415 West 13 Mile Road, Farmington Hills, Ml 48334

Make checks payable to AFPD Foundation
- A F P D

FOUNDATION
E S T .

For m ore in fo rm a tion , please v is it w w w .A F P D o n lin e .o rg  o r ca ll (800) 666-6233 .
The AFPD Foundation is a SOI (cl (3) non-profit organization. A ll  co n trib u tio n *, tn  the  AFPD  F nnnda tinn  a re  tax deductib le .

http://www.AFPDonline.org


O h io  L iquor C o n tro l

Tasting Samples
By Bruce Stevenson 
Superintendent, Ohio Division of Liquor 
Control, Ohio Department of Commerce

Today's marketplace is alive with 
more unique and exciting prod­
ucts than ever, due to the growing 

number of Ohio-based local wineries and 
micro breweries and distilleries that are 
producing unique and exceptional prod­
ucts. Selling tasting samples of these 
new products is a great way to grow 
vour retail business.

The Ohio Division of Liquor Control 
has registered more than 3.000 new beer 
and wine products and many new spiri- 
tous liquor products this year. To see a 
full list, go to www.com.ohio.gov/liquor 
and click on “Beer & Wine Products" 
and “Spirituous Liquor Brands and 
Prices" under Online Services.

It's important, to note you can't give 
a»ay beer or intoxicating liquor, but 
Class D permit holders may sell tast­
ing samples of the alcoholic products 
that their permits authorize and no spe­
cial permit is needed. A Contract Liquor 
Agency store that has a D-1. D-2. or D-5 
permit may sell tasting samples of beer 
or wine only, but not spirituous liquor 

Tasting samples of beer. wine, or 
mixed beverages (but not spirituous 
liquor) can also be sold by carryout 
stores that hold a C-1. C-2. or C-2x per­
mit, and who also hold a D-X tasting per­
mit The tasting permit requires 

• Store has at least 5.500 square feet of 
floor area, and generates more than 
bO per cent of its sales in general 
merchandise items and fixvd lor con­
sumption off the premises; or 

• Wine constitutes at least 60 pier cent 
of the value of the store's inventory 

Tasting samples must be two ounces 
«  levs of beer. wine, or mixed beverag­
es. and not more than four tasting sam­
ples per customer per day Always prac- 
,lce responsible sales by not selling to 
■myonc under age 21 or any intoxicated 
person

Questions ’ Contact brace stevensonCa 
com-Mate .oh .us or call <614} 644 2472 
L>r updated new product information. 
"How us on Tw itter at "ohioliquor HI

T '

V \ \ONE
IDEA
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 ond we have the "SOLUTIONS" to 
help them be successful.

QUALITY SOLUTIONS PROVIDED BY LIBERTY USA:

* Technology
* Food Service
* Marketing
* Merchandising

Inventory Management 
DSD Replacement 
Profit Enhancement 
Category Management

• Customer Service •  Sales Growth

To Learn m ore
L ib erty  USA ond how w e can o ffe r  

“SOLUTIONS for your SUCCESS" 
Please Contact: Liberty USA Sa

P: 800.289.5872 F: 412.461.2734

—

920 Irwin Inn Inti 
West Mifflin. PA 15122

www.libertyusa.com

http://www.com.ohio.gov/liquor
http://www.libertyusa.com
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WE DID IT!!

i s A F P D  f i
& PETROLEUM DEALERS

A S S O C I A T E D  
FOOD Q

AFPD graciously thanks these companies for their generous suppi 
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 Hometown 
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
Save A Lot ■ 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

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 ....................................J25.0C
S u p e rv a lu ..................................................$15,00
Save A Lot C orporate .............................$10,00
Affiliated Foods M idw est........................$5.00
Country F resh ............................................. $5.00
D & B Grocers W h o le s a le ......................$5.00
Dairy Fresh..................................................$5,00
Prairie Farms Dairy Co.............................$5 .00i
Sherwood Food D istributors................ $5,000
W olverine Packing C o m p a n y .............. $3,000
Everfresh - Sundance...............................$2,500
Faygo B everag es ......................................$2,500
P ep s iC o .........................................................$2.500«
Trade Source, In c ......................................$2,000 1
Value W h o lesa le .......................................... $2,000 ,
American Paper & S u p p ly ....................$1.00
HMR D is trib u to rs ......................................$1.000j
Intrastate D is trib u to rs ............................ $ 1,0004 j
Kap’s W holesale Food S erv ice ..........$1.00'
M ason’s B a k e ry ......................................$1,000<
Metropolitan Baking Co...........................$1,000?
Tradewell D is tribu tors .......................... $1,000',
Kap’s R eta il.....................................................$500 j j
Universal W holesale................................$500* j
W eeks Food Corporation.............................$500 I
Piquette M arket..............................................S3O0 f ||

DONATIONS RECEIVED AS OF PRINTING OF THIS ISSUE
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YOUR FOOD A S S IS T A N C E  
B E N E FIT S  A RE GOING 

TO CHANGE

FAP B enefit Issu an ce  D ates Ja n u a ry  2011  
through N ovem ber 2011  an d  O ngoing
Aa outlin ed  in th e  ta b le  b e lo w , e a c h  fo o d  a s s is ta n c e  c a s e  h o ld er, e x c e p t  th o se  w h o se  ID n u m b e rs  e n d  in 0 . w ill b e g in  to  re c e iv e  
their b e n e fits  o n  a d iffere n t d ay  o f th e  m on th  b e g in n in g  in Jan u ary  T h e  c h a n g e  w ill b e  b a s e d  o n  th e  last d ig it (d ig it in  ta b le )  o f 
the c a s e  id e n tifica tio n  n u m b e r For e x a m p le , th o se  w h o se  ID n u m b e r e n d s  in 4 w ill re c e iv e  b e n e fits  o n  Jan . 7 . F e b  8 . M arch  9 , 
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Safety Sense
T

Ohio: Employee Training -  The Foundation1 
of Workplace Safety Programs !!

Occupational health and safety consultants often talk about the 
importance of senior management leadership and creating formal 
safety policies and procedures. However, once those tools are in 
place, it is critical that your company \  employees are educated 
on your safety philosophy and trained on the appropriate proce­
dures to prevent workplace accidents.

Employee training is the foundation of any effective safety and 
health program because it is the vehicle to provide information 
and develop skills needed by employees to maintain a safe work­
ing environment. Perhaps the best training opportunity is at the 
point of hire, when new-hire orientation should include the fol­
lowing items in addition to review of other company policies:

• Company's safety and health policy
• Roles and responsibilities ot employee and employer
• Procedures to report workplace injuries and illnesses
• Actions to take in case of an emergency
• Retum-to-work procedures
• OSHA requirements

Supplemental training conducted at least annually is recom­
mended to reinforce your company 's safety philosophy and pro­
cedures and keep the issue of safety at the forefront of employ­
ees' minds Some OSHA regulations require annual training and 
revised safety training is recommended w hen employees change 
jobs within the company and new responsibilities involve new 
hazards. Safety training methods should be interactive -  rather 
than passive viewing of training videos -  and even job specific 
for maximum effectiveness.

To develop a training plan, the follow ing general approach can 
be used:
• Determine your safety training requirements

■/ What applicable OSHA regulations include training 
requirements?

y  Beyond regulatory compliance, are there any other
sources that require safety training (e g customers, vendors, 
contractors, trade associations)?

• Determine which employees receive what training.
/  While all employees should receive new-hire and annual 

refresher training, not all employees will need training on 
every topic. For example, clerical employees may not need 
forklift training.

• Determine the length of time needed for each training topic and 
schedule dates and times for each training session.
/  Be sure to coordinate w ith other departments in your 

company so as not to overlap or double-book employees.
■/ Verify your training plan with management to ensure there 

are no conflicts or issues w ith other demands.
Develop and assemble training materials (presentations, 
handouts, visual aids, props).

• Document all safety training
■f At a minimum, training records should be kept for as 

long as the employee is employed with the company and 
possibly longer, depending on company policy or applica­

ble regulation.
• Schedule make-up training sessions to ensure all employ­

ees are trained.
For more information about developing an employee training 

program, please call Shawn Combs, group safety account exec­
utive at (877) 360-3608. ext. 2364. | |

H ave you e va lu a ted  th e  Associated Food 
an d  P etro leum  D ealers ' O h io  w orkers ' 
com pensation  p ro g ram  fo r 2011 ?
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/groupratingapplication/afpd .
Please contact Katie Cassidy with CareWorks Consultants’ directly at 
1-800-837-3200 ext 7188/katie.cassidy@ccitpa.com for more information.

Join the AFPD’s Workers’ Comp 
program to improve safety 

and lower your costs.
The Associated Food & Petroleum Dealers. Inc sponsors a 
Workers' Compensation Program to help its members significant­
ly lower their Ohio premium CareWorks Consultants embraces a 
results-oriented approach that fully integrates safety prevention 
and risk control with aggressive claims management to deliver a 
significant return on investment For a no-cost, no-obligation 
analysis o f potential savings, please visit our online form at 
www.careworksconsultants.com/groupratingapplication/AFPD. 
For employers who don't qualify for group rating, CareWorks 
Consultants can evaluate your best premium discount options To 
learn more, call CareWorks Consultants’ Beverly Westover at 
1-800-837-3200. Ext 7169 or email beverlvwestoverfaccitpa com

CCI CareWorksConsultants Inc.
1 - 8 0 0 - 8 3 7 - 3 2 0 0  wwwcareworksconsultants.com i n f o a c c i t p a . c o m

I
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Healthy Living

Remind Customers: 
Wash Organic 
’ reduce
vour customer purchases an organic 

ear. does that mean it's pesticide-free?
Not quite. Evidence shows that organi- 

ally grown crops contain fewer pesticides 
tan conventionally grown ones But not 
II organic foods are created equal — some 
till contain trace amounts of pesticides 
old many pick up chemical residue from 
oil or other sources.

How can your customers protect them- 
elves? Learning the organic food label 
agic is one strategy Washing produce 
•roperly is the second.

Organic labels now weed out false 
laims The follow ing government-issued 
ahels can help consumers know the exact 
•rganic content of the products they buy 

100 percent organic. The product 
contains only organic ingredients. 
Organic. The product contains at 
least 95 percent organically grown 
ingredients. Processed foods, such 
as soup, labeled "made with organic 
ingredients" have at least 70 percent 
organic components.

>ganic or Not— W ash y o u r P roduce
>Miai helps rid organic produce of extra 
X'ticides? The same tactic that applies to 
dl truits and veggies: Washing before eat 

This is especially important for chil- 
lnn Pesticides might cause more harm to 
<id' than adults.

Besides pesticides, washing produce also 
trips eliminate unwanted dirt and germs. 
Hire are ways to get your produce clean 
*nd safe:

• Wash all produce under cold, running 
tap water
Never use soap or detergents to wash 
produce f  ruits and vegetables can 
absorb their residue —which could be 
harmful if eaten
As you wash, rub the outer surface 
with your hands Scrub firmer pro 
ducc. such as potatoes and apples, 
w ith a brush
Toss out the outer leaves of lettuce 
and other leaty produce, such as 
cabbaget

* more information, contact AI-PD's 
®lac Cross Blue Shield representative (see 
41 at right i M

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

It's personal.

W h e n  y o u  h a v e  a s m a ll b u s in e s s , y o u r  e m p lo y e e s  a re  lik e  fa m ily  You 
w a n t  th e  b e s t fo r  th e m  a n d  th e y  e x p e c t  th e  b e s t f r o m  y o u . E s p e c ia lly  fo r  

h e a lth  c o v e ra g e . W h ic h  is w h y  B lu e  C ro s s  B lu e  S h ie ld  o f  M ic h ig a n  o ffe rs  
so  m a n y  d if fe r e n t  h e a lth  p la n  o p t io n s  fo r  s m a ll b u s in e s s . P lan s  th a t  m a n y  
s m a ll b u s in e s s e s  in M ic h ig a n  a re  ra v in g  a b o u t . . .  a n d  u lt im a te ly  c h o o s in g .

Simply Blues“
S im p ly  B lu e  ’ : A  b ra n d  n e w  P P O  fro m  B lu e  C ro s s  B lu e  S h ie ld  o f  
M ic h ig a n  w ith  c o m p re h e n s iv e  b e n e f its  a t a c o m p e t it iv e  p r ic e .

Healthy B lu e  L iv ing ’”
H e a lth y  B l u e  L iv in g  : A  re v o lu t io n a ry  H M O  w ith  lo w e r  c o p a y s  a n d  lo w e r  
d e d u c t ib le s  th a t  re w a rd s  y o u  fo r  b e in g  h e a lth y

W ith the righ t health coverage, 
your business can grow.
W h e n  y o u r  e m p lo y e e s  a re  h e a lth y , y o u r  b u s in e s s  can  th r iv e  P lus, w ith  
f i r s t - r a te  c o v e ra g e  th a t 's  a f fo rd a b le ,  y o u 'l l  b e  a b le  to  re ta in  a n d  a t t r a c t  
t o p  ta le n t .  N o w  th a t 's  h o w  a b u s in e s s  g ro w s

L e a rn  m o re  to d a y  C a ll 248-671-9600 
fo r  m o re  in fo r m a t io n  re g a rd in g  

b e n e f i ts  a n d  ra te s  o n  B lue s  p la n s  

a v a ila b le  to  A F P D  d e a le rs

Blue Cross 
B lue Shield 
B lue Care NetworV
Ot
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SUPPORT THESE AFPD SUPPLIER MEMBER

ASSOCIATIONS/CHAMBER OF COMMERCE
AMR - Association Management Resources 
Chaldean American Chamber of Commerce 
Clean Fuels Ohio

ATM

(734)971-0000 
(248) 538-3700 
(614) 884-7336

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

BAKERIES
Ackroyd's Scottish Bakery (313) 532-1181
Great Lakes Baking Co (313) 865-6360
Hearth Ovens Bakers by Masons Bakery (313) 636-0401
Hostess Brands (248) 588-3954
Michigan Baking Co - Hearth Oven Bakers (313)875-7246

BANKING, INVESTING & CONSULTING
AFPD Lincoln Financial Group Advisors.. (248) 948-5124

Bank of Michigan (248) 865-1300
Huntington Bank (248) 626-3970
Louis J Peters - Financing Debt Negotiation. Turnaround (586) 206-9942

BEER DISTRIBUTORS & SUPPLIERS
Eastown Distributors (313)867-6900
Great Lakes Beverage (313)865-3900
Michigan Brewmg/Amencan Badass Beer (517) 521-3600
MillerCoors (248) 789-5831
Tn County Beverage (313) 584-7100
United Brands Company (619) 461-5220

BOOKKEEPING/ACCOUNTING CPA
Alkamano & Associates (248) 865-8500
Fahmi AbboC PA PC (248) 357-6000
Garmo & Co. P C (248) 672-4105
Marconi/EK Williams & Co (614) 837-7928
R A Lizotte & Associates (586) 781-9171
Samona & Boogren, P C . . . . . . (248) 565-8907
Shimoun, Yaldo & Associates, PC __ (248) 851-7900
UHY-US (248) 355-1040
Walton Business Management Solutions (248) 320-2545

BUSINESS COMMUNICATIONS
AFlD ■C o m cast........................... .. (248) 343-9348

Clear Rate Communications (248) 556-4537

CAR WASH CHEMICALS
National Automotive Chemical (740) 439-4699

CELLULAR PHONES & SERVICES
AFPD Sprint Communications . . . . . .  (248) 943-3998

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

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

CHIPS, SNACKS &  CANDY
AFPD (Car's Nut Products Company . (248) 588-1903

Better Made Snack Foods (313) 925-4774
Fnto-Lay, Inc 1-800-359-5914
Motown Snacks (Jays Cape Cod Toms Archway SMiaDoro) (313) 931-3205
T & J Brokers (beef Jerky) (586)713-9429
Uncle Ray s Potato Chips 1-800-800-3286

COFFEE DISTRIBUTORS_____________________
A F P D  "New England Coffee C o ........(717) 733-4036

Standard Coffee Service ..................(800) 962-7006

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

Avedian Development . . (248) 766-2543

Creative Brick Paving & Landscaping (248) 230-1600

OKI Demolition & General Construction (248) 538-9910

CREDIT CARD PROCESSING_________________
-A FPD  Chase Paym entech ................ 1-866-428-4966

First Data Independent Sales 1-877-519-6006

Merchant Processing 1-866-366-3300

Next Day Funding, LLC................................  (517)214-4611

C-STORE & TOBACCO DISTRIBUTORS
A f P D  "L ibe rty  USA ........................... (412) 461-2700

Bull Dog Wholesale 1-877-666-3226

HT Hackney-Grand Rapids 1-800-874-5550

S Abraham & Sons (616)453-6358

United Custom Distnbution (248) 356-7300

Who's Your Daddy Distnbutor ............ (248) 743-1003

DISPLAYS, KIOSKS & FIXTURES______________
Detroit Store Fixtures (313) 341-3255

Rainbow Hi Tech (313) 794-7355

ENERGY, LIGHTING & UTILITIES______________
AFPD DTE Your Energy Savings.. . .  1-866-796-0512

DTE Energy 1-800-477-4747

Energy Sciences . (248) 792-9287

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

US Energy Engineers (248) 683-7355

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

FOOD RESCUE______________________________
Forgotten Harvest (248)967-1500

Gleaners Community Food Bank (313) 923-3535

FRANCHISING OPPORTUNITIES______________
Buscemi Enterpnses, Inc (586) 296-5560

Kasapis Brothers/Ram's Horn Restaurants (248) 350-3430

Tubby's Sub Shops. Inc 1-800-497-6640

GASOLINE WHOLESALERS__________________
-AFPD Obie Oil, Inc.............................. (937) 275-9966

The Anderson s Inc (E-85) . (419)891-6491

Beck Suppliers. Inc (419) 332-5527

Central Ohio Petroleum Marketers (614) 889-1860

Certified Oil (614)421-7500

Countywide Petroleum/Citgo Petroleum (440) 237-4448

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

High Pointe Oil Company (248) 474-0900

Reliable Oil Equipmenl (937) 665-1200

Superior Petroleum Equipment (614) 539-1200

GREETING CARDS
AFPD Leanin' T ree ............ 1-800-556-7819 ext. 4183

GROCERY WHOLESALERS & DISTRIBUTORS
Affiliated Foods Midwest . (262 ) 654-6316

Burnette Foods, Inc. . (231) 264-8116

Capital Sales Company (248) 542-4400

Cateraid, Inc (517 ) 546-8217

Central Grocers (815) 553-8856

Central Wholesale Food & Beverage (313 ) 834-8800

D&B Grocers Wholesale (734 ) 513-1715

Fun Energy Foods .. (269 ) 934-7000

General Wholesale (248) 355-0900

George Enterpnses, Inc .................... (248) 851-6990

Great North Foods ___ (989) 356-2281

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

Kap's Wholesale Food Services (313) 832-2300

Spartan Stores, Inc (616 ) 878-2248

SUPERVALU ................................ (937) 374-7609

HOTELS, CONVENTION CENTERS &
BANQUET HALLS
A & M Hospitality Services (586)757-6001 j

Hampton Inn - Commerce (248)863-3970 1

Hampton Inn - Shelby (248)624-8100 j

Holiday Inn Express - Commerce (248) 624-8100

Farmington Hills Manor (248) 888-8000

Shenandoah Country Club 1248) 683-6363

Suburban Collection Showplace (248 ) 348-5600

ICE CREAM SUPPLIERS
-AFPD Nestle DSD ............. 1-800-328-3397 ext. 14001 1

AFPD ‘Prairie Farms Ice Cream Program H iry  Fount
......................................................1-800-399-6970 ext 200

Pars Ice Cream Company, Inc (313)291-7277

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

Home City Ice 1-800-759-4411

U S Ice Corp (313)862-3344

INSURANCE SERVICES: COMMERCIAL
AFPD North Pointe Insurance......... 1-800-229-6742

AFPD "CareW orks.............. 1-800-837-3200 ext 7181

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

Beechtree Insurance (734) 452-9199

Benchmark Financial Ltd (248) 642-0700

Bencivenga Insurance (Agent John Bencivenga (248) 931-1000

GLP Insurance Services (248) 848-0200

Great Northern Insurance Agency (248) 856-9000

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

Pnmeone Insurance (248) 536-079'

State Farm Insurance (Agent Dawn Shaouni) (248) 879-6901

USTI/Lyndall Insurance (440) 247-3750

^ -A d F P D  indicates supplier program  that has been endorsed by AFPD.
•  Indicates supplier only available In M ichigan  

“  Indicates supplier only available In Ohio



SUPPORT THESE AFPD SUPPLIER MEMBERS
INSURANCE SERVICES: HEALTH

- V f f l )  *BCBS of Michigan............... . 1-800-666-6233

ynmurvty Care Associates (313) 961-3100

G*ttMo Ramsby & Assoc 1-800-263-3784

Pro Care Plus, Inc (313) 267-0300

Roc*y Husaynu & Assoaates (248)851-2227

INVENTORY SERVICES
p'CS Inventory 1-888-303-8482

'j'get Inventory (586)718-4695

LEGAL SERVICES
A f f l )  •Ballanca, Beattie, DeLisle .. (313) 882-1100

A+TT) **Pepp/e & Waggoner, Ltd. .. . (216) 520-0088

Apro Law Firm (248) 723-4545

>nha & Assoaates (248) 265-4100

& Ekas PC (248) 865-8400

"Vrer & Phillips LLP (858) 597-9611

nertz Schram PC (248) 335-5000

appaya Law PC (248) 626-6800

M otet Gadd S Silver, PC (734) 354-8600

5fch Attorneys & Counselors (586)493-4427

'**an Oa* Mekani ShaHal & Hindo PC (248) 223-9830

Nani Asher S Patlon, PC (248) 746-0700

L*)uor Lawyers (248)433-1200

LOnERY
r̂ ech Corporation (517)272-3302

'bhqar Lottery (517) 3365648
> c  Lottery 1-800-589-6446

LOYALTY CARDS/DISCOUNT CARDS
W I T  RewardPal................. . 1-800-377-6099

MAGAZINE & TRADE PUBLICATIONS
News (248)932-3100

••Jean Detroit Times (248) 8662890
Irw  Press (313)222-6400

■***Newi (313)222-2000
,4' '^an Chronicle (313)9665522

“EAT A DELI DISTRIBUTORS
‘  1» United Meat (313) 867-3937
k < l  Portion Control Meats i419) 358-2926

i  Sons (810) 387-3975
-*>  ‘ - w  foods (313)2966300*
xarfooos *586 447-3500
>*•» Uart« ' 3131 8765531

Distributors (313*6567300
■~*M food corp *586i 727-3535
'Vjl''*fr,t Pao-ng Company -313* 259-7500

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

AFPD **Dairym ens................... . . . .  (216) 214-7342

AFPD **H. Meyer Dairy............. . . . .  (513) 948-8811

AFPI1 "M odern Foods . . . .  (606) 255-6045

Country Fresh/Melody Farms 1-800-748-0480

MISCELLANEOUS
Mike Donan Ford (586) 732-4100

Our Town (248) 6263298

Pyramid Sunglass Company 1-800-833-3996

SureGnp Floor Safety Solution (850) 264-8537

MOBILE MARKETING VIA CELL PHONE
AFPIT Mousetrap G ro u p ......... . . . .  (248) 547-2800

MONEY ORDERS/MONEY TRANSFER)
BILL PAYMENT
API! ) MoneyGram International. Ml (517) 292-1434 

OH (614) 878-7172

1-877-374-0009Eureka1 (bill payment)

Softgate Systems (973)830-1918

OFFICE SUPPLIES &  PRODUCTS
AFPI) LB Office P ro d u c ts ....... . .  1-800-826-6865

A+ n  > S tap les .....................1-800-693-9900 ext 584

PAYROLL PROCESSING & HUMAN RESOURCES
Total HR Services LLC (248)601-2850

PIZZA SUPPLIERS
Hunt Brothers Pizza (615)259-2629

POINT OF SALE
BMC - Business Machines Specialist (517)4861732

Caretek Secû y Oexto Cam Point o> Sale and more11 1-866-593-6100

PRINTING, PUBLISHING & SIGNAGE
International Outdoor (248)489-8989

Michigan Logos (517/337-2267

Walt Kempski Graphics (586) 7767528

PRODUCE DISTRIBUTORS
A M D  ‘Ace Produce (248) 798-3634

Heeren Brothers Produce <616. 452 2101

Tom Macen A Son Inc (313* 568-0557

REAL ESTATE
Centro Properties Group *248* 476-6672

Judeh Ta* Appeal Team «313 277-1986

Lighthouse Rea* Estate 248 210-8229

Signature Assoaates - Angela Arcor 248 359-3838

REFRIGERATION & REFRIGERATION SOLUTIONS
Cool Curtains 1-800-854-5719
TGX Solutions (248)210-3768

REVERSE VENDING MACHINES/RECYCLING
Kansmacker (517)374-8807
TOMRA Michigan 1-800-810-4866

SECURITY, SURVEILLANCE & MORE
Bnnk's, Inc (313)496-3556
Central Alarm Signal (313) 864-8900
MIST Innovations (313) 974-6786

SHELF TAGS
JAYD Tags (248) 730-2403

SODA POP, WATER, JUICES &
OTHER BEVERAGES

A F P D  Arizona Beverages. ................. (313) 541-8961

AF1T) Nestle Waters Supermarket Program
n34\ 613.1716

A i ' I l ) Hansen's Beverage iMonster Energy).............
................. (313) 575-6674

A H 1 )  ‘ Intrastate Distributors (AnZone) (313) 892-3000 

A F P I ) "Buckeye Distributing (AnZone) (440) 526-6668 

AFPI) "RL Liplon Distributing lAnZone) (216) 475-4150
7UP Bottling Group (313)937-3500
Absopure Water Co 1-800-334-1064

Coca-Cola Refreshments
Auburn Hills (248) 373-2653 

Belleville (734) 397-2700 
Metro Detroit (313) 868-2008

Port Huron (810) 982-8501
Coca-Cola Refreshments - Cleveland (216) 690-2653
Faygo Beverages Inc (313)925-1600
Garden Foods (313)584-2800
Grandad s Sweet Tea (313) 320-4446
Pepsi Beverages Company Detroit 1-800-368-9945 

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

TOBACCO COMPANIES & PRODUCTS
Altna Client Services (513)831-5510
Beamer Co (Hookah s & supplies! (248i 592-1210
Capitol Cigars (248)255-8747
Nat Sherman (201) 7369000
R J Reynolds (336) 741-0727
Snappy Cigs 'electronic cigarettes' (248) 747-5130
Westside Vapor (614)402-0754

WASTE DISPOSAL & RECYCLING
National Management Systems (586) 771-0700
Smart Way Recycling (248) 789-7190

WINE & SPIRITS COMPANIES
Beam Global *248 471-2280
Brown-Forman Beverage Company • 248. 393-1340
Diageo 1-800-462 6504
Ghost Vodka 16161 835-4108

WINE & SPIRITS DISTRIBUTORS
Great Lakes Wine & Spmts 313, 867-0521
National Wine & Spirits 1-888-697-6424

1-888-642-4697

rf P D  Indicates supplier program that has been endorsed by AFPD.
*  Indicates supplier only available In Michigan  

* *  Indicates supplier only available In Ohio



The AFPD Bottom Line (USPS 082-970; ISSN 0894-3567) is 
published monthly by the Associated Food & Petroleum Dealers 
(AFPD) at 30415 W. 13 Mile, Farmington Hills, Ml 48334. Material 
contained within the AFPD Bottom Line may not be reproduced 
without written permission from AFPD.
Application to Mail at Periodicals Postage Prices is pending at 
Farmington Hills, Ml and additional mailing offices.
The opinions expressed in this magazine are not necessarily 
those of ARION or AFPD, its Board of Directors, staff members or 
consultants. Bylined articles reflect the opinions of the writer. 
POSTMASTER: Send address changes to AFPD Bottom Line, 
30415 W. 13 Mile, Farmington Hills Ml 48334.

AFPD works closely with these associations:

i f p a  d j h
INTERNATIONAL FOODSERVICE - _ L .  -  I  f S V V l
DISTRBUTORS ASSOCIATION FOOD INDUSTRY I L t f t iF . l

ASSOCIATION EXECUTIVES

rsKCSL
lunoiMi w orm  a m o c u ik m  of Convenience Stores

TO WORK FOR

-J u ly  13, 2011—

AFPD’s 35th Annual Michigan Golf Open
Fox Hills Golf Course 

8768 North Territorial Road 
Plymouth, Ml 48170 

Contact Dawn Geiger at 800-666-6233

—July 21, 2011—

AFPD/Liberty USA 7th Annual 
Golf Outing

Weymouth Golf Course
3946 Weymouth Road, Medina, OH 44256-9238 

-J u ly  26, 2011—

3rd Annual Joseph D. Sarafa
Scholarship Luncheon

Detroit Athletic Club
241 Madison Avenue, Detroit, Ml 48226-2192

Can you be fined for selling 
tobacco to a 25 yr. old?

Y E S . U nder new  FDA regu la tions you m ay be  fined if you neg lec t to  ca rd  so m e o n e  under 27  years old,

FDA Tobacco Enforcement Underway!
Retailers are receiving violation letters!

Introducing New Online Training 
NOW with FDA content!

F y o u r  e m p lo y e e s  ... fa ile d  
to  v e rify  b y  m e a n s  o f p h o to g r a p h ic  
id e n t i f ic a t io n  th a t  t h e  m in o r  w a s  n o t  
27  y e a r s  o f  a g e  o r o ld e r. "

(e x c e rp ts  f r o m  a n  a c tu a l F D A  w a rn in g  le t te r )

Award-winning training, 
now even better!

Learn about FDA Requirements of 
Retailers, Rules on Cigarettes and 
Smokeless, FDA Fines and Penalties

'Based upon FDA Draft Guidance for 
Tobacco Retailer Training Programs - 7/16/10

Additional interactive exercises 
and more practice in the steps 
employees need to  prevent 
tobacco sales to minors.

Get Your Store Ready. Train at WECARD.ORG today.
©  2011 The W e Card P rogram , Inc All rights reserved

AFPD B o tto m  Line www AFPDonlme.of



You Will Truly “C” The Difference 
With Our Convenience Store Program!

Lipari Foods, an industry leading food distributor, has partnered with Eastside Deli, a proven fresh 
sandwich m anufacturer to bring fresh, com prehensive and unique food-service solutions to the 

convenience channel. We re looking forward to working with you'

Why We Are Unique:

• Direct Store Delivery
• Guaranteed Sales
• Broad Product Offerings
• Reduced Shrink
• Training Support

LIPARI j
• Next Day Delivery
• Fully Managed Programs 
- Turn Key Solutions
• Ease of Execution
• Experience since 1963

Please contact us at 1 800 349 6694



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

In addition to distributing more than 40,000 private label and national 

brand products —  all competitively priced —  we provide almost 

100 different services. You might consider us your one stop shop for 

everything you need to stay competitive and profitable —  including 

advertising, store development and consumer insights to name a few. 

For more information on how Spartan Stores can help your business, 

call Jim Gohsman at 6 16-878-8088 or visit us at .v w w  s p a rta n s to re s .c o m  

to find your complete solution.

Spartan
Stores 1
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