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Chairman’s Message

ARABO

AFPD President/CEO

Looking Back and
Moving Forward

Wow, time really flies by With 2011 coming
to a close, we look back to arguably one of
AFPD's most impactful years in our history
Food Assistance Distribution Change.
AFPI), along with a number of AFPD
members, was the focal point in raising
$180,000 in 45 days to match the State
of Michigan's Department of Human
Services in creating a private-public
partnership that changed the distribution
dates to all recipients of Food
Assistance Benefits (Food
Stamps). Notices were
sent to the 1 9 million
food assistance benefits
recipients in Michigan,
and the dates began to
change one month
at time. At the
end of this month
(November), the
entire cycle will be completed. Now.
retailers will have a steady flow of
business throughout the entire month,
and the day s of boom and bust at the
beginning of the month are history When
this change first started, a number of
retailers were nervous. Now. members tell
me this is the best thing AFPD has ever
done. Special thanks to Derek Dickow for
leading the way on fundraising for this
incredible game changer.
Repeal of the Michigan Business Tax
(House Bill 4361). AFPD worked with
Lieutenant Governor Brian Calley in
helping repeal the Michigan Business
Tax (MBT). Our government relations
team, headed by Paul Condino, testified in
support of the repeal, and we took pride
in being at the bill signing of an important
piece of legislation that will make life
much easier for businesses throughout
Michigan. A copy of this bill, alongside
a picture with Governor Snyder and one
of the pens he used to sign the bill, are
proudly displayed at the AFPD office.
Repeal of Item Pricing (House Bill
4158). AFPD and its members helped
repeal mandatory item-pricing, which had
been in place since 1978. In light of the
technologies that exist today (scanners.
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etc.), this process has become outdated.
This repeal will ease the burden on
businesses throughout the state Please
make sure every product in your store or
station has the correct price on the shelf.
Repeal of special liquor tax strictly for
SDI) licenses (1.85) (Senate Bill 331).
Since 1973. a restaurant, bar. or tavern
was able to purchase the same bottle of
spirits from the state for 1.85 percent
less than an SDD licensee. AFPD solely
developed the argument and
fought lor the repeal of this
unlair special tax on SDD
icensees and received the
unanimous support of the
Michigan Senate and the
70-plus votes in the House
ol Representatives. The
effective date of this new
law is October 2012
Catering Bill Compromise (Senate
Bill 5). After years of defeating the
catering bill, AFPD (with the help of
AFPD board member Joe Bellino,
Jr. serving as AFPD vice chairman
of government & legislative affairs
and Senate Majority Leader Randy
Richardville) was able to reach a
compromise Now SDD licensees are
able to eater and deliver alcohol to
parties and others events as long as food
is also included and the licensee has one
of their bartenders serve the drinks. A
special catering license is also required.
You can learn more about the catering
license requirements through the MLCC.
We have heard some members are taking
advantage of this and making some
extra money via bartender services when
combined with a catered event
If you like the job we are doing for you,
please tell a friend because there is strength
in numbers, and we are always looking for
more members. During this holiday season,
know that there are more people in need
of a meal than ever, so please consider
donating to the AFPD Foundation Turkey
Drive. God bless you and your loved ones
this Holiday Season, and remember, we all
have a lot to be thankful for. |l
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Federal

Outrage and Lawsuits over Debit Fees

Amid outrage over

new debit-card fees to

be charged by Bank

of America and other

big banks, Attorney

General Eric Holder has

been asked to investi-

gate whether big banks

are coordinating their

fee strategies in viola-

tion of federal anti-trust

laws. Banks had warned that if swipe fees were limited, they would raise
debit-card fees in other ways. Visa and Mastercard are also the targets
of a proposed national class-action lawsuit claiming that the card issu-
ers' rules fix the price of ATM access fees, which artificially raises the
price that consumers pay for ATM services, limits the revenue that ATM-
operators can earn, and violates the Sherman Act's prohibition against
unreasonable restraints of trade. (CSP Daily News: www.cspnet.com)

Unemployment

Taxes Rise for

Businesses

Companies around

the country may

receive an unwel-

come notice from

their state govern-

ment: a higher unem-

ployment tax bill,

CNN reports. More

than 30 states owe

more than $1 billion in interest payments on loans from a federal fund to
pay for unemployment benefits. To come up with the money, states are
tapping businesses. Starting in January, businesses also will be hit with
between $21 and $63 more per worker in federal unemployment taxes.
These increases are the latest unemployment tax hikes as states try to
fill their unemployment trust funds decimated by the economic downturn.
(NACS Online: www.nacsonline.com)

NLRB Delays Posting of New Employee

Rights Notice

The National Labor Relations Board has postponed the required post-
ing of the new employee rights notice to January 31,2012 to allow for
further education and outreach to employers, particularly those who
operate small- and medium-sized businesses. The decision followed
questions from businesses and trade organizations indicating uncertain-
ty about which businesses fall under the Board's jurisdiction, and was
made in the interest of ensuring broad voluntary compliance. For further
information about jurisdiction and posting requirements, see the NLRB's
Frequently Asked Questions or contact the agency at questions@nlrb.
gov or (866) 667-NLRB.
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Youth Employment Passes Senate,

Awaits Governor’s Signature

House Bill 4732, which creates a simpler, more unified process for
employing those under the age of 18, has passed the Michigan Se
and now goes to Governor

Snyder for signature. The

bill amends the Youth

Employment Standards Act

to establish that 16- and

17-year-olds can work up

to 24 hours per week dur-

ing any week that school

is in session, and up to an

average of 8 hours per day

in one week. Michigan is

one of only three states

with a formula that deter-

mines how many hours an

employee under the age of

18 can work while school is in session. Thirty states have no limit on tti
amount of time a student under the age of 18 is eligible to work when,
school is in session, while 17 states apply a simple cap on the num-
ber of hours youth employees may work. Of those states that apply a
cap, the average number of hours permitted per week is 36.5, leavinj
Michigan one of the more restrictive states.

Ohio

Ohio Bans Synthetic Drugs

Under an Ohio ban on selling synthetic recreational drugs,
retailers can no longer stock K2, spice, and synthetic bath
salts, which include synthetic marijuana and derivatives of
cathinone. The U.S. Drug Enforcement Agency took tem-
porary control of the sale of Mephedrone, MDPV, and
Methylone, which are used to make the salts. The produ
are often sold at convenience stores under the names Ivoi
Wave and Cloud Nine,

illegal in the U.S. while agencies study the drugs.

Ohio’s
Minimum Wage
Increases in
2012

Ohio's minimum

wage will get its

biggest boost in

three years, a 30

cent increase on

January 1,2012. Tipped employees will get a 15 cent boost.
The new rate will be $7.70 and $3.85 an hour, respectively.

www.AFPDonlii
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AFPD Bottom Line is Now an
Award-Winning Magazine

AFPD Bottom Line, the monthly magazine of AFPD—The Voice of Independent
Retailers, won the Silver at the 2011 Michigan Society of Association Executives
Diamond Awards competition. The Diamond Awards recognize Michigan-based
trade associations and nonprofit organizations in various categories such as
membership marketing, non-dues revenue projects, websites, e-newsletters,
conferences and trade shows, social media, etc. AFPD Bottom Line won Silver
in the magazine category.
AFPD Editor Carla Kalogeridis accepted the Diamond Award on behalf of the
AFPD leadership and staff at a special MSAE-sponsored dinner and awards pre-
sentation at The Baronette Renaissance Hotel in Novi, Mich, on September
21st. “It was so rewarding to accept this recognition of all the improvements
that our magazine team has made to the publication over the last year,” she
says. “To be honored as one of the top three association magazines in the state
suavre v is a solid achievement.”
How to Se» O™y A . . s
in the Foce of uday Arabo, AFPD president and CEO, was pleased with the magazine’s
award in its first-ever competition. “We plan to continue making improve-
ments to AFPD Bottom Line and enter more competitions in 2012,” he says.
“The ongoing perseverance of our magazine team will continue to benefit
our membership and make AFPD Bottom Line the most effective way to
market to independent retailers in Michigan and Ohio and beyond." 111

U

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

November 2011



The 31st Annual AFPD Foundation Turkey Drive hopes to raise more than
$50,000 to help needy families enjoy a holiday meal.

AFPD. the Voice of Independent Retailers, will provide thousands
of families in Metro Detroit, the Lansing area, and Columbus. Ohio
with free turkeys for their Thanksgiving dinners, totaling more than
50.000 to 60.000 meals (at 10 to 12 servings per turkey) In addi-
tion to the turkeys, Faygo Beverages is donating one 2-liter bottle of
soda per family, and Tom's Potato Chips is donating bags of chips.
The families will also receive products from Pepsi, Prairie Farms.
Wonder Bread. Lipari. and more.

This is the 31st consecutive year that AFPD has provided needy
families with turkeys for the holidays. Since 1980. the AFPD
Foundation's program has donated more than 50,000 turkeys in the
Metro Detroit and Lansing. Mich, areas, totaling approximately
600.000 meals.

Harley Davis. AFPD's coupon manager, remembers when the
Turkey Drive started more than three decades ago with just 100 tur-
keys at one location. "This year, the goal is 5.000 turkeys across
three major metro areas," he says proudly "AFPD's Turkey Drive is
one of the largest, and it just keeps growing because the need keeps
growing."

Davis says the Turkey Drive is a way for retailers to give back to
the communities where they live and work. "We visit local members
to raise money to pay for the turkeys." he explains "This year, the
goal is $50,000. We also look for distribution locations, which are
usually churches or local food banks in some of the less fortunate
areas. Then, on Turkey Drive day. the retailer community comes

10 -Ari'I'D Bottom Line

together to help pass out turkeys. We're like a small army going
around to the various sites."

Newly elected AFPD board member Marsha Keenoy, mar-
ket director for Diageo and team leader for the Lansing Turkey
Drive, says planning for the event is well underway. “Diageo
is having fundraising events to raise money for turkeys all over
the state.” she says. "We are selling rubber wrist bands that sy
HIGH FIVE! HELP FEED MICHIGAN FAMILIES."

Fellow board member Jim Mandas, owner of Broadway Cate,
says last year there were 12-13 distribution locations in Ohio's
first-ever AFPD Turkey Drive This year, the Ohio Turkey Driu
team is hoping for 15-20 food banks and churches from which
to pass out turkeys. "I'm very happy to have a thriving business
even through these difficult times, and I think it’s important to
give to people who are less fortunate." he says. "Philanthropic
events like this are what AFPD is about - we don't look to gain
anything for ourselves"

"Many retailers and other local businesses have given gen-
erously to this program,” says Auday Arabo. AFPD President
& CEO. "This is one way our local independent retailers work
together with the community to provide needy families with a
holiday meal. It is one of our favorite events all year because
we know we are meeting a great need, and so many indiv idual.
and families are blessed. | encourage anyone who is able to gi'l
generously to the Turkey Drive this year." HI

www.AFPDonline
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AFPD Foundation

Turkey Drives

As the holiday season approaches, the AFPD Turkey
Drive Committee has pledged to put a turkey on the
Thanksgiving table of over 4,000 Metro Detroit and
Lansing families and 200 Ohio families that may not
otherwise enjoy this special meal. Local charities
desperately need our help and together we can
make a difference. Help struggling families enjoy

a Thanksgiving meal by supporting one of our AFPD
Foundation Turkey Drives today. To donate, please
complete the form below and send your contribution
to AFPD Foundation.

YES' | want to provide Thanksgiving dinners to families in need.

All donations are 100% tax deductible. Please see your tax advisor for guidance on your specific tax situation.
Q Please put my donation toward the MICHIGAN drive
Q Please put my donation toward the OHIO drive

Name:

Business:

Address: State Zip

Phone:

Email:

[will provide Thanksgiving turkeys for: Payment method:

Q 10 families at $100 By Check:
. Make check payable to:

20 famil t $200
Q amilies at $ AFPD Foundation
Q 40 families at $400 )

100 famili 1.000 By Credit Card:

amilies at 31, Circle one: MC Visa AMEX Discover

O 250 families at $2,500
d 500 families at $5,000 Card Number:
d Other (goods or products)

@F‘PQ Expiration Date:
F A I Signature:

JUNDATION TAXID” :

Send this form to: AFPD . 30415 W 13 Mile Road - Farmington Hills, Ml 48334
Fax this form to: (866) 601-9610
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Petroleum News & View

Supporting Your Support Staff

ou can't be at your business all day, every day.
Y But your employees represent you, whether you
acknowledge that premise or not. Often times, the
"deal maker" for customers is the way your employee meets,

greets, and thanks them.
Differentiate your business from the rest of the pack by

training, informing, and communicating with your employees.

1know these are busy times, with support staff cut to the
bone, but quality can trump quantity most of the time.

Be helpful to the customer and increase sales by training
your employees to greet customers, ask if help is needed,
and suggest companion sales. Tram employees to "read"
customers: some really appreciate the extra attention, while
others know what they want and a speedy transaction pleases
them the most. And others fall between those two extremes.

Train everybody on the staff about new products, their
features and benefits, and how much they cost. Don't be
bashful about asking your supplier to train your employees
about new products. Remember, the more they sell, the more
you'll buy from your provider.

Little things can make a difference. Provide paper funnels
when a customer buys motor oil. transmission fluid, brake
fluid, or power steering fluid. Offer to unseal the tin-foil seal
on windshield washer solvent purchases. These extra services

-AFPD Bottom Line

make the customer feel special, and feel like you’re helping
him with his task. If you have adequate, capable staff, you
can offer to install the fluids for the customer. This can be
a teaching opportunity for you to train your mechanically
inclined employees.

Spend some time on safety issues. Where is the pump
STOP switch? Where are the fire extinguishers? Where are
utility turn-off switches? Now that winter is approaching, keep
the floor dry to prevent slips and falls. Monitor rugs so they
don't become a tripping hazard.

To improve morale, cross-train your employees. Ask senior
employees, beginning with you, to show workers with less
experience what you do and how to properly perform the task.
You'll find that employees enjoy being made to feel a bigger
part of the organization, and you can delegate some of the
time-consuming duties down the organizational chart with
positive results.

In this economic climate, most employees are happy to
have a job, but when the economy busts loose again, you'll
lose your best employees first unless you make them feel
comfortable with you. Start to instill the team work spirit
into your operation beginning today. It will provide a great
foundation upon which to build a successful business,
differentiated from the pack. I'l

Be helpful to the
customer and
increase sales

by training your
employees to greet
customers, ask if
help is needed,
and suggest
companion sales.

www.AFPDonlmeol
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Made Products

Is it worth the effort?

By Carla Kalogeridis

So you've jumped on the buy-local bandwagon. Now. how do you ensure

thal your customers do the same?

Most customers don't understand which products in your store arc
local-made." points out Justin Hiller, vice president, Hiller s Markets.

Offering samples of local-made products is a
great way to get customers excited about them

ment—like the Michigan mitt

with seven Michigan
stores known for
high-quality gourmet
products and healthy
choices. "Some
brands they know,
like Faygo and
Sanders. But most of
the smaller business-
es. customers don't
have a clue who they
are."

Hiller says a store
must make extra
efforts to sell less-
er known, locally
sourced products and
brands  You have to
make it really clear
with a graphical ele-

and put it close to eye level. It also helps

to include a bio on the organization It's often the story that sells the

product.”

A logical
question on many
store-owners' minds
Is it really worth the
effort?

"It makes good sense to sup-
port local produce operations, both
from the growing and retailing side, so we
can keep as much of our food dollars within the community#
possible." says Allan Girvin, director of sales and marketing
for Heeren Brothers, a wholesale receiver and distributor thel
specializes in Michigan-made products like fruits, vegetable
meats, chips, and cheese. "Michigan has a strong agricultun
itage. and we want to help tell that story."

“It's extremely important for stores to commit to buying lo
made products.”" agrees Hiller. "As the Midwest economy sB
to pick up, we are responsible for our own salvation, and the
way to that salvation is to support these small cottage indus]
and help them get off the ground.

“It’s so important for the local and state economies fortho
dollars to get cycled back into our communities,” he empha

Mike Esseltine, general manager and vice president of sa
for Better Made, believes local-sourced marketing has been |
to his company's success. "I feel that most people in Michig
are definitely supporting Michigan-made products more now
than ever,” says Esseltine. “There is a greater awareness of the
impact it has on this state's economy when consumers purchllt
these items. The Pure Michigan advertisements on television

Connect the Dots with Local Store Marketing

John Matthews, founder and president of Gray Cat Enterprises Inc., a
marketing services firm that specializes in helping businesses grow in the
restaurant, convenience, and general retail industries, says Local Store
Marketing (LSM) should be a critical, constant component for driving retail
sales. For example, in many cases, promoting local-sourced products forms
the building blocks for your customer’s "point-of-differentiation” between

you and your competitors.

"I am a big believer that the successful businessperson is always consid-
ering how they can connect the dots for their customers more easily so that
their customers have the ability to say ‘yes’to products,” says Matthews.
Retailers should look at the following ideas to prop up their sales of local-

sourced products:

1. Plan a schedule of special events. Starting in October or November,
plan the upcoming year and highlight the key seasons or events
around which you could promote local-made products. “Provide ample
notification to your staff so that they can be local-made produc* ambas-
sadors to your customers,” says Matthews. “Letting customers know

that you have experts ready to help them— before they realize t
need help— will solidify your expertise in this area.”

. Don't overdo it. While planning your store's local-made product t

and sales for the year, don't overdo it. Having one event per quart
focuses on local-made is an excellent rule-of-thumb. “The goal is toe
nect the dots for your customers and create an all-inclusive, local-
source for their needs," says Matthews.

. Provide answers before customers raise questions. “This is the

sense of connecting the dots," says Matthews. Start promoting gn
local-made snacks, dips, and treats several weeks before a sp
event like the Super Bowl. “Deliver local-sourced product samples |
surrounding businesses in the three-mile radius around your store i
don't forget your flyers. Start to provide answers to customers befc
they have questions and your sales will soar," he says.

“The decision is yours," says Matthews. “You can choose the passive j
route and hope customers discover your local-sourced products, or you <
aggressively maximize every sales opportunity.”



a\e helped give exposure to Michigan-made products. We are
smg the Made in Michigan tag line in most of the advertising we
oand feel it is really bringing awareness to consumers"

Esseltinc says that this past month. Meijer's put Better Made
minducts in all their stores on the western side of the state and has
Jlined into "a fantastic partner." Better Made has also set up a few
ov Spartan stores with its products and may be adding several
nnre of their locations, too. "Many independent retailers are very
upportive of Michigan-made products.” he notes.

Within its 15 stores in Michigan. Busch's offers more than
..000 Michigan-made products. "We were pushing local-made
iroducts before local' was trendy." muses Kim Brown, director of
narketing for die company. "There are great benefits to promoting
ocal products, both economic and logistic We've got to look out
or our neighbors and support one another."

Brown agrees with Hiller that logos and graphics are key to
iclping customers connect the dots between what products are

locally sourced “Many
shoppers are in a hurry and
making quick decisions,"
she points out. "They don't
stare at every product up
close, so everything must
be clearly labeled."

However, logos, graph-
ics. and signs are just the
first step, according to
stores that have had suc-
cess with buy-local cam-
paigns. You have to take
your marketing efforts fur-
ther than that to see real
movement in the buy-local
space.

What Works?
Many retailers host special
"local product” events at
their stores to help educate
customers on the various
Midwest-made products
they stock. For example.
Brown says Busch's picks a few weekends in the summer to let
Michigan vendors set up sample stations in their stores. "We have
;lots ot customers coming and looking for local-sourced products.
why not make it easier for them to find these products and try
them out'l she says. "People are trying to squeeze the most out of
their budget, but there’s still a huge awareness of where products
come from.”

Busch s has also found success by holding a Michigan Beer
®Wine Tasting event, the proceeds of which benefit Forgotten

i Harvest, a charity that relieves hunger in the Detroit metropolitan
community by "rescuing” surplus prepared and perishable food
mrddonating it to emergency food providers.

"till. Brown says that while Busch's believes in promoting
Midwest-made products, just saying a product is from the local
arcaor s,ate is not enough to make the sale. “We've always been
about selection and really great lifestyle and dietary choices,” she
sa>s These are the criteria for the local-made products that we
offer our customers "

Hiller s also promotes special weekend sales on Michigan-made
Products. \We give customers the chance to sample the goods.
ricel  Prrople behind the companies, and educate themselves on

See LOCAL MADE PRODUCTS, page 16

Looking to beef up your offering of locally sourced products? Here
are just a few examples of AFPD member products
that have been introduced over the last 12 months.

Better Made—Better Made recently introduced

Better Made Lightly Salted Potato Chips and Better
Made Gourmet Tortilla Chips, which the company says
are doing very well in the market. It also is offering a
unique item called Better Made Rainbow Potato Chips,
which is a darker potato now coming out in

package to meet the consumer demands.

Country Fresh—Country Fresh is particularly ei
ed about TruMoo chocolate milk, which the com|
ny calls ‘the milk of the future for schools." As p<
ents cut back on purchasing pop and other sug-
ar-filled beverages for kids, TruMoo could replac
these products because it has no high fructose ¢
syrup, eight added nutrients, and only 1 percent

Eastown Distributors—Eastown expects craft

beers to continue their momentum into the main-

stream drinker's portfolio. Eastown has introduce

many Michigan beers this year, including five styles from the

Saugatuck Brewery. The distributor also has a new special brew called 313
Ale that is a joint venture between Dragonmead and Kuhnenn Breweries.

It is a brew made with all-organic, Michigan-grown ingredients; the malt is
wheat (85 percent), and spelt (15 percent) and hopped with whole hops from
St. Clair Shores.

Lipari Foods — Lipari Foods recently partnered with Pepe's, a Chicago-
based producer of Mexican foods, to bring authentic-tasting, ready-to-pre-
pare, Mexican foods to its customer base. Pepe's has been a Chicago insti-
tution since 1967, specializing in traditional dishes including refried beans,
Spanish rice, seasoned ground beef, chicken in chile-chocolate “mole" sauce,
pork in salsa picante, and tortillas—corn and pork. Pepe's items are fully
cooked, frozen, and packed in boilable pouches; or, like the tortillas, frozen
and ready to deep fry. Pepe's products are authentic, easy to prepare, con-
sistent in taste, quality, and yield, and provide the operator with predictable
food costs.

Winters Premium Deli—recently introduced a natural casing, low-sodium
hot dog distributed through Lipari Foods. Additionally, Just Baked Cupcakes
recently began selling thaw-and-sell cupcakes to retail stores through Lipari
Foods. These Michigan-made cupcakes are a true bakery item, handmade
and delicious, and introduced to the market during the past six months.

Michigan Brewing/American Badass Beer—Michigna Brewing believes the
trend of supporting local breweries and distilleries will continue throughout
Michigan. This fall and winter, Michigan Brewing will be increasing produc-
tion with new equipment that will help meet the growing demand for Badass
Lager.

Prairie Farms Dairy—Prairie Farms has
introduced Healthwise Probiotic Yogurt to
satisfy consumers who want healthier,
nutrient-packed, and value-added dairy
options. Healthwise Probiotic Yogurt
comes in a 4 ounce 4-pack available in
four flavors: Pomegranate Blueberry,
Pomegranate Cherry, Strawberry, and
Vanilla. The probiotic cultures in this
product improve digestion and inhibit
harmful bacteria



Local Made Products

Continuedfrom page 15

products they may really like but just aren't
familiar with." explains Hiller.

Creating events inside your store is
important—but so is supporting events out-
side your store, which is a great opportunity
to promote local-sourced products to your
customers and potential customers. For
instance. Paul Quasarano. vice president
of Eastown Distributors, says his company
actively supports festivals, fairs, and other
events in the communities where it resides,
as well as local organizations like the
Chaldean Federation of America. Habitat
for Humanity, and the local police and fire
departments.

l.ipari Foods says when it comes down
to the best way to market local-made prod-
ucts. lots of things will work but the mes-
sage is key. "Anything that shouts 'healthy’
and 'fresh' is money in the bank." says Ron
Light, sales representative for Lipari. "The
Baby Boomer generation has more and
more awareness regarding the negatives of
processed food, and they don’t want to trade
quality for convenience. This is the niche
to focus on for local-sourced, fresh prod-
ucts. This is the true, upcoming category for
retailers to invest time and money. Retailers
that embrace this early will be ahead of the
crowd.”

Lipari Foods is in the midst of a gigantic
'buy-local’ campaign, confirms Laura Liras,
customer insight manager, noting that the
company participates in programs like
Made i.i Michigan and Ohio Buy Local
throughout the Midwest and distributes
numerous products from the companies in
each state it serves. "Lipari believes the
trend will continue to surge in 2012 as
new advantages are discovered,"” she says.
“Also, consumers seem to have more trust
in the safety of food that is locally produced
and inspected. We’re beginning to identify
manufacturer points on everything we buy.”

The bottom line in marketing local-made
products, say these stores, distributors, and
manufacturers, is to help customers con-
nect the dots between what's Midwest
sourced and what’s not. It won’t always
be the impetus behind their selections, but
educating the consumer with the backstory
of local-sourced products—and providing
ample opportunities for sampling—can help
your store capitalize on the buy-local craze.

Carla Kalogeridis (carlak@arion-media.
com) is editor of AFPD's Bottom Line.
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can CHANGE Your Business

brings you “SOLUTIONS for your SUCCESS”

Liberty USA is a WHOLESALE DISTRIBUTOR located in Western Pennsylvania.

Serving 7 states including: Pennsylvania, Ohio, West Virginia, Maryland, Delaware,
New York & Kentucky.

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

QUALITY SOLUTIONS PROVIDED BY LIBERTY USA:

+ Technology * Inventory Management
+ Food Service « DSD Replacement

« Marketing * Profit Enhancement

* Merchandising + Category Management

Customer Service » Sales Growth

To Learn more
Liberty USA and how we can offer
“SOLUTIONS for your SUCCESS
Please Contact: Liberty USA Sales
y/u irwm nun

P: 800.289.5872 F 412.461.2734 West Mifflin, PA
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"At the end of the day, fairness is the
best word to describe the bill."
—Auday Arabo, AFPD

TWO

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 Line

AFPD Uncaps the
Tax on Liquor

For 38 years, stores have paid more than bars and restaurants to pur-
chase their liquor from the state —not anymore.

Senate Bill 331 is now Public Act-166. Governor Snyder officially
signed and presented the new legislation to the Secretary of State on
Tuesday October 10.

The tax, first imposed in 1973, costs retailers 1.85 percent more in
liquor taxes than it costs bars and restaurants. That has now ended
thanks to the efforts of AFPD. The Voice of Independent Retailers.
"As far as anyone knows, we are the First association/entity to receives
specific tax cut by repeal of a statute." said President and CEO Auday
Arabo.

"There is no reason for them to get a lower price by 1.85 percent then
we're paying," said Ronnie Jamil to Crain's Detroit Business report-
er Amy Lane. Jamil is the owner of Bella Vino Fine Wine & Spirits in
Farmington Hills and Mug & Jug Liquor Shoppe in Berkley.

Jamil is a former chairman of AFPD. and was a lead proponent of
Senate Bill 331, sponsored by Joe Hune (R-Hamburg). Thanks to
AFPD's efforts, the tax has been eliminated.

AFPD fought for fairness. "We deserve to be on the same playing fide
as restaurants and bars. It's the same bottle. We’re both buying from
the state of Michigan. We argued that we should not be charged more,
said Arabo. "At the end of the day, fairness is the best word | can use o
describe the bill." 1 I
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Deliand Seafood Products
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» Confections and Food Service items
Packaging and Supplies

Formore information please visit our website at
Hparifoods.com
orcall800.729.3354
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Retailer Spotlight

Naser Jaber: 'We're Staying In
Inner-City Cleveland'

Naser Jaber had been doing well trying to differentiate his busi-
ness through customer-friendly service and competitive prices,
but he kept hearing the same refrain over and over: "Everybody
kept asking. 'Do you have food, do you have food?," Jaber said.
"So we launched Toasty Subs inside our gas station."

The sub shop inside the Marathon Food Center gas station was
a hit. and Jaber said he plans to open another Toasty Subs in his
other downtown Cleveland business. Cedar's Finest. "We were
approached with. 'Do you want to do a Quiznos." Do you want
to do a Subway."" Jaber said. "But when we found out what the
franchise fees were, we did our own Toasty Subs.”

Toasty Subs, located in the "Slavic Village" neighborhood sis
minutes from downtown, is open 24 hours per day, seven days per
week It boasts a handful of
signature subs - including the
"Toasty Signature Sub." pas-
trami. corned beef, and turkey
on any roll with a choice of a
number of different cheeses
and condiments. Beyond that,
they offer seafood subs, gyros,
salads, and fried food items
ranging from chicken wings
to French and “Jojo" fries to
chicken tenders - not to men-
tion cheesecake, chocolate, or
carrot cake for dessert.

Ja”er describes Toasty Subs
as a mixture of Quiznos and
Subway - with some KFC
thrown in - but says that's
where the comparisons end.
"We give five times the meat
of other places, for the same

price." he said. "Triple the
amount of vegetables for the
same price."

The Toasty website offers
an opportunity to order online,
and has branched out to cater-
ing parties with their distinc-
tive six-foot sub offerings.

Jaber said the businesses,
along with other properties
that help pay the rent, were
started by his father. Moe.

“My father is the founder.
He handled everything for me.

AFPD Bottom Line

Jaber gives some credit for his
successes to the rewards and
loyalty programs he employs.

but the businesses are in my name." he said. "My right hand guys
are my brothers. Musa and Adam.”

The family is committed to the Cleveland area, having operated
their businesses there for the past two decades. While they have
an eye on expanding their business, including diesel pumps on
the Marathon property and the addition of a walk-in bill-paying
center at both locations, they are not keen on expanding bey ond
the metro area.

"We want to take things one step at a time and just stay in inner
city Cleveland, and keep serving our corned beef and gyros for
the downtown population,” he said. "We don't want to spread
ourselves too far. It's just me and my brothers running things."

Jaber said that his operations have been nominated for several
awards, ranging from most
achieving business person for
the community from the non-
profit Fairfax Renaissance
organization to another award
for outstanding commitment
and dedication that came
from the city and mayor's
office. "We've done well in
the neighborhood,” he said

He gives some credit for his
successes to the reward and
loyalty programs he employs,
chief among them a deal that
gives customers a free light-
er for every three-pack of
cigarettes they purchase and
another that offers a 99-cent
coffee refill on mugs custom-
ers bring in.

"It doesn't matter if it's
32 ounces or 64 ounces." he
said. "It's only a dollar."

Jaber said that he got
involved with AFPD three
years ago. when the organi-
zation approached him at a
grand opening. "It was when
we were opening our gas sta-
tion. They saw our beauti-
ful site at our grand opening
and they approached me."
he said. "It's been a good
relationship.” ]!
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'The Lifetime Machine"
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Our High-Volume Capacity CYCLONE MACHINES
All our machines are 3rd party compatible!

KANSMACKER.COM
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Holiday Instant Tickets are Fun for Everyone

increase Lottery traffic into your store, and some

ambitious retailers even create special holiday displays
Instant tickets on sale this holiday season include Nutcracker
Cash ($1): Red, While & Green ($2): Silver Bells ($5); and
Golden Wishes ($10). All holiday tickets were available Oct. 31.

50/50 Raffle

Congratulations to Marathon on N. Main St in Clawson for
selling the winning 50/50 Raffle ticket. The lucky owner of the
winning raffle ticket will walk away with more than $2,487,982!
For selling the winning ticket. Marathon will receive a $5,000
commission when the winner claims the prize. Thank you to all
our retailers for selling and promoting the raffle game.

I Ioliday instant tickets are a great way to draw and

Holiday instant tickets
are a great way to
draw and increase
Lottery traffic into
your store, and some
ambitious retailers
even create special
holiday displays.

The Jack Changes

The Jack has always been a popular add-on game to Club Keno.
and updates added to the game in October have excited and
enticed Lottery players. The updates include new prize tiers
allowing players to win a prize when they match four. five. six.
or seven numbers. The Jack continues to be $1 and jackpots
now start at $10,000 instead of $2,000.

When players purchase their Club Keno tickets with The Jack,
they will notice eight easy-pick numbers printed on their ticket
instead of seven, Wkhen they match all their Jack numbers to
the Club Keno numbers drawn, they win the advertised Jack
jackpot. When they match four numbers they win $1; five
numbers earns $5. six matches wins $50. and seven wins $350.
This new prize structure makes the overall odds of a player

ArFPL) Bottom Line

winning a prize approximately | in 9, which can mean more
winnings in your customer's pockets.

The jackpot will continue to be funded starting at $10,000. It
will continues to increase in $1 increments per draw until it is
fully funded by player dollars, at which point the growth will be
commensurate with actual player spend on The Jack.

Sight Validation Codes
By now.you and your players have seen that letter codes, or sight
validation codes, no longer appear on Michigan Lottery instant
tickets. These three-character codes used to be printed underneath
the scratch-off material and were produced for retailers as a
means to quickly identify low-tier winning tickets (prizes up to
$25) by sight rather than through the terminal.

The decision to eliminate the codes has been influenced by
a number of factors, the most important of which is that many
players believed they understood the meaning of the codes. While
this is probably true at the low-tier prize level where the codes
can be easily deciphered, it is absolutely not the case on non-
winning. mid-tier, and high-tier prize-winning tickets where the
codes are random and have no meaning. Players’ false sense of
understanding diminished their play experience and could have
potentially resulted in a player throwing away a winning ticket.

With or without the codes, the Lottery's policy on validating
tickets remains the same: All tickets must be validated through
the terminal for the retailer to receive a cash commission and for
the customer to receive their prize.

Second Chance Contests

Player's Club, the Michigan Lottery's VIP website launched

last May, has more than 245.000 members. Already, millions

of dollars in prize money and merchandise have been won by

Player's Club members, and there are millions more available.

New second-chance contests are added to Player’s Club all the

time, including these most recent opportunities:

* Wheel of Fortune, released in October, gives players a chance
to win a Hollywood trip to play a non-broadcast. Lottery
players-only game of Wheel of Fortune with Pat Sajak and
Vanna White. To enter, players must submit non-winning
Wheel of Fortune tickets on the Michigan's Lottery Player's
Club website. Players can submit their tickets until February
11.2012 On February 16, one drawing will be conducted
to select three Michigan Lottery winners. Each winner will
receive a 5-day, 4-night trip for four to Hollywood, Calif,
including round-trip airfare, two deluxe hotel rooms, spending
money, a welcome reception party, a grand finale party, and a

See MICHIGAN LOTTERY, /nine 27
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Tis the season to stock up on Michigan Lottery holiday instants. HG-HKAN

( heerful games that give your customers chances to win up to $500,000 instantly and your business
ajolly seasonal boost. Little wonder these tickets make everyone's season so merry and bright. LOTTERY
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Interview

Chase Paymentech's John Wilcox:
'‘We're Here for the Long Haul’

AFPD members can expect a call in the near future from their
new account manager for Chase Paymentech. The AFPD/Chase
Paymentech program gives retailers the ability to process custom-
er payments, but that's just the beginning Every business needs a
trusted payment processing partner that offers knowledge, innova-
tive technology, and excellent customer service to help you meet
your business goals Chase Paymentech. a div ision of JPMorgan
Chase & Co., is positioned to provide those benefits

Here. John Wilcox, who replaces James Olsen, talks about the
challenges small retailers face.

AKIM): How much experience in helping small retailers with
their unique challenges do you bring to your new position?

Wilcox: I've been active in the credit card and check guarantee
industry toi 15 years, working with various companies and on my
own fins is my second tour with Chase Paymentech. and I've
been back with the company since December 2009

AKIM): What do you see as
the biggest challenge small
retailers face?

Wilcox: |see small retailers
trying to do too many things.
They 're managing the business,
caring for their customers, hir-
ingframingTiring employees -
there's just no time for a break
and too much to learn. Chase
Paymentech can't help with all
of those things, but our program
can help retailers find the most
cost effective way to get the
most out of payment options for
both their customers and them-
selves When | visit a retailer,
it's an opportunity to look at
their options. We review state-
ments. estimate costs as well as
sav ings, and look at equipment
to see how we can save money
and time.

AFPD: What do you find is
the biggest obstacle in the pay-
ment option area?

Wilcox Security and PCI

compliance are both top concerns for small retailers. Failing to
be PCI compliant can be risky, because a data breach can lead

to hefty tines At the same time, getting to PCI compliance must
be cost effective and affordable, especially if there are outdated
or proprietary terminals and/or POS devices. AFPD's Chase
Paymentech program offers several cost-effective solutions as
well as aggressive pricing for on-going services. In addition to
some of the best pricing in the industry. Chase Paymentech offers
thorough training for new program members, giving them the
confidence to run both transaction and reporting functions.

AFPD: What are your goals for the AFPD/Chase
Paymentech partnership?

Wilcox: Our first order of business is to get to know AFPD's
members, so my associates and | have teamed up to contact
everyone as quickly as possible. In the process, we hope to gener-
ate business for the association by adding new participating mem

bers. We have to prove to them
that they can rely on our ser-
vices for the long haul. With
Chase Paymentech—one of
the top three Tier-1 processors
in the country —there is never
any subcontracting for train-
ing or customer service and we
are certainly not likely to sell
our portfolio! Tier 1 means the
buck stops here.

AFPD: What’s one thing
our members don’t know
about you?

Wilcox: 1 work a lot of hours,
so I'm here to field any situ-
ation that arises. I'm not the
customer service department
- which is available 24/7 on
a toll-free number - but if
you don't get satisfaction. I'm
always the default to he sure
you get the help you need.

For information, contact
John Wilcox (866) 42X-4966
or John.Wilcoxt&chasepay-
mentech.com. |1

Every business needs a trusted

payment processing partner that
offers knowledge, innovative
technology, and excellent customer
service to help you meet your
business goals.

AFPD Bottom Line
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Thanks for shopping

Choose the Program Designed
Specifically for 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:
m Service - Industry expertise specific to petroleum dealers and grocers

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

m Stability - Backed by the strength of JPMorgan Chase
m 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 Ifeel confident that | am
getting the best service at the lowestcost"

- Holly Schlusler, Owner, Henry's General Store

Make the right call!

Call us today for afree statement analysis
at 1866 428 4966.

A Proud Supporter

CHASEO
ii)s(;)[c)l& PETROLEUM DEALERS PaymenteCh
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Michigan

Andy
DELONEY

Liquor Control Commissior

Chairman, Michigan Ligquor Control Commission

Beer Keg Tags Required By Law

eer Keg Tags will be required on all beer kegs effective-
November 1.2011. The legislation, which was passed into
law last year, requires that the tags be placed on all beer

kegs that hold four gallons or more. The tags will be provided

free of charge to licensees. Order forms are available on the
Michigan Liquor Control Commission (MLCC) website.
MLCC Chairman Andy Deloney said. "We fit as many tags
in one booklet as possible to make it more efficient for licensees
when ordering tags There are SOtags per booklet and the form
is concise and quick."
Licensees selling kegs of beer for off premises consumption
capable of holding 4 gallons or more must do the following:
Require the purchaser to provide a valid form of identi-
fication confirming the purchaser to be at least 21 year
of age. If purchaser is not at least 21 years of age, do not
proceed. Such identification shall contain a photograph,
signature, and the subject's date of birth. (College or uni-
versity identification is not valid identification.)
« Fill out a Keg Registration/Receipt making sure the infor-
mation is correct.
e List type of ID. ID number, and date of birth on the bot-
tom of Registration Card.
After you have filled
out the Keg Registra-
tion Card, have the
purchaser fill out and
sign the card. You may
sell up to four kegs to the
purchaser using the small
sequential tags located
to the right of the card
Purchaser must initial the
designated area on each
sequential tag used. If
more than four kegs are
sold, you must use a new
card.
Peel the registration tag
(yellow keg sticker) from
the book and attach it to
the side of the keg near
the top. Keg surfaces
must be dry. It is best to

apply the registration tags (yellow tag sticker) while the
keg is in the cooler.

* Keg retailers shall maintain complete and accurate records
of all keg registrations of the sale of kegs at the licensed
establishment for a period of one year. Moreover, such
records regarding keg sales shall, during reasonable hours,
be open to inspection by the Commission. MLCC Investi-
gators or other law enforcement officers.

To order additional Keg Registration Card Books, please
\ isit our website at www.michigan.gov/lcc and fill out the
LCC-3005 form located under Executive Services.

Return Procedures

According to MCL 436.2030. the retailer will not refund the keg
deposit to the purchaser of beer if the tag is not attached to the
keg upon its return. The individual signing the receipt does so
with the understanding that he/she agrees not to damage the keg
and not to remove or alter the attached identification tag. The
individual signing the receipt does so with the understanding that
he/she is subject to the liability of serving the beer to any minor.
A person not licensed as a retailer or wholesaler by the Michigan
Liquor Control Commission and who removes the keg identifica-
tion tag, allows the removal of
the keg. and/or provides false
information in the purchase
of the beer keg is guilty of a
misdemeanor punishable by
imprisonment for not more than
93 days or a fine of not more
than $500, or both.

For more information about
the MLCC. please visit www.
michigan.gov/lcc. Follow us
on Twitter www.twitter.com/
MILiquorControl, "Like" us on
Facebook. For more informa-
tion on LARA, visit www.
michigan.gov/lara. Follow us
on Twitter www.twitter.com/
michiganLARA, “Like" us
on Facebook, or find us on
YouTube www.youtube.com
michiganLARA. |1

The retailer will not refund the keg deposit if the tag is not
attached to the keg upon its return.

-AFPD Bottom Line
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Michigan Lottery

Continuedfrom page 22

chance tor the winner to spin the Wheel of
Fortune wheel to win cash prizes up to SI
million!

Players who were not selected as winners
tor the Hollywood trip can win up to $1
million in the Wheel of Fortune Multi-State
Second Chance draw ing. Entries for this
contest can be submitted until August 20.
2012. and on August 22. three Michigan
Lottery finalists will be included in the Multi-
State Second Chance Grand Prize drawing.
The grand prize drawing will be conducted
onor alter September 17. 2012 and will

I include finalists from other state lotteries.

| from the pool of entries, one winner will be
selected to participate in a simulated version
d the Million Dollar Bonus Wheel Spin-Off
toaward a minimum prize of $50,000 and up
toamaximum prize of $1 million!

* Golden Wishes, a $10 holiday game,

features a second chance contest to

award one lucky player a $500,000 prize.
Toenter, players can submit their non-
winning Golden Wishes tickets until
December 30. 2011. On January 4. three
finalists will receive a $25,000 prize,

plus a chance to win $500,000 during the
January 2012 episode of the Lottery's
game show. Make Me Rich!

Instant Tickets Set to Expire

Tickets set to expire on November 7 include
10 367 Hot Cherries ($1). I1G 320 5 Times
Cushsvord ($2). 1G343 Born to he Wild Time
<$). IG 351 Mom's A Winner ($5). Diamond
Fuzzier Bingo ($5). IG 363 Vegas VIP
«3>0).IG 346 $1.000.(XX) Diamond Doubler
GIl0). and 1G 311 Vegas Game Book ($20).
10H8 Lucky Wild Time ($2) will expire on
~wember 14 Remember, if you are still
selling any of these tickets, be sure to tell
your customers about the expiration date
soany prizes they may win can be claimed
“ehire it the ticket becomes invalid.

Instant Ticket Activation

Retailers are reminded to always activate

netant game tickets before putting them
; nsale to ensure winning tickets can be

adeemed by players.

More than 95 cents of every dollar spent on
Griers tickets is returned to the stale in the
fomof contributions to the state School Aid
Find, prizes to players and commissions to
"oilers Infiscal year 2011. the contribution
;nschools was over $717 million. Since its
"ireption in 1972. the Lottery lias contributed
"tr S/6 billion to education in Michigan

Oir additional information, please visit the

“terys website at www.michiganlottery.
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New premium mixes designed for discriminating consumers

eHealthier, all natural snacks with nutritional value
¥
Deliciously addictive, instinctively good snacking blends
<Cherries, Cranberries, Blueberries,
Dark Chocolate, Premium Pecans
¥
Clean packaging, natural branding that delivers a
healthy message to consumers
<No trans fats, no cholesterol

Unpriced packaging allows for optimum profit margins
¥
A new premium brand from Kar's Nuts
Ask your route sales representative for details!

Sensible Snacks
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Associate, Karoub Associates

Michigan Legislative Updat

Governor Signs Liquor Tax Cut Bill into Law

n mid-October, Governor Rick Snyder signed Senate Bill 331
(SB 331) into law This is legislation that levels the playing
field on taxes paid to the state on spirits With the stroke of
Governor Rick Snyder's pen, a fairness measure that AFPD, The
Voice of Independent Retailers, had been advocating for years
became Public Act 166 of 2011. Because of the Governor's and
Legislature's desire to avoid this tax cut's S14 million impact on
this fiscal year's budget, the new law takes effect October 1,2012.

Thank These Legislators

SB 331, sponsored by tax-cutting Senator Joe Hune (R-
Hamburgl. unanimously passed the Senate in June and over-
whelmingly passed the House in September. The bill passed the
Regulatory Reform Committees (RRC) of both the Senate and
House before being sent to the floor of both legislative bodies.
The Senate RRC is chaired by Senator Tory Rocca (R-Sterling
Heights) and the House RRC is chaired by Representative Hugh
Crawford (R-Novi) Both RRC Chairs were strong supporters of
this equality-seeking tax cut. and voted for its passage

PA 166 reduces
the off-premise
tax by 1.85
percent to equal
the same tax rate
that on-premise
licensees pay.

On-premise licensees (bars and restaurants) currently pay 12
percent of the retail selling price in liquor taxes on spirits to the
state. Off-premise (SDD) licensees presently pay a higher rate of
13.85 percent of the retail selling price on spirits PA 166 reduces
the off-premise tax by 1.85 percent to equal the same tax rate that
on-premise licensees pay.

Some History

The specific tax on the retail selling price of spirits for off-prem-
ises consumption was initially set at | percent. The tax was creat-
ed mainly to fund grants that are provided to local centers for the
treatment of people addicted to alcohol and other drugs In 1978.
the rate was increased to 1.85 percent to pay for a new treatment

VWHFPD Bottom Line

referral program for people identified as intoxicated in public.

It appears the argument for taxing only off-premises retail-
ers was because off-premises licensees purchased liquor from
the state at a price fixed by the Commission and then sold it
at a price fixed by the Commission. In theory, then, this tax
would not negatively impact their gross profits, as the tax
would be reflected in the retail sales price of each bottle of
spirits, and every off-premises retailer bought and sold spirits
at the same price.

On the other hand, on-premises licensees have no fixed
price at which they sell spirits (drink prices by the glass gen-
erally vary from establishment to establishment) and subject-
ing them to the 1.85 percent specific tax could have led to a
negative impact on sales and profits.

This theory was pointed out in the Background Information
section of a Legislative Analysis of SB 331 performed by the
House Fiscal Agency this summer. This same HFA Analysis
also estimated price reductions from eliminating the 1.85 per-
cent tax for a 750 ML bottle of some of the more popular
spirits:

¢ Captain Morgan Spiced Rum —$0.24

(Current minimum shelf price $14.98)

Jim Beam—$0 28

(Current minimum shelf price $16.98)

Dewar's White Label—$0 37

(Current minimum shelf price $22.95)

Crown Royal —$0 41

(Current minimum shelf price $24.95)
» Absolut—3$0.44

(Current minimum shelf price $26.99)

Now that SB 331 has become law. many “thank you" com-
mendations are in order to acknowledge the massive team
effort that made this tax cut possible. Many thanks to Senate
Majority Leader, Senator Randy Richardville (R-Monroe)
and Speaker of the House. Representative Jase Bolger
(R-Marshall). for their fair-mindedness in bringing SB 331
to a vote in their respective legislative bodies, the Senate and
House.

Thanks to the AFPD Executive Committee, and the mem-
bers and staff of AFPD who tirelessly worked on this issue.
Thanks also to the Karoub Associates team for coordinating
and spearheading this tax cut into law Without the help of
the many people referenced in this update and many others
who worked behind the scenes, this tax cut would not have
been possible. 1J
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\\here SevIce,
Qualityand Price nmeet!

. Cube Ice

- Block Ice

* Crushed Ice

*Dry Ice

» Cash & Carry Department

at Wholesale Prices!
* Best Prices In Town! US ICE CORP
. Centrally Located for Best Delivery! 10625 West 8 Mile Road + Detroit, Ml 48221
(313)862-3344 + Fax (313) 862-5892

LARGEST ICE The Abbo Family has
MANUFACTURER Se"ifd Detroits ife
IN THE CITY OF DETROIT, needs since 1968
with a manufacturing
capacity of 400 tons
(800,000 Ibs.) of ice per day!

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

Interim Director, Ohio Lottery Commission

Get Ready for the New Year's Raffle

ickets for the Ohio Lottery's New Year's Raffle go on sale
Sunday. November 13. It's the Ohio Lottery's seventh
Raffle game and it offers our \er> best odds for winning a

$ I-million pri/c - one in 125.000. Ness Year's Raffle has a lim-

ited 500.000 ticket print; so prepare your customers now. Last
year's game was a sellout

Ness' Year's Raffle provides $5 million in total prizes to 3,334
lucky ticket holders. Each ticket costs $20. making it a great
stocking stuffer!

Retailers benefit directly as well, earning a $1.10 commission
on each ticket sold The lucky retailers selling any of the four
$ 1-million top pri/es earn a $5,000 selling bonus

Preparing for 20th Anniversary Powerball
More millionaires, bigger starting jackpots, better odds that's
all coming with the 20th anniversary of Posserball in January.
As our customer, we want you to be prepared for game rollout -
from delivery schedules of new $2 Posserball bet cards and other
materials, to a change in price for Bundle Play. You'll find these
helpful details and more in the November Ticket Seller Make
note of a few key dates:
« December 14 - This is the last day to place a 10-draw, multi-
draw wager for Posserball.
« January 15 - $2 Posserball tickets go on sale.
« January IS - The Multi-State Lottery Association holds its
first $2 Posserball drawing.

Upcoming Instant Games

This month, retailers can look forward to a number
of holiday and winter-themed games to round out our
2011 product offerings On November 10. the fol-
lowing instant games are scheduled for delivery: 55
Million Jackpot, a $20 game offering a $5 million top
prize and 75 percent payout; and $5 Winter Green
Cashword, which offers a $100,000 top prize and 69
percent payout.

On November 21. the following games are sched-
uled for delivery $1 Old Man Winner, which offers a
$1.000 top prize and 62 percent payout; $2 Mistletoe
Money, which offers a $20,000 top prize and 71 per-
cent payout; $5 Season's Greetings, which offers a
$100,000 top prize and 69 percent payout; and $10
Classu Rlaek Il. which offers a $1 million top prize
and 73 percent payout Note that all game deliveries
are subject to change.

Holiday Wishes

As an organization and as individuals, we have a great
deal to be thankful for this holiday season. As we

enter the season of appreciation for all we have and

all we have the opportunity to do. we wish you, your
employees, and families a very happy Thanksgiving. |||



AFPD Member
ASSOCIATW V F P D Exclusive!

POOD 8 PETROLEUM DEALERS

CHASE Paymentech

AFPD/Chase Paymentech
Credit Card Processing Program

+ Interchange Pass through (Cost price for interchange depending on the credit
card used) plus 6.5 cents authorization fee per transaction is all you pay!

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

N No statement fee only if you receive your statement via email,
otherwise you will be subject to a $5 charge per month

+ If we do not meet or beat your current credit card processing agreement,
you will receive a ONE YEAR FREE AFPD Membership!

(subject to compatibility with your current POS System).

Free analysis of your current statement. O
The more AFPD retailers sign up for this program, the lower

the transaction fee will go. Our goal is to reach 5 Cents

authorization fee per transaction.

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

To sign up for this program today, call John Wilcox at (888) 464-9902 ext.70255.
Be sure to let him know you are an AFPD Member!

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



Safety Sens<

Put Controls in Plao
so Back Injuries
Aren't the Case

Back injuries in the workplace are not only frequent and severe, they
are the cause of one-fourth of all work-related compensation claims.
As the leader in loss-time claims, back injuries cost billions of dollar-
annually. Nationwide, one out of every five work-related injuries isa
back injury. Most of the injuries are to the lower back, caused by som
form of lifting, according to the Bureau of Labor Statistics.

Naturally, the frequency, duration, and type of lifting are integral
factors impacting an employee injury. However, these injuries can kr
avoided By using administrative and engineering controls, the fre-
quency of back injuries can be greatly reduced.

Any process that drastically limits exposure by control or manipuh
tion of the work schedule or way in which work is performed is con
sidered an administrative control. With any new employee, training
is an extremely important administrative control. Employee lift train
ing should include: how to ensure a secure hold, lifts using both haw
if possible, use of an even motion, the importance of holding a load
close to the body, a step to the side instead of twisting, and the impor
tance of breaks. Another administrative control is strength testing for
workers. Employees should be encouraged to only lift materials thai
match their strength. According to one study documented by the US
Department of Labor, discouraging employees to refrain from lifting
materials exceeding their strength capacity prevented up to one-third
of back-related injuries It is also beneficial for employers to support
physical fitness or stretching programs to further decrease the hazard
of back injuries.

In addition to administrative controls, employers should utilize
engineering controls. Engineering controls make physical changes U
ajob to manage risk exposures Decreasing the size or heaviness ot
the material being lifted is an effective engineering control. Ensuring
material packages are stable, compact, and have lifting handles shout
become a routine process. If the loads are unstable, employees shoul-
know to repack the load or label it as unstable. Aside from lifting, i
ries often occur when employees are reaching and bending for mele
rials. By modifying the height location of the materials being stored
injuries can be avoided. Lastly, employers should use mechanical aid
like pneumatic lifts, conveyors, or automated material-handling equir
ment to assist in lifting heavy or bulky loads.

The safety of employees should be the number one concern of all
employers. Employers and employees both benefit from implement
ing controls. The controls should be administrative such as training
strength testing, and encouraging physical fitness and stretching ptl
grams. Engineering controls should also be in place to prevent injur-'
through processes like redistributing weight of material loads, lO-"1
ing storage of materials, and using alternative manual lifting source
By putting controls into place, back injuries can be prevented.

For more information about back injury prevention, please call
RiskControl360°'s Lisa Shaver, at (877) 360-3608, ext. 2367. m

www. AFPDonine



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 of potential savings, please visit us 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, contact CareWorks Consultants’ Theresa Passwater at
1-800-837-3200, Ext. 7248 or theresa.Dasswater@ccitpa.com.

CAEARTR

1-800-837-3200  www.careworksconsultants.com  info@ccitpa.com
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NEXGEN ORDER FEATURES <u
SYNERGY ONLINE ACCESS

Cxid
GOODMAN

Director, Ohio Department of Commerce

Ohio Liquor Com missic

Special Orders and Discounts Available

he Ohio Division of Liquor Control continues to help Ohio

businesses compete and succeed in today's marketplace

On the heels of the successful Common Sense Initiative
of Senate Bill 73. we've implemented a special order policy for
spirituous liquor products to allow the private businesses we regu-
late - Contract Liquor Agencies, bars, and restaurants —to otter
new. unique, and limited brands.

The Division controls spirituous liquor inventory and decides
which products to make available to Ohio consumers and where
they'll be sold Our Agency Operations section does a fantastic
job of knowing the marketplace and identifying the products that
Ohioans want We currently list one of the most diverse portfolios
of products in the country, totaling about 1300 different items.

Not all products have equal demand in all parts of the state, but
our flexible and business-friendly system lets us target products to
the right locations in the appropriate quantities to help each indi-
vidual Contract Liquor Agency meet the needs of their customers.

The liquor industry moves very quickly in getting new products

Exceeding Expectations
Delivering Solutions

www.sasinc.com

0 ‘tfforMAbon Tctknolol L'OUVMtoUX Foodj

FOOD SERVICE SHOWCASE
FRUIT RIDGE FARMS

BLUE BUNNY ICE CREAM
BEANTOWN COFFEE

J kitrck/tnJ t”m PICCADILLY PIZZA & SANDWICHES

to market To keep pace, we have implemented a new special
order policy. Bars and restaurants that buy spirituous liquor at
wholesale can order limited quantities of new and unique items
from their assigned Agency. The special order process supports
our broker partners in their efforts to establish new and unique
products in select areas. Since this new policy took effect, we
have listed more than 100 special order items.

In addition to special orders, we want to keep inventory mov-
ing and make room on your shelves for these new and unique
products. Starting November |.Ohio Liquor Agencies will
offer more than 140 liquors at special prices. This may include
bourbons, vodkas, scotches, and cordials. Availability will vary
by agency It's a great way to help your customers enjoy then
favorite spirits for the holidays discounted up to 35 percent

Contract Liquor Agents who want to carry a special order
brand can contact the Division at (614) 644-2380 for more infor-
mation For the latest developments, follow us on Twitter
@l ohioliquor. 11

INTRODUCING NE
ONLINE TRAINING

Learn about FDA
Requirements
of Retailers
e FDA rules on
cigarettes &
smokeless tobacco
e FDA fines and penalties

Ung£o0lv
C 0 @ f

Awvward-winning training,
now even better!
e Additional interactive
exercises
e Online & licensed
versions available

© 2011

The We Card
Program, Inc.
All rights

SAS CLEANING PROGRAM reserved

P tjb ib tF 'ion
PROFESSIONAL, COURTEOUS
DELIVERY PERSONNEL

DSD vs WAREHOUSE DELIVERED PRODUCTS
DATA AND ANALYTIC BASED SERVICES
TRADE SHOW

FALL/WINTER CATALOG

MONTHLY FEATURES

CORPORATE HEADQUARTERS

AND DISTRIBUTION CENTER
POBOX 176*. 4001 THREE MILE RD.GRAND RAPIDS. M1 49*44
610 4S3 6351 « 100 477 5455

Get Your Store Ready.
Train at WECARD.ORG today.

DISTRIBUTION CENTER
J17TW1-7752 « KXM77-5455

AFPD Bottom Line

www.AFPDonline
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H N StoreNext Retail Technologies LLC
to re eXt 114 Easton Circle

Fairhope, AL 36532
Tel.: 251-929-3290; Fax: 251-929-3290

October, 2011

To Whom It May Concern:

This letter is to inform all valued customers and retailers and other interested parties of a change in the
status of representation of StoreNext Retail Technologies, LLC in the Detroit, Ml metropolitan area.

Effective October 1,2011 the Business Machines Company (BMC) with primary offices in Lansing, MI and
service and sales offices throughout Michigan will be the only authorized reseller of the StoreNext product
offerings in the Detroit metropolitan area. The StoreNext product offering would include but not be limited
to 1SS45 POS software, ScanMaster POS software, Fujitsu and IBM POS hardware, U-SCAN self-check-
out hardware and software, StoreNext back office software and many other hardware peripherals and
software modules associated with our primary POS platforms.

Further, BMC will be the only authorized reseller for newly purchased software and hardware offerings
and upgrades from StoreNext. BMC will also offer maintenance hardware and software upgrades from
StoreNext for existing customers in the Detroit metropolitan area.

Should anyone have any questions regarding this change in StoreNext representation in the Detroit
metropolitan area please feel free to contact me at the address or telephone number listed above.

Respectfully,

For StoreNext Retail Technologies, LLC
Stephen B West
Regional Manager

R e ta fw



Supplier Spotligl

Eastown Distributors:
Beer the Way it Should Be Since 1933

With the end of prohibition in 1933. the beer distribution
industry was born, but it looked a lot different then. Heer
distribution was a loeal system. Trucks picked up prod-
uct from the brewery and delivered it fresh daily to loeal
retailers. Joseph A Quasarano. an Italian immigrant who
settled on Detroit's east side, obtained the second whole-
saler license issued in the state of Michigan and Hast Town
Distributors was born. He bought a 1.000 square foot ware-
house and distribut-
ed his first brands —
Detroit-brewed Pearl
Foam and E & B.
The beer industry
grew quickly.
National brands
brought advances
in transportation
and technology and
Eastown grew. too.
acquiring rights to
sell increasingly D I
popular brands,
relocating to ever
larger quarters, and

S TR

always searching for
better ways to serve
customers.

In 1977, Eastown
debuted the first refrig-
erated draft truck on
the streets of the motor
city. The truck allowed the company to provide fresh, cold
product to their customers, but it wasn't perfect. Frustrated
with the two-person delivery system required by the truck,
Joseph R. invented and patented the Hackney "On Tap"
Keg Dispenser, allowing one-person delivery. The dispenser
is still manufactured and utilized nationwide today.

The company continued to add new generations of
Quasarano sons to the company's roster. Joseph R.'s sons,
current President and General Manager Jim Quasarano and
Paul Quasarano. now Vice President and General Sales
Manager, provided leadership and vision as the compa-
ny continued to position itself for aggressive expansion as
opportunities arose.

Today, the company operates out of 120.000 square feet
of warehouse space in Highland Park, where the company's
commitment to a clean future is evidenced by a state-of-
the-art facility that recycles more than 17.500 tons of glass.
1.050.000 pounds of aluminum, and 500 tons of paper and
plastic for reuse each year. The family business now sends

-ArfTD Bottom Line

EASTOWN

B UTOR S

out more than 30 routes daily and contributes more than 100
jobs to the community.

But the Quasaranos haven't forgotten their roots. “Beer is a
local business.” Quasarano says. "Our customers and the end
consumers ol our beers all live in the area. We’ve also built rela-
tionships with our legislators and meet with them regularly so
they know who we are.” The company participates in the events
that make their communities unique The St. Patrick’s Day
Parade. Greektown Art
Fair, Detroit Grand Prix,
Taylor Blues Festival.
Dearborn Homecoming.
Hamtramck Labor Day

Festival, and Detroit

Festival of the Arts

are just a few of the

local events Eastown
supports. In addi-
tion to AFPD (and
before that. AFD).

Quasaranos are active

in state and nation-
al industry associations
and support local orga-
nizations including the
Chaldean Federation of
America and Habitat
for Humanity, as well
as local police and fire
departments. The com-
pany also sponsors an
AFPD Foundation Joseph D Sarata annual scholarship.

Quasarano is excited about the future. “l expect to see craft
beers continue their momentum and expansion into the main-
stream drinker's portfolio,” he offers. "We've introduced
many great Michigan beers this year and have a new special
brew that s a joint venture between Dragonmead and Kuhnenn
Breweries called 313 Ale. It’s made with all organic Michigan-
grown ingredients, hopped with whole hops from St. Clair
Shores. Specialty Division Manager Graham Wilk tells me it's
the best Michigan beer he has tasted.”

This year. Eastown celebrates 78 years of beer distribution
in the Detroit area and is well positioned for the future with a
Specialty Beer Division focused on the company’s craft beers —
including three local breweries that continue to grow at rates far
higher than the industry as a whole —and specialty import port-
folio With customer service and quality as their top priorities.
Eastown continues to stay ahead of the industry. "Sometimes,

the more things change.” Quasarano says, “the more they stay
the same."" [l

www.AFPDonlinet
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North Pointe specializes in coverage for:

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

— Fraternal organizations — Workers’ compensation
— Package liquor stores

npic.com

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

NORTH
POINTE




Healthy Living

New Coalition Can
Impact Kids'Health

Blue Cross Blue Shield of Miehigan (BCBSMI
is deepening its commitment to childhood obe-
sity prevention by expanding the Building
Healthy Communities school program. A new
partnership with Wayne State University's
College of Education Center for School Health
and the Michigan Fitness Foundation brings
together organizations with proven school
expertise, evidence-based resources, and acom -
mitment to create a healthier Michigan

We fully believe our collective efforts will
have a positive impact on children's health.”
says Diane Valade. director of social mission at
BCBSM. "We look forward to building a stron-
ger. broader coalition of organizations and sup-
porters to address this issue in a strategic and
effective way "

Building on the current success of the BHC
school-based program, the three founding part-
ners are forming a coalition to expand efforts
to reduce obesity and improve the health of
Michigan young people and their families

"The opportunity to grow an already
effective program like Building Healthy
Communities has the potential to address youth
obesity in real and substantial ways through-
out the core urban centers of Michigan,"points
out Nate McCaughtry, Ph D., assistant dean for
the Division of Kinesiology. Health and Sport
Studies and director for the Center for School
Health. Wayne State University.

The Blues' program operates on the prem-
ise of sustainability and creating a school cul-
ture that continues to promote healthy lifestyles
long after the funding cycle is complete A tool-
box approach provides schools with resourc-
es and tools to continue engaging students and
families in physical activity and healthy eating.
Since 2(X)9. 24.CKK) children in 63 elementary
schools around the state have been affected by
the Building Healthy Communities grants

This new version of the Building Healthy
Communities program will enhance physi-
cal activity and nutrition education in schools,
increase opportunities for students to eat
healthy and be active, and prov ide culturally
relevant and evidence-based programs. It will
also help facilitate staff and youth leadership in
school transformation, and provide family edu-
cation and support.

"The body of evidence supporting schools as
centers for health and wellness is undeniable.
Several studies have shown that students who
are more physically lit perform better academi-
cally."says Marilyn Lieber. president and CEO
of the Michigan Fitness Foundation |!]
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Choosing health coverage for
small business isn't "just business."

It's personal.

When you have a small business, your employees are like family. You

want the best for them and they expect the best from you. Especially for
health coverage. Which iswhy Blue Cross Blue Shield of Michigan offers
so many different health plan options for small business. Plans that many
small businesses in Michigan are raving about... and ultimately choosing.

Simply Blue'”
Simply Blue't A brand new PPO from Blue Cross Blue Shield of
Michigan with comprehensive benefits at a competitive price.

Healthy Biue Living"

Healthy Blue Living5’: A revolutionary HM O with lower copays and lower
deductibles that rewards you for being healthy.

With the right health coverage,
your business can grow.
When your employees are healthy, your business can thrive. Plus, with

first-rate coverage that's affordable, you'll be able to retain and attract
top talent Now that's how a business grows.

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

Your Association
Exclusively Endorses

Blue Cross

Blue Shield

Blue Care Network
of Michigan

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

www AFPDonline



Turn up the savings for your business.

DIE Energy has expanded its Your Energy Savings program to |f your facility curre ntIy
provide programmable thermostats and installation in eligible

business customer facilities ABSOLUTELY FREE! USes a non-programm able

Programmable thermostats allow you to customize temperature umt, C al I us to d ay
control in your facility to coordinate with your building occupancy.

Using preset temperature settings can automatically reduce at 8 6 6 . 7 9 6 . O 5 1 2
energy used to heat or cool air during non-business hours.
to schedule your FREE

Adjusting temperature settings with a programmable thermostat
programmable thermostat for just 8 hours installation Hurrv!

aday in your business facility can save as ' y

much as 10 percent on your annual Supp”es are limited.

heating and cooling bills.’

When calling choose option 3 for the commercial

. and industrial program or email your request
Learn more about the portfolio of
A p A to YourEnergySavmgs lkema.com.
programs available to business customers
at www. YourEnergySavings.com

YourEnergySavings.com
'ngs vary based on efficiency of heating, ventilation and air O l | R DI-E Ernr
optioning systems Offer available to MichCon gas customers
eligible business facilities only Quantities are limited
Energy may modify or end this program at any time
—_ AVINGS


http://www.YourEnergySavings.com

SUPPORT THESE AFPD SUPPLIER MEMBER;

ASSOCIATIONS

AMR - Association Management Resources
Clean Fuels Ohio

(734)971-0000
(614) 884-7336

ATM

Amencan Communications of Ohio
ATM of Amenca
Elite Bank Card ATM s

(614) 855-7790
(248) 932-5400
(248) 594-3322

BAKED GOODS DISTRIBUTORS

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 Croup Advisors  (248) 948-5124
Bank of Michigan (248) 865-1300
Flagstar Bank 1-800-945-7700
Huntington Bank (248) 626-3970
Louis J Peters - Financing Debt Negotiation. Turnaround (586) 206-9942

BEER DISTRIBUTORS & SUPPLIERS

Eastown Distnbutors (313)867-6900
Great Lakes Beverage (313) 865-3900
Michigan Brewmg/American Badass Beer (517) 521-3600
MillerCoors (248) 789-5831
0 K Distnbutors (269) 983-7469
Tn County Beverage (313) 584-7100

BOOKKEEPING/ACCOUNTING CPA

Alkamano & Associates
Fahmi Abbo CPA P C
Garmo & Co P C
Marcom/EK Williams & Co

(248
(
(
(
R A Lizotte & Associates (586
(
(
(

) 865-8500
248) 357-6000
248) 672-4105
614) 837-7928
) 781-9171
)

Samona & Boogren, P C 248) 565-8907

Shimoun, Yaldo, Kashat & Associates, P C 248)851-7900
UHY-US 248) 355-1040
BUSINESS COMMUNICATIONS

AFPD ‘Com cas e (248) 343-9348

Clear Rate Communications (248) 556-4537

CAR WASH CHEMICALS

National Automotive Chemical (740) 439-4699

CELLULAR PHONES & MOBILE MARKETING

-AFPD Mousetrap Group....
AFPD Sprint Communications......

. (248) 547-2800
(248) 943-3998

CHECK CASHING SYSTEMS

Secure Check Cashing (248) 548-3020

CHICKEN SUPPLIERS

Knspy Krunchy Chicken
Taylor Freezer

(248) 821-1721
(734) 525-2535

CHIPS, SNACKS & CANDY

-AFPD Kkars NutProducts Company  (248) 588-1903
Anthony-Thomas Candy Co . (614) 274-8405
Better Made Snack Foods (313) 925-4774
Fnto-Lay, Inc 1-800-359-5914
Motown Snacks usyt CtptCoo Tens krctmiy ShuDon) (313) 931-3205
T & J Brokers tbeef Jerky) (586)713-9429
Uncle Ray s Potato Chips 1-800-800-3286

COFFEE DISTRIBUTORS

AFPI) 'Folgers

AFPD "New England Coffee Co —
Standard Coffee Service

_(717) 468-2515
.(717) 733-4036
(800) 962-7006

CONSTRUCTION, BUILDING & LANDSCAPING

Creative Bnck Paving & Landscaping (248) 230-1600

CREDIT CARD PROCESSING

AFPD Chase Paymentech..........
First Data Independent Sales
Next Day Funding, LLC

1-866-428-4966
1-877-519-6006
(517)214-4611

C-STORE & TOBACCO DISTRIBUTORS

AFPD "Liberty USA ..o, (412) 461-2700
Bull Dog Wholesale 1-877-666-3226
H T 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
Rainbow Hi Tech
Sitto Signs

(313) 341-3255
(313) 794-7355
(248) 399-0111

ENERGY, LIGHTING & UTILITIES

AFPD *DTE Your Energy Savings... 1-866-796-0512
AFPL) "DTE Energy Supply .on em u. (734) 887-2176
Amenfirst Energy (Gene Didan) (248) 521-5000
DTE Energy 1-800-477-4747
Murray Lighting Company (313) 341-0416
Walker-Miller Energy Services (313) 366-8535

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
(248) 350-3430

1-800-497-6640

Kasapis Brothers/Ram's Horn Restaurants
Tubby's Sub Shops, Inc

GASOLINE WHOLESALERS

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
CFX Management (937) 426-6670
Countywide Petroleum/Citgo Petroleum (440) 237-4448
Gilligan Oil Co of Columbus, Inc 1-800-355-9342
High Pomte Oil Company (248) 474-0900
Obie Oil, Inc (937) 275-9966
Reliable Oil Equipment (937) 665-1200
Supenor Petroleum Equipment (614) 539-1200

GREETING CARDS

AFPD Leanin' Tree 1800-556-7819 ext. 4183

GROCERY WHOLESALERS & DISTRIBUTORS

Burnette Foods, Inc (231)264-811-
Capital Sales Company (248) 542-440:
Cateraid, Inc (517) 546-821'
Central Grocers (815)553-889
Complimentary Foods (734) 545-379;
D&B Grocers Wholesale (734) 513-171!
General Wholesale (248) 355-090
George Enterpnses, Inc. (248) 851-699
Great North Foods (989) 356-221
Jerusalem Foods (313) 846-170"
Kap's Wholesale Food Services (313) 832-230!
Spartan Stores, Inc (616) 878-221:
SUPERVALU (937) 374-760:
Value Wholesale Distnbutors 1248)967-290.

HOTELS, CONVENTION CENTERS &
BANQUET HALLS

A & M Hospitality Services (586) 757-606
<248; 863-35'
(248i 624-616

248) 624-810:

Hampton Inn - Commerce
Hampton Inn - Shelby
Holiday Inn Express - Commerce

(
Farmington Hills Manor (248) 888-80:
Shenandoah Country Club (248) 683-636
Suburban Collection Showplace (248) 348-56
ICE CREAM SUPPLIERS
AFPD Nestle DSD..........1-800-328-3397 extUOtr

AFPD *Prairie Farms Ice Cream Program (LlageFam
1-800-399-6970 exit*
(313)291-727

Pars Ice Cream Company. Inc

ICE PRODUCTS

Arctic Glacier, Inc 1-800-327-29;
Home City Ice 1-800-759-44
U'S Ice Corp (313)862-334-

INSURANCE SERVICES: COMMERCIAL
AFPD North Pointe Insurance........ 1-800-229-674.
AFPD "CareWorks 800-837-3200 ext 71f

AFPD "Cox Specialty Markets (North Pointe)

&aa_p Tanks)__ 1-800-64d4i:
Beechtree Insurance 1734)452-9"
GLP Insurance Services (248)848020
Great Northern Insurance Agency (248)856-5
Primeone Insurance (248)5360"
State Farm Insurance (Agent Dawn Shaoum)  (248)8796-
Thomas-Fenner-Woods Agency, Inc (614 481-4

USTl/Lyndall Insurance 1440) 247-375

INSURANCE SERVICES: HEALTH

1-800-666622
1-800-263-3 >
(313) 267-0

(248) 851-22!
(270) 316062

AFPD *BCBS of Michigan ...
Gadaleto, Ramsby & Assoc
Pro Care Plus, Inc
Rocky Husaynu & Associates
Stonebndge Insurance PLCC

INVENTORY SERVICES

Target Inventory (586)7184(-

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

-+ Indicates supplier only available in Ohio
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LEGAL SERVICES

AFPD 'Bellanca, Beattie, DeLisle .... (313) 882-1100
AFTD "Peppie & Waggoner, Ltd. ....(216)520-0088
The Abro Law Firm (248) 723-4545

Cummings, McClorey, Davis & Acho, PLC (734) 261-2400
Denha & Associates (248) 265-4100
EHas & Elias, PC (248) 865-8400
cisher & Phillips, LLP (858) 597-9611
Hertz Schram, PC (248) 335-5000
Jappaya Law, PC (248) 626-6800
Kecskes, Gadd & Silver, PC (734) 354-8600
Kitch Attorneys & Counselors (586) 493-4427
Lane, Alton & Horst (614) 228-6885
taw offices of Kassab & Arabo, PLLC (248) 865-7227
Mekam, Orow, Mekam, Shallal & Hmdo, PC (248) 223-9830
Sullivan, Ward, Asher & Patton, PC (248) 746-0700
The Liquor Lawyers (248)433-1200
LOTTERY

GTech Corporation (517)272-3302
Michigan Lottery (517) 335-5648
Ohio Lottery 1-800-589-6446

LOYALTY CARDS/DISCOUNT CARDS

~ewardPal 1-800-377-6099

MAGAZINE & TRADE PUBLICATIONS
Detroit Free Press

(313) 222-6400
Detroit News . (3183)222-2000
<B News Distnbutors (586) 978-7986
Michigan Chronicle (313) 963-5522

MEAT & DELI DISTRIBUTORS

* S A United Meat 313)867-3937

419) 358-2926
810) 387-3975
313)295-6300

Ato Z Portion Control Meats E
(
(
upan Foods (586) 447-3500
(
(
(
(

C Roy & Sons
Dairy Fresh Foods

Powette Market 313)875-5531
Sherwood Foods Distnbutors
m\eeks Food Corp

Aolvenne Packing Company

)

313)659-7300

586) 727-3535
)

313) 259-7500

MILK, DAIRY & CHEESE PRODUCTS

IT) ‘Prairie Farms Dairy Co... ___ (248) 399-6300

... (216) 214-7342
1-800-748-0480

A H u "Dairymens
‘e""ey Presh/Meiody Farms

MISCELLANEOUS

Donan Ford (586) 732-4100

1-800-833-3996
(850) 264-8537
(386) 308-2543

‘Varr'd Sunglass Company

~raGnp Floor Safety Solution
maatoi

I*ONEY ORDERS/MONEY TRANSFER/

wllpayment

A IT) MoneyGram International.. MI(517) 292-1434

Te*a’ (out payment) 1-877-374-0009

OFFICE SUPPLIES & PRODUCTS

AFPD LB Office Products .o . 1-800-826-6865
AFPD staples . 1-800-693-9900 ext. 584

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

PI1ZZA SUPPLIERS

Hunt Brothers Pizza (615) 259-2629

POINT OF SALE

BMC - Business Machines Specialist (517)485-1732
Caretek (Security. Credit Card. Point of Sale and more) 1-866-593-6100

PRINTING, PUBLISHING & SIGNAGE

(248) 489-8989
(517) 337-2267
(586) 775-7528

International Outdoor
Michigan Logos
Walt Kempski Graphics

PRODUCE DISTRIBUTORS
Ace Produce (248) 798-3634
(616)452-2101

(313)568-0557

Heeren Brothers Produce
Tom Macen & Son. Inc

REAL ESTATE

Centro Properties Group (248) 476-6672
Judeh Tax Appeal Team (313)277-1986
(
(

Lighthouse Real Estate 248)210-8229

)
Signature Associates - Angela Arcon 248) 359-3838
REFRIGERATION & REFRIGERATION SOLUTIONS

1-800-854-5719
(248)210-3768

Cool Curtains
TGX Solutions

RESTAURANTS

Badawest Restaurant 810) 232-2479
517) 323-9181
313) 568-1000

(
Falsetta's Casa Nova (
(

Game Time Tavern (313) 982-9800
(
(

Fuddruckers of Rivertown

Great Lakes Steak Venture/Still Water Gnll 810) 220-1990

Harper's Restaurant &Brew Pub 517) 333-4040

Mama Mia's Restaurant (313) 537-0740

)

)
734)697-3033

)

Mike's Red Apple (

Petruzello's (248)879-1000
Ponderosa #1012 (989) 386-9126
Ram's Horn Restaurant #36 (734) 285-0750
Ridley's Bakery Cafe (248) 689-8638

Riverside Family Restaurant (989) 695-5563
Rochester Mills Beer Co (248) 650-2824
Sahara Restaurant - Farmington Hills (248)851-1122
Sahara Restaurant - Oak Park (248) 399-7744

Sahara Restaurant - Sterling Heights (586) 264-0400
(517) 351-DAWG

(810) 235-6550

What Up Dawg? Restaurant &Tavern
YaYa's Flame Broiled Chicken

REVERSE VENDING MACHINES/RECYCLING

(517)374-8807
1-800-610-4866

Kansmacker
TOMRA Michigan

SECURITY, SURVEILLANCE & MORE

(313)864-8900
1-866-755-9916

Central Alarm Signal
SlarTech Solutions. LLC

SHELF TAGS

JAYD Tags

(248) 730-2403

SODA POP, WATER, JUICES &
OTHER BEVERAGES

AFPD Arizona Beverages.................(313) 541-8961
-AFPD Nestle Waters Supermarket Program ...
(734) 513-1715
-AFPD Hansen's Beverage (Monster ENergy).................
(313) 5756874
tAFPD dntrastate Distributors (Snappie) (313) 892-3000
AFPD "Buckeye Distributing (AnZona) (440) 5266668
AFPD "RL Lipton Distributing (Arizona) (216) 4754150
7UP Bottling Group (313) 937-3500
Absopure Water Co 1-800-334-1064

Coca-Cola Refreshments
Auburn Hills
Belleville
Metro Detroit
Port Huron

248) 373-2653
734) 397-2700
313) 868-2008
810) 982-8501
216) 690-2653
313)925-1600

(313)584-2800
Detroit 1-800-368-9945
Howell 1-800-878-8239
Pontiac (248) 334-3512

Coca-Cola Refreshments - Cleveland

Faygo Beverages, Inc
Garden Food Distnbutors

Pepsi Beverages Company

SPECIALTY FOODS

Cousin Mary Jane . (586) 995-4153

TOBACCO COMPANIES & PRODUCTS

Altna Client Services (513)831-5510
Beamer Co (Hookah's & supplies) (248) 592-1210
Capitol Cigars (248) 255-8747
Nat Sherman (201) 735-9000
R J Reynolds (336) 741-0727
S & E Distnbutor, Inc (e-cigarettes) (248) 755-8926
Westside Vapor (e-cigarettes) (614) 402-0754

WASTE DISPOSAL & RECYCLING

National Management Systems (586) 771-0700

Smart Way Recycling (248) 789-7190

WINE & SPIRITS COMPANIES

...................... (248)471-2280
(248) 393-1340
1-800-462-6504
(616)835-4108

Beam Global
Brown-Forman Beverage Company
Diageo
Ghost Vodka

WINE & SPIRITS DISTRIBUTORS

Great Lakes Wine & Spmts (313) 867-0521
1-800-348-1783
1-888-697-6424

1-888-642-4697

Heaven Hill Distillenes
National Wine & Spmts

AFPD

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 #2331; ISSN 0894-3567) is
published monthly with one annual special edition by AFPD, The
Voice of Independent Retailers, 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.
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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.
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AFPD works closely with these associations:

|FDA FIAE

INTERNATIONAL FOODSERVICE
DISTRIBUTORS ASSOCIATION FOOD INDUSTRY
ASSOCIATION EXECUTIVES

AMSJI iskca

ofConvenience Stores

ASSOCIATION o Gab) WeCIL

csuiiir toi  -art’
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Tsunami Disposable E-cigarette:
«800 puffs = 3 pks of cigarette

*No Smoke «No Carbon Monoxide
*No Odor «No Second-Hand Smoke
eSoft tip just like a real cigarette

Many Flavors To Chose From
Full Flavor Tobacco ¢ Full Favor Menthol

Light Tobacco * Light Menthol
"Ultra Light Tobacco ¢ Ultra Light Menthol <

*Blueberrys Crerry -\Mlla

CALL NOW TO ORDER!
1877-831-2917

or E-Mail: sales@Tsunamiecig.com

~Vtri) Bottom Line

For Wholesalers and

Distributions Opportunities 15266 Silver Pkwy Fenton ,M il
Call 248-672-4037 Sam

—November 18th, 2011—

31st Annual AFPD Foundation
Turkey Drive

Detroit, MI

—November 21, 2011—

AFPD 2nd Annual Ohio
Turkey Drive

Columbus, OH

— February 24th, 2012 —

AFPD’s 96th Annual Trade Dinner & Ball

Diamond Center
Suburban Collection Showplace
Novi, MI

Buffs,

S&E Distributor Inc.

www.Tsunamiecig.i

www AFPO


mailto:sales@Tsunamiecig.com
http://www.Tsunami

THREE

$1,000,000
DRAWINGS

$2,000,000

FINAL DRAWING AHEAD
plus over 14,000 other cash prizes
$5,000

BONUS

COMMISSIONS

idy for a whole new ride to riches?

Riches for retailers

I-bes for players
'r 51 000.000 drawings: Nov 30. Dec 14 + $5,000 bonus commission to retailers selling the winning
"d Dec 28 $1,000,000 and $2,000,000 tickets
| ®u,InRed,lYmeans more chances at the riches! + $20 ticket - $1.20 commission on each ticket sold in your store MICHIGAN
lusc final drawing for $2,000,000 grand prize * Over 14.000 other cash prizes, meaning lots of happy customers
)nly 500 °°0 tickets to be sold will be coming into your stores to redeem their prizes
LOTTERY

"
Il dra'ng on or after Jan 11, 2012
to f** herd mi November jo ?011 December 14 2011 and December 28 2011 Il all 500.000 tickets are nol sold out by January 11 2012 the lin.il drawing may be held on a Mure dale sel by Hie commissioner lickels
* day b»N to iff. tkawiiM) dales will be automatically entered into all ol Hie remaining drawings Odds ol being selected as a winner ol one ol Hie three Si 000 000 drawings dejiend imi Hie total number ol tickets sold by the
g <Mdv ,1winning ||M Im.il drawing S2 000 000 1in bOO000 S10000 1inM 000 SMO | in2M S100 1in 42 Overall odds | in 3b The S1.000 000 and S2 000 000 prize winners will receive their prize m annual
»me« period unless within (i0 days horn Hie dale they claim timi prize they request Ihr* Cash Option inelhod ol p.iyiiH-ril 1l you bel more than you can attord to losr* you ve got a problem C.UI | -800 270-7117 lor rontidenlial help



We believe that every day
IS Independent’s day.

When you partner with Spartan, your independent store becomes bigger and better.

W e offer over 100 different services to help your business succeed, including: advertising,
research, category management, print and development and more. Add in 40,000
competitively priced private label and national brands and you're on the shoulders of a giant.
At Spartan, the independent retailer is why we exsist and we never forget it.

Call Jim Gohsman at 616-878-8088 or visit us at WWW.spartanStOreS.com.


http://WWW.spartanStOreS.com

	Bottom Line

	Chairman’s Message: Looking Back and Moving Forward

	AFPD Corner

	AFPD Bottom Line is Now an Award-Winning Magazine

	AFPD Foundation:
Turkey Drives
	Petroleum News & Views:
Supporting Your Support Staff
	Cover Story:
Marketing Local-Made Products
	Retailer Spotlight: Naser Jaber: 'We're Staying in Inner-City Cleveland'

	Michigan Lottery:
Holiday Instant Tickets are Fun for Everyone
	Interview:
Chase Paymentech's John Wilcox: 'We're Here for the Long Haul'
	Michigan Liquor Control Commissiom: Beer Keg Tags Required By Law

	Michigan Legislative Update:
Governor Signs Liquor Tax Cut Bill into Law
	Ohio Lottery Commision:
Get Ready Get Ready for the New Year's Raffle
	Safety Sense: Put Controls in Place so Back Injuries Aren't the Case

	Ohio Liquor Commision:
Special Orders and Discounts Available
	Supplier Spotlight: Eastown Distributors: Beer the Way it Should Be Since 1933

	Healthy Living:
New Coalition Can Impact Kids' Health
	SUPPORT THESE AFPD SUPPLIER MEMBERS



