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CABERNET SAUVIGNON (cab-er-NAY-soh-vee-NYOHn) P I N O T  N O I R  (P E
| Often called the “king” of red grapes, capable of being the most 
i tannic and long lived of the reds. Complex and supple, aromas 
j of concentrated blackberry and cassis.

Try Louis M artin i S o n o m a  C a b e rn e t  S au v ig n o n  with Steak

CHARDONNAY (Shar-doe-NAY)
' The most popular white grapes in the world. The styles range 
; from rich, full and oaky to lean, crisp and flinty depending, with 
flavors of apples, melon, and tropical fruit gracing the palatte.

Try K en d a ll J a ck s o n  C h a rd o n n a y  with Lobster or Scallops

M ALBEC (m ahl-behk)
t  I

I Typically ripe fruit flavors of plums and blackberry give it a
jammy characteristic. The tannins are typically a bit tight and

y  the earthy, wood-like appeal makes for a fairly rustic, yet
fe versatile wine.
■

Try Trivento ‘A m a d o  Sur’ M a lb e c  with Grilled Lamb

M E R L O T  (m eh r -L O )
Less tannic than Cabernet Sauvignon, it can be fresh and 
grapey with tender tannins and aromas of cherries or it can be 

| deep, dense, and concentrated with massive mouth-feel.

Try B lackstone M e rlo t with Salmon or Burgers

PINOT G RIGIO (PEE-no-G R EE-jo)
j A delightfully delicate sipping wine that quenches the thirst and 
l refreshes the palate. Overall, it is very neutral and pairs with 
most foods. It can range from high-acid and mineral driven to 
fleshy, round, and aromatic with notes of lemon, apple, almond, 

I or honeysuckle.

Try E cco  D o m an i Pinot G rig io  with Seafood Linguine

A difficult grape to grow but] 
delicious with delicate and» 
aromas cherries, earth, must

Try M a rk  W est Pinot N oir j

RIESLING (RE1
Ranges from bone dry to inti 
delicate, perfumed, floral, 
apricot and sometimes mir

Try C hateau  G rand Trave

SAUVIGNON BLANC
Intensely aromatic and acidic 
herbaceous, flint and green, 1 
lemons.

Try R o d n e y  Strong ‘C h t
with Oysters, Light I

SY R A H  (sih-R A H )
Also known as Shiraz, this 
and alcoholic. Fruit-driven < 
with rosemary, thyme, peppe

Try R osem ount Shiraz vvj

Z IN F A N D E L  (ZI>
A densely pigmented grape i 
extracted fruit flavors. Full- 
accentuated by pepper andi

Try R aven sw o o d  ‘V intr 
B lend ’ Z in fan del with
BBQ ribs



N I L  G U I D E .  * " ■
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WHITE & RED BLENDS-no Nwahr)
n its done right, the wines are 
filing flavors, good acidity and 
is, or herbs.

Marguerite Pizza or Turkey

- lin g )
</ sweet. Very distinct with 

|iity with fresh apple, and 
d petrol notes.

1-Dry Riesling with spicy foods

H-vee-nyohn-BLAHn)
;an range from grassy, 
mas of peach, fresh hay and

, s Home’ S a u v ig n o n  B lan c
• s, and Mild Cheeses.

s heavily pigmented, tannic, 
romas of blackberry, along 
1 anise.

>ame or Charred Foods

n -d e ll)
igh alcohol and highly 
1 red with rip raspberry fruit

R O S E

SPARKLING WINE

Sponsored by:

One o f the hottest trends on the market, blends take the best o f 
each grape and put them all in one glass. The options are 
endless.

W H I T E :  Try C u p c a k e  A n g e l F o o d  with white Cheddar 
R E D :  Try M e n a g e  a  Trois with grilled meats or chicken

Pink wine made from red grapes. These are light, and refresh­
ing wines, ranging from dry to sweet. Enjoy these chilled with 
light meals and grilling fare.

Try R e m y  P a n n ie r  Rose d 'A n jo u  with any light fare

Ranging from bone-dry to sweet, toasty to fruity, with the 
common theme o f bubbles. For toasty, rich: Champagne. 
Crisp, refreshing with citrus: Prosecco. Sweet, and fruity: 
Moscato d’Asti.

Try K o rb e l Brut
as an aperitif 
or even with 
French fries!
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Central Grocers, Inc, is a member’s owned grocery wholesaler that was formed in 1917 Operating as a 
cooperative. Central Grocers. Inc,, a $1.8 billion company in 2010. supplies and services over 400 independent 

grocery retailers in the Illinois, Indiana, Wisconsin, Iowa, and Michigan area.

CV-rr

,y . f / vVVt
S iV,

* ■. i •*;

v : ' M e m

~      —  —   ----------- - -  
. * * \ ' * .* ' ■ • ■*> • •. W /t , ‘ V '''!/►

Pay less, more profits.
The strength and power 

of Central Grocers.

41m
Total Rebates paid 

last year Rebates paid 
quarterly

iranteed rebate 
ram on produce

%14.6Increase in Class B s t p c k . 1 y  
over the past 12/years X i w  : Total Com pany Sales

toes equal 4 . 5 °̂ ^  \
purchases

■ not already a member, call K en K oe s te r. to  find out 

r new m illion square foo t cooperative d is tribu tion  center 

Winois can benefit you at 815-553-8856



P r e s i d e n t ' s  M e s s a g e

Auday P. 
ARABO
AFPD President/CEO

Without Vision, You Can't Find Your Way

Why do people vote for certain 
elected officials? Why is there 
such distrust for government 

and people in public office nowadays?
Why have certain cities like Detroit and 
Flint crumbled before our very eyes? The 
answer is vision—or lack of vision.

If you think about the great leaders 
of our past—whether from the political, 
corporate or even the sports world—they 
always had a vision for what they wanted 
to accomplish. It is easy to go through an 
entire day working in your business and 
then wonder at the end of the day where 
the time went. It's important to sit back 
once in a while and reflect on your vision 
for your company.

A great floor leader, a general, a corpo­
rate CEO—and yes. a store owner, too— 
all need to have a vision in place. The 
vision is the road map, but the execution 
is what most people focus on. However, 
without a roadmap, a lot of your effort will 
be wasted or underutilized.

A man who knows a lot about vision 
is Michigan Governor Rick Snyder. Last 
month, we had the privilege of spend­
ing some time with the Governor here at 
AFPD's headquarters. Whether you love 
him or aren't too crazy about him, what 
he's accomplished in less than two years 
is impressive. This includes eliminat­
ing the Michigan Business Tax (MBT); 
signing our spirits equalization bill (SB 
331). which goes into effect October 1. 
2012; eliminating item pricing; banning 
K2 and other synthetic drugs; signing the 
underground storage tank (UST) bill; the 
recent exemption of frozen foil pouches 
from the bottle bill; and tax equalization 
for roll-your-own tobacco. This successful 
businessman believes in having a vision, 
and he insists that everyone around him 
has vision as well. I heard he even asks his 
kids about their vision for certain projects 
around the dinner table.

It is pretty simple: You need to know

where you are going in order to get there. 
How will you ever know if you are suc­
cessful if you do not have a vision? One 
cannot fly by the seat of his or her pants 
and expect to remain viable and cutting 
edge without a vision. For example, in this 
issue of AFPD Bottom Line, we celebrate 
the Midwest craft beer and wine indus­
tries. We salute those entrepreneurs who 
had a vision for growing grapes and creat­
ing a Midwest wine industry, as well as 
those who aggressively made our region’s 
craft beer industry one of the best in the 
country. Please use the two pull out charts 
in this magazine to share information with 
your customers.

As we grow our membership base via 
membership programs and redefine our 
industry (as we did in the food stamp 
date-staggering change that the State of 
Michigan implemented because of our 
help), it’s clear AFPD has a vision. We 
were the first in the country to stagger 
food stamp dates; now North Carolina has 
followed suit, and other states are talking 
about this major issue as well.

In AFPD’s vision, we want to solidify 
the independent retailer community as we 
try to make changes to the CAT tax for 
gas stations in Ohio and push relentlessly 
for comprehensive curbside recycling in 
Michigan (and eventually, the removal 
of recycling from retailers completely.) 
AFPD will also be working to protect the 
interests of our members when it comes to 
changes in the Michigan alcohol system. 
The report from the Office of Reinventing 
Regulations Alcohol Committee has been 
released, and some of these recommenda­
tions were not even discussed by our com­
mittee. Nevertheless, we will be resilient 
in the face of any attacks on our industry 
that hurt our members.

As Helen Keller said, "The only thing 
worse than being blind is having sight but 
no vision." Does your company have a 
vision? Ill

Does your company have a vision?

EXECUTIVE COMMITTEE
Joe Bellino, Jr.

Chairman • Broadway Market, Region 4 
Najib Atisha 

Food & Beverage
Vice Chair Government & Legislative Affairs 

Indian Village Market/Lance’s Hometown Market 
Paul Elhindi 

Petroleum/Auto Repair
Vice Chair Government & Legislative Affairs, Region 8 

Lyndhurst Valero 
Al Chittaro

Food & Beverage Vice Chair Membership 
Faygo Beverages, Inc.

Pat LaVecchia
Petroleum/Auto Repair Vice Chair Membership 

Pat's Auto Service 
Jerry Crete

Vice Chair Long Range Planning • Ideal Party Stores 
Phil Kassa

Vice Chair Community Relations • Heartland Marketplaca 
John Denha

Treasurer • 8 Mile Foodland 
Bobby Hesano

Secretary • D&B Grocers Wholesale

EMERITUS DIRECTORS
Jim H ooks........................................................ Metro Fi
Ronnie Jam il....................................................Bella Vino
Chris Zebari ........................................................ Lipari

REGIONAL DIRECTORS
Kenneth Atchoo ..................McK’s Wine Shoppe, Region 1
Brian Yald oo..................Hills Fine Wine & Spirits, Region 2
Steve Honorowski . Pepsi Beverages Company, Regions
Marvin Y o n o ...........................Alpine Market Place, Region5
Percy Wells, I I ................Coca-Cola Refreshments, Region!
Harold M cG overn........... National Wine & Spirits, Region?
Vickie Hobbs....................................Whitehall Shell, Region I

FOOD & BEVERAGE RETAIL DIRECTOR
Frank A yar.......................................... Walters Shopping P
Clifton D e n h a ...................................................... Wine Pall
Jim Garm o.......................................... Shoppers Valley M
Al J o n n a .............................................................. Picnic Basfclt I
Jim N a d e r........................................................Plumbs MaikrtM

FOOD & BEVERAGE SUPPLIER DIRECTOR
Gary Davis............................................................ Prairie Farms
Jason Ish b ia ................................................. Sheiwood Foods
Marsha Keenoy..............................................................Diageo
Mike R osch ..................................Great Lakes Wine & Sptnts

PETROLEUM/AUTO REPAIR DIRECTORS
John A bbo..........................................................Hartland MoM
Dave F re ita g .......................................... Yorkshire Tire 4 At®
Mike K o z a .....................................................  HighpointeOH
Jim Mandas......................................Broadway Market 4 Cafe I
Bill M ich a ilid is ...............................Delaware Market 4 CM j

ASSOCIATE DIRECTOR
Tiffany O tis -A lbert___ Blue Cross Blue Shield of N

STAFF & CONSULTANTS
Auday P. Arabo President/CBT
Paul Condino ........................ VP of Government RelaW*
Ed W eg la rz ....................................... Executive VP Petn*J®
Ron M ilb u m ..........................................Vice President—

Control*Cheryl Twigg
Harley Davis .............................................. Coupon .
Carol O 'Dea..................................................................Coupon Depart®*
Tamar Lutz........................................................................ Event C o o n ***
Iman Secreto........................................ ReC6^ r «
Linda Milbum ...............................Executive Assistan t ^
Nancy G irv in .......................... Michigan Sales Represent***
Judy D uC hem in .................................................Ohio Sales Represent***
Kenny Ibrah im ........................ Michigan Business Con»A*j
Mark Sham m am i....................Michigan Business ConM*J
Ernest Warren Ohio Business C onM *1
Anthony K alogerid is___ Business Development
Carta Kalogerid is.................................  _ _
Beverly Sturtevant............................  Managing
James V. Bellanca, Jr. m imc*. i  (ho* Legal Cou»
Pepple & Waggoner, Ltd............... Legal
Karoub Associates Legislative
Pat Gagliardi Government Relations
Denha Media and Communications “  "
Steve Hood

Ed®

Put)̂
PubK—^

Pat Gregory, UHY-ii1 Certified P u b * A c c o ^
Walt Kempski Graphics Graphics 4

BOTTOM LINE www AFIPDonW*l



Ifcoast’s Loss Prevention Software Suite 
saves time, saves money, and saves your sanity.

*•■11 of hour

____™  custom izable, flexib le
Leee P retention Suite uncovers cash 

baud and undesirable activity immediately, 
ol hours, days or weeks later.

is the industry innovator, with solutions 
'’’M ia  truly plug and play. Our DVR's and integrated 
" • • n o t e  loss prevention software surte integrates 

m et major POS systems, and virtually any 
generating device including; smart safes,

*  c*tet»s. money order machines, time clocks,
'* *  monitors, access control, alarm systems, 

managemsnt systems and more

*te S y flco a sttti
^ ^ • t t e r  Oui 
''^■•multiple

the best choice for your retail solution? 
Our software acquires and standardizes 

devices in realtime and lets you create 
■Mes that protect your operation.

violated or exceptions generated.
immediately to designated local 

staff tor i

The Gulfcoast Loss Prevention Softw are Suite
Provides:

•  Intelligent exception-based data mining identifies 
operational issues across your entire retail chain - 
with unmatched ease.

•  Real-time cash-management monitonng is instantly 
accessible at multiple levels: store, region, corporate

•  Intuitive electronic journaling - saves time when 
searching and reviewing events.

•  Integrated local and remote playback software for 
browsing data, video, and audio

•  Extensive print reporting capabilities.
•  nationwide hardware, software, and dealer support 

featuring 24-hour hot swap replacement guarantee

•  Competitive pricing with accelerated ROI

Gulfcoast's state-of-the-art Digital Video and 
Data Recorders feature best in class video 
compression and remote view technologies. Add 
the innovative spirit of our team, and our first to 
market reputation, and the decision to choose 
Gulfcoast has never been easier.

n
GULFCOAST

Gulfcoast Software Solutions, Inc.
Clearwater, H. 33755

(727)441-2131
www.gulfcoastsoftware.com

http://www.gulfcoastsoftware.com
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AFPD Wins Battle to Ban Synthetic Drugs
The dangers of 
the toxic and 
sometimes lethal 
compounds known 
as synthetic mari­
juana have been 
well documented 
in communities 
across Michigan.
Families have been 
tragically tor­
mented by the sale 
and use of these 
dangerous drugs.
But there is now 
hope for the protec­
tion of children and 
their families in the 
newly created state 
laws recently enacted with the help of AFPD.

AFPD’s hard-fought battle to remove these dangerous chemical 
compounds from the shelves of Michigan retailers has the legal 
backing of new state laws and several local ordinances. What was 
once immoral is now illegal, and retailers selling the varying types 
of synthetic marijuana do so at risk of having their stores locked 
down, or even going to felony prison for up to four years.

AFPD has been the leading retail association in a three-prong 
approach to ridding store shelves of synthetic marijuana in Michi­
gan. Synthetic marijuana is sold in some retail locations under the 
name Spice, K-2, Zoom, and Tranquility, to name a few. Under the 
leadership of AFPD President and CEO Auday Arabo, AFPD has 
led an education effort concerning the dangers of K-2, Spice, and 
similar products for more than two years. In addition, AFPD has 
supported families and local municipalities by providing an 800 
number where any member of the public can report the name and 
location of any retailer suspected of selling these toxic substances. 
AFPD staff members have paid visits to educate retail members

and non-mem­
bers alike of the 
need to immedi­
ately pull these 
toxic substances 
off of their store 
shelves.

Thirdly, AFPD 
has partnered 
with the Michigan 
Legislature, 
Governor Snyder, 
and the Michigan 
State Police in 
creating state 
laws banning 
the sale of all 
forms of synthetic 
marijuana. On

June 19, Governor Snyder signed four bills into law that ban the 
sale of all forms of synthetic marijuana, including the compounds 
known as Spice or K-2. The Governor acknowledged AFPD 
and its member retailers for acting responsibly to remove these 
dangerous drugs. Moreover, the State Department of Community 
Health now has the legal authority to shut down any store selling 
these dangerous compounds.

AFPD has long championed the protection of families and 
communities. "Doing the right thing is our mantra," says Arabo. 
“Failing to remove K-2, Spice, and all forms of synthetic mari­
juana from your shelves immediately will result in revocation of 
your AFPD membership and the likely lockdown of your store. 
Protecting children and their families is always more important 
than profits.”

To report anyone selling K-2 or similar synthetic drugs, call 
the Michigan State Police tip line at (855) 642-4847, or AFPD at 
(800) 666-6233. To learn more, visit www.michigan.gov/ 
DesignerDrugs.

BOTTOM LINE WWW AFPOorW*

BWC Safety Council Deadline
State-funded employers who wish to participate in the Ohio Bureau of Workers' Compensa­
tion's (BWC's) Safety Council Rebate Incentive Program for the 2012 policy year program 
must join a local safety council by July 31, 2012. Employers can earn a 2% premium 
rebate for meeting all eligibility requirements, and an additional 2% performance 
rebate by reducing either their frequency or severity of workplace injuries by 10%, or 
by maintaining both frequency and severity of workplace injuries at zero. Complete 
details are available on BWC's website www ohiobwc.com or by calling CareWorks 
Consultants at (800) 837-3200.

http://www.michigan.gov/
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By Carla Kalogeridis

i[}je economy tanked in 2008. and
;ht beer and-wine.

The economy had several harsh years 
in a row—few harder than the ones 
endured in the Midwest—and still, 
people bought beer and wine. And 
now that things are starting to pick 
up? They’re buying even more beer

A r t  a M c i  Q r a . f f c
Here's how (and why) Midwest retailers are enjoying such 

strong craft beer and wine sales this season.
* • * eft i l l  A - \

and wine.

Hop Ahead
Let’s talk beer first—after all, the 
Michigan legislature did designate 
July as Michigan Craft Beer Month.
Much of the excitement in this space is coming from the me- ^  
teoric rise in the popularity of craft beers. “Even during our 
bleakest years of 2008 and 2009, we experienced significant 
growth in the craft beer industry,” says Travis Fritts, owner of 
the Detroit Brewing Company.

Why craft beer, and why now? Fritts believes that when 
things get tough, people rally around the local producer of 
whatever it is they are buying. “Midwest consumers are will­
ing to give their dollars to local producers, even if the product 
costs a little more,” notes Fritts. “There’s been a groundswell of 
support. People love holding up a beer and saying, ‘This beer in 
my hand is from Grand Rapids!’ and they know it was probably 
brewed in the last few weeks instead of who knows when.”

Consumers love the art of craft beer brewing, the creative, 
unexpected ingredients, and the story that each beer tells. “Craft 
beer is kind of the blue-collar wine,” says 
Fritz. “People can talk about its flavors 
and subtleties without sounding arrogant 
because in the end, it’s still just beer.”

“Craft beer is an affordable luxury for 
consumers, and the only segment of the 
beer market that’s growing,” adds 
Haithem Sarafa, president of Frankenmuth 
Brewery. “Beer is the new wine. Consum­
ers are more picky about their beers, and 
they’re becoming more educated."

Sarafa says while much of the growth 
in craft beer sales is coming from the 
young generation of beer drinkers, many 
mature wine drinkers are switching to 
craft beers because it’s cool, hip, and 
something new. “People are going to craft 
beer tastings, craft beer festivals, and even 
hosting their own craft beer dinners,” 
he says.

V
*We’re selling so mile 

more than you could 
imagine,” confirms John Gu 
wine consultant and 
beverage manager for 
Market, an upscale ret 
Royal Oak, Mich. “And ii 
going to get bigger and 
because the Midwest 
are expanding.”

Nathan Jamil, 
owners of Bello Vino 
& Jug, also says 
sales are going strong, 
men in their 20s

almost stopped drinking mass-produced beer,” he says, 
though it’s $3-$4 pricier per six pack, they love the art and 
of it.’

Sarafa agrees that the beer consumer’s taste is chang 
it’s trending toward craft beer. “People are looking for a 
of taste,” he says. “They love all the interesting craft

Just how unusual and “artsy” are craft beer inj 
range from traditional German brews to beers made 
cus, gesho root, orange slices, chocolate, chilies, or 
wattleseed, for example—with more than 85 recogni 
of craft beer, the list of ingredients is virtually e 
even with all the exotica in the craft beer space, 
styles are still IPAs (India pale ale), Hoppy, and 
wheat.

Simply put, there are two tracks of brewers: One,

gredie



•rone class of brewers (in the world of craft 
ter "older" might mean age 30), trained in 
itrmany and educated to create traditional 
uropean style beers; and two, the experi- 
rental brewers, made up of younger people 
tioare rapidly expanding their brewing 
umnesses.
"Experimental beers are selling like 

razy." says Fritts and these guys are having 
Hast. I heard of key lime pie beer made 
s a guy who grabs unwanted pies from the 
akery down his street and throws them into 
is lermenter. The beauty of it is, no one can 
•:ll you it’s wrong."

Another reason that retailers are high 
0 craft beer is because the margin is so 
itch higher than on mass-produced beers. 
People don't mind paying for quality and 
iversity," says Fritts. A quick comparison: 
•case of 24 cans of mass-produced beer 
tight run $26-$33, while a craft beer is sell- 
teat $10-515 for a six-pack.
"Craft beer drinkers are definitely willing 

)pay more." agrees Laura Bell, marketing 
irector of Bell’s Brewery, one of the largest 
nweries in the Midwest.
''o doubt, the rise in craft beer sales has 

co nothing short of incredible during the 
>'! te» years (see sidebar, “Snapshot of the 
ran Beer Industry”)—but how long will 
b-t ‘ It's going to continue to go up for

time." says Frankenmuth’s Sarafa.
'ere  not even close to peaking."

h s absolutely continuing to rise," agrees 
*" ( raft only has about a 5 percent mar- 
0 ^ are right now. There is ample oppor- 
,n"y lor more consumers to get on board— 
r'd that s what they’re doing every day.”

fin*’s Up, Too
beer has the excitement of something 

^•but the wine industry continues to in­

novate and grow—no matter how popular 
beer gets.

In the popularity department, the wine 
counterpart to craft beer right now is 
Moscato. It’s a less expensive, sweet white 
wine that retailers can hardly keep on their 
shelves this summer, says Jamil. “High-end 
wines are slower, but mescato sales are 
fantastic,” he says. It’s particularly popular 
with new wine drinkers, he notes.

Mike McNally, Midwest regional sales 
director for Treasury Wine Estates, is 
amused by the wild popularity of Moscato, 
a grape he says “has been around forever.” 
Moscato sales have grown 30 percent since 
this time last year. “Every winery is get­
ting into the Moscato business,” he says. 
“It's light, refreshing, and sweet, and the 
category is still evolving. We now have a 
red Moscato and a pink Moscato. In July, 
we will begin offering a Moscato/White 
Zinfandel blend.”

“Our best sellers are Moscato, a lot of 
California whites, and surprisingly, an Ital­
ian rose,” says Holiday Market's Guilmet. 
“We’ve continued to see growth in the wine 
market all year long.”

According to Jason Howard, vice pres­
ident-retail wine for Great Lakes Wine & 
Spirits, the most popular wines this summer 
are still Chardonnay and Cabernet Sauvi- 
gnon. The wines showing the most growth 
are red blends, Moscato, and Malbec; in the 
Moscato category, the reds and pinks are 
showing strong trends over the traditional 
white. Sparkling wine has regained its for­
mer popularity as well. He advises retailers 
to push Sauvignon Blanc, Pinot Grigio. and 
Moscato during summer months “at what­
ever price point most of your customers are 
comfortable with.”

According to Treasury’s McNally, the

Snapshot o f  the 
Wine Industry
■ For only the second time in two decades, wine 

(35 percent) basically tied beer (36 percent) as 
the top choice when U.S. drinkers are asked 
whether they most often drink liquor, wine, or 
beer. The 35 percent favoring wine is a near 
record-high for this beverage (Gallup.
July 2011).

■ 51 percent of female drinkers prefer wine 
(Gallup. July 2011).

1 Dollar sales of table wine grew 4.1 percent to 
S9.32 billion in U S. food. drug, convenience, li­
quor, and other select channels in the 52 weeks 
ended December 12. 2011.
Michigan wine sales have outpaced total wine 
sales for the past 11 years, doubling the Michi­
gan wineries' market share to 6.5 percent 
The Michigan Grape and Wine Industry Council 
added 11 new wineries to its roster over the last 
year—for a total of 92 Ohio has 124 wineries. 
Along with newly opened wineries in Michigan, 
expansion of several existing wineries has al­
lowed for increased production to help meet the 
rising demand for quality wines made locally.
The economic impact of wine and grapes on 
the Ohio economy is S582.8 million (2008).
The retail value of Ohio wine is $51.9 million



wine category may not be clipping along at the 
pace of craft beers but the industry is still very 
strong, growing 3 percent a year nationally and 
even stronger in Michigan and other parts of the 
Midwest. “Wine consumption is up in Michigan, 
with new consumers coming into the category," 
McNally says. The reason is because there are 
more outlets now that sell wine. “Counties that 
were dry are now wet, and there are new kinds of 
stores carrying wine that never did before."

In fact, McNally believes that wine will even­
tually become the number-one alcoholic drink 
in the United States. "Wine is on track even to 
catch up to beer,” he says.

Great Lakes’ Howard agrees. "The wine 
market is very healthy." he says. "We have not 
seen a loss in wine consumers while the craft 
beer market has taken off—it’s the premium and 
sub-premium beer categories that are taking 
losses as their customer segment shifts toward 
craft beers."

Howard says his company is showing a 12- 
year growth trend, even through the recent reces­
sion. “The wine industry has been innovative in 
accurately assessing what consumers are drink­
ing. Per capita consumption is on the increase.”

The really good news for consumers, says 
McNally, is you can still get a great bottle of 
wine at $15-25 a bottle. "With today's technol­
ogy. there really isn’t a bad bottle of wine out 
there.” he points out. "Consumers are figuring 
out that you don’t have to spend a lot of money to 
have nice wine with your meal.

"They start out with a $4-$5 bottle of wine, 
and then they say, 1 wonder what an $8 bottle 
tastes like?’ That’s the progression we try to get 
consumers on," he says.

Looking ahead. McNally notes that while 
wine prices have gone dow n recently, the news 
he's hearing is that the most recent harvest

yielded a lesser availability of grapes. “Prices 
will probably start to creep up over the next 12 to 
18 months,” he predicts.

Know What You Sell
The key to selling more beer and wine begins 
with education. "As customers grow most ac­
customed to looking and asking for craft beers, 
retailers need someone trained in their store who 
can say, 'Here's what you can expect by trying 
this beer,'” advises Detroit Brewing Co.’s Fritz. 
"It's a great opportunity for small retailers to 
have a dialog with their customers."

“And if you don't have someone trained on 
craft beers in your store, you need to try the 
beers yourself and experiment with different 
tastes and food pairings," adds Frankenmuth’s 
Sarafa.

To learn more about craft beers, retailers 
should find out what education tools are avail­
able from their suppliers, as well as check out 
their local craft beer guild. "They'll tell you 
what's selling well and how to contact brewers,” 
says Fritts.

"It really is imperative that retailers 
educate themselves on what they are 
selling," agrees Bell. "When someone 
walks into your store, you need to be able to 
help that customer feel more comfortable buying 
a craft beer that they have never tried before.”

Selling more wine also comes down to 
education. “We don't make it easy for people to 
understand and embrace our industry," believes 
McNally. "People try to study and learn about 
different wines, but sometimes wines are named 
after the grape, sometimes the region, and some­
times it's just a made-up name.

"Consumers are interested in trying new 
things," he continues, "but they are looking for
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Enjoy refreshing, lighter-bodied beers. Spring 
season beers use less malt, yield a lower alcohol 
content, and offer a crisper flavor.

Freshly harvested wheat and iocal-grow fruits - 
create a variety o f thirst-quenching brews in tin 
hotter months.

Try Frankenmuth's Hefeweizen Ale, a fruity 
brew with banana notes and a hint of clove 

and citrus. A refreshingly pale south Ger­
man style wheat ale that is unfiltered and 
lightly hopped to achieve a smooth, pleas­

ant flavor and signature cloudy appearance 
Great with fruit, cheeses, seafood, and sushi

Try Frankenmuth's Pilsener Lager, a great 
all-around, light golden German-style beer, 

with a floral aroma, hint of spices, and 
a crisp dry finish.

PILSNER-golden lager with a light to medi­
um body, assertive hop character, and brewed 
using extremely soft water and Czech Saaz 
hops.
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MAIBOCK-a lager that features more hop 
character than other bock beers, a moderately 
strong alcohol content, and a rich malt flavor.

1RISH-STYLE RED-St. Patrick's Day brings 
the release of this malty, red ale.

IRISH-STYLE STOUT-a classic dark ale that 
is the traditional St. Patrick's day choice. Full of 
dry roasted flavors, surprisingly low-bodied 
and lower alcohol.

c.

*

HEFE-WEIZEN-a German-style wheat beer 
brewed for a crisp, smooth flavor, and fruity/sj 
esters like banana and clove.

BELGIAN W IT-wheat beer brewed with ra 
unmalted wheat, orange peel, coriander, am 
special Belgian yeast strain.

FRUIT BEERS-if it's a local fruit harvester 
Midwest summer, it has probably found its 

int0 one t*iese 
t  \  refreshing beers. Tv 

r  m  more fruits can be

SAISON-unique French/Belgian style, chara 
terized by a citrusy fruitiness, a slight pepper 
flavor, and a noticeable tartness. This beer is 
enhanced by wheat, spelt, honey, or spices.
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Ranging from amber to brown, the fa ll season's 
fuller-bodied beers have a slightly increased 
alcohol content and use fresh Michigan hops 
and a variety of holiday-inspired ingredients.

stay inside and enjoy the craft Deers tnat 
your soul. These brews are high in alcohol, 
heavily hopped, and often feature a rich, malty 
flavor.

HARVEST ALES-Pale Ales and IPAs in this 
category us fresh hops harvested right off 
the bine, offering a distinct hop character not 
found in dried or pelletized hops.

Try Frankenmuths Batch 69 American I PA, 
a pale-golden, medium light-bodied beer 

with an intense hop aroma and flavor. 
With its tastes of citrus, flowers, and pines, 

this beer is the perfect complement to 
strong, spicy foods like chicken wings 

and ribs and bold, sweet desserts.

OKTOBERFEST-a malty, amber beer style 
that uses Vienna and Munich malts. It features 
a low to moderate hoppiness and is extremely 
flavorful and smooth.

Try Frankenmuth s Marzen style Oktoberfest 
lager, a copper beer with four different 
malts to give it a smooth barley flavor, 
balance, and a nice finish. This beer is 

perfect with hearty food like red meat, 
burgers, sausages, and even spicy foods.

BROWN ALE-specially roasted malts give 
this beer its dark color and toasted, nutty, 
and biscuit type flavors. Paired with a low- to 
heavy-hop character for a full-flavored, full- 
bodied brew.

PUMPKIN b e e r s  -using flavors of the 
season, these pumpkin and pumpkin pie spice 
beers yield distinguishable flavor and aroma.
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STRONG ALES-Barley Wine, Old Ale, and 
Winter Warmer are beers in this category that 
all use a lot of malt for a rich, heavy ale featur- ^  
ing higher alcohol content and varying levels 
of hop bitterness. ' ̂  ,
HOLIDAY ALES-brewers add a combination ‘ , ‘ •
of spices reminiscent of the holiday season, as »] 
well as chocolate and honey to create a malty 
beer that perfectly complements a holiday 
meal.
IM PERIAL STOUT-biggest and richest of 
the Stout beers, this style is full of sweet and 
roasted malt flavors and offers a full-bodied, 
high-alcohol brew.
DOPPELBOCK-also called "double bock," 
this is the perfect transitional beer from winter 
to spring. Brewed for consumption during Lent, 
this lager is rich and malty, higher in alcohol, 
and features more calories and carbohydrates 
that sustained monks while fasting.

>

Sponsored by:

989 - 262-8300

Try Frankenm uth s M unich-style  
Dunkel, a dark-brow n lager w ith  a 

sm ooth m alty  flavor, a balanced hop, 
and a toasted bread-like taste. 

Pairs great w ith  stew, roasted m eat, 
hearty  meals, and chocolate!
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National Wine & Spirits Michigan 
is proud to support the AFPD 
and wish you success in 2012 . 
Congratulations on another 

successful year!

NWS is proud to feature selections of premium 
Wine, Spirits and Non Alcoholic products that 

represent both time-honored brands and exciting 
new choices for your enjoyment.

Our Wine and Spirits divisions each service 
On and Off Premise accounts throughout 

Michigan.

NWS - Michigan -  17550 Allen Road - Brownstown, Ml 48193 
Toll Free: 888 - 697 - 6424
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Spirits Market Up in 2011
The Top 250 spirits brands grew 3.1 
percent in total volume in 2011. Accord­
ing to data released by Technomic's Adult 
Beverage Resource Group, the Top 250 
brands generate 88 percent of the total 
U.S. spirits volume of 199.7 million 9-liter 
cases and account for 89 percent of total 
2011 retail spirits sales.

“Among the fastest-growing spirits 
brands, we see a definitive shift towards 
sweet and also spicy flavors, with flavored 
vodka, rum, and whiskey products gaining 
steam. This is a change from the savory 
flavor profiles that had been popular in 
recent years," says Donna Hood Crecca, 
senior director of the Adult Beverage 
Resource Group.

The largest brands of 2010 main­
tained their positions in 2011—Smirnoff, 
Bacardi, Captain Morgan. Jack Daniel's, 
and Absolut. On a category basis, vodka 
brands dominate the list, followed by 
entries in the cordials and liqueurs, rum. 
and straight whiskey categories.

Low-calorie maverick Skinnygirl

E x p r e s s  Lines

Cocktails, marketed by Beam Inc., outpaced 
all other Top 250 brands with a 388 percent 
gain to rank as the fastest-growing brand. 
Familia Camarena Tequila, marketed by 
E&J Gallo subsidiary Alto Spirits, achieved 
233 percent growth. Other brands achiev­
ing triple-digit increases include Malibu Pre­
pared Cocktails, Fireball Cinnamon Whisky, 
and Rokk Vodka.

Smaller brands grew swiftly in 2011, 
with the final 50 brands achieving 6.5 p< 
cent volume growth overall. “What's mo 
the expansion among brands not included 
on the Top 250 list outpaced that of these 
leading brands,” notes Crecca. “These 
include small artisanal brands, new line 
extensions, and product launches that ha* 
ramped up following the recession." I

ART AND CRAFT
Continued from page 12 
a lot of guidance. If the retailer at least 
takes time to educate himself or someone 
on his team, that's how they can sell more 
wine."

Holiday Market, for example, has a 
wine consultant on the floor at all times, 
confirms Guilmet. “And we always have a 
craft beer expert available,” he says.

To sell more wines, the first thing 
retailers should focus on is making sure 
they are carrying the correct brands, 
adds Howard. “The industry is still brand 
driven, so name recognition is key."

McNally says retailers also need to 
keep their wine section refreshed, and 
Howard makes the same point as well. 
"Retailers are inundated with new items 
so they need to keep their vintages up­
dated and fresh.' says McNally.

"And it’s important to stock a wide va­
riety at competitive prices," adds Howard. 
"The consumer still wants to pay as little 
as possible for the best product in their 
price range."

Finally, Sarafa advises retailers to 
create a special display or store section 
dedicated to craft beers. "Open displays 
are very important to the marketing of 
craft beer." he adds. "Shelf space is hard 
to get but it's worth it. It will help you sell

more craft beer."
Merchandising the product is key, Howard 

emphasizes. "Make sure the area is well 
lit, clean, easy to find, and clearly labeled. 
Using point-of-sale tools such as signs and 
shelf-talkers that describe the wines, or of­
fering food pairings and ratings can help the

15th *■*■** 
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Ready to Taste Michigan's 
Best Craft Beers?

15th Annual Michigan Brewers 
Guild Summer Beer Festival 
Riverside Park—Depot Town

Ypsilanti, Mich.
Fri., July 27,2012—5:00 pm to 9:00 pm 
Sat. July 28,2012—1:00 pm to 6:00 pm

The festival takes place outside in a 
scenic riverside setting and features more 

than 450 different beers from 60-plus 
breweries around the state.
For more information, visit 

www.m ichiganbreim rsguild.org/events.htnil.

S. />

indecisive consumer.
Bell says one way to build a good crai 

beer display is to tie it in to a certain 
season. She recommends that retailers , 
host sampling events where craft beers 
are paired with specific cheeses and 
sausages, for example. “Most brewers 
can help retailers with this kind of event 
and provide guidance on what beer to 
pair with what food. We have that kind 
of information already on our website. 
The point is to get the beer into peoples 
hands.” Food-pairing sampling events a* 
the "up-and-coming missing piece to bd% 
ter promotion of craft beers,” she says.

Holiday Market uses the tasting mod^ 
to sell wines as well, offering its cus 
tomers two wine tastings every month, 
each one around a different theme, sa; 
Guilmet.

The bottom line is that retailers have 
the vendor support and available knowl­
edge base to become very successful 
wine and beer sellers. Neglecting to 
aggressively market craft beers and 
new wines to customers 
that are already seeking 
out these products would 
be a huge opportunity 
missed. Ill
Carla Kalogeridis is editor 

o f AFPD Bottom Line.

www AFPDot'®’* ^

http://www.michiganbreimrsguild.org/events.htnil
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Feature

G overnor Snyder Visits AFPD H eadquarter^
By Vanessa Denha Garmo

Inside the boardroom at the AFPD headquarters.
President and CEO Auday Arabo thanked 
Michigan Governor Rick Snyder for several 
changes he has made since taking the top po­
litical position in the state. “1 want to thank 
you for getting rid of the Michigan Business 
Tax; I want to thank you for working on the 
Personal Property Tax; I want to thank you 
for your recent MLCC appointments and for 
ridding the state of item pricing. Thank you 
for making this state not only viable, but also for 
making it a state the rest of the country can look at 
as a comeback state."

More than 60 people attended the fundraiser at AFPD 
offices in West Bloomfield. Mich. It is the second fundraiser 
AFPD has held since moving to the new headquarters; the other 
was for Michigan Senate Majority Leader Randy Richardville.

Governor Snyder reminded the independent retailers in at- 
taendance that he was once a businessman much like them, but 
now he is in a position to serve the community.

"Michigan was broken." said Governor Snyder. ”We were at 
the bottom. The best days are not behind us. They are ahead of 
us. We just have to get our act together. This is about working as a 
team because we are one big team."

In responding to Arabo's comments about MBT, he said: "MBT 
was not easy to get rid of, but it was an easy decision to make. It 
was the dumbest tax in the United States."

Governor Snyder explained that his view of government is 
much like operating a business; success is dependent on customer 
service—not about spending money. "We are just another shopping 
choice,” said Governor Snyder. "You are hardworking tax payers. 
You earned those dollars. We are a choice on how much safety you 
want to buy a how much education you want to buy, and we want 
you to feel you got what was worth the money you spent."

The focus of his administration is creating an environment of

success by allowing free enterprise to work, and thi 
includes making the city of Detroit work.

Angela Sulaka wanted to know what role 
the state was going to play in public safety 

in Detroit. “There seems to be a lack of 
continuity in downtown,’’ said Sulaka. “You 
have Midtown and Corktown and Down- , 
town, but when you travel in between it is 
not safe.”

The Governor points to lack of vision or 
strategy in the city of Detroit. “We need to 

find a vision for Detroit,” he said. “We need 
to know what the city stands for, and why it is 

there. We need to get the word out on why it is go' 
ing to be a great place and that we are working on it.”
“I put a plan out there for Detroit, but they have not 

grabbed it,” he added.
Recently, Governor Snyder was viewing maps of abandoned 

homes and the correlation to violent crimes. He is committed 
to demolishing those homes and plans to sport a pair of jeans 
while joining the demolition crew.

Anmar Sarafa, owner of Frankenmuth Brewery, wanted 
to know about decisions being made based on the Office of 
Reinventing Regulations Alcohol Committee, which Arabo 
was appointed to serve on by the Governor. Governor Snyder 
said his administration is looking at all areas of the state where 
regulations exist, and he plans to make necessary changes that 
will allow the state to run more efficiently.

The fundraiser served as an opportunity to not only thank 
the Governor for his work, but also to educate him on the work 
of AFPD.

"The Governor is relentlessly positive, much like we are here 
at AFPD. We stay positive to make sure the next day is better 
than the last for our members,” said Arabo. IIH

Vanessa Denha Garmo is president o f Denha Medio 
AFPD's public relations firm
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AFPD President and CEO Auday Arabo, Steve Linder and T _  
in conference with Governor Rick Snyder.

AFPD Chairman Joe Bellino, Jr. talks shop with Governor Snydd* 
and AFPD President and CEO Auday Arabo.



THE VOICE OF INDEPENDENT RETAILERS

ENDORSED SUPPLIER

to bring you SOLUTIONS for your SUCCESS

'Siwprwm icecream

Liberty USA is a WHOLESALE CONVENIENCE STORE DISTRIBUTION COMPANY located in Western 
Pennsylvania. Family owned & operated for more than 50 years, we now service 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.

SOLUTIONS PROVIDED BY LIBERTY USA:
•  Profit Enhancement
•  Category Management
•  DSD Replacement

10 Learn more PLEASE CONTACT US:
tun Road • West Mifflin, PA 15122  • P: 800.289.5872 • F: 412.461 .2734  • c s @ l i b e r t y u s o . c o m  • WWW.libertyusa.com

• Technology
• Food Service
• Marketing
• Merchanriisinn

•  Customer Service
•  Inventory Management
•  Sales Growth

mailto:cs@libertyuso.com
http://WWW.libertyusa.com


Chase P a y m e n t e c h

ADVERTORIAL

Six Steps to  a Secure Payment Environment
When it comes to compliance for small business merchants, the cost 
and time required can seem insurmountable. However, there are six 
easy steps that can help you promote a secure payment environment 
while achieving PCI compliance.

1. Make sure you are using validated payment applications.
To ensure that your payment application has been certified 
as compliant by the PCI SSC. download the list of validated 
payment applications found on the PCI SSC website. If your 
current make and model is not found on this list, it is recom­
mended that you switch to one that is.

2. Take the steps necessary to prevent device tampering. This 
means keeping track of your inventory (serial numbers, ter­
minal count, terminal locations, etc.) to ensure you know how 
to spot it if someone tries to swap or compromise one of your 
terminals.

3. Enforce strong passwords. Choosing a strong password is one 
of the easiest and most important things to do when it comes to 
initiating compliance. A good password should be both easy to 
remember and hard to guess. It is often recommended that your 
password satisfies all of the following requirements:

• At least 8 characters
• Mixed case
• Alpha-numeric
• Special characters

Note: Your password should never include any form of or variation 
on the word password.

4. Always download the latest anti-virus protection software.
Request this from your Internet service provider (ISP). It is a 
free service and takes little effort to install.

5. Configure your computer to automatically receive patch 
updates. This is as easy as going to your service provider's 
website (Microsoft, Netscape, Internet Explorer, etc.). There

they will have a detailed list of instructions (relevant 
to the chosen provider) to configure your system to 
receive patch updates. A patch is a series of code that 
will update the software you are running to fix any bugs, 
update security, and add any new features that were not 
previously available. Once activated, your system will 
then prompt you to install new security patches that 
are relevant to your software as they become available. 
There is nothing for you to do beyond the configuration 
process.

6. Always install a firewall. A firewall acts as a control 
device to protect the information passed back and forth 
from the Internet to your business environment. It func­
tions similar to a one-sided mirror that allows you to 
see out without the person on the other side seeing in. 
For example, if you were to initiate activity at another 
merchant location to order supplies for your business, 
that merchant location would have access to respond to 
you only because you authorized them to do so by ini­
tiating contact via the purchase of goods or services In 
this respect, it protects your business environment from 
unwanted exposure.

Ultimately, it is best to remember that compliance is some­
thing that takes a proactive effort to both achieve and main­
tain. The steps mentioned above will not make your business 
fully compliant, but are cost-effective and time-efficient ways 
your business can initiate the process and increase protection 
against the most common forms of attack.

For more information on how Chase Paymentech can help 
your business, contact Account Executive John Wilcox at (88S 
464-9902 ext. 70255, john.wilcox@chasepaymentech.com or 
visit www.chasepaymentech.com. I l l

Com pliance is 
som ething that
takes a
proactive effort
to both achieve 
and m aintain.
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PAYMENT 
PROCESSOR 
MAKING YOU 
PAY TOO MUCH?

Let C hase P aym entech  
assess  yo u r curren t 
processing  costs  fo r free.
Ever wonder if you're receiving the best overall cost from your payment processor? 

Let one of our industry specialists show you what you're paying to accept debit and 

credit cards today and what you could be saving with Chase Paymentech. It only 

takes a few minutes, and there's no obligation to switch. You've got nothing to lose!
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Free C o s t C o m p a ris o n
Contact a representative for a review of your account today. 
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M. Scott 
B O W E N
Michigan Lottery Commissioner

I
Summer Heats Up with Giveaways

Summer is heating up at the Michigan State Lottery 
and Player's Club is giving away a boat and cash 
during two huge promotions.

Summer’s Ahoy! Giveaway
Get ready, get set, and remind players to enter the Michigan 
Lottery’s hottest summer promotion to win a 25-foot 
pontoon boat at the drawing on September 5, 2012.

There are three ways to win the Summer's Ahoy! 
giveaway. All entries must be received by August 31,2012. 

1. Player's Club members can earn automatic entries for 
every $10 in non-winning Michigan Lottery tickets 
that are submitted online, which mirrors the way a 
player enters Play It Again™. Players enter by joining 
the Player 's Club at www.michiganlottery.com.

2. Established Player's Club members can redeem 25 of 
their current Reward Points for an entry. They may 
enter as many times as their accumulated Reward 
Points will allow by visiting the Player’s Club 
Rewards & Prizes catalog while logged into their 
Player's Club account at www.michiganlotterx.com.

3. “Like" us on Facebook at www.facehook.com/
MichiganLottery and fill out a short registration form. 
Players can enter their email address to gain entries 
once per day.

Blazing 500s Promotion
Next, the Player 's Club also turns up the heat with Blazing 
500s. We are giving away $500 an hour for 500 hours. 
Between July 13 at 2 p.m. and August 3 at 9 a.m.. Player's 
Club members will win a total of $250,000!

Player's Club members earn automatic entries for every 
$10 in non-winning Michigan Lottery tickets submitted

online at www.michiganhttery.com. (Note: A player can only 
win once during this promotion.)

Between July 13 and August 3, players can also triple the 
power of their non-winning ticket. For every $10 in non­
winning Michigan Lottery tickets submitted online, players 
will receive THREE contest entries: one into Play It Again 
for the chance to be a $1,000,000 finalist; an entry into the 
Summer Is Ahoy! giveaway contest; and an entry into Blazing 
500s for a chance to win $500.

Mobile Retail Outlet (MRO). Remind players to visit the 
MRO to win Lottery merchandise prizes at these events:

• Ann Arbor Art Fair, Ann Arbor -  July 18-21
• Labadie Pig Gig, Bay City -  August 2-5
• Michigan International Speedway, Brooklyn -  August 

17-19
• Warren Birthday Bash, Warren -  August 23-26
• Arts, Beats & Eats, Royal Oak -  August 31-September 3 
New Instant Ticket. The instant ticket scheduled to go on

sale July 17 is Powerhall ($2). The release for this ticket is 
subject to change.

Instant Tickets Set to Expire. IG 442 Lucky Mom expires 
July 1. Tickets set to expire on July 2 include IG 394 Let It 
Snow ($2), IG 403 Red Line Bingo ($2), IG 404 Decades 
o f Dollars ($1). IG 407 Casino Gold ($5), and IG 412 Tax 
Free Winnings ($20). Remember, if you are still selling any 
of these tickets, be sure to tell your customers about the 
expiration date so any prizes they may win on the ticket can 
be claimed before it becomes invalid.

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

For information on all Lottery games, please visit w w w .  
michiganlottery.com. Ill

Player's Club members 
earn summer treats for 

non-winning tickets.
Game on and win!

BOTTOM LINE w w w .A F P D o n lin *  <C-
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For a lim ited  tim e, M ichigan L o ttery  P la y e r’s Club m em b ers  a re  au to m a tica lly  en tered  
into THREE g rea t contests fo r  every  $ 1 0  in non -w inn ing  tickets  they subm it online.

J u ly  2 - A ug ust 31 •  D raw ing  S e p te m b e r 5
W in a 2 0 1 3  Crest Savannah 250  CP3 P erfo rm an ce  
Plus Pontoon Boat.

Second Chance D raw ing  fo r  $ 1 ,0 0 0 ,0 0 0 !  
Next fin a lis t draw ing August 8.

f% n r r n m n u  
I I I  v L i l i a n  i

Ju ly  13 - A ugust 3
$5 00  every hour fo r 500 chances to w in!

Tell customers to join Player’s Club at / § s i \
michiganlottery.com for triple the excitement! (

• »i utected as one ot three finalists (or the SI 000.000 second chance Play It Again grand prize drawing depend on Ihe total number of entries received by the deadline lor ' S S v
■SI drawng Odds ol winning one ot live hundred (5001 Btannq 500s second chance pares depend on die total number of entries received by the deadline lor each drawing I  ( I T T E B V  
■mwig the 2011 Crest Savannah 250 CP3 Performance Plus Pontoon Boat depend on the total number ot entries received by &r31/2012 The image shown on all advertising M i l  I C K T .  

■mess nl ihe boat The actual pore may k it* ditterent It you bet more than you can abord to lose you ve got a problem Call 1 8 0 0  270 7117 lor wnfidenlial help



M ic h ig an  Legis lative  U p d ate

Joseph
PALAMARA
Associate, Karoub Associates

n

Pouch Containers Excluded from Deposit
House Bill 5660. sponsored by Rep. Jim Stamas

(R-Midland) and recently passed by the Michigan 
Legislature, amends the Michigan Beverage Containers 

law to exclude alcohol pouch containers from the 10-cent 
deposit provision.

The Michigan Beverage Containers Act took effect in 1978 
to reduce roadside litter and help clean up the environment. 
The voter-passed law established a 10-cent deposit on contain­
ers for soft drinks, soda water, carbonated natural or mineral 
water, other non-alcoholic carbonated drinks; beer. ale. other 
malt drink of any alcoholic content; or a mixed wine or spir­
it drink that is contained in an airtight metal, glass, paper, or 
plastic container, or a container composed of a combination of 
those materials.

Alcohol pouch containers, which are designed and intended 
to be frozen, are relatively new to the retail market. Generally 
speaking, these pouch containers are flexible, laminated-foil 
plastic pouches that resemble miniature bottles and are a pop­
ular way to sell pre-made mixed drinks and cocktails. They 
are not recyclable and currently do not have a 10-cent deposit.

At issue was a Department of Treasury interpretation that 
concluded the plain language of the statute would include 
pouch containers under the definition of beverage containers, 
making them subject to the 10-cent deposit. The Department 
of Treasury had given the Legislature until June 1. 2012. to 
weigh in on the issue before instituting its interpretation of the 
statute. The Legislature completed its work on the issue the 
second week of June 2012.

Many in the industry felt placing a deposit on the contain­
ers would present an undue hardship on business owners and 
create numerous logistical issues. AFPD joined in a coalition 
with a number of industry groups in advocating this common

sense measure. The coalition of businesses supporting the 
passage of HB 5660 includes;

Associated Food and Petroleum Dealers 
Michigan Retailers Association 
American Beverage Corporation 
Michigan Restaurant Association 
Bemis Company, Inc.
Michigan Spirits Association
Diageo
Meijer, Inc.
Distilled Spirits Council of the United States 
National Wine and Sprits of Michigan 
Michigan Beer and Wine Wholesalers Association 
Spartan Stores. Inc.
Michigan Food and Beverage Association 
Walmart
Michigan Grocers Association 
Wine Institute of California 

Because HB 5660 amended a voter-passed initiative, it 
required a three-quarter majority vote of the Legislature.
The bill passed both the House and Senate with a comfort­
able margin. Both bodies also passed the bill with immedi­
ate effect, before sending it to the governor for his signature.

AFPD is hopeful that an equally large coalition of indus­
try groups can coalesce around a comprehensive plan to 
amend recycling initiatives in Michigan. AFPD would ulti­
mately like to move the return of bottles and cans out of 
grocery and convenience stores to other recycling locations. 
In all likelihood, this could only be done if it was part of 
a larger, more comprehensive plan of improving recycling 
measures (and thereby improving our environment) in the 
entire state. I  til

Utift BOTTOM LINE www.AFPDonline.ol9
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M ich ig an  Liquor C ontro l C om m ission

Andy
DELONEY
Chairman, Michigan Liquor Control Commission

Application Process Changes July 1

The procedure for submitting license applications to the 
Michigan Liquor Control Commission (MLCC), as well 
as obtaining approvals for licenses, changes July 1, 2012. 

Approvals from local units of government are required 
only for the issuance of new licenses under MCL 436.1501.
The Commission will take into account the opinions of local 
residents, the local legislative body, or local law enforcement 
agency with regard to the proposed business. The Commis­
sion w ill provide notice to the local legislative body of pending 
applications.

"We understand that communication is very important and 
the public is informed. While there is demand for the licensing 
process changes to be made immediately, we want to make sure 
we arc doing our research and fully understand the challenges 
and problems in the current process," said Chairman Andy 
Deloney.

Applications for New Licenses
• For a new on-premises license, submit the license ap­

plication to the Commission, along with any license, 
permit, and inspection fees. The Commission will assign 
a request-identification (RID) number, review the applica­
tion. notify the applicant of deficient items, and provide 
the appropriate local and police forms.

• The applicant is responsible to directly submit requests 
for approvals to the local unit of government. The Com­
mission cannot proceed with the licensing process or 
consider an application until that application is "com­

plete," as defined in MCL 436.1525(6). A completed 
application must include information, records, ap­
proval. or similar item required by law or rule from a 
law enforcement agency or local unit of government.

• An application for a new license that has not been 
previously issued by the Commission requires 
approval of the local legislative body under MCL 
436.1501(2). The application will not be considered 
complete until such approval is received.

Transfer Applications
An application for transfer of ownership of an existing li­
cense, transfer of interest in an existing license, or transfer 
of location of an existing license does not require approval 
of the local unit of government.

Permits
Applications for dance permits, entertainment permits, 
dance-entertainment permits, topless activity permits, and 
extended hours permits require approvals from both the 
local unit of government and local law enforcement agency, 
in addition to the Commission, under MCL 436.1916(10).

"We understand the importance of making sure that 
applicants are considered for licenses and permits as effi­
ciently as possible, while making sure they are thoroughly 
vetted to the extent the law requires,” stated Deloney.

For more information about the MLCC, visit m nr, 
michigan.gov/lcc. Ill

SAVE THE DATES! AFPD'S 14th A n n u a l

Holiday Food & Beverage Show!
Tuesday & Wednesday 

September 25 and 26,2012
Suburban Collection Showplace

Navi, Michigan
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tAoTown Snack Foods
8341 Lyndon Street • D etro it, Michigan 48238

SNYDERS
OF HANOVER

When you think of MoTaste,Think of MoTown!
i Calt Jim or Jim at: ( 3 13) 93  / - 3 2 0 5



Retailer Spotlight

Ed B ahoura: E m ploy a Few, H e lp  So Marv

S a j &
I m anage and w ork both  stores.
Leading by exam ple is th e  only w ay to  succ

— Ed Ba

Gleaners Food Bank picks up pallets of meat donated by Save-A-Lot. 

By Beverly Sturtevant

Ed Bahoura, co-owner of two Save-A-Lot stores, has a good rea­
son for staying in business through a tough economy—and it isn't 
money. "It’s gratifying to help people get through this economy 
and have money for other things,” he explains. "They tell me all 
the time: If it wasn't for Save-A-Lot, I couldn't afford gas," he 
says. He especially remembers the tiny lady in her late 80s who 
grabbed his arm crying, “You'd better never close this store! If it 
wasn't for you I’d be hungry and homeless.'

Bahoura's family emigrated from Iraq when he was eight years 
old and has owned c-stores and markets since 1974. Bahoura 
worked full-time with older brother Mike, while earning a bach­
elor's degree in marketing and economics from the University of 
Detroit. When Save-A-Lot franchises were just coming available 
in Michigan 18 years ago, the two opened their first store in a 
vacant location in Pontiac, followed 10 years ago by a second store 
in Madison Heights. The two stores currently provide 30 jobs, and 
although Mike is retired now, he remains a business partner in the 
stores. Bahoura says, "I am a hands-on owner. I manage and work 
both stores. Leading by example is the only way to succeed.”

One of Bahoura's favorite store experiences is watching a first­
time customer at the discount grocery, where savings of 40-50 per­
cent are typical. "They fill their buggy with what looks like $85 
or $90,” he says, “and their jaw drops when it rings up at $45 or 
$50. They often ask if they can go back and shop some more.”

"We have lots of competition," Bahoura says. "You have to 
treat your customers with extra respect. Our employees engage 
every customer, welcome them, help them find what they're 
looking for. and thank them repeatedly. I constantly get com 
ments about our great staff. And I'm always in the aisles 
myself, because I love talking to customers, especially 
in the meat department. A large percentage of custom­
ers are looking for advice on the different cuts, how to 
cook them, seasonings, etc. When I turn them on to the

I right things, they come back with ‘Wow, that was 
incredible!’”

AFPD’s coupon redemption is Bahoura’s favorite 
program. He’s been a member for more than 35 

years, and says, “AFPD does a really good job at 
keeping us abreast of big issues for retailers. Item pric- 
ng, for example, saved us a ton of money, and AFPD 
so helped get rid of Michigan's MBT tax,” he explains! 
FPD is truly the voice of our industry!” 
ahoura’s advice to other retailers: Get involved in the 
uunity at large by choosing a program that’s importanf 
i. He supports the AFPD Foundation’s scholarship pro- 
‘I believe in education,” he says, “and kids can't learn if 
tungry. "A child is like a plant,” he says. “Give it water 

ana nutrition, and it will thrive. Without nutrition, it will die.” 
Summer is especially difficult because more than 90 percent 

of children who receive free lunches during the school year 
struggle to make up for those lost lunches during the summer. 
“And what is the cost to society if we fail them?” Bahoura says. 
“As business people, can’t we see that we receive a greater return 
on our donation/investment in society by helping kids stay in 
school and become contributing members of our community, 
versus how many of our tax dollars are spent to lock people up 
for life in the prison system?”

Bahoura’s own community work includes serving as chairman 
of the board of directors for Gleaners Community Food Bank 
last year. Personally, Bahoura has donated 261,000 pounds of 
food between 2008 and May of 2012. “If two stores can give tluH 
much,” he says, "think what a difference everyone could make 
at very little cost." Bahoura also has been bicycling for people 
with multiple sclerosis (MS) for the last 12 years. He rides his 
bike 150 miles in two days and is consistently among the top IOC 
fundraisers out of 1800 riders. Ill

Beverly Sturtevant is managing editor o f AFPD Bottom Lint

Ed Bahoura and brother Mike
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f A R M E H
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freshness of 
our Michigan- 
Made Milks— 

from our 
Michigan Farms!

Michigan from our 
5 Distribution Centers

Call 800.399.6970 to connect with 
(Detroit • Battle Creek • Grass Lake • Saginaw • Traverse City

Farm jr e v k  quality. . .  
from our family to yours.



P e t r o le u m  N e w s  &  V ie w s

Ed
W EGLARZ
Executive Vice President, Petroleum

AFPD Offers New UST Owner/Operator Training
Ohio
By August 8, 2012, all owners and operators of underground 
storage tanks (USTs) and on-site employees will be required to 
be certified in the training mandated by the Federal EPA and 
promulgated by the Ohio Fire Marshal's office.

More than 100 AFPD members attended a half-day owner/ 
operator training session at the Ohio Fire Marshal’s central 
training facility, took the required test, and were certified as 
Class A and Class B owners/operators. Employees at sites with 
lISTs must be trained as at least Class C operators. Class C 
operators can be trained in-house by Class A or B operators.

This training ensures that the underground storage tank op­
erators possess the necessary knowledge regarding the proper 
operation of USTs.

AFPD staff members have successfully completed the Class 
A and B owner/operator training and have been certified by 
the State of Ohio.

AFPD has applied for accreditation to provide Class A. B.

and C owner/operator training. Lesson plan material and sample 
tests have been submitted to the State of Ohio for consideration, 
review, and approval.

We anticipate receiving favorable accreditation from the State 
of Ohio to provide training very soon. When accreditation is re­
ceived, we will announce dates, times, costs, and locations for the 
AFPD-provided owner/operator training for members. Watch the 
weekly AFPD eblast for up-to-date information on this issue.

Michigan
Owner/operator training in Michigan is being handled initially 
by a group formed by AFPD, MPA/MACS, and MMA. Class A 
and Class B owners/operators will need to enroll in a four-hour 
training class, and then register separately for, and successfully 
complete, a test administered by the International Code Council 
(ICC). Training class registration is being coordinated through 
the Michigan Manufacturers Association. UST owner/operators 
in Michigan should access www.mma-net.org for information. B
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TAKE HOME A

PERFECT
PAIR

To inquire about our rebate program for AFPD 
members in Michigan or Ohio,
Call Ken Schulte at Nestle DSD 

at (734) 656-1022, or Auday Arabo at the 
AFPD office at 1-800-666-6233
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T he  A b b o  F a m ily  h a s  
s e rv e d  S o u th e a s t 
M ic h ig a n ’s  ic e  
n e e d s  s in c e  1984!

LARGEST ICE 
MANUFACTURER 

IN THE TRI-COUNTY AREA, 
with a manufacturing 
capacity of 400 tons 

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

U.S. Ice’s extensive fleet of delivery 
trucks keeps the Tri-County 

area "On ICE!"

• Cube • Block • Dry Ice
• Coolers Available—

Single or Double Door 
Outside or Inside

• Newest Fleet in the Industry
• Centrally Located for 

Fastest Delivery
•  Cash & Carry Department
• Best Prices In Town

U.S. ICE C O R P.
10625 West 8 Mile Road • Detroit, Ml 48221 

(313)862-3344 • Fax (313) 862-5892
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O h io  D iv is ion  o f Liquor C ontro l

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

Innovative Ideas from the 
NABCA Conference

ommerce Director David Goodman and I recently had 
the opportunity to participate in the National Alco­
hol Beverage Control Association (NABCA) annual 

conference. This year marked the NABCA's 75th anniversary 
of bringing together the 17 control states, alcohol industry 
representatives, and other stakeholders. The longevity of this 
organization is an affirmation of the success of the control 
state philosophy of finding the best practices to ensure the 
safe and responsible manufacture, distribution, and sale of 
alcohol products.

Working closely with NABCA helps the division stay in 
tune with changes in the industry and understand how they 
affect Ohio. This year's featured guest speakers included 
former Pennsylvania Governors Tom Ridge and Edward Ren- 
dell, and Tulane Business School Professor Peter Ricchiuti, 
who provided valuable expertise and insight on a variety of 
topics directly impacting the alcohol industry.

One topic of discussion was the changing landscape for 
control states, particularly the transition to a privatized sys­
tem occurring in Washington state, and the on-going debate

over privatization in other states. Panelists discussed the 
impact of this issue on the liquor industry, the control states, 
and consumers.

We heard from industry experts about the importance of 
innovation, modernization, and collaboration between the 
industry and the control states. Speakers addressed myths 
about control state systems that illustrate areas where states 
could benefit from operational improvements. These include 
continuing to increase efficiency by working with manufac­
turers and suppliers; providing better selection of products in 
the right markets; locating stores/agencies in areas that are 
convenient for shoppers; and improving customer service with 
better employee training.

NABCA has been an invaluable resource for the Ohio Divi­
sion of Liquor Control for many years. The information we’ve 
received and relationships developed through NABCA enables 
Ohio to be a leader in efficiency and innovation among control 
states and in the liquor industry. We’re proud to be a member 
of an organization dedicated to helping us develop the tools to 
better fulfill our mission and serve all Ohioans. M

Friday, October 5,2012 
Noon - 6:00 pm

Villa Milano
Columbus, Ohio
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S a fe ty  S en se
ADVERTORIAL

Need U nem ploym ent Services?
AFPD partners with CareWorks Consultants (CCI), Ohio’s 
leading third party administrator (TPA), to offer a professional 
unemployment compensation cost control program. CCI’s expe­
rienced team provides a unique, customized approach in claims 
management to maximize your claim win ratio and tax savings.

The full service program is offered to help customers reduce 
and control their unemployment tax rate. Some of the services 
included through the Unemployment Compensation Full Service 
Program include:

• Claims Management. Experienced, well-trained claims 
consultants will handle all of your claims.

• Appeals Review & Processing. A thorough review of 
each determination ensures accuracy and maximizes sav­
ings. Provides assistance in recognizing which types of 
separation issues are good to challenge to a hearing.

• Benefit Charge Auditing. CCI has an auditing system that 
automatically checks for state errors, resulting in protests 
on erroneous charges submitted and tracked until a credit

is received.
• Hearing Representation. Provides preparation and repre­

sentation for telephone and in-person hearings.
• Tax Rate. Reviews your annual tax rate and voluntary 

contribution option.
• Customized Management Reports. Customized reports 

are a valuable tool to control and reduce your unemploy­
ment costs.

• Account Reviews. Your assigned account executive will 
review your unemployment experience and provide an in- 
depth analysis and solutions.

CCI also provides telephone consulting services to all AFPD 
group rating or group retrospective participants as a part of 
their enrollment. These members can also upgrade to the Full 
Service Program.

To learn more about the program, call the CCI Unemploy­
ment Compensation Department at (800) 837-3200, extension 
7165, or email Kammy.Staton@ccitpa.com. I ll

Join the AFPD’s Workers’ Compensation 
Program to improve safety and lower your costs.
The Associated Food & Petroleum Dealers, Inc. sponsors a Workers’ Compensation Program to help its 

members significantly lower their Ohio premium. CareW orks Consultants em braces a results-oriented approach 
that fully integrates safety prevention and risk con tro l w ith  aggressive claims m anagem ent to  deliver a significant 
return on investm ent For a no-cost, no-obligation analysis of your potential savings, please complete our online 
form at www.careworksconsultants.com/groupratingapplication/AFPD

For em ployers w h o  d o n ’t  qua lify  fo r g rou p  rating, CareW orks Consultants can evaluate your best p rem ium  
discount options To learn more, contact CareWorks Consultants’ Theresa Passwater, toll free, at 1-800-837-3200, 
Ext 7248 or email theresa.passwater qcciQja.com.

CareWorksConsultants nc.
1-800-837-3200 www careworksconsultants com infoaccitpa.com

CCI

July 2012

mailto:Kammy.Staton@ccitpa.com
http://www.careworksconsultants.com/groupratingapplication/AFPD
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Ron
MILBURN
Vice President,Ohio— AFPD

10-Step Plan Required for Discount
The 10-Step Business Plan is a framework developed by 

the Ohio Bureau of Workers’ Compensation (BWC) to 
help businesses implement safety programs and develop 

a safety culture.
RiskControl 360° 10-Step offers implementation services 

for employers of all sizes. The intention is to integrate best 
practices, policies, and procedures into the existing company 
business model so that job-related injuries are and illnesses 
are reduced, thereby reducing overall claims and premiums. 
The steps of the program include:

• Visible, active senior management leadership 
• Employee involvement and recognition 
• Medical treatment and return-to-work practices

• Communication
• Timely notification of claims
• Safety and health process coordination 

and employer education
• Written orientation and training plan
• Written and communicated safe work practices
• Written safety and health policy
• Recordkeeping and data analysis
BWC requires implementation of the 10-Step Business Plan 

for some discount programs, including the 100% EM Cap Pro­
gram. RiskControl 360° consultants can assist with determin­
ing program benefits and potential rebates and/or discounts. 
Call (877) 360-3608 or visit www.riskcontrol360.com. I I
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For over 100 years, Absopure has offered the highest quality water
products to customers. Now there are more choices than ever. From /
our convenient 8-ounce size to our economical gallon and
2.5 gallon bottles, there is a size for every thirst. Absopure's ^  \  I
all-new Eco-Pak bottles, made from recycled bottles, are the
latest Absopure innovation.

The unique new bottle promotes recycling -  protecting the V  
environment and creating jobs through increased recycling—while 
offering consumers a more responsible choice in the 
bottled water aisle.

With so many products to choose from, Absopure Water makes it easy 
for everyone to enjoy delicious, refreshing water anywhere you go.

SlMCf.

See all that A bsopure  has to offer.
Call toll free or vis it us on the w eb

1-800-4-ABSOPURE • www.Absopure.com
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4th Annual
‘Joseph D. Sarafa
‘Scholarship
-Luncheon
[Tuesday, July 2 4 , 2 0 1 2
I  Detroit Institute o f Arts

iMake a  Difference! 
■'nvest in the Leaders 

of tomorrow!

Academic
Scholarship Program

I "O’ employees, their ch ild ren , a n d  
I - 15,°mers of AFPD m em bers

Plan to 
Attend!

,  ■$. C all AFPD at
(800) 666-6233 

tor more information 
or visit our website at 

AFPDonline.org

All Natural Premium Blends

New premium mixes designed for discriminating consumers
• H e a lth ie r , a ll n a tu ra l snacks w ith  n u tr it io n a l v a lu e

V

Deliciously addictive, instinctively good snacking blends
• C h erries , C ra n b e rrie s , B lu eb erries ,

D a rk  C h o c o la te , P re m iu m  Pecans

¥
Clean packaging, natural branding that delivers a 

healthy message to consumers
• N o  tra n s  fats, n o  c h o le s te ro l

¥
Unpriced packaging allows for optimum profit margins

V

A new premium brand from Kar's Nuts 
Ask your route sales representative for details!

July 2012



H ealthy Living

Possible causes 
of memory loss
in young adults may 
include excessive stress, 
not enough rest, poor 
nutrition, brain or head 
trauma, and medications.

ADVERTORIAL

Four Steps to Help 
Increase Your Memor|
Food, alcohol, stress, and sleep all affect; 
your short- and long-term memory.
By Andreya Davis

Where are my keys? Do I have all three bags? Did I lock the door? 1 
forgot my wallet!

According to an ABC News Report, “Research tracing the gradual 
cline of memory says that the process begins at the ripe age of 20 and 
brain cells slip away, gone forever, the chemicals that help the brain i 
efficiently are also not being produced in the same quantities as whei 
were a fast-thinking teen.” It is further noted that some possible caus 
of memory loss in young adults may include excessive stress, not eno 
rest, poor nutrition, brain or head trauma, and medications (especiall] 
cholesterol-lowering medications).

Do not fret! Absent-minded professors of all ages can follow these 
simple steps that can help increase brain power and memory:

1. Eat your brain fuel. There are several foods that can help inert 
brain function and memory, especially those including Omega 1 
fatty acids . The American Heart Association recommends eati 
fish (particularly fatty fish such as mackerel, lake trout, herring,! 
dines, albacore tuna, and salmon) at least two times a week beta 
these fatty acids in moderation can help your heart, too. Berries, 
strawberries, and spinach are also great brain foods.

2. Allow yourself time to unwind. Both acute and chronic stress 
can affect brain functions, especially memory. Acute stress effec 
short-term and verbal memory specifically. Chronic stress effec: 
concentration at work and at home, as well as causing sufferers t 
become less efficient and more accident-prone according to the l 
versity of Maryland Medical Center. Be sure to pencil some do" 
time into your day. This may include stress-free exercise, readme 
book, or even watching your favorite television show before a g>* 
night's sleep.

3. Be careful with the spirits. Although one drink a day can be <»
for the body, anything much more than that can be responsible ft 
affecting your memory. Irresponsible drinking can cause seven 
types of forgetfulness. Alcohol consumption impacts the brain- 
capability to create and also maintain reminiscences. It general'" 
buffer pertaining to recollection enhancement as well as ad'er* 
influences our own capacity to think clearly. Loss of memorv >,P 
half of alcohol abuse can become a serious problem. If it contn® 
to be untreated, alcohol addiction can cause brain damage, whs 
will leave a negative impact on the brain’s memory space.

4. Follow a healthy sleep schedule. Last but certainly not least. ‘  

healthy sleep schedule has a huge affect on the brain and bod)
It is important to get enough rest. Ideally this would equate to 
to 9 hours per day for adults ages 18 and up. Getting to sleep an- 
waking up at the same time everyday is important to the bod)' 
natural cycle. Limiting night-time distractions during sleep (ef ' 
phones, televisions, and computers) can help add to this regular 
by signaling the brain that it is time to relax. M

Andreya Davis is a blogger for Blue Cross Blue Shield of *

WWW AFPDonlne^



G et exceptional value w ith  small business health  coverag e fro m  th e  Blues
Choosing health coverage comes down to  one thing: value.
The perfect mix o f comprehensive coverage at an affordable price.
With Blue Cross Blue Shield o f Michigan, you get real value and the 
flexibility to  choose exactly the righ t coverage fo r your business.

Healthy Blue Living5” fro m  Blue C are  N e tw o rk
A revolutionary HM O product tha t, for five years, has been 
rewarding employees for adop ting  health ier lifestyles by working 
with their doctors to  improve the ir health. Real rewards, like lower 

copays and lower deductib les.

Simply Blue5” fro m  Blue Cross Blue Shield  
A PPO product, w ith over 120,000 members in just a year, that offers 
employees a comprehensive health plan at a com petitive price. It's 
the coverage you've always wanted, tha t's now more affordable.

CELEBRATING
5 YEARS

OVER
120,000
M E M B E R S

Healthy em ployees are g o o d  for business
And by offering first-rate coverage that you and your employees can 
afford, your business can thrive.

Learn m ore  today.
Call 1-248-671-9600 fo r m ore in fo rm ation  regard ing 
benefits and rates on Blues plans available to  AFPD dealers.

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

R005547



SUPPORT THESE AFPD SUPPLIER MEMBER|
ASSOCIATIONS__________________________
AMR - Association Management Resources ..  (734) 971-0000
Clean Fuels Ohio.................................................... (614) 884-7336
Local Business N etw ork....................................... (248) 620-6320

ATM____________________________________
American Communications of Ohio......................................... (614) 855-7790
ATM of America, Inc.................................................................. (248) 932-5400
Elite Bank Card ATM s ............................................................ (248) 594-3322

BAKED GOODS DISTRIBUTORS____________
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 
Vinna Wholesale Bakery.......................................................... (313) 834-8800

BANKING, INVESTING & CONSULTING
1 Source Capital Commercial Financing

...............................................................1-888-447-7892
Lincoln Financial Group Advisors.......(248) 948-5124

AXA A dv isors.......................................................... (313) 712-5300
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 Distributors................................................(313) 867-6900
Frankenmuth Brewery..............................................(989) 262-8300
Great Lakes Beverage........................................... (313) 865-3900
Michigan Brewing/Amencan Badass B e e r.........(517) 521-3600
M illerCoors...............................................................(248) 789-5831
O K. Distributors......................................................(269) 983-7469
Powers Distributing Company . . .   (248) 393-3700

BOOKKEEPING/ACCOUNTING CPA
Alkamano & Associates.................  .........(248) 865-8500
Garmo & Co. P C ...................................................(248) 672-4105
Marcoin/EK Williams & Co......................................(614) 837-7928
Samona & Boogren, PC ............... (248) 565-8907
Shimoun, Yaldo, Kashat & Associates, PC........ (248) 851-7900
UHY-US.................................................................... (248) 355-1040

BUSINESS COMMUNICATIONS
m  •Comcast.................................................... (248) 343-9348
Clear Rate Communications.................................................. (248) 556-4537

CELLULAR PHONES & MOBILE MARKETING
m  Mousetrap Group......................... (248) 547-2800
Spnnt Communications........................................ (248) 943-3998

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

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

CHIPS, SNACKS & CANDY
Anthony-Thomas Candy Co................................ . (614) 274-8405
Better Made Snack Foods................................... . (313) 925-4774
Beyond Chocolate................................................ . (586) 838-7540
Frito-Lay, Inc......................................................... .1-800-359-5914
Kar's Nut Products Com pany............................ . (248) 588-1903
Motown Snacks (Jays. Cape Cod. Tom's. Archway. Stella D orn) (313) 931-3205
Uncle Ray’s Potato C hips................................... . 1-800-800-3286

COFFEE DISTRIBUTORS
*Folgers..................................... .(717)468-2515

CREDIT CARD PROCESSING
Chase Paymentech.......................... 1-866-428-4966

First Data Independent S ales............................ 1-877-519-6006
Next Day Funding, LLC....................................... .(517) 214-4611

C-STORE & TOBACCO DISTRIBUTORS
tH fe 1 "Liberty USA..................................... .(412) 461-2700
Bull Dog Wholesale............................................. .1-877-666-3226
Capital Sales Company....................................... . (248) 542-4400
H.T. Hackney-Grand Rapids.............................. .1-800-874-5550
Martin Snyder Product Sales Com pany........... .(313) 272-4900
S. Abraham & Sons............................................. . (616) 453-6358
United Custom Distribution................................ . (248) 356-7300
Who's Your Daddy D is tribu to r.......................... . (248) 743-1003

DISPLAYS, KIOSKS & FIXTURES
Detroit Store F ix tures......................................... . (313) 341-3255
Rainbow Hi Tech................. . (313) 794-7355
Sitto S igns.................................................... . (248) 399-0111

ENERGY, LIGHTING & UTILITIES
'DTE Your Energy Savings............ 1-866-796-0512
"DTE Energy Supply io h . p a  i i l )  . . (734) 887-2776

AmenFirst Energy (G e n e  D i c k o w ) ........................ . (248) 521-5000
DTE Energy...................................................... . 1-800-477-4747
Energy Wise Am enca..................... . (249)910-6138
Murray Lighting C o m pa n y.......................... . (313)341-0416
Vantaura Energy Services.................................. . (616) 366-8535
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, In c ... . . .  (586) 296-5560
Kasapis Brothers/Ram's Horn Restaurants ..  (248) 350-3430 
Tubby's Sub Shops, Inc..................... . . .  1-800-497-6640

GASOLINE WHOLESALERS
Atlas Oil Company................... ........................1-800-8784
Central Ohio Petroleum Marketersi ......................(614) 886-f
CFX Management................... ........................ (937)4261
Countywide Petroleum/Citgo Petroleum.......... (440) 237-4-
Gilligan Oil Co. of Columbus, Inc. ................... •-800-35M
High Pointe Oil C om pany.......... ...................  (248)4744
Motor City Oil Co...............................................(3 1 3) 892-8
Obie Oil, Inc............................. ........................ (937)2754
Oscar W Larson Co................................................(248)6268
Superior Petroleum Equipment...........................(614) 539-1;
The Anderson’s Inc. (E-85)...................................(419)891*

GREETING CARDS
HiSit Leanin’ Tree............... . 1-800-556-7819 ext 8

GROCERY WHOLESALERS & DISTRIBUTOR
Burnette Foods, Inc........................ ......................(231)264*1
Cateraid, Inc............................. ................. (517) 54682
Central Grocers........................ ................. (815) 5538!
Complimentary Foods............... ................. (734) 545-3’
D&B Grocers Wholesale............ ................. (734) 5131/
Exclusive Wholesale World........ ................. (248) 398-1/
General W holesale................... ................. (248) 35581
George Enterprises, Inc............. ................. (248) 8518!
Great North Foods.................... ................. (989) 3562!
International Wholesale............. ................. (248) 35381
Jerusalem Foods...................... ................. (313)8461/
Kap’s Wholesale Food Services .. ................. (313)83283
Nash Finch Company............... ................. (989) 74689
Spartan Stores, Inc.................... ...............  (616) 878-22
SUPERVALU........................... ................. (937) 374-/6
Value Wholesale Distributors — ................. (248) 967-29

HOTELS, CONVENTION CENTERS &
BANQUET HALLS
A & M Hospitality Services........ ................. (586) 7578?
Farmington Hills Manor................. . . . .  (248) 888-0*
Hampton Inn - Commerce . ... ........ (248)863*
Hampton Inn - Shelby............... ............. (248)6248'

Holiday Inn Express - Commerce. ... (248) 6248"
Petruzello 's............................. (248) 876*3
Shenandoah Country C lu b ........ ..................... (248) 683c-
Suburban Collection Showplace.. . (248) 346*

ICE CREAM SUPPLIERS
Nestle DSD.................. .1-800-328-3397 «4t/*
'Prairie Farms Ice Cream Program (L*g*F*"* 

.................. 1-800-399-6970*1*
Pars Ice Cream Company, Inc.... __ (313)291-

ICE PRODUCTS
Arctic Glacier, Inc...................... .1-800-32/*'

Home City Ic e ........................... 1800-756“

Taylor Ice Co........................... (3131295*

U S Ice Corp . (313l 862-

•  • • • indicates supplier program that has been endorsed by AFPD,
*  Indicates supplier only available In Michigan 

* *  Indicates supplier only available In Ohio



SUPPORT THESE AFPD SUPPLIER MEMBERS
INSURANCE SERVICES: COMMERCIAL

m  North Points Insurance................ 1-800-229-6742
' H i t  "CareWorks....................1-800-837-3200 ext. 7188

"Co* Specialty Markets (North Pointe)
7  (Underground S torage Tanks) . . . . . . . . . . . . .  1 -8 0 0 - 6 4 8 * 0 3 5 7

'-Oeecritree Insurance................................................ (734) 452-9199
‘ k w n  (  Brown Insurance........................................(586) 446-3663
Ss3W* Midwest/Adjustere International.................1-800-445-1554
: jreat Northern Insurance A g e n c y ........................(248) 856-9000
f$Me Farm Insurance (Agent Dawn Shaouni) . .  (248) 879-8901
uthomas-Fenner-Woods Agency, Inc..................... (614) 481-4300
fe'JSTI/lyndall Insurance........................................... (440) 247-3750

NSURANCE SERVICES: HEALTH & LIFE
M  'BCBS of Michigan.....................

tew York Life Insurance Company..................
..ho Care Plus, Inc...............................................
•k w y  Husaynu & Associates...........................
b

INVENTORY SERVICES

1-800-666-6233
. .  (248) 352-1343 
. .  (313) 267-0300 
. ,  (248) 851-2227

target Inventory...............
*

. .  (586) 7184695

iGAL SERVICES
'Bellanca, Beattie, DeLisle........

®  "Popple &  Waggoner, Ltd.........
. (313) 882-1100
.(216) 520-0088

h lv m n g s  McCtorey, Davis & Acho, P LC .. . .  (734)261-2400
i(j)enha & Associates . .  (248 )2654100
t * * » « Elias, PC . .  (248) 865-8400
t/oh e r! Phillips, LLP . .. . (858) 597-9611
■HutzSchram, PC
•ifPayaLaw, PC ,.  (248) 626-6800
‘ Attorneys & Counselors. . .  (586) 4934427

Alton 4 Horst
"  ofices ot Kassab 1 Arabo PLLC ,, (248) 865-7227
**am Orow, Mekam, Shallal 4 Hindo, PC ,,  (248) 223-9630
'K w ‘ *  Waggoner, Ltd.
1°™ K us tov  Sliver 4  Gadd, PC ..  (734) 354-8600

JJTTERY
Jlich  Corporation , . . .  (517)272-3302
MPSan Lottery . (517) 335-5646

Loaiery . .1-800-589-6446

J ,w *A Z IN E  &  TRADE PUBLICATIONS
me Press 

♦'New,
Magazine Distributors 
Oironcte

5*!_ lDEU DISTRIBUTORS
'“ UheWMeat

, (313)222-6400 
. (313) 222-2000 
, (586) 978-7986 
. (313) 963-5522

Control Meats 
MSon,

'mm Foods 
■M* Foods

Meats
‘̂ “ ^ D w r to to r s
■^FoodCorp
^ WT'e Packng Company

, (313) 867-3937 
, (419) 358-2926 

(810) 387-3975 
, (313)295-6300 

(586) 447-3500 
. (313)831-8126 
- (313)659-7300 

(586) 727-3535 
(313)259-7500

MILK, DAIRY & CHEESE PRODUCTS
*Prairie Farms Dairy C o .....................(248) 399-6300

ffllif "Dairymens................................. (276; 214-7342
Country F re s h .......................................................... 1-800-748-0480

MISCELLANEOUS_________________________
Pyramid Sunglass Com pany...................................1-800-833-3996
SureGrip Floor Safety S o lu tion ..............................(850) 264-8537
V a lid a to r .....................................................................(386) 308-2543
Z Coil Comfort S ide .................................................. (313) 4074976

MONEY ORDERS/MONEY TRANSFER/
BILL PAYMENT____________________________

MoneyGram International..........Ml (517) 292-1434
.............................................................OH(614) 878-7172
Western Union............................................................................... (734) 206-2605

OFFICE SUPPLIES & PRODUCTS____________
Staples............................1-800-693-9900 ext. 584

LB Office P ro d u c ts ................................................ 1-800-826-6865

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

PIZZA SUPPLIERS_________________________
Hunt Brothers P iz z a ...................................................................(615) 259-2629

POINT OF SALE __________________________
BMC - Business Machines Specia list..................................... (517) 485-1732
Caretek (Security, Credit Card, Point o f Sale and more!) 1-866-593-6100 
Silk Route Global......................................................................... (248) 854-3409

PRINTING, PUBLISHING & SIGNAGE_________
Fisher P rin ting..............................................................................(708) 598-1500
International Outdoor..................   (248) 489-8989
Michigan Logos........................................................................... (517) 337-2267
Proforma Commerce Solutions................................................ (313) 207-7909
Walt Kempski G raphics.............................................................. (586) 775-7528

PRODUCE DISTRIBUTORS__________________
Heeren Brothers Produce............(616) 452-2101

Ace P ro d u c e ............................................................................. (248) 798-3634
Jemd F a rm s ......................  -(734) 992-2043
Tom Macen & Son, Inc...............................................................(313) 568-0557

REAL ESTATE____________________________
Amencan Business Broker (614) 944-5778
Centro Properties Group (248) 476-6672
Judeh Tax Appeal Team (313) 277-1986
Signature Associates - Angela Arcori (248) 359-3838

REFRIGERATION & REFRIGERATION SOLUTIONS
Phoenix Refngeration (248) 344-2980

REVERSE VENDING MACHINES/RECYCLING
TOMRA M ich iga n .............................................. , .  .1 -800-6104866

SECURITY, SURVEILLANCE & MORE
Central Alarm S ig n a l.........................................
Gulfcoast Loss P re ve n tio n ..............................

. . .  (313) 864-8900 

. , .  (727) 776-3429

SHELF TAGS/LABELS/MARKETING
egi S o lu tio n s .......................................................
JAYD Tags............................................................
Saxon Inc..............................................................

. .  (586) 978-9630 
. . .  (248) 730-2403 
. . .  (248) 398-2000

SODA POP, WATER, JUICES & 
OTHER BEVERAGES
O & it Arizona Beverages.........................(313) 541-8961
H & t “Buckeye Distributing (Arizona) ... .(440) 526-6668
HAt'Intrastate Distributors (Snapple)__ (313) 892-3000

Monster Energy Company............... (586) 566-6460
Nestle Waters Supermarket Program..................

.................................................................... (734) 513-1715
7UP Bottling G roup ................................................. (313) 937-3500
Absopure Water Co................................................. 1-800-334-1064
Coca-Cola Refreshments
................................................................Auburn Hills (248) 373-2653
.................................................................... Belleville (734) 397-2700
..............................................................Metro Detroit (313) 868-2008
..................................................................Port Huron (810) 982-8501
Coca-Cola Refreshments - C leveland.....................(216) 690-2653
Faygo Beverages, Inc.................................................(313) 925-1600
Garden Food D is lnbu to rs ......................................... (313) 584-2800
Pepsi Beverages Company......................Detroit 1-800-368-9945
..........................................................................Howell 1-800-878-8239
......................................................................  Pontiac (248) 334-3512
RL Lipton Distnbutng ................................................(216) 4754150

SPECIALTY FOODS________________________
Cousin Mary J a n e ....................................................(586) 995-4153

TOBACCO COMPANIES & PRODUCTS
Altna Client Services .........................................(513) 831-5510
Beamer Co (Hookah's & supplies).......................(248) 592-1210
Nat Sherman, . ......................................... (201) 735-9000
R J  Reynolds.............................................................(336) 741-0727
S & E Distributor, Inc (e-cigarettes).................... (248) 755-8926
Westside Vapcr (e-cigarettes).. .  ........... (614) 402-0754

WASTE DISPOSAL & RECYCLING__________
National Management Systems .. (586) 771-0700
Smart Way R ecyc ling ........... ................................. (248) 789-7190

WINE & SPIRITS COMPANIES_______________
Beam Global ................................................. (248) 471-2280
Constellation Brands .................. (248) 349-5164
Diageo ................................1-800462-6504
Heaven Hill Distilleries ....................................1-800-348-1783
Treasury Wine E s ta tes ............................................(734) 667-3515

WINE & SPIRITS DISTRIBUTORS____________
Great Lakes Wine & Spmts . .(313) 867-0521
National Wine & Spints 1-888-697-6424

1-888-642-4697

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

* *  indicates supplier only available In Ohio



AFPD Bottom Line (USPS #2331; ISSN 0894-3567) is 
published monthly with one annual special edition by AFPD—The 
Voice of Independent Retailers, at 5779 W. Maple Rd.t West 
Bloomfield, Ml 48322. Material contained within AFPD Bottom 
Line may not be reproduced without written permission from 
AFPD.

Periodicals postage prices paid at Pontiac, Ml and additional 
mailing offices.

The opinions expressed in this magazine are not necessarily 
those of AFPD, its board of directors, staff members, or 
consultants. Bylined articles reflect the opinions of the writer. 
POSTMASTER: Send address changes to AFPD Bottom Line, 
5779 W. Maple Rd„ West Bloomfield, Ml 48322.

AFPD works closely with these associations:

I F D A  F IA E
INTERNATIONAL FOODSERVICE
DISTRIBUTORS ASSOCIATION FOOD INDUSTRY

M U S tM  N \C S .
0  ^  National Association
NAntWAi m o ctu  MaaMarrofi Convenience Stores

—July 11, 2012—
36th Annual Michigan 

“Angry Birdies” Golf Open
Warren Valley Golf & Banquet Center, 

Dearborn Heights, Ml

- J u ly  19, 2012—
8th Annual Ohio 

“Angry Birdies” Golf Outing
Weymouth Golf Club, Medina, OH

-J u ly  24, 2012—
Joseph D. Sarafa 4th Annual 

Scholarship Luncheon
Detroit Institute of Arts, Detroit, Ml

ENJOY A
DELICIOUSLY

m smm
TONIGHT!

Q jo u / f e r i)

lasagna with *,4SIa mcat & sauce
4ND roW1'* wth1 «? i'V o,1, '" *  " I "  sAUC,

Nestle
( io o d  Food G ood Life

To inquire about our rebate program for AFPD 
members in Michigan or Ohio,
Call Ken Schulte at Nestle DSD 

at (734) 656-1022, or Auday Arabo at the 
AFPD office at 1-800-666-6233

BOTTOM LINE www AFPDonhf*-1*



• 99+% On Time Deliveriesf.• 99+% Order Fill Rate
.Excellent Safety Records

• •  %  •  «u  J  •  V  .

Coast to  Coast and North to South - We Have You Covered!
Contact our Grand Rapids Distribution Center 

for more information about our products and programs 
designed specifically for the Supermarket Class of Trade!

1180 58th Street 
Grand Rapids, M l, 49509 

www.hthackney.com

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

craig.diepenhorst@hthackney.com

http://www.hthackney.com
mailto:craig.diepenhorst@hthackney.com
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Succeeding in today’s economy takes more than hard w ork and wishful thinking... it takes a plan -  and support from 

strong and steady partners. That's why choosing Spartan is such a wise move. We offer nearly 100 different services 

to  help your business succeed, including: advertising, research, category management, print and development and 

more. And that’s on top of 40,000 competitively priced private and national brands.
Call Jim Gohsman at 616-878-8088 or visit W W W .sp artansto res .co m  

to  start your plan fo r success today.

Spartan
2 S  J

http://WWW.spartanstores.com
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