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Joe

Chairman's Message

BELLINO, Jr,

AFPD Chairman

Honoring Fred

anchor Paul W. Smith’s Pure Michigan

Campaign at Monroe County Com-
munity College (MCCC) on Friday, May
4—just a few days after the murder of
beloved AFPD member and former board
chairman Fred Dally outside his party
store in Detroit. Paul and lare old family
friends and have known each other for
years. We grew up together, and | always
try to see him when he’s in town.

On that Friday after Fred’s death,

Paul was hosting a special edition of his
morning news and talk show live from
the college. When Paul’s producer saw
me in the audience, she asked if | would
agree to an interview during the last few
minutes of his broadcast to talk about
Fred and the great loss his death meant to
the community.

I loved Fred Dally. When | joined the
AFPD board of directors some years
ago—a bit of a country boy compared to
the rest of the board members—Fred was
the one who put his arm around my shoul-
ders and made me sit next to him. "Some
day, you're going to be chairman,” he told
me. “1I’m going to help you.” He treated
me like a brother.

So you can imagine how willing | was
to talk to Paul W. Smith and his thou-
sands of listeners about the goodness of
Fred Dally. And you can imagine how
incredibly hard it was, too. | told them
how everyone who knew Fred loved him.
1told them Fred was a giver and a lover
and a true Christian man, whom | tried
to emulate every day. | told them how
Fred had been robbed the year before, and
although he could have closed up shop
and reopened in Livonia. Southfield, West
Bloomfield, or Monroe—he didn't. He
stayed loyal to his community because
they needed him. If Fred had closed The
Medicine Chest, his customers would
have had to travel six to 10 blocks to the
next nearest store.

In fact, Fred stayed right where he was

Iattended the kick-off of WJR radio
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for more than 30 years because people
needed him. Like many of us at AFPD,
Fred was quick to help someone who was
truly in need. He didn’t let those who
squandered their money take advantage
of him, but if someone was in a tough
spot because of a couple of wrong deci-
sions or simply bad luck, he would let
them have that gallon of milk or loaf

of bread.

In talking about Fred's death during
the interview, Paul W. Smith called it
"criminal terrorism” and a "senseless
killing.” Speaking as AFPD chairman,
1told him we weren’t going to stand for
this kind of violence. And | admitted that
many of us in AFPD face the potential
of criminal threats in our stores every
day. He was impressed that within just a
few short hours after the news of Fred’s
murder, our AFPD community had raised
a $50,000 reward for information leading
to the thugs responsible.

As of this writing, no real headway
has been made in the investigation.

To someone unfamiliar with Detroit
neighborhoods, it might seem surprising
that as good as Fred was to his com-
munity, no one has stepped forward yet
with information. I’'m sure they would, if
they didn’t feel it would endanger their
own lives or the lives of their families. 1
pray every day that someone will find the
courage to share what they know with the
police so that we can get justice for Fred.

We re-arranged our editorial calendar
at the last minute so that this issue’s cover
story could be about giving back. All
through the history of AFPD, our mem-
bers have been highly involved in their
communities. If you aren't as involved
as you should or could be, | urge you,
in honor of Fred Dally, to change that
starting today. This issue is full of ideas
to help you in that regard, and you may
even be surprised to learn how good giv-
ing back is for yonr business on so many
different levels.
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Gulfcoast’s Loss Prevention Software Suite
saves time, saves money, and saves your sanity.

*Ncoast Storekeeper's ™ customizable, flexible
ml versatile Loss Prevention Suite uncovers cash

fraud and undesirable activity immediately,
«srad of hours, days or weeks later.

ijfcoast is the industry innovator, with solutions

"eere truly plug and play. Our DVR s and integrated

JlirBniccte loss prevention software suite integrates

semlessly with major POS systems, and virtually any
, fafa generating device including; smart safes,
caroeras, money order machines, time clocks,

** "lonitors. access control, alarm systems,

*** f’anagement systems and more.

A " Sulfcoast the best choice for your retail solution’
T **her Our software acquires and standardizes
Jr ll®@* Multiple devices in realtime and lets you create
-J ‘av* rules that protect your operation.

7*' rules are violated or exceptions generated,

"5 are broadcast immediately to designated local

" c*Porate staff for action

The Gulfcoast Loss Prevention Software Suite
Provides:

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

* Real-time cash-management monitoring 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 ROl

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.

GULFCOAST
Gulfcoast Software Solutions, Inc.
Clearwater, FL 33755

(727)441-2131
www.gulfcoastsoftware.com
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Where are the Hungry?

Map the Meal Gap 2012 shows people at risk of hunger in every U.S. county.

Feeding America, the nation’s largest
domestic hunger-relief organization, has
released Map the Meal Gap 2012, which
provides estimates of food insecurity at

the county and congressional district level.
Food insecurity is the U.S. Department of
Agriculture’s measure of lack of access, at
times, to enough food for an active, healthy
life for all household members.

The report found that even though food
insecurity rates have remained relatively
stable across the nation, those communi-
ties that were previously known to have the
highest rates of food insecurity have contin-
ued to climb. In the U.S., 75 counties in the
U.S. had statistically significant increases in
food insecurity rates.

In addition to rates of food insecurity,
Map the Meal Gap 2012 estimates the
relative cost of a meal by county, showing
a range in meal cost as low as $1.80 in Za-
vala, Texas and as high as $5.51 in Union,

Hunger continues to be an urgent problem, despite the improving

unemployment rate.

South Dakota. The national cost per meal
that food-secure people report spending on
an average meal is $2.52. This illuminates
the challenges faced by people at risk of
hunger in the many counties where food
prices are high.

Map the Meal Gap 2012 is based on an
analysis of statistics collected by the U.S
Department of Agriculture. U.S. Census
Bureau, and U.S. Bureau of Labor Sta-
tistics. Analysis of food price data was
provided by Nielsen, a global provider of
information and insights. The study is sup-
ported by the Howard G Buffett Founda-
tion and Nielsen.
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Hunger is Pervasive

“Hunger continues to be an urgent problem
in this country. In spite of positive reports
about America’s dropping unemployment
rate, the fact is that too many people are still
struggling to find work,” said Vicki Escarra,
president and CEO of Feeding America.
“Map the Meal Gap 2012 data underscores
the incredible need for food assistance mil-
lions of families are facing. Since this data
was gathered, food costs and gas prices have
climbed even higher, making it harder for
people and families who are struggling to
make ends meet.”

Key findings of Map the Meal
Gap 2012

« The average food insecurity rate rose
slightly among the top 10 percent of
highest food insecurity counties.

« The high food insecurity rate counties
are more economically disadvantaged

compared to the

national average as

a whole.

* The average

unemployment

rate among high
food insecurity
rate counties is

13 percent, while

the national

average is less
than 10 percent.

Additionally, the

average poverty

rate among high
food insecurity

rate counties is 26

percent while the
national average is only 15 percent.

« An overwhelming majority of counties
that experienced declines in food inse-
curity rates saw very small and insig-
nificant changes. The top 10 percent of
counties with the lowest food insecurity
rates are still home to more than three
million people struggling with hunger
(i.e. food insecure).

Rural areas continue to be more food
insecure than metro areas. However, the
percentage of counties with the highest
food insecurity rates in non-metro/
rural areas decreased slightly from 59
percent in 2009 to 55 percent in 2010.

Express Lines

MAP THE MEAL GAP

Food Insecure Need More Money
In 2010, on average, food insecure indi-
viduals reported needing an additional
$14.30 per person per week to afford a
minimally adequate diet. In 2009, that
amount was $13.99. Combined, the total
national food budget shortfall is $21.2
billion.

Map the Meal Gap 2012 pro\ ides
the following data for each county in
the United States in an interactire mep
format:

¢ The percentage of the population

that is food insecure.

¢ The percentage of the food insecure

population that likely quality besed
on income for SNAP (formerly the
Food Stamp Program) and other
federal nutrition programs.

¢ The percentage of the food insecure

population that likely do NOT quali-
fy for federal nutrition programs
often must rely on charitable food
assistance programs, and who aiso
need better wages and em ploy mem
opportunities to help them meet th‘ir
basic needs. These are households
reporting earnings higher than the
federal programs' income require-
ment

* The average price per meal inead

county.

Map the Meal Gap 2012 allows
policymakers, state agencies, corpora
tions, and individual advocates tode'- 1
integrated strategies to fight hunger o
community level.

The goal of Map the Meal Gap i'l
give Americans—and especially Polk i
makers—the statistical data to under'
the size of the need and where ue'l
we can address this issue head-c

A summary of the findings, an in,*
five map of the United State', and t»
report are available at www.In ~int“
ica.org/mapthegap. 11
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Cover Story

Rescue the Community

If you aren't already involved, it's time to give
serious thought to a food rescue policy.

By Carla Kalogeridis and Beverly Sturtevant

Believe it or not. the number of hungry people in the Midwest is on
the rise—in areas never predicted five years ago.

"Hunger isn't growing in the traditional areas like the inner cit-
ies,” says Larry Weber, food donor relations manager for Forgotten
Harvest, the nation’s largest food rescue company based in metro-
politan Detroit. “Now it’s more in the outer suburbs. We're talking
the moms and dads who did everything right 15-20 years ago, but
now Dad was laid off a while and Mom reduced to part-time, and
they can’t make ends meet.”

Gleaners Community Food Bank is another well-known name
in Michigan, providing nearly 41 million pounds of food to the
hungry last year. The company says that across the country there
is a growing group of people (44 million Americans) that fall into
the category of “near poor.” These are people living on the edge of
poverty and financial despair, just one car repair or furnace replace-
ment away from disaster.

"Our entire team is dedicated to feeding hungry people and
determined to make Gleaners the most effective organization it can
be,” says W. DeWayne Wells, president. “Every day our employees
put their best foot forward because they know so many in our com-
munity depend on us.”

Forgotten Harvest dispersed more than 42 million pounds of
food last year to food banks, food pantries, soup kitchens, shelters,
and churches. “And we're still only meeting about 20 percent of the
actual need,” says Weber. "Working with retailers and suppliers
together, we can do better.'

The Misconceptions

So why wouldn't a retailer or supplier have a food rescue program
to donate unsold items near or at their expiration date? It seems like
a no-brainer, but Weber has become practiced at trying to convince
organizations of the benefits of participating in food rescue.

“First, some retailers think we are taking business away from
their stores," he says, "and that we give food away to people who
would otherwise have bought from the retailer. But the truth is that
we aren't taking any business away, and this program doesn't stop
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people coming to their stores to buy. If the people we help had the
money to buy. they wouldn't be coming to us.”

Forgotten Harvest, he says, takes everything it receives as dona-
tions—and it turns over everything it collects as donations. "We
never donate to people who can resell the food,” he says. "We regu
larly monitor in person all the food banks, pantries, and churches
who receive donations from us.”

A second general perception, he says, is that some retailers

Food Fact: Product donations to
Forgotten Harvest from the April AFPD
Michigan Food & Petroleum Show:
10,467 pounds.

believe it may cost them more in labor to gather the food lor dona
tion. “That’s actually not true either,” says Weber. "By the time
you collect the items or produce, scan them out, or haul them ot
to the dumpster, throw them away, and break down the cardboani
boxes—and pay for the dumpster and a company to empty it—a
could have saved time, labor, and expense by having us just take
away, boxes and all.

"I tell the stores, "Just donate the two seconds it takes to not
throw it away. We'll do the rest,” he says.

A final reason some retailers and suppliers shy away from don
ing falls under the category of urban legend, says Weber ' Ever
body knows someone whose friend’s store was sued after donating
food to charity,” he says, "but that’s just not the case. “No one ha
ever been sued in connection with food donated to our organizai
or any other similar organization that | know of.”

Furthermore, there exists a federal Emerson Good samaritan

wwwAFPDonline ®



Food Dona-
tion Act.
which We-
ber says was created
toprevent good food from going to waste
b\ protecting companies from liability
arrounding their donations. It was named
ter Rep. Bill Emerson and signed into law
. President Bill Clinton in 1996. The Act
courages food donations to nonprofits by
iniinizing donor liability, except in the
ae of gross negligence. Weber says the
has never been challenged, although it
>indicate that any state law on this mat-
takes precedence in that state.

Basically, if items are salable to the pub-
icat large, then you can donate them with
ticsame protection as if you sold them.

Ihe Emerson Act is another layer of protec-

confirms James V. Bellanca, Jr., of
Jellanca. Beattie & DeLisle. PC. “Even if
he label says 'best if used by,’ there’s noth-
rcillegal about selling it after that date,
het sjust a freshness guideline. If there
sa sell by' date on a product, it should be
lonated by that date or before.’

lurthermore. Bellanca says, once you
cuate food to another organization, “you
annot be held responsible for how that food
" handled after it leaves your facility.”

'simply put. Bellanca says stores should
utik of it this way: “ If | can sell this, |
sanfljvc it away. When in doubt, contact

Michigan Department of Agriculture,

vs no greater risk in giving food away
" selling it. if vou follow the same

saking Sense on So Many Levels
lun AFPD members have an active food
vuc Ph,n and have been donating food to
JP' like forgotten Harvest or Gleaners
mmunity Food Bank for years. (Gleaners
Itued 40 million pounds of emergency
'd 0 nx’rc than 600 partner soup kitch-
*egshelters, and pantries, providing the
I*walont >t 85.2X4 meals per day to people
‘chigan who otherw ise could not afford
*bod llies need.i The tax write-offs are
°~NCTincentive. However; the retailers and
rsuppl kts say they also do it because
N r|ght thing to do for their communi-

Phil Kassa. an AFPD board
ra,K °w ner of several stores, includ-
turn Markets in Dearborn Heights and

Detroit, Sak N Sav of Westland, Heartland
Marketplaces in Farmington Hills and West-
land, and a dollar store in Southfield. Each
store has a food rescue policy, working with
Forgotten Harvest, New Horizon Food Bank,
and Faith Outreach Church to give close-
dated, outdated, and damaged products to
people who need them. “We work with them
to make sure the product is safe—that no
one has tampered with the integrity
:the product—and wholesome
for consumption before it is
picked up,” he says.
Kassa says

his company receives a small tax

break, but really it comes down to

helping to feed the hungry. “Giving to

the food banks helps keep our inventory
fresher, and at the same time, does some-
thing charitable,” he says. “In this economy,
helping to feed the hungry is the right thing
to do. If the food is safe and wholesome for
consumption, there is no reason to waste it.”

Ed Bahoura, owner and president of
Madison Heights and Pontiac Save-A-Lot,
is so sold on the idea of donating food that
he served on Gleaners’ board of directors. "I
do not have a written, detailed food rescue
policy,” he says, “but | have a formal, oral
understanding with my managers and depart-
ment heads that any product within three
days of expiring gets donated.”

Sometimes Bahoura elects to override that
policy, depending on the quantity, time of
year, the need, and the item. “The manag-
ers will want to reduce the product further
and may be able to sell it all before the three
days, but | may have them donate it sooner,’
he says.

This is a policy that his store has had in
effect for some time. “We decided years ago
that we would not reduce produce, but would
just donate it instead,” he explains. “The
store has a better quality image by not hav-
ing a reduced section of really poor-looking
produce for sale. A store can easily mark up
their gross a couple of percentage points to
make up for the loss

Bahoura says the stores don’t do it for the
tax break, although they do take a write-off
every year. In 2011. the IRS gave an al-
lowance of $1.68 per pound donated. “The
benefits are so many," he says. "The goodwill
you create in the community is immeasur-
able. I can’t tell you how many times | have

/\\\ e*outChildren

FOOD DRIVE

Busch's Fresh Food
Market Knows the
ABCs of Food

In partnership with Food Gatherers and other
local food banks, Busch’s Fresh Food Market
helped feed children and families struggling
with hunger this past May with its All aBout
Children Food Drive. Customers can purchase
pre-made “Ready to Go” food donation bags
filled with items to be given to a family in need.
Customers are asked to donate $10 for each
bag. They can also drop off non-perishable
food in the food drive bin located in each store.
Other highlights of the program:

+ Ais for Apple. Customers can make mon-
etary produce donations in $5 increments
at the Busch's checkout registers. These
are converted into produce donations to
Food Gatherers.

B is for Bakery. Customers can make
bakery donations in $10 increments at the
Busch's checkout registers. These are
converted into bakery donations to Food
Gatherers.

+ Cis for Cash. Customers can make a
contribution of any amount at the Busch's
checkout registers. Dollars go directly to
local food banks.

“About 17 million kids nationwide and one in
six children in Washtenaw County will struggle
with hunger this summer,” says Doug Busch,
who owns the company with his two brothers.
“The summer months are hard on low-income
families who depend on reduced-price and
free school meals to stretch their family food
budget. In partnership with Food Gatherers
and several local food banks, Busch's aims to
reduce that number."

In the last two Busch's ABC events, a com-
bined total of more than $300,000 in food and
cash was raised to help local families in need.
Busch's also holds an annual SOS food drive
around Thanksgiving to raise awareness of the
need to share, as well as collecting food and
cash. Last year, this drive brought in $250,000.



gotten new business from people that were involved somehow with
Gleaners or Forgotten Harvest and ended up coming to my store
because of our willingness to help the community. We don’t seek
out these people—they find us.”

Furthermore, Bahoura believes donating food is the right thing

to do "because the government can't do everything for everybody.'1

“We need to take responsibility for the less fortunate in our own
communities,” he says. “A single store’s donation of a few cases of
expired lunch meat or produce goes a long way. Every store should
donate as much as they can afford "

Doug Busch, part-owner and community relations manager for
15 Busch’s stores in southeast Michigan, says all of their stores
have food rescue policies and are actively involved. Forgotten
Harvest picks up every other day from seven of the stores and
delivers their donated product to food banks like Gleaners. Four
other stores are served by Food Gatherers. Over the past five
years. Busch's has contributed more than 372,000 pounds of food
from Washtenaw County stores and helped Food Gatherers raise
enough funds to provide an additional 787 tons of food to hungry
people in its community. The two remaining stores in Monroe and
Livingston donate to local organizations.

Busch estimates that during the past four years, their 15 stores
have provided well over a million dollars to help those less for-
tunate. “There are some business benefits from donating, but the
bottom line is that we have to give back to the communities we
serve," he says. “It simply is the right thing to do to help those in
need. It doesn't cost anything—you’d throw it away anyway—and
that just doesn’t feel right." Busch’s also hosts two food drives
each year, including the All About Children Food Drive in May
(see sidebar), where it provided $132,000 in cash and food.

Suppliers Doing
Their Share
Several AFPD member suppliers
are active in food rescue pro-
grams as well. Heeren Brothers,
for example, contacts churches
and civic nonprofit organizations
who have kitchens that feed the
needy or who have needy-house-
hold delivery programs. Like the
retailers, Heeren Brothers' Allan
Girvin. director of sales and
marketing, says the benefit "is
knowing we are giving back.’
"For Heeren Brothers, it has
nothing to do with a tax credit.

BOTTOM LINE

saving money, or recognition,” he continues. “It provides a chan-
nel for us as a community member to pass along fresh, healthy
items that can be utilized by a nonprofit organization to benefit the
less fortunate. It’s the right thing to do...and it puts to use a prod-
uct that a grower or organization took pride in to bring to market.
The greater wrong would be to just throw the item away without
any regard to the use it could be to someone in need,” he says.

Lipari Foods is involved with both Gleaners and Forgotten
Harvest, donating roughly 250,000 pounds of food a year. In
fact, during Lipari’s recent trade show alone, the supplier donated
about 30,700 pounds of mostly perishable goods. From the ware-
house, the company typically donates mislabeled food authorized
for release by the manufacturer or items that close to their "best
by” dates.

“Gleaners trucks come to Lipari nearly every day,” says Don
Symonds, director of events and trade relations for Lipari. "and &
trade shows, Forgotten Harvest brings in 30-40 people and sexeral
trucks. They can load and distribute thousands of pounds of food
very quickly.”

Like Heeren Brothers, Symonds says the only reason Lipari
donates to these organizations is that “it would be shameful to la
the food go to waste when there are people who need it.” He says
Lipari keeps records for the purpose of tracking inventory: the
company does not apply for tax breaks.

Girvin says that all the items Heeren donates are still quality
items, but they are items the company is not comfortable sending
to retail. “It could be a short date, such as value-added salads or
fresh items that may start to show some dehydration or scarring
But none of the items have a break in the cold chain or integrity
that could jeopardize necessary food safety requirements.

“Itjust makes good business sense to take care of the com-
munity,” he explains. “Most of the food is perishable, so it's
important to get it into the hands of these larger organizations as
fast as possible. We’ve found it logistically impossible to donate to
smaller organizations because of the volume and the need to get i
to those who need it quickly.”

Walk in Their Shoes
Perhaps retailer Ed Bahoura sums it up best: “In the scope of
everything we are blessed with, how much will those donations
cost us relative to all our blessings? What satisfaction will you
find in taking another vacation, going out on the town, or buying -
newer and bigger home or car compared to the incredible feeling
of knowing you helped feed people who are truly hungry?
"Imagine finding yourself and your kids standing in a soup
kitchen or at a food pantry, fie
says. “How would that make
you feel? How much would you
appreciate all those people or
companies that donated the fo'v
that kept your family going?
Store owners need to realize
that donations are not sacrifice’
but blessings that will goc llk
fulfillment and happinc" 11
believe that you will receive
much more than you give D

Carta Kalogeridis h editor
Beverly Sturtevant ivmane-
editor of AFPD Bottom 1-"k

www.AFPDonle* -
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Retailer Spotlight

Van Ball's Prime Beef:
Grand Rapids' Best-Kept Secret

By Beverly Sturtevant

If you’re looking for meat the way it used to
be. Van Ball’s Prime Beef in Grand Rapids,
Mich, could be your place. Van Ball’s is the
rare working butcher shop—family owned and
operated—providing what its customers call the
best meat in the region. Joe Van Ball founded
and operated the business for 50 years in
Cheshire Village, until Mike Ensing purchased
it about 30 years ago. A savvy businessman,
Ensing kept the Van Ball’s name and reputa-
tion, but moved the operation to Grand Rapids.
These days, Ensing, his son, George, and Man-
ager Dominic Conigliaro provide the kind of
friendly service that keeps customers coming
back for more.

You might not guess it from the unassuming location in a strip
mall—it might be Grand Rapids’ best-kept secret, says a customer—
but it’s a full service butcher shop. All the meat is purchased direct
from the farmer or live auction and cut in-house. And it’s not just
beef, but a full range of every type of meat: steaks, burgers, veal,
lamb, chops, bacon, brats, 30 varieties of homemade sausage, roast-
ing pigs, turkey, homemade jerky and snack sticks. They even fully
process wild game, including deer, elk, and moose.

“We re most known for our prime beef,” Conigliaro says, then ex-
plains, “Grade is based on marbling and texture, as well as how the
beef is raised and fed. Most grocery stores only carry up to choice.”
Consumers are fussier than ever about what they feed their families,
so they appreciate Michigan grass-fed beef, chickens raised down
the road in Middleville, hogs from Saranac, and local lamb, veal,
and turkeys. Customers say nobody comes close to their famous
bratwurst, made without fillers, chemicals, or binders, and the small
deli also features their own dry-cured ham, homemade salami, and
summer sausage. The only non-local product is ocean fish, which is

flown in.

Van Ball’s excellent service matches their
excellent meats. The same crew is behind the
counter each time, and customer relationships
are on a personal basis. “Our customers know
where to come for a two-inch steak, and we
know what they want,” Conigliaro says. "We
have a full showcase, but we also offer custom
cutting.”

Like all independent food service business-
men, Conigliaro acknowledges the hot-button
issue of tougher inspections and new require-
ments. “Even though we’re not affected by the
meat labeling law because we’re small and
everything comes directly from the farmer, we
rely on the information AFPD pros ides and
how much they try to help small businesses, "he

says. “We appreciate the programs, too,” Ensing adds, "but the

way they work to keep us updated and protect us from taxes and
regulations is the most important.” Ensing is a 30-year member

of AFD and now AFPD.

Part of the Grand Rapids community for 30 years, Ensing con
tinues to pitch in to help through God’s Kitchen, which provides
assistance to individuals and families throughout the 11-county
Catholic Diocese of Grand Rapids. Van Ball’s also supplies all
the food and pop for Mike Ensing’s favorite community event-
the River City Bass Club’s fishing weekend that offers disabled
kids a chance to go fishing with professional fisherman.

The future, Ensing says, is coming, but not quite yet. He's
comfortable thinking about retirement, though, because he’s
confident his son, George Ensing, and Conigliaro can take over
In the meantime, if you’re passing through Grand Rapids, be
sure to take an empty cooler. It’s worth the drive, customers sy m

Beverly Sturtevant is managing editor o/AFPD Bottom Lint

We're most known for our

prime beef.

Grade is based on marbling
and texture, as well as how
the beefis raised and fed.
Most grocery stores only
carry up to choice.
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America in general - and Michigan’ retail communit)
in particular - are fortunate that the lIraqi governmeni
sent Dally to the U.S. on a university scholarship and
decided to stay. Fie earned his undergraduate degree at
went on to obtain a MBA from the University of Detroit
But rather than a job, Dally decided on entrepreneurship

In the late 1970s, he bought Medicine Chest, a pharmacy
in Detroit with 7,000 square feet. Dally said he was prone
of its 4,000 square feet of selling area and four employees
In 1998, Serras Market in Warren was purchased and te
most recent expansion to 5,000 square feet made rooij
for the first Dominos Pizza in Warren.

Over the years, Dally Inc. has become a thriving familj
business with the addition of his three sons—Zad,
David, and Jason. Dally credits the success of the storc
to their family orientation and one-stop-shopping frt
everything his customers need, including many item
his competitors simply don*t carry. The usual things—
beer/wine, lottery, food and beverages—are available,
of course, but services also include Western Union, bill

payment, money orders, check cashing, dollar item

and dozens of variety items for the home.

Like so many small businesses in Michigan, Medicine
Chest and Serras Market struggled for awhile with te
troubled economy, but Dally was excited to report tet
several mall factories near Serras Market were back in
business, including one with 1,200 new workers hungt)L
for hot, fresh pizza.

Fred Dally has been active in AFPD circles tor a
long time. In fact, before there was an AFPD, he sene!
as vice chair of membership, vice chair ot community
relations, and worked on the scholarship and trace
show committees for the Associated Food Dealer' 'r
Michigan for 19 years! So when AFD and the
Lakes Petroleum Retailers & Allied Trades Association
merged in April 2006 to form Associated Food *
Petroleum Dealers Inc., Dally was a natural choice fi*
chairperson of the newly formed association.

Dally continued on the AFPD Board as an emerit-’|
director until his tragic death on May 1, 2012.



w&dkyou will be
truy missed, but
neverforgotten.

UD"YARABO
\FPFOPRESIDENT & CEO

Fred was killed on May 1st, the Feast Day ofst
Joseph, Patron Saint of departing souls.and the
Patriarch of the Holy Family.

PRAYER TO ST.JOSEPH
Over 1900years old —

Oh St. Joseph whose protection is so great, so
strong, soprompt before the Throne o fGod, I place
inyou all my interests and desires. Oh St. Joseph
do assist me by your powerful intercession and
obtainfor mefrom your Divine Son all spiritual
blessings through Jesus Christ, Our Lord; so that
having engaged here belowyour heavenly power
I may offer my Thanksgivingand Homage to the
most Loving o f Fathers. Oh St. Joseph, | never
weary contemplatingyou andJesus asleep inyour
arms. | dare not approach while He reposes near
your heart. Press him in my name and kiss His
fine Headfor me, and ask Him to return the Kiss
when | draw my dying breath. St. Joseph, Patron

o fdeparting souls, prayfor us. Amen.



AFPD
Foundation
Reward Fund

As many of you know, on
May 1, 2012, the State
of Michigan, the retail
community, and the AFPD
family lost a very hard
working, loving, and caring
member of the food and
beverage industry whose
only goal was to support
his loving family. On that
day, two or more heartless
cowards went to his store,
Medicine Chest, at 9:00
a.m., knowing when Fred
Dally opens his store, and
shot him in cold blood
with two shots to the head
and took whatever money
he had on him for regular
business that day. Fred Dally
had been in this location
for 30 years and though
everything around him had
deteriorated or closed down,
he remained as the pillar of
that community.

“Fred was a kind, generous man who was passionate about AFPD. Fie is truly one of the
giants whose shoulders | stand on.” — Joe Bellino, Jr., owner, Broadway Market,
and Chairman of the AFPD board of directors

“Fred Dally was a close friend. We had many business conversations at the office prior to
meetings. Fie was a man of fine character. If Fred said he would do something, you could
take itto the bank. May God rest his soul." — Bill Viviano, retired, Past AFPD Chairman

“As many people know, | was the last person to see Fred at Panera Bread. | asked him to
stay for coffee, but he was in a hurry to get to the store. What sticks in my mind are his last
words to me: ‘It's the first of the month, | have to go. They're waiting for me.”

— Nabby Yono, vice president community relations, Arab-American and Chaldean Counciljj
(ACC), Past AFPD Chairman, Orchard Food Center

“I first remember meeting Fred during the merger between Great Lakes Petroleum and AFD.
| was very impressed with him. Fie was quite different from most of the people | had known
who owned gas stations or convenience stores. Fred was such a gentleman. He had so
much concern for the members of his association and how the merger was going to affect
them. He was a good man.” — Pat LaVecchia, owner, Pat’s Auto Service

“ have known Fred for the past 45 years from back home, since | was 11 years old. What |
will always remember about him is that he never changed. He helped a lot of the kids in our
neighborhood. He was a few years older than us, and he taught us the Christian faith. Fred
was always full of heart. He would never say no if you asked for help. He was a very good
man, and it was a pleasure serving with him on the AFPD board."

— Sam Dallo, owner, In ‘n Out, Past AFPD Chairman

“Fred Dally was an amazing man, father, husband, and friend. He never hurt or had a bad
thing to say about anyone. That’s what made him such a special person, and that's why he
was loved by so many. His death will never be forgotten because of the way he died. It will
always hurt and be in our minds every time his name is said. May he rest in peace and be
happy in his new home with God in heaven." — Mark Karmo, Past AFPD Chairman

“Detroit store owners and operators will greatly miss Freddie. He was an ambassador to the
retail industry in Detroit and was always concerned about his fellow Detroit business owners.
He was a model store owner and a great friend.”

— Ronnie Jamil, owner, Bella Vino Fine Wine, Past AFPD Chairman

“Fred made a career of working in the food industry in Detroit and on Dexter. Fred fell in love
with the community where he bought the Medicine Chest. These inhumane, uncivilized thugs
robbed Fred, took his money, and as if that was not enough, they had to rocket two sinful
bullets in his skull and he dropped dead instantly. What a tragedy.”

— Sam Yono, chairman, American Iraqi Business Group, Past AFPD Chairman

“Fred taught us through example to be better and more tolerant people. | was fortunate
enough to follow him as AFPD chairman and was able to observe him going about his

responsibilities with dignity and class.” — Chris Zebari, sales manager, Lipari Foods,
Past AFPD Chairman

“| will always remember Fred as the epitome of a gentleman."
— Maurice Helou, owner, Lyndhurst Valero, retired

“In the 30 years | have been privileged to represent AFPD, | have met and interacted with »
thousands of people in the industry and the governments which monitor the food and bev
age retailers. | have never heard anyone ever say a bad word about Fred Daily. as a
quiet, forceful giant and the conscience of AFPD ”

— James V. Bellanca, Jr., Bellanca. Beattie & DeLisle, PC.

“l am going to miss Freddie at future AFPD meetings. God bless his family."
—Jim Hooks, owner, Metro Foodtand, Past AFPD ChairmanU7



to bring you SOLUTIONS for your SUCCESS

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 tace many challenges in today’s market and we have the SOLUTIONS to help them be successful.

SOLUTIONS PROVIDED BY LIBERTY USA:

« Technology « Customer Service * Profit Enhance
* Food Service e« Inventory Management  Category M
« Marketing  Sales Growth « DSD Replacemel

* Merchandising

ToLearn more PLEASE CONTACT US:

,20 Irwin Run Road * West Mifflin, PA 15122 » P: 800.289.5872 ¢ F. 412.461.2734 « cs@libertyuso.tom « WW W .libertyusa.com
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The right payment
processor should offer

low, competitive
rates right from
the start—

not use unrealistically
low rates to entice
businesses and then
charge hidden fees to
make up the difference.

Chase Paymentech
ADVERTORIAL

Keys to Choosing
the Right Processor

With so many customers paying with credit and debit
cards, payment processing is something every business
must offer. The key is finding a processor that is hon-
est and upfront about their pricing. The right payment
processor should offer low. competitive rates right from
the start—not use unrealistically low rates to entice
businesses and then charge hidden fees to make up the
difference.

Chase Paymentech, a leading provider of payment
processing—and the only credit card processing provider
endorsed by AFPD—can help ensure businesses are
paying the most competitive rates available.

The Tools Every Practice Needs

Chase Paymentech has been researched, proven, and
endorsed by AFPD. The company offers a proprietary
suite of tools designed to keep customer and office data
safe and secure. Monthly statements are simple, straight-
forward, and easy to read, with no hidden fees in the tine
print. Internal training, certification opportunities, and
point-of-sale solutions that meet current PCI standards
help businesses keep up with the latest compliance is-
sues and avoid costly fines for non-compliance.

Chase Paymentech doesn’t require a long-term
contract or charge fees for early termination, allowing
businesses to sign up on a month-to-month basis. This
sets them apart from other payment processors, and is
just one reason many AFPD businesses are using Chase
Paymentech for their debit and credit card processing.

Savings You Can Count On

Chase Paymentech offers a complimentary cost analysis
based on a calculation of the overall cost for comparable
services. Chase Paymentech will show you what your
business is paying now, and what it could be saving by
switching to Chase Paymentech. Chase representatives
look at the whole picture, and their industry experience
and business savvy can help you manage both daily
processing activity and bottom line expenditure.

Trust Your Transactions to Chase Paymentech
For more information, call Account Executive John
Wilcox at (888) 464-9902, ext. 70255, email
John.Wikox@ chasepaymentech.com, or \ ixt
www.chasepaymentech.com. Il

www.AFPDonlineo'S


mailto:John.Wikox@chasepaymentech.com
http://www.chasepaymentech.com

US <0ICE OF INDEPENDENT RETAILERS

SAY GOODBYE TO
LONG-TERM
COMMITMENTS.

AND HELLO TO

CHASE PAYMENTECH.

Sign up for a flexible,
month-to-month payment
processing contract.

Chase Paymentech offers a payment processing program tailored for small
businesses looking to improve their bottom line. With flexible, month-to-
month contracts, you can avoid the hassle of a long-term commitment and

enjoy keeping it simple.

m Save with low, exclusively negotiated pricing

m Month-to-month contracts

m No-hassle integration and setup

m Manage transactions with simple, online reporting tools

m Receive special rates for MasterCard®, Visa® and Discover®

Sign Up and Save

Contact a representative to get started today

888.464.9902 ext. 70255

©2012, Chase Paymentech Solutions. LLC All rights reserved

CHAS5E O Paymentech
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Michigan Lottery Commissioner

Michigan Lottery

E The Lottery Sizzles in June

eryone loves a good time, and the Michigan Lottery
is no different. Every year, the Lottery’s Mobile
Retail Outlet (MRO) travels across the state to fairs,
festivals. Michigan International Speedway races, and
Detroit Tigers games to allow players the opportunity to
play their favorite Lottery games while enjoying the sights,
sounds, tastes, smells, and fun of summer. This summer is
no different, with MRO stops at:
« June 2—Detroit Tigers Tailgate. Detroit
« June 8-10—Downtown Hoedown, Detroit
« June 15-17—Michigan International Speedway,
Brooklyn

* June 22-24—Detroit River Days. Detroit

¢ July 18-21—Ann Arbor Art Fair. Ann Arbor

¢ August 2-5—Labadie Pig Gig. Bay City

* August 17-19- Michigan International Speedway,
Brooklyn

¢ August 23-26 —Warren Birthday Bash. Warren

¢ August 31-September 3—Arts. Beats & Eats,
Royal Oak

Be sure to look for the MRO and the Lottery s dedicated
Street Team members at these events. You can win cash
prizes on the tickets you purchase, and promotions to win
free Lottery merchandise will be running throughout the
summer.

Club Keno Full Tilt Promotion The Club Keno Full
Tilt promotion wrapped up on Sunday. April 22. During
Full Tilt's 21-day promotion period, players earned nearly
$400,000 worth of free tickets, and retailers' Club Keno
sales were up more than $1.8 million compared to the
same period in 2011. Kudos to retailers for making this
promotion a success.

Interactive Bingo. The S3 instant game $100.(XX) Bingo
launched on April 24 featuring a second chance promotion
that awards instant ticket coupons and Player's Club
Rewards Points. Players submit non-winning tickets at
www.myntibingo.com to play an internet version of Bingo.
Participants can win an instant ticket coupon (up to $20
value) or Player's Club Rewards Points (up to 50 points).

In addition to the online Bingo game, players can download

the Michigan Lottery Bingo app for their smartphone. A Play
for Fun version of the game is also available on the app.

Daily 3 Bonus Draws. Throughout the month of June,
certain midday or evening Daily 3 drawings will be
designated bonus draws during the television broadcast of the
winning numbers. All prizes awarded for these drawings will
be increased by 20 percent. For example, the prize payout
for a $1 straight wager is $500, but during a bonus draw, the
prize will be $600. In addition to the drawing broadcasts,
bonus draws will be identified on terminals. Club Keno
monitors, ticket messages, terminal messages, websites, and
advertising after they occur. Bonus draws benefit retailers,
too, by paying higher cashing commissions on all valid Bonus
Draw prizes paid.

In Memoriam. Longtime Michigan Lottery retailer Faraj
"Fred” Dally, died May 1, 2012. Dally owned and operated
Medicine Chest on Dexter Avenue in Detroit and was a
former chairman of AFPD. The Michigan Lottery and its
retailers pay tribute to his memory and thank him for his
support.

New Instant Ticket. The new instant ticket for June is
$1,000,000 Winner™ ($20).

Instant Tickets Set to Expire. Tickets set to expire on
June 4 include IG 390 Tinsel Town ($1). IG 391 Lucky
Twelves ($2). IG 392 Tis the Season ($5). IG 393 Holiday
Countdown ($10). IG 413 Cashword ($2), and IG 414
Tripling Red Hot Cashword ($5). If you are still selling these
tickets, be sure to tell your customers about the expiration
date so any prizes they win can be claimed before the ticket
becomes invalid.

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

In fiscal year 2011. the contribution to schools exceeded
$727.3 million. Since its inception in 1972. the Lottery has
contributed more than $16 billion to education in Michigan

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

"The Michigan Lottery. All across the state, good things
happen.” I ll

Promotions to

win free Lottery merchandise
will be running throughout the summer.

BOTTOM LINE

FPDootine
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Have a Chance to Win
20% MORE on the Daily 3!

During the month of June, any Daily 3 draw can be a BONUS DRAW!

Daily 3 BONUS DRAWS will be announced during the broadcast of
the midday and evening winning numbers

Players can watch the drawings LIVE at 12:59 pm and 7:29 pm on
their local lottery network TV station

Every time there isa BONUS DRAW, all Daily 3 prizes for that drawing
will be increased 20%

Earn higher cashing commissions on all
valid BONUS DRAW prizes paid!

Daily 3 odds: Straight: 1in 1.000; 3-Way Box: 1 in 333; 6-Way Box: 1in 167.
If you bet more than you can afford to lose, you've got a problem. Call 1-800-270-7117 for confidential help

LOTTERY.



28th Annual Michigan
Food Sr'terokmx) im k Show

The Voice of Independent Retailers

The prices were definitely right at the 28th Annual AFPD Food & Pe-
troleum Trade Show, held April 25, 2012 at the Suburban Collection
Showplace in Novi, Michigan. More than 100 exhibitors showcased a
wide variety of new products, many of which debuted at the AFPD show
and/or were available to members at show-only prices. About 1,500
attendees packed the aisles to purchase and sample goods and to
enjoy networking opportunities with Michigan- and Ohio-area brokers,
suppliers, and manufacturers. To see more photos from the event, visit
www.afpdonline.org. To reserve booth space for next year, contact
Anthony Kalogeridis at (800) 666-6233 or anthonykal@comcast.net.

JENBROTHERSINC.. i

MICH I'GAN
Michigan Apples WA
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AFPD members buy from
each other...butitsyour

job to make sure they know
L  whereto find you.

Profile your business to AFPD
members who are ready to buy.

programs

publications ACT NOW to be a part of this
valuable industry guide.

Contact AFPD's
Anthony Kalogeridis at
CONTACTS (800) 666-6233 for ad costs
or more information.

directory

cor over 100 years, Absopure has offered the highest quality water
moducts to customers. Now there are more choices than ever. From A o
jr convenient 8-ounce size to our economical gallon and HOQIE0"S
5 gallon bottles, there is a size for every thirst. Absopure's C \
new Eco-Pak bottles, made from recycled bottles, are the SIKCI
ties! Absopure innovation.
‘he unique new bottle promotes recycling - protecting ﬂ'B V
" ment and creating jobs through increased recycling—Vﬁb
" " rg consumers a more responsible choice in the

‘med water aisle.
With so many products to choose from, Absopure Water makes it easy]

everyone to enjoy delicious, refreshing water anywhere you go.

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

1800-4-ABSOPURE « www.Absopure.com

June 2012
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Supplier Spotlight

Monster Energy:
Right Product, Right Program

By Beverly Sturtevant

When strangers walk up to you at a gas station and say, "Wow,
what a great brand you have,” you know you're headed in the right
direction. That happens frequently to Roger Newberry, a region
account manager for Monster Energy, but it doesn't surprise him.
Newberry has been in the

beverage business since 1992

and on the supplier side in the

Detroit area since 1995. He

agrees, “It is brand equity un-

like anything I’ve ever seen.”

The company works on
that brand equity, of course,
with active local and national
marketing to "real people.'

While most companies

spend their money on ad

agencies, TV commercials,

radio spots, and billboards.

Monster chooses to support

every action sport you can

think of, including NASCAR,

motocross, snowmobiling,

and more, as well as athletes,

bands, and their fans. Gear

isn’tjust for employees, either. “I see that logo everywhere | go!”
Newberry exclaims. Monster is a lifestyle in a can, with emphasis
on innovation, value, and flavor.”

The newly-international company, founded by Michigan-native
Mark Hall, is now based in Corona. California and just celebrated
its 10-year anniversary. It’s grown to 500-plus full-time employ-
ees and forecasts $2 billion in sales for 2012.

Although Newberry is primarily a
chain account manager, he’s a born-and-
raised Detroiter who understands the net-
work. So when he had an opportunity to
sit down with AFPD President & CEO
Auday Arabo, he thought, "We should
figure out a way to work together so it
would benefit AFPD’s independent re-
tailers as well as Monster.” The result
is AFPD's Monster rebate program.

"The best thing about the AFPD
program is the way it can enhance the
retail dollar through more and better
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discounts, rebates, and marketing support in the store,” Newberry

explains. “We help the retailer merchandise the product proper!,

including the all-important flavor selection." People are looking;

for it, so if you promote it properly, people will come in your store,

he believes. With its higher dollar ring, that’s a good reason fora
retailer to sell it.

The entire energy category
is strong, Newberry says. \\ilh
strong growth projected. Con-
sumers are migrating to energy,
partly because energy drinks
have value over carbonated
drinks: they carry the pick-me-
up benefit of coffee, plus the
flavor of pop.

"But innovation is what s&ts
Monster apart." Newberry as-
serts. For example, the Rehab
line is the company's ne\c local
point—energy plus tea in toe
flavors—and it's attracting rew
people to the energy drink cat-
egory." He especially recoin
mends Rehab in the yellow can
which is half lemonade, hall

tea. Brand-new Ubermonster is another different taste profile thet
doesn’t stray from the company's core consumer, but widens the
base. "Monster does a tremendous job of marketing new consum-
ers,” Newberry says. "We’re always testing things, but staying m*
to our roots, so you can expect more exciting new products in the
fourth quarter.”
Newberry especially likes working with independent retailers,
he says, because that’s where you can build your brand quickly
and effectively. "Working through AFPD makes that
even more effectice.” lie says, becase'
I independents tire especially strong
Michigan and <thin " They re ready t"
try new things, and are open to getting
started, he explains "You go in. talk B>
the owner, get a trial going, and work
with them to get things right It you ha'c
the right product, and the right programs-
you're off and running |l

Beverly Slum nm I is nuiiuiytiik
./ \| I'D Bottom 118
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Michigan Liquor Control Commission

Andy
DELONEY

Chairman, Michigan Liquor Control Commission

Spirit Prices Changing October 1

has announced that the next effective date for price

changes is October 1, 2012. The prices in the July
29, 2012 book will only be effective for two months, rather
than the normal three-month period.

The reason for this change is to comply with the effective
date of Public Act 166 of 2011. which repealed the specific
tax equal to 1.85 percent of the retail selling price of spirits
sold for consumption off-premises. (Editor’s note: AFPD's
bill (SB 331), which was introduced by Senator Joe Hune
lastyear and signed into law by Governor Snyder, sup-
ports members who are off-premise retailers that have
paid 1.85 percent more in liquor taxes than it costs bars
and restaurants since 1973.)

The Michigan Liquor Control Commission (MLCC)

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

BOTOMLNE

In addition to the mandated tax change, the MLCC
has modified the rounding methodology used to compute
base prices, on- and off-premises prices, and minimum
shelf prices. As a result, the majority of prices will
change October I, 2012.

If you have questions, please contact the Financial
Management Division at (800) 701-0513.

For more information about the MLCC. please visit
www.michigan.gov/lcc. Follow us on Twitter www.twit-
ter.com/MILiquorControl and "Like" us on Facebook.

For more information about LARA, please visit www.
michigan.gov/lara. Follow' us on Twitter www.twitter.
com/michiganLARA, "Like” us on Facebook. or find us
on YouTube www.youtube.com/michiganLARA. S®

all Matural %eSc« * «
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Where Service,
Quality and Price meet!

Cube « Block ¢ Dry Ice
Coolers Available-

Single or Double Door
Outside or Inside

Newest Fleet in the Industry

Centrally Located for U S |CE CO RP .

Fastest Delivery 10625 West 8 Mile Road « Detroit, Ml 48221

Cash & Carry Department (313)862-3344 « Fax (313) 862-5892
Best Prices In Town

The Abbo Family has
LARGEST ICE served Southeast
MANUFACTURER Michigan’s ice
IN THE TRI-COUNTY AREA, needs since 19841

with a manufacturing
capacity of400 tons
(800,000 Ibs.) ofice per day!

U.S. Ice s extensive fleet of delivery
trucks keeps the Tri-County
area “On ICE!”

313-862-



2012 MICHIGAN DAY at the CAPITOL

AFPD Retailers Recognized as

Beacons of Hope

|n Th e | r C ommun |t| es John Denha, Sen. Vince Gregory, Paul Condino

By Paul Condino

Large attendance, zealous
advocacy, and leadership were
hallmarks of the second annual
AFPD Day at the Capitol in
Lansing. Simply put, the day
was a huge success. More than
150 AFPD members, guests,
and legislators attended the
event. AFPD members were
strong advocates on behalf of
the issues most affecting their
retail stores, and the many
elected officials—including a
majority of the Michigan Senate
and House leadership—were
attentive listeners.

AFPD members enthusiasti-
cally advocated the board’s
2012 legislative priorities to
their elected legislators. They
stressed the importance of
replacing the bottle law with a
statewide comprehensive recy-
cling plan, as well as supporting
community safety, responsibil-
ity and accountability in any
proposed legislative changes to
Michigan’s alcohol regulations
and laws.

The key legislators who will decide which proposed laws are
considered for a vote were all in attendance. Both chairs of the
Senate and House Regulatory Reform Committees (Senator Tory
Rocca and Representative Hugh Crawford) addressed the crowd. The
chairs of the Senate and House Appropriations Committees (Senator
Roger Kahn and Representative Charles Moss) were represented and
received the AFPD listing of legislative priorities. House Majority
Floor Leader Jim Stamas was in attendance on behalf of the House
leadership, and answered many questions presented by our retailers.

Senate Majority Leader Randy Richardville, a longtime AFPD

friend and the keynote speaker,
spoke earnestly to the board
and membership concerning hr
attempts to create an environ-
ment favorable to small busiin-
growth. He sincerely thanked
the AFPD for all their work in
the communities they ser\e.
One of the afternoon's high-

lights included a testimonial
of sorts by long-time AFPD
supporter Senator Morris Hood
I11. Senator Hood highlighted
the work of our AFPD retailers
as the “true hope of a reighbor-!
hood” in providing employmei
to the people of the commum
where their stores are located
In a poignant moment, Senator
Hood thanked former AFPD
Chairman and Detroit grocer
Jim Hooks, who hired a very
young Morris Hood 11l sevei.
years back as a grocery bagger
and stock employee. Recog-
nizing Hooks and all AFPD
retailers as the central enployel
in their neighborhoods. Hood#
knowledged that many people-
including himself—may never

have succeeded without the opportunity and confidence-buildn?

offered by an AFPD retailer.

Senator Hood's testimonial capped a great

AFPD Michigan Day at the Capitol. With hard

work and continued advocacy by AFPD, there

is great hope that many of our legislative goals

and priorities can be accomplished in comple-

tion of a successful 2012, 111

Paul Condino is AFPD's vice president
ofgovernment relations.
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AFPD's 2012 Legislative Priorities

Repeal the Bottle Bill

AFPD is committed to removing beverage recycling containers
from retail stores by repealing the bottle bill. The process would
be replaced by more modern recycling efforts, including a
comprehensive curbside recycling that is completely sustain-
able—that is, it pays for itself without state funding.

Research has shown that removing bacteria-laden recycling
containers would allow retailers to sell healthier and safer
foods, while increasing protection of our environment. Research
also confirms that next-generation, comprehensive recycling
would allow retailers to create jobs in their stores, while allow-
ing communities to grow additional jobs through the recycling
industry.

Currently, despite the fact that Michigan has a bottle bill, it
has the lowest recycling rate of all the Great Lakes states and
ranks among the lowest nationally in recycling rates. Michigan
residents have indicated overwhelming support for a compre-
hensive recycling program within the state. Ninety percent of
the survey sample indicated they were “very’ or "somewhat
likely" to support such a program, according to a 2009 poll by
Public Sector Consultants.

Governor Snyder has indicated general support. AFPD is
building a coalition, and will introduce legislation that creates
a statewide, fully sustainable, comprehensive recycling plan to
replace the bottle bill.

Keep Michigan’s Three-Tier System for

Alcohol Control

AFPD supports upholding community safety, responsibility,
and accountability in Michigan's alcohol regulations by keeping
Michigan a controlled state for alcohol rules and regulations.
Changing the current three-tier system would allow access to
alcohol that could put public health and the safety of our fami-
lies at risk. It would also go against the will of the people, who
overwhelmingly support the alcohol laws and regulations as
they currently exist, based on a February 2012 Public Opinion
Strategies Poll by Greenberg Quinlan Rosner. The current
system is working in Michigan today. AFPD supports changes
that streamline the issuance and re-issuance of liquor licenses,
not the elimination of controls.

Keep K-2/Spice lllegal

AFPD members remain concerned that manufacturers of the
synthetic substances referred to as Spice or K-2 are putting
our children and families at risk. AFPD fully supports SB 1082,
which amends state law and keeps any derivative of these
so-called synthetic chemicals illegal to produce for sale in any
retail establishment.

Pass Minimum Price Markups on Beer, Wine,
Tobacco, and Gasoline

AFPD members support a minimum price markup on tobacco,
alcohol/beer/wine, and gas. The minimum pricing markups will
protect both consumers and retailers from predatory pricing
schemes, while increasing the minimum level of tax income
into Michigan's treasury and stabilizing retail prices throughout
Michigan.



Petroleum News & Views

Ed
WEGLARZ

Executive Vice President, Petroleum

UST Clean-Up Legislation Signed into Law

n May 1,2012. Michigan Governor Rick Snyder signed action by the state.
Onto law six bills (Senate Bills 528 - 533), which became « Eliminates references to a consultant retained by an
Public Acts 108 - 113 of 2012. The laws contain chang- owner or operator, and requires an owner or operator
es to Part 213 of the Department of Environmental Quality to employ a qualified UST consultant, and establish
(DEQ) environmental cleanup procedures. AFPD has worked consultant qualifications.
with other associations and affected parties for more than six

« Permits an owner or operator to petition the DEQ for a
years to get this legislation contested hearing to re-
solve disputes regarding:
-Proposed, commenced.

or completed correc-
tive action
-Imposition of penalties
-Results of an audit
-Placement or removal
of placards on a
UST system
- Issuance of an admin-
istrative order
-Request for informa-

passed.

These changes will create
a more consistent process for
remediating leaking under-
ground storage tank (LUST)
sites and enable development
of sites where UST leaks
have occurred, but can now
be reasonably remediated.

Here is an overview of
the new procedures for the
cleanup of contaminated

sites. Left to right: John Griffin, API; Pete Bosonic, PM Environmental; Mark Griffin, tion by the DEQ

* Requires LUST sites to MPA/MACS; Governor Rick Snyder; Lloyd Dunlap, BP Products; EdWealarz. AFPD * Requires an owner or
be classified based on Executive VP. Petroleum: Senator Tom Casperson. operator to submit an

Risk Based Corrective initial assessment report
Action (RBCA). to the department within 180 days after a release.

« Deletes a requirement that the DEQ establish a classifica- « Revises the information that must be included in an
tion system considering impacts on public health, safety, initial or final assessment or closure report.
and welfare, and the environment. Prohibits the department from requiring a report to

- Allows the DEQ to audit only final assessment and closure include information beyond that required in Part 213 ot
reports. NREPA.

« Only allows the DEQ to audit a report once. Requires a person submit closing reports to retain all

« Considers a report “approved” if the DEQ failed to per- related documents and data for a minimum of six tears
form an audit and provide a written response. and to make them available to the department.

« Provides exemptions from liability. Reduces the amount of the fee an owner or operator i'

* Provides that the DEQ bears the burden of proof in estab- required to pay to petition for a review of denied final
lishing liability. assessment or closure reports from $3,500 to $300.

« Authorizes the attorney general to bring an action to abate Eliminates DEQ's authority to promulgate rules to
an imminent and substantial endangerment to the public implement the law and prohibits the use of guide-
health, safety, and welfare, or the environment. lines, bulletins, interpretive statements, or operational

« Provides for apportionment of liability in the case of two memorandum to be given the force and effect ot law.
or more liable people acting independently. This new legislation does not relieve owners or operators

« Allows a person to seek contribution from any other liable of UST sites from complying with financial responsibility
person during or after a civil action. requirements. UST pollution liability insurance should still

* Provides that all unpaid costs and damages for which a be kept in force, along with Michigan's required annual | ST
person was liable would constitute a lien upon property registration policies. Remediation should be evaluated by an
that the person owned and was the subject of corrective environmental engineering and evaluation survey H

BOTTOM LINE

www.AFPDonl't*



Bruce

STEVENSON

Ohio Division of Liquor Control

Superintendent, Ohio Department of Commerce, Division ofLiquor Control

leproved Website Keeps You Informed

roviding exemplary customer service to stakeholders
is a source of pride for staff at the Division of Liquor
Control. We’re constantly working hard to find new
ways to enhance your experience and improve services. The
top priorities are to understand the needs of stakeholders and
to provide information and services in a friendly and efficient
manner.
Because the first contact most customers have with the
Division is through our website, that’s the focus of many
of our customer service efforts. If you’re opening a new
business and need a permit, we want to help you get started.
We've made it much easier to find various forms by creating
an application packet. Clicking on “How to Apply” provides
a list of all the application forms, plus general information
about the process. More packets grouping related forms and
information are coming soon.
Another feature of our website is a new search function
that replaces several old static lists. You can easily search for
permit holder information, permits in safekeeping, and liquor

AFPD-
Testimonial

agency locations. You can even search for a liquor brand and
locate an agency near you that carries it.

Our involvement doesn't end once we issue a permit. We
strive to help businesses understand the regulations and
ensure compliance. Education and awareness are the keys
to running any successful business, and many informative
publications for current permit holders and new businesses are
available on our website. These include educational and train-
ing booklets, Safe Alcohol Sales and Permit Information and
Resource Directory, links to resources such as the Division’s
warning signs about underage sales and firearms, and the
We Don't Serve Teens and Alcohol Server Knowledge (ASK)
Training programs.

Development of a completely new and updated website
that is better organized and easier to navigate is under way to
complement the improvements already implemented. Keep
visiting www.com.ohio.gov/licp- for updated information and
features. You can also find out what’s new by following our
Twitter feed @ www.twitter.com/ohioliquor. 811

"It isimportant to be involved in what is happening in
the gasoline and convenience store industry. AFPD is
always on the cutting edge of what is going on, as well

1 H*1f!

as the issues that arrive daily.

It's important to promote AFPD because it is such a
wonderful organization for people in our industry to
become a part of so they can receive all the benefits

r r

* that are available to them."

—VICKIE HOBBS
Whitehall Shell, Columbus, OH

June 2012


http://www.com.ohio.gov/licp-
http://www.twitter.com/ohioliquor

Healthy Living

ADVERTORIAL

Doctors Share Data for Better Hip
and Knee Replacements

Blue Cross Blue Shield of Michigan (BCBSM) and 12 hospitals
throughout the state have launched a new initiative aimed at im-
proving the quality of hip and knee replacement for thousands of
Michigan residents who annually undergo these procedures.

The initiative builds upon an award-winning model of collabora-
tion between the BCBSM and hospitals that has improved quality
and reduced unnecessary costs for other surgical and medical
procedures in the state, saving $232 million statewide.

Data from participating hospitals will be collected by the new-
ly formed Michigan Arthroplasty Registry Collaborative Quality
Initiative, and used to develop best practices for the procedures.
Orthopedic surgeons statewide will meet regularly to review the
data, share information, and identify improvements to achieve
effective, quality results.

"Our data registry will first focus on how to improve outcomes
right after surgery, helping
reduce the number of infec-
tions and other complica-
tions," says Brian Hallstrom,

M.D., clinical leader of the
arthroplasty initiative and
clinical assistant professor
of orthopedic surgery at

the University of Michigan.
“Then we’ll also take a
longer-term approach to see
what changes could improve
tiie outcome, such as implant
choice or other factors.”

Dr. Hallstrom estimates a
typical hip or knee replace-
ment surgery costs $20,000
to $30,000. Re-replacement
or revision surgeries can cost
three to four times more,
and usually require longer
hospital stays.

“We’re aiming to catch
problems with implants and
other aspects of surgery,
so we can avoid complica-
tions and revision surgeries.

This would significantly

Our data registry will first focus

reduce the trouble and the pain for patients and the cost to the
health system in general,” says Hallstrom. Participating hospital!
include:

Chelsea Community Hospital

Crittenton Hospital Medical Center (Rochester)
Mercy Health Partners General Campus (Muskegon)
McLaren - Greater Lansing

Mercy Health Partners - Hackley Campus (Muskegom
Mercy Hospital - Cadillac

Sparrow Hospital (Lansing)

Spectrum Health Butterwork Hospital (Grand Rapids)
St. John Providence Hospital and Medical Centers
(Southfield/Novi locations)
St. Joseph Mercy Hospital (Ann Arbor)
St. Joseph Mercy Oakland Hospital (Pontiac)

« University of Michigan
Health System (Ann Arlw
"This new initiative is one
of 12 collaborations that te
Michigan Blues support in
partnership with hospital'
across Michigan,” says Da
Share, M.D., M.P.H.. vice
president, value partner'!
BCBSM. “These collabo
rations are saving valu-
able health care dollars b)
increasing safety, reducm;
complications, and impri"
ing the quality of medical
and surgical procedures h
more than 200.000 patient
in Michigan each year
The collaborations are

part of Value partnersnip
a series of initiatives aim’l
physicians, hospitals, anl
Michigan Blues, all aimed
improving quality and sk
in medical care. For n¥ -
information on this awal
winning program, go &>
www.valuepanmT.shil>

on how to improve outcomes
right after surgery,
helping reduce the
number of infections and
other complications.

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

It's personal.

Get exceptional value with small business health coverage from the Blues
Choosing health coverage comes down to one thing: value.

The perfect mix of comprehensive coverage at an affordable price.

With Blue Cross Blue Shield of Michigan, you get real value and the

flexibility to choose exactly the right coverage for your business.

Healthy Blue Livingdvfrom Blue Care Network CELEBRATING
A revolutionary HMO product that, for five years, has been 5 YEARS
rewarding employees for adopting healthier lifestyles by working

with their doctors to improve their health. Real rewards, like lower

copays and lower deductibles.

Simply BlueMfrom Blue Cross Blue Shield OVER
A PPO product, with over 120,000 members in just a year, that offers 120,000
employees a comprehensive health plan at a competitive price. It's MEMBERS

the coverage you've always wanted, that's now more affordable.

Healthy employees are good for business

And by offering first-rate coverage that you and your employees can
afford, your business can thrive.

Your Association

Learn more today. Exclusively Endorses

Call 1-248-671-9600 for more information regarding

benefits and rates on Blues plans available to AFPD dealers.
Blue Cross
Blue Shield
Blue Care Network
of Michigan

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

1,1 met if miMicir



SUPPORT THESE AFPD SUPPLIER MEMBERS*

ASSOCIATIONS

AMR - Association Management Resources .. (734) 971-0000

Clean Fuels Ohio

Local Business Network

(614)884-733Gylor Freezer
(248)620-6320

CHICKEN SUPPLIERS

Krispy Krunchy Chicken .....ccvevemnrncriinnenns (248) 821-1721
. (734) 525-2535

CHIPS, SNACKS & CANDY

ATM Anthony-Thomas Candy CO.....wmmmrrrmvrmnrines (614) 274-8405
American COmMmUNICations of OO, (614)855-7790 Better Made Snack FOOdS......c.oiiienrrreveeisnnnns (313) 925-4774
ATM of America, Inc (248)932-54GFYON COCOIAE (586) 838-7540
Elite Bank Card ATM s ... (248)594-3322  Frito-Lay, Inc 1-800-359-5914
Kar's Nut Products COmpany ... (248) 588-1903
Motown Snacks (Jays, Cape Cod. Toms. Archway. StellaDoro) (313) 931-3205
BAKED GOODS DISTRIBUTORS Uncle Ray's POtato CRIPS ..o 1-800-800-3286

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

BANKING, INVESTING & CONSULTING __

1 Source Capital Commercial Financing
1-888-447-7892

Lincoln Financial Group Advisors......... (248) 948-5124
AXA AQVISOIS oo esriierecesssssnesiens (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, Tumaround (586) 206-9942

BEER DISTRIBUTORS & SUPPLIERS

Eastown Distributors.......occvveconrcvcvvvciisnnnrciins .(313) 867-6900
...(989) 262-8300
...(313) 865-3900
Michigan Brewing/American Badass Beer......... (517) 521-3600
MillerCoors (248) 789-5831
0O.K. Distributor: ..(269) 983-7469
Powers Distributing Company. ..(248) 393-3700

Frankenmuth Brewery..

Great Lakes Beverage

BOOKKEEPING/ACCOUNTING CPA

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

HCOM CAS onrrnrinrerrvesseesesssnsinnes o .(248) 343-9348

Clear Rate Communications............... (248) 556-4537

CELLULAR PHONES & MOBILE MARKETING

Mousetrap Group . (248) 547-2800

. (248) 943-3998

Sprint Communications

CHECK CASHING SYSTEMS

Secure Check Cashing (248) 548-3020

(313)865-6360

COFFEE DISTRIBUTORS

fiftf "Folgers . .(717) 468-2515

CREDIT CARD PROCESSING

Chase Paymentech ..., 1-866-428-4966
First Data Independent Sales 1-877-519-6006
Next Day Funding, LLC.....coocovvvvmvsevsssnssssnssssnnnnenes (517)214-4611

C-STORE & TOBACCO DISTRIBUTORS

FISEr "Liberty USA e (412) 461-2700
Bull Dog Wholesale.................wwmmmmiis .1-877-666-3226
H.T. Hackney-Grand Rapids .. .1-800-874-5550
S. Abraham & Sons .(616) 453-6358
United Custom Distribution..........cciriecnne . (248) 356-7300

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

DISPLAYS, KIOSKS & FIXTURES
Detroit Store Fixtures.
Rainbow Hi Tech
Sittd SIGNS v

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

ENERGY, LIGHTING & UTILITIES

*DTE Your Energy Savings

1-866-706-0512
(734) 887-2176
. (248) 521-5000
.1-800-477-4747
. (313) 341-0416
. (616) 366-8535
. (313) 366-8535

fiftf =DTE Energy Supply .on.pa &it>
Amerifirst Energy (Gene Dickow)...................
DTE Energy
Murray Lighting Compan

Vantaura Energy Services..............
Walker-Miller Energy Services...........

FOOD EQUIPMENT & MACHINERY
Culinary Products...

. (989) 754-2457

FOOD RESCUE

Forgotten Harvest. . (248) 967-1500

Gleaners Community Food Bank ... . (313) 923-3535

FRANCHISING OPPORTUNITIES

Buscemi Enterpnses, INC.........ccorvveiinmenreccevennnnd (586) 296-5560
Kasapis Brothers/Ram's Horn Restaurants.. .. (248) 350-3430
Tubby's Sub Shops. Inc.. 1-800-497-6640

GASOLINE WHOLESALERS

The Anderson's Inc. (E-85)......... (419) 891-6451

Central Ohio Petroleum Marketers (614) 833-186C
CFX Management (937) 426-66T
Countywide Petroleum/Citgo Petroleum.............. (440) 237-4446
Gilligan Oil Co. of Columbus, Inc .. 1-800-355-9342

High Pointe Qil Company 248) 474C00C

Motor City Oil Co ...(313) 892-3002
Obie Qil, Inc (937)275-99'
Oscar W Larson Co ...(248) 620002
Superior Petroleum Equipmen ) 533122

GREETING CARDS

H Hr Leanin' Tree ... 1-800-556-7819exUW

GROCERY WHOLESALERS & DISTRIBUTORS

Burnette Foods, Inc (231) 2648116
Cateraid, Inc )
Central Grocers )
Complimentary Food . ) 545375
D&B Grocers Wholesale.......ooovenrcevcviiinincnnnins (734) 513-175
Exclusive Wholesale World...........ccccorvervnnrinnenns (248) 2B1M0

General Wholesale...
George Enterprises, Inc
Great North Food
Jerusalem Food

Kap's Wholesale Food Services.
Spartan Stores, Inc

SUPERVALU (937) 37476
Value Wholesale Distributors.............cccoceeervueenn... (248) 967-2&

.(313) R
(616) 878246

HOTELS, CONVENTION CENTERS &
BANQUET HALLS

A & M Hospitality Services .(586) 75 =
Farmington Hills Manor . (248) 886-*'
Hampton Inn - COMMErCe...ccoovvvvvrirrcrrviriircnrninnns (248)863 —
Hampton Inn - Shelby ... (248) 6248
Holiday Inn Express - COMMErce.....ccomwvernenns (248) 624-:
Petruzello's (248) 879-
Shenandoah Country CIUD oo (248) 683-6*'
Suburban Collection Showplace........cccwuereereeens (248)

ICE CREAM SUPPLIERS
NEStE DSD wor +.800-328-3397 ext 1#

*Prairie Farms Ice Cream Program (Largef#™*
1-800-399-6970 ettP

Pars Ice Cream Company. Inc.. (313.

ICE PRODUCTS

Arctic Glacier, INC........cvvvwvmwrsnrnnns 180032281
Home City Ice. 1800w
Taylor Ice Co @

UsS lIce Coro @31t

indicates supplier program that has been endorsed by AFPD

liltl

- Indicates supplier only available in Michigan

.- Indicates supplier only available in Ohio



SUPPORT THESE AFPD SUPPLIER MEMBERS

INSURANCE SERVICES: COMMERCIAL

4ft North Pointe INSUTANCe .coovvvervreerrenns 1-800-229-6742
Oh "CareWorks...mennnn 1-800-837-3200 ext. 7188

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

734) 452-9199
..(586) 446-3663

Beechtree Insurance

Brown & Brown Insurance

Globe Midwest/Adjusters International.............. 1-800-445-1554
Geet Northern Insurance AgencCy . (248) 856-9000
Sae Farm Insurance (Agent Dawn Shaouni) .. (248) 879-8901
“omas-Fenner-Woods Agency, INC........cccoucuuveens (614) 481-4300
USTi Lyndall INSUTANCE......coueucrivirins i (440) 247-3750

NSURANCE SERVICES: HEALTH

It* 'BCBS of Michigan..enrirrenn, 1-800-666-6233
Cadateto, Ramshy & ASSOC......oocvriuuennenriiiiirnieninies 1-800-263-3784
h Care Plus, Inc (313)267-0300

INVENTORY SERVICES

Tarcet Inventory... .. (586) 718-4695

LEGAL SERVICES

‘Bellanca, Beattie, DelLisle......... .(313) 882-1100

N "Pepple 8 Waggoner, Ltd...........

.(216) 520-0088
"ogs McClorey, Davis & Acho, PLC ... .. (734) 261-2400
£ Associates . (248) 265-4100
Etes SElias PC . (248) 865-8400
E**13 Phillps LLP 858) 597-9611
Schram, PC 248) 335-5000
*Ntteya Law, PC 248) 626-6800

(
(
(
Gadd S Silver PC .. (734) 354-8600
(
(
(
(

! Attorneys & Counselors.... . (586) 493-4427
Alton &Horst . (614) 228-6885
. (248) 865-7227
248) 223-9830

u lies ol Kassab &Arabo PLLC
*dl Mekant Shallal & Hindo. PC.

OTTERY

*  Corporation . (517)272-3302

Lottery . (517) 335-5648

*
tery .1-800-589-6446

o GAZINE & TRADE publications
W Press

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

' *-Magazine Distributors..
A9 * Chronicle

ItAT 1 deli DISTRIBUTORS

' kMMMeat - (313) 867-3937
\ Control Meats . (419) 358-2926
4 Sons . (810) 387-3975
.. Foods (313)295-6300
. (586) 447-3500

** F'Oesale Meats (3

foods Dstnbutors
*%l Cap

* %" pretn9 Company

. (313) 659-7300
. (586) 727-3535

)
13)
)
13)831-8126
)
86)
. (313) 259-7500

MILK, DAIRY & CHEESE PRODUCTS

ftftf 'Prairie Farms Dairy Co.cvreereerenes (248) 399-6300
Htffr "Dairymens ... (216) 214-7342

Country Fresh 1-800-748-0480

MISCELLANEOUS

Pyramid Sunglass Company ... 1-800-833-3996
SureGrip Floor Safety Solution ... (850) 264-8537
Validator (386) 308-2543

2 Coil Comfort Side.

313) 407-4976

MONEY ORDERS/MONEY TRANSFER/
BILL PAYMENT

ftft? MoneyGram International... M1 (517) 292-1434
OH (614) 878-7172

(734) 206-2605

Western Union

OFFICE SUPPLIES & PRODUCTS

Staples ., 1-800-693-9900 ext. 584
LB Office Products e 1-800-826-6865

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

PI1ZZA SUPPLIERS
HUNE BIOthers PiZzZa ossiscsssssssseeinss sossinnnes (615) 259-2629

POINT OF SALE

BMC - Business Machines Specialist.... ......(517) 485-1732
Caretek (Security, Credit Card, Point of Sale and more’) 1-866-593-6100
Silk Route Global...iriiiiceniriiiiiscciiins eoviand (248) 854-3409

PRINTING, PUBLISHING & SIGNAGE

(708) 598-1500
.....(248) 489-8989
...(517) 337-2267
..(586) 775-7528

Fisher Printing

International Outdoo

Michigan Logos....

Walt Kempski Graphics...........

PRODUCE DISTRIBUTORS

ftiftf Heeren Brothers Produce— . (616) 452-2101
(248) 798-3634
(734)992-2043

..(313) 568-0557

Ace Produce .

Jemd Farms.
Tom Macen & Son, Inc

REAL ESTATE

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

REFRIGERATION & REFRIGERATION SOLUTIONS

Phoenix Refngeration o= (248) 344-2980

REVERSE VENDING MACHINES/RECYCLING

TOMRA Michigan 1-800-610-4866

SECURITY, SURVEILLANCE & MORE

313) 864-8900
(727) 776-3429

Central Alarm Signal......
Gulfcoast Loss Prevention.

SHELF TAGS/LABELS/MARKETING

JAYD Tags
Saxon Inc

(248)730-2403
(248) 398-2000

SODA POP, WATER, JUICES &
OTHER BEVERAGES

Arizona Beverages ..., (313) 541-8961
'ft44/ " Buckeye Distributing (Arizona)___ (440) 526-6668
ft A f 'Intrastate Distributors (Snapple)... (313) 892-3000
ftftr MonsterEnergy Company....nd (586) 566-6460
ft& r Nestle Waters Supermarket Program ...
(734) 513-1715
TUP BOHING GrOUP .oocerrveeieecnrvciiensssisiiseessiiinens (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
(216) 690-2653
313) 925-1600
e (313) 584-2800

Coca-Cola Refreshments - Cleveland

Faygo Beverages, Inc

Garden Food Distributors ...

Pepsi Beverages COMPAaNY ...iimsmssiessssssseeens Detroit1-800-368-9945

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

216)475-4150

RL Lipton Distributing..

SPECIALTY FOODS ___

Cousin Mary Jane (586) 995-4153

TOBACCO COMPANIES & PRODUCTS

(513) 831-5510
..(248) 592-1210
Nat Sherman (201) 735-9000
RJ Reynolds (336) 741-0727
S & E Distnbutor, Inc. (e-cigarettes (248) 755-8926
. (614) 402-0754

Altria Client Services

Beamer Co. (Hookah's S supplies)

Westside Vapor (e-cigarettes) ...

WASTE DISPOSAL & RECYCLING

....................... (586) 771-0700
oo (248) 789-7190

National Management Systems

Smart Way Recycling

WINE & SPIRITS COMPANIES

Beam Global (248) 471-2280
(248)349-5164
1-800-462-6504
1-800-348-1783

(734) 667-3515

Constellation Brands...........cowevvvcecivnnens
Diageo

Heaven Hill Distilleries.
Treasury Wine Estates .

WINE & SPIRITS DISTRIBUTORS

Great Lakes Wine & Spirits
National Wine & Spmts

(313) 867-0521
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



The AFPD Bottom Line (USPS #2331; ISSN 0894-3567) is
published monthly with one annual special edition by AFPD—The
Voice of Independent Retailers, at 5779 W. Maple Rd., 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

—July 11.2012—

36th Annual Michigan

[13 H H ”
consultants. Bylined articles reflect the opinions of the writer. Angry Birdies” Golf Open
POSTMASTER: Send address changes to AFPD Bottom Line, Warren Valley Golf & Banquet Center,
5779 W. Maple Rd, West Bloomfield, MI 48322. Dearborn Heights, MI

AFPD works closely with these associations:

. -July 19, 2012—
IFD A P AE 8th Annual Ohio
£00D INDUSTRY “Angry Birdies” Golf Outing

A M U C S Weymouth Golf Club, Medina, OH
g ~

tional Association
of Convenience Stores Ju |y 24 2012—
)

Joseph D. Sarafa 4th Annual

Scholarship Luncheon
Detroit Institute of Arts, Detroit, MI

ASSOCIATION COUNCIL tO S Itl
ra i™ tir io i

FOOD MARKETING INSTITUTE

EASY/

AN"a w.rh meat &sauce

v £at sauce

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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THE VOICE OF INDEPENDENT RETAILERS

Joe Abbate Mike Mackiewicz
Metro Detroit Van Buren
Distribution Center Distribution Center
(313) 868-2008 (734) 397-2700



We believe that every day
IS Independent’s day.

When you partner with Spartan, your independent store becomes bigger and better.
We offer over 100 different services to help your business succeed, including: advertising,
research, category management, print and development and more. Add in 40,000
competitively priced private and national brands and you're on the shoulders of a giant
At Spartan, the independent retailer is why we exist and we never forget it.

Call Jim Gohsman at 6 16-878-8088 or visit us at WWW .SpartanStOreS.com.


http://WWW.SpartanStOreS.com
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