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President's Message EXECUTIVE COMMITTEE

A u d ay  P. 
A R A B O
AFPD President/CEO

Knocking Down Walls

I n life there are the obstacles and fights 
you see, as well as those you do not 
see that rear their ugly head. 2012 is 

no different. There are two major issues/ 
obstacles we have targeted: the CAT Tax 
for Ohio gas stations and the potential 
alcohol regulatory and legislative changes 
in Michigan.

One of my favorite quotes helps describe 
how we do things at AFPD. The great 
basketball player Michael Jordan said: 
"Obstacles don’t have to stop you. If you 
run into a wall, don’t turn around and 
give up. Figure out how to climb it, go 
through it, or work around it.” The AFPD 
government relations team (headed by 
Paul Condino) is locked and loaded on 
these issues—but there is more. Favorable 
legislation pertaining to underground 
storage tanks and clean up is moving in 
Michigan, and we will also be taking a shot 
at removing all recycling of bottles and 
cans from retail locations in 2012.

Who knows what else may be coming 
our way? We need to be prepared, which 
means we need your help in funding the 
AFPD Michigan and Ohio PACs. Please 
send a persona] check made out to the 
AFPD Michigan or AFPD Ohio PAC. and 
mail it to 5779 West Maple Road, West 
Bloomfield, MI 48322.

AFPD has retained Derek Dickow 
of Steward Media to help fundraise for 
our respective PACs. With a healthy 
funded PAC in each state and with our 
government relations team and our friends 
in Lansing and Columbus, we are a force 
to be reckoned with. However, we need 
your help with the PAC, including your 
willingness to talk to your local state 
representatives. We also need you to be 
ready when we call you to mobilize on an

issue. Team AFPD is on the move, and 
we need your support!

The annual AFPD Trade Dinner and 
Ball on February 24th was an incredible 
event made possible by our generous 
sponsors and supporters. If you missed 
it, you missed out! Please make plans to 
attend next year’s dinner, and mark your 
calendar as soon as we announce the 
2013 date.

With another successful trade dinner 
behind us. we are looking forward to 
our 28th Annual Michigan Food & 
Petroleum Trade Show on April 25th 
at the Suburban Collection Showplace 
in Novi, Ml. This will be another 
incredible event with hundreds of 
exhibitors showcasing their products 
and special “show only” deals. Yes, this 
is a buying show, so if you miss it. you 
may miss the deals of the year! For more 
information on attending the show, visit 
www.AFPDonline.org.

Please make sure your kids, 
employees, and customers know that 
March 31st is the deadline for all AFPD 
Foundation Scholarship applications— 
no exceptions. Please visit www. 
AFPDonline.org for more information.

Lastly, a warm welcome to our new 
AFPD Chairman. Joe Bellino. Jr. and the 
new members of the AFPD Executive 
Board. A number of long-time AFPD 
members have commented that this is 
one of the strongest AFPD boards ever 
assembled. Please know that AFPD is 
in great hands as we push forward and 
overcome the obstacles and challenges 
at hand, as well as any other challenges 
that may pop up along the way. AFPD 
is here to serve you! So, please get 
involved and let your voice be heard. Ill
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"Obstacles don't have to  stop you. If you run into  
a wall, don't turn around and give up. Figure out 
how to  clim b it, go through it, or work around it."
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isaves tim e , s a v e s  m oney, an d  saves  y o u r s a n ity .
ilfcoast Storekeeper's ™  customizable, flexible 
id versatile Loss Prevention Suite uncovers cash 
Jteler fraud and undesirable activity immediately, 
stead of hours, days or weeks later.

Itcoast is the industry innovator, with solutions 
it  are truly plug and play. Our DVR's and integrated 
ral/remote loss prevention software suite integrates 
amlessly with maior POS systems, and virtually any 
ier data generating device including; smart safes, 
cameras, money order machines, time clocks, 
ik monitors, access control, alarm systems, 
wer management systems and more.

1 is Gulfcoast the best choice for your retail solution7
1 works better Our software acquires and standardizes 

ta from multiple devices in realtime and lets you create 
d save mles that protect your operation. 
ien rules are violated or exceptions generated,

J  wts are broadcast immediately to designated local 
d corporate staff tor 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 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 S oftw are Solutions, Inc.
Clearwater, FL 33755

(727)441-2131
ww w.gulfcoastsoftware.com

http://www.gulfcoastsoftware.com


Federal
Payroll Tax Holiday Extended Through 2012
The recently passed Middle Class Tax Relief and Job Creation Act 

of 2012 (MCTRJCA) extends the temporary 
two percentage point payroll tax holiday 
for employees, as well as the self-em­

ployed, through the end of 2012. The Tax 
Relief, Unemployment Insurance Reau­
thorization, and Job Creation Act of 2010 
provided the first temporary reduction (for 
2011) in the OASDI rate for the employee 

portion of the FICAtax. MCTRJCA extends 
the reduction through December 31, 2012.

Required Raw Meat Labeling for All Retailers
Effective March 1, all retailers—including small businesses—are 
required to provide nutrition information to consumers for the major 
muscle cuts of meat and poultry either on a label directly on the 
product, or made available to consumers at the point of purchase 
with a poster, pamphlet, or brochure 

Ground meat and poultry must be labeled directly on the pack­
age. Small businesses with fewer than 500 employees are exempt 
from labeling certain ground products if the business produces less 
than 100,000 pounds per year, so long as the label has no nutrition 
information or claims. The quantity per product is calculated on a 
company-wide basis.

DOJ Enforcing ADA Compliance
New Americans with Disabilities Act (ADA) regulations take effect 
on March 15, but the Department of Justice (DOJ) is already ag­
gressively enforcing ADA compliance—with particular attention to 
the convenience and fuel retailing industry. Of the 1,000 new rules, 
approximately 450 will directly affect convenience stores. DOJ has 
also increased enforcement of current ADA regulations. Failure to 
comply could lead to staggering penalties.

Michigan
Low- Interest Loans for Detroit Supermarkets— 
Must Apply by March 23
The Green Grocer project (GGP) at the Detroit Economic Growth 
Corporation (DEGC) is offering loans to improve the quality of 
the grocery sector in Detroit. The Community Development Block 
Grant Revolving (CDBG-R) loan program has funds available for 
projects with a verifiable, demonstrative impact on the physical, 
financial, or operational capacity of the store. CDBG-R loans can 
range from $50,000 - $200,000, with below-market fixed interest 
rates, and can be used for pre-development, acquisition, construc­
tion, renovation, and operating costs. The grocer loan applicant 
must meet HUD requirements for the Community Development 
Block Grant Program funding under the American Recovery and 
Reinvestment Act of 2009; meet all HUD requirements for CDBG-R 
Special Economic Development Eligible Activities; and meet the 
GGP program requirements that the loan will have a positive impact 
on the neighborhood and/or citywide economy of Detroit and its 
residents Applications for the GGP CDBG-R loan program must be 
received by March 23,2012.

BOTTOM LINE

March 27: Repair Facility and Mechanic Training
The Michigan Department of State offers training to help repair 
facilities and their employees meet the basic requirements of 
the Motor Vehicle Service and Repair Act. Repair facility owners, 
managers, service advisors, and technicians should attend. 
Registration is free. To register, submit your registration request to 
BLRD@michigan.gov with full name, address, telephone number, 
email address, mechanic or facility registration number, class date 
of choice, and two alternate dates. Training dates: March 27;
April 17; June 14; July 19; October 18; November 7.

Ohio
2012 Ohio Safety Congress & Expo
Registration is open for the Ohio Bureau of Workers’ Compensa­
tion (BWC) 2012 Safety Congress and Expo (OSC12). The free, 
annual event will run March 27-29 at the Greater Columbus Con­
vention Center. Safety Congress features 150 education sessions, 
general sessions with nationally-recognized experts, demonstra­
tions, and full-day workshops covering the latest safety and health 
information and techniques, as well as an Expo Marketplace with 
more than 200 exhibitors offering safety services, industrial sup­
plies, and safety equipment and gear. Register online at 
www.ohiobwc.com.

Connect With AFPD on Facebook,
Twitter, and YouTube
Now you can connect with AFPD staff, other members, 
and customers on Facebook. Don't miss anything—be 
sure to 'like' us at www.facebook com/pages/Afpd-As-
sociated-Food-Petroleum-Dealers/224303990967376.
You can also follow AFPD on Twitter: UOfficial_AFPD, 
and watch our many videos, including the latest where 
Auday Arabo and Rev. Bullock talk with Chuck Stokes 
about the first annual Beloved Community lunch on 
AFPD's YouTube channel: www.youtube/_xlVE5IK5Y0.

wwwAFPDonlii

mailto:BLRD@michigan.gov
http://www.ohiobwc.com
http://www.facebook
http://www.youtube/_xlVE5IK5Y0
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□he 96th Annual AFPD Trade Dinner and Ball 
provided a memorable evening for membership 
and previewed an exciting year to come for the 

of independent retailers in Michigan and 
. Taking full advantage of the lively "Monopoly” 
e, AFPD treated the 1,000 guests to a room 
rated with life-sized items from the popular 
J game. The event included a great dinner, drinks, 
lancing to a terrific band, Slight Return. •
Bted by Vanessa Denho-Garmo and Clear Channel's Al Zara, 
rat videos provided a history of the organization, highlights of AFPD's 
'ties in 2011, as well as previews of what’s to come in 2012.( iday Arabo, AFPD president and CEO, acknowledged several elected 
als who attended the Trade Dinner and Ball. AFPD board members 
sponsors were also recognized and acknowledged for their services 
i  organization. Following tradition, the passing of the gavel ceremony 
Berred the reins of AFPD from Chairman James Hooks to Chairman- 
Joe Bellino, Jr.
ie highlight of the evening was the presentation of the AFPD 
slator of the Year award to Michigan Senate Majority Leader Randy 
ardville Richardville has served in the Senate since 2006 and in the 
»  of Representatives from 1999 to 2004. Throughout his years in the 
legislature, Richardville has been a leader in economic development. 

3 thanked him for his continued support of the independent retailer, 
•mbers benefitted from hearing about the many ways AFPD works on 
behalf, and they showed their appreciation to staff and supporters, 
he real pleasure of the night was the chance to enjoy the solidarity of 
fganization and its members, to engage with colleagues and friends, 
■0 recognize and celebrate the strength and vitality of AFPD and the 
ibers it serves.

4
.

Senator Randy 
Richardville 
was named 
AFPD Legislator 
of the Year.



AFPD’s 2012 BOARD of DIRECTORS
1st row (left to right): Clifton Denha, John Denha, Chris Zebari, Fred Dally, Jim Bellanca, Auday Arabo, Pat LaVecchia, 
Steve Honorowski, Bobby Hesano
2nd row: Paul Elhindi, Marvin Yono, Brian Yaldoo, Vickie Hobbs, Marsha Keenoy, Kenneth Atchoo, Mike Rosch, Jim Garmo 
3rd row: Phil Kassa, Jim Mandas, Joe Bellino, Jr., Al Chittaro, Gary Davis, Frank Ayar, Dave Freitag. Percy Wells II 
4th Row: Jim Hooks, Harold McGovern, Naiib Atisha, Al Jonna, Bill Michailidis 
NOT PICTURED: Mike Koza, Jason Ishbia, Jerry Crete, Tiffany Otis-Albert
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A Hot Button Year1
Here's w h y  CAT tax  and liquor regu lations to p  th e  list o f 

AFPD's concerns— and w h a t th e  o rg an iza tio n  is d o ing  ab o u t it.

By Carla Kalogeridis

The Ohio Commercial Activity Tax (CAT) 
and Michigan’s upcoming changes in liquor 
regulations are getting a great deal of at­
tention from AFPD’s government relations 
team. And though seemingly unrelated, they 
do have one thing in common: Both involve 
keeping an eye on the playing field.

Auday Arabo. president and CEO of 
AFPD, has often said that he isn’t looking 
for special treatment for AFPD members — 
but he is prepared to fight hard whenever 
the profitability of independent retailers is 
jeopardized by unfair taxes or burdensome 
regulations. Let’s take a look at both issues 
and see what the prognosis is for 2012.

Third Time’s No Charm
While recognizing that the CAT tax is an 
important contributor to the State of Ohio’s 
general fund, AFPD’s issue is that gasoline 
retailers must pay the tax at three differ­
ent points in the gasoline distribution chain 
(0.2C percent each time): when the fuel is 
sold by the refiner to the jobber, then from 
jobber to retailer, and finally, from retailer to 
consumer. And with gasoline prices incred­
ibly competitive and profit margins so low, 
there is no opportunity for the retailer to pass 
along this expense.

price when he sells to the jobber, and the 
jobber builds the CAT tax into his price 
when he sells to the retailer, but the retailer -  
who has now absorbed the CAT tax expense 
at two stages along the way —cannot build 
the cost into the price at which he sells the 
gasoline to the consumer. "The negative con­
sequences of the CAT tax were unforeseen 
when the tax was first conceived in 2007, 
and gas was $1.65 per gallon,’' explains Ed 
Weglarz. AFPD vice president, petroleum. 
"Now, the price of gas has doubled and so 
has the tax. Unfortunately, the independent 
retailer only gets about 5-6 cents profit per 
gallon, no matter what the selling price to 
the consumer. And the retailer can’t up the 
price to deal with the tax because the margin 
is too competitive.’

Compare that to the estimated 12-13 cent 
per gallon profit enjoyed by vertically ori­
ented companies like Marathon —who serve 
as refiner, wholesaler, and retailer—and thus, 
only pay the CAT tax once. “The intra-com­
pany transfer of product is not a commercial 
transaction, therefore the CAT tax is not paid 
by these companies until they sell their gas 
to the motorist," explains Weglarz. “This 
means that the independent retailer is not 
able to compete fairly against the vertically 
integrated companies."

Interestingly enough. Weglarz says that

BOTTOM LINE

gas retailers actually make more money* 
gas prices are down because people have 
more money in their pocket to spend one 
items like pop, chips, milk, and other pits' 
ucts where retailers have a better margin

CAT Tax Tales
Originally, Ohio passed the CAT tax tore 
place the corporate franchise tax and tans 
personal property tax. Unfortunately, the 
result was that independent retailers are* 
paying four or five times more in CAT ta1 
than they were under the previous system 
"Since implementation, the CAT tax has 
caused many gasoline retailers to close th- 
doors, and many of those that remain art 
barely getting by. The present CAT tax is 
unsustainable burden on gas retailers,” st 
Weglarz.

AFPD is leading the charge in asking f' 
Governor Kasich and legislative leaders' 
the state to allow the CAT tax to be paid1 
all Ohio petroleum products at a single p 
of distribution, specifically at the termini 
loading rack where trucks pick up fuel w 
delivered to retailers.

"This solution, long supported by A ffT  
would level the playing field for all gasol1 
retailers and independent jobbers, whiler 
increasing the tax burden to any other 
er or sector in Ohio’s economy," says P*1

WWW. AFPDonlineOf



“Few issues will remain more important 
in Ohio than securing fair play and justice 
for independent retailers regarding the CAT 
tax," predicts Condino. “W e’ve done a 
strong job o f advocacy, and the climate in 
the Ohio legislature is that they want to fix 
an unintended wrong. Ohio legislative lead­
ers understand that their job  is to create an 
environment where the independent retailer

The CAT Tax has taken away the ability
of AFPD members to  make a decent 

profit in this business.
— Ron Milburn, AFPD Vice President, Ohio

idino, AFPD's vice president of govern- 
lt relations. “And importantly, the revenue 
am to the state would remain the same." 
There’s no argument from us that Ohio 
ds the revenue,” agrees Weglarz. “Our 
posal results in the same amount of rev- 
e. but everyone who sells gas is paying the 
le amount of tax. In addition, changing to 
ngle point of collection makes it easier for 
state to collect and audit.” 
elling the CAT tax story is a significant 
: of the overall effort. Weglarz, Condino, 
AFPD Vice President Ron Milburn trav- 
i  to every tax study committee meeting 
1 across the state in 2011, bringing with 
it AFPD members who personally told 
r stories of just how damaging the CAT 
has been to their businesses.
Even prior to gas price increases, the CAT 
was a financial burden on the independent 
retailer,” says Milburn. “It was sup- 
ed to give relief, but this did not happen 
he legislature thought it would.” Milburn 
s gas retailers soon discovered that in too 
iy cases, the CAT tax actually quadrupled 
tilers' costs compared to their previous tax 
den For example in first quarter 2011.26 
PD members paid a total of $78,455 on 
tr franchise tax and personal property tax, 
tch are the taxes the state legislature did 
*y w ith in favor of the CAT tax. The same 
AFPD members in the same first quarter 
I paid $145,368 on the CAT tax, which 
als an increase on the tax burden of 85.3 

.cent. Due to the continued increase in the 
nl price of gasoline in 2012, this number 
'Id reach 150 percent or higher.
The CAT tax has taken away the ability of 
PD members to make a decent profit in this 
'ness, says Milburn. “They’ve had to lay 
employees, cancel their health insurance 
grams, and work way too many hours by 
msclves just to keep the doors open.”
Dtere is light at the end of the tunnel, says 
ndino, because follow-ups after the tax 

committee meetings show that the Ohio 
"lators are getting it. "They want to help

our members,” he believes. State Representa­
tive Terry Boose has said that AFPD’s name 
is synonymous with “CAT tax relief for 
retailers,” while Representative Ron Amstutz 
is working to refine statutory language to help 
amend the CAT tax for gasoline retailers.
Tax Commissioner Joe Testa is examining 
AFPD’s recommendation to see if there is 
potential for administrative rule changes.

Weglarz says that while no one is really 
opposed to AFPD's proposal, getting it imple­
mented is a sticky situation. “Right now, the J 
revenue from CAT tax goes into Ohio’s M  
general fund.” he says. “But if you collect I  
it at the rack, then the money has to go to 
the roads. It’s a constitutional issue, and 
that’s the situation we’re trying to work 
on politically. In politics, it's always v l  
a long, arduous road to getting things ^  
done—even when you’re right.” ”

Weglarz says AFPD needs members to 
contact their state senator and local repre­
sentative and tell them their real-life stories 
about how the CAT tax has affected their 
businesses. Fie says AFPD will continue to 
educate politicians, adding that there’s a "sig­
nificant chance" that there will be new, relief­
giving legislation put together by second or 
third quarter o f this year.

Condino thinks that nothing will happen 
legislatively, however, until after the No­
vember elections. “Members of the house are 
running for re-election, and tax issues are not 
great to run on," he says. AFPD is hoping for 
a temporary rule change that would act as 
an emergency measure to bring relief within 
the next two months, but any such measure 
would have to be approved by the gover­
nor. “The governor and his administration 
have been so strong in protecting retailers 
and small businesses that we're hopeful the 
emergency measure could be implemented," 
Condino adds.

“AFPD has a lot of momentum going on 
the CAT tax now in the Ohio legislature.” 
confirms Milburn. “I'm  optimistic that 
changes will start occurring this year."

can prevail.”
“The AFPD government relations team 

knows what it’s doing on the CAT,” says Joe 
Bellino, Jr., chairman of the AFPD board. 
“They are working extremely hard to get 
this thing turned around.”

"The CAT tax is our number-one priority 
in Ohio for 2012,” confirms Auday Arabo, 
president and CEO of AFPD, "and members 
can judge us by our ability to fix it.”

Liquor: Small Compromises, 
but Good Overall
AFPD Michigan members don’t have to 
worry about the CAT tax, but independent 
retailers are definitely on high alert regard­
ing potential new regulations coming down 
the pike regarding the sale of liquor.

The good news is that AFPD's Auday 
Arabo was one of 21 individuals invited to 
serve on the Office of Regulatory Reinven­
tion (ORR)’s Liquor Control Advisory Rules 
Committee. The Liquor Control Advisory 
Rules Committee assists the ORR in review­
ing Michigan's liquor control system to 
ensure that the regulations are simple, fair, 
transparent, and efficient, and conducive to 
business growth and job creation. The ORR 
panel, which is responsible for reviewing 
the current state of the liquor business in 
Michigan, will also make recommendations 
to improve the system.
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“There are a lot of rumors floating around 
about what was and wasn't recommended in 
those meetings,” says Arabo, “but only 21 
people know for sure, and I'm  one of them.’’ 

AFPD Chairman Joe Bellino, Jr., whose 
family has been in the liquor business almost 
60 years, says there are definitely changes 
needed in the Michigan liquor industry. His 
biggest concern was that non-industry people 
serving on ORR might suggest things that 
could hurt liquor retailers, so he was particu­
larly pleased that Arabo was asked to serve. 
“With Auday's participation on ORR and our 
government relations team staying focused 
on activities from the governor's office, we 
are keeping our finger on the pulse of liquor 
changes in Michigan,” he says.

Bellino adds that 90 percent of the time 
liquor retailers agree on the needed changes. 
“We have to stick together,” he says.

Some of the potential changes include 
the possibility of more liquor licenses and 
changing the three-tier system that has been 
in place to keep a level playing field for 
many years. “We don't have trouble with the 
three-tier system, and you're not going to sell 
more liquor just because you give out more 
licenses,” Bellino maintains. “I’m a liquor 
retailer now, but I was in the wholesaler busi­
ness for years, so I understand both sides of 
the fence.”

At the present time, no hint of potential 
regulations had been released from Governor 
Snyder's office, although his recommenda­
tions are definitely forthcoming. “Most 
legislators support efficiency changes, and 
AFPD does, too,” explains Condino. “But we 
also support generally keeping the system as 
it exists.”

Stating that AFPD’s voice "means a lot in 
Lansing these days," Bellino is optimistic that 
“AFPD will be able to impact the outcome 
of any changes in the liquor laws because we 
have the largest constituency of independent 
retailers by far.”

Of course, AFPD is not the only group 
lobbying for the governor's attention on 
liquor regulations. The Mackinac Center in 
Midland, for example, is a wealthy think tank 
group that believes, among other things, that 
the best thing to do is give out more liquor 
licenses and open up the industry to "survival 
of the fittest.” Additional recommendations

from the Mackinac Center include getting rid 
of the half-mile rule for SDD, eliminating 
the beer and wine distributor, and disman­
tling the three-tier system, which AFPD 
sees as an important system of checks and 
balances for the state.

“When it comes to alcohol, most of the is­
sues this group is pushing. AFPD is opposed 
to,” says Arabo. "That's why it’s important 
that we have heavy-hitters like Randy Rich- 
ardville supporting our cause in Lansing.”

Arabo says groups like the Mackinac Cen­
ter don't understand that as one of 17 states 
left in the U S. that controls the sale of alco­
hol and spirits, Michigan’s regulations are in 
place for a reason: the health and safety of 
its communities and residents. “Even with 
the current regulations, alcohol and liquor is 
a growing sector of the Michigan economy,” 
he says. “If it’s growing, why mess with it?"

Arabo said AFPD doesn't support the idea

of giving every gas station a liquor licet 
that wants one. “If you give everyone lii 
you de-value the other licenses.

“But more important is the issue of ke 
our communities safe,” he continues, 
urban areas don't need more liquor licen 
because there’s no money for enforcemi 
You can't paint the entire state with a bi 
brush. The system we have in place now 
allows for responsible growth, growth th 
occurs safely.”

Arabo says the final changes may com 
to retailers in the form of Michigan Liqu» 
Control Commission (MLCC) rule chanjj 
while others will have to be legislated. "I 
assured that AFPD will be there from bej 
ning to end, protecting the interests of the 
small retailer,” he says.

Condino predicts that when all is saidi 
done, “There will be some bills that AFPI 
won’t like and some areas where we will 
to compromise. But overall, what we en< 
with will be good for AFPD members."

No Rest for the Weary
“Between the potential alcohol law chant 
the State of Michigan and the CAT Tax c| 
es we are vigorously fighting for in ColuH j 
for our petroleum members, there will be) I 
no rest for the weary in 2012,” states AraI 
“AFPD will come out with guns blazingi I 
protect the vital interests of our members J 
improve the business climate.

"Our government relations team is set 
play championship-caliber offense alongs I 
a stellar defense,” he continues. "Howev* I 
everything starts and ends with the AFPIlj 
member. We encourage members to doni I 
the AFPD PAC and get involved by alters I 
our various events throughout the year. J11 
power of thousands of members working j 
gether compared to one or two stores on t j 
own makes a big difference in the survivl j 
each member's small business." Please * I 
personal checks to AFPD PAC at 5779 W | 
Maple Road. West Bloom­
field, Ml 48322. I I

Carla Kalogeridis 
(carlak @arion-media. 

cam) is editor o f AFPD’s 
Bottom Line.

AFPD will be able to impact the outcome of any 

changes in the liquor laws because we have the largest 
constituency of independent retailers by far.

—AFPD Chairman Joe Bellino, Jr.
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Legislator Spotligh

Richardville Named AFPD Legislator of the Year
As an association of small businesses, it makes sense that AFPD’s 
heroes would be those individuals who understand and push for the 
rights and advancement of small businesses in Michigan. “In the 
history of AFPD, we’ve had many legislators, governors, and may­
ors who have reached out to lend a helping hand to our members,” 
says Joe Bellino, Jr., chairman of the AFPD board of directors. 
“Right now, with these troubled times we're in, Randy Richardville 
is the man.”

Born and raised in Monroe County, Richardville earned a degree 
in finance from Albion College and later earned his MBA from 
Aquinas College. He was elected to the Michigan Senate in 2006, 
and in 2010, was selected as senate majority leader by his fellow 
Republican caucus members. Prior to his election to the Senate, 
Richardville spent three terms in the Michigan House of Represen­
tatives. He held a leadership position in the House in each of his 
terms, including service as the House Majority Floor Leader during 
his final term. Richardville has been a leader in economic develop­
ment for small businesses—a major consideration that led to his 
being named AFPD’s Legislator of the Year at the recent AFPD 
Annual Trade Dinner and Ball.

“It was easy to decide to recognize Randy Richardville,” says 
Auday Arabo, president and CEO of AFPD. "He has many personal 
friends among our membership, he understands what it takes to run 
their stores, and he takes their challenges to heart.”

For example, Arabo says Richardville single-handedly changed 
the way last year’s catering bill was passed. Since 1973, retailers 
have paid 1.85 percent more for a bottle of spirits than a bar or 
restaurant. Because of Richard- 
ville’s efforts on the catering 
bill —and AFPD’s subsequent 
work on the SB 331 bill —that 
placing field was finally leveled 
in 2011. “The original bill would 
have left AFPD members on the 
short end of the stick,” Arabo 
explains. “But because of what 
Randy Richardville did in his 
own caucus, we were able to put 
a bill out that was favorable to 
our members and also brings us 
to parity on liquor prices.”

“Randy Richardville gets the 
fact that it isn’t government that 
creates jobs, it’s small business 
people like our members of 
AFPD,” says Paul Condino, vice 
president of government rela­
tions for AFPD. "He supports 
the concept that government 
is responsible for creating an 
environment that makes small 
businesses successful. ’

Richardville often points out 
that 80 percent of the jobs in

Michigan come from businesses with 100 or less employees. “It 
the small mom-and-pops that AFPD represents, who’ve been 
in our communities for years, contributing in so many different 
ways—they are the backbone of our economy, our culture, and 
our communities,” he says.

In fact, Richardville is particularly fascinated by the cultural 
diversity seen within AFPD’s membership. “U.S. immigrants 
often have an entrepreneurial spirit that you don’t always see in 
people who are native to this country,” he points out. “Watch­
ing AFPD members grow, adapt, and influence the culture here 
is partly what the United States is all about. It’s a pretty special 
organization to me.”

Bellino says that Richardville understands that without thrivin 
businesses, the state will eventually have no workers. “Without 
workers, we’ll have less people in the state, and more people 
leaving the state looking for other places to work,” he says.

“Randy is always looking out for independent retailers in 
Michigan,” he continues. “There will be a lot of changes in our 
business in the next few years. . . I'm just glad we have Randy 
Richardville on our side.”

Joe Palamara, an associate with Karoub Associates, says the 
great thing about Richardville is that he’s such a down-to-earth 
person. "He’s been so effective on behalf of independent retailers 
and consumers all across Michigan. And by the way he’s con­
ducted himself, he’s earned the respect of everybody.”

Condino agrees. “He has the ability to work with Democrats, 
Republicans, and Independents alike and that’s so important,” he

says. “And he does it with 
a fair amount of humble­
ness and commitment to his 
family—traits that are impot 
tant to our members.”
Arabo believes Richard- 
ville’s statewide respect 
comes from his depend­
ability. “What he tells you, 
you can take to the bank,” 
he says. "He’s a man of his 
word, and when he says it’s 
done, it’s done.”

“For the last couple of 
years, the successes of our 
association have been built 
on government relations,” 
Arabo concludes. “At the et 
of the day, the big decisions 
that save our independent 
retailers millions of dollars 
start and end in Lansing, j 
That’s why it’s important to 
have good friends in the leg 
islature in positions or pow* 
because they can make or 
break our businesses.” H I

"W hat he tells you, you can 
take to  the bank. He's a man  

of his word, and w hen he 
says it's done, it's done."

— Auday Arabo, AFPD President and CEO
BOTTOM LINE www.AFPI
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Michigan Lottery

M. Scott 
B O W E N
Michigan Lottery Commissioner

Who Wouldn't Want for Life?

The Michigan Lottery is proud to introduce a new series 
of instant tickets, the Cash for Life family. The series 
features four price points and has more than $64.5 

million in total cash prizes available, so there is something 
for all of your players. This is one family you’ll want to 
gladly welcome into your stores! Remember to watch for the 
Cash for Life family of games on February 28.

The $1 ticket offers players the chance at winning the 
top prize of $400 a week for life. There is more than $5.1 
million available in cash prizes in the game.

The $2 Cash for Life ticket gives players the chance to 
win more than $10.7 million in cash prizes, as well as the 
chance to win $800 a week for life.

The $5 ticket could land players a nice $2,000 a week for

life in a game that features more than $19.6 million in 
cash prizes.

And finally, players could win a hefty $4,000 a week 
for life on the $10 Cash for Life ticket, which carries 
more than $29.1 million in prizes!

In addition to Cash for Life, don’t forget to promote 
$100,000 Cashword, which was introduced on January 
31. This $3 game offers the usual wealth of cash prizes, 
with a top prize of $100,000. The unique feature to 
this particular game is its interactive component.
Players can visit MyMlCashword.com or download the 
MyMICashword app and play on their smartphones for a 
chance to win Player 's Club rewards points and Lottery 
coupons. || III



Jo h n  Gielow

LotteryMichigan

M a ry  D a c e y
$4 .QQQ A  W E E K

Michigan Lottery

(ADD MORE LIFE TO YOUR LINEUP!
Cash For Life' is the Michigan Lottery's newest instant game series, available in $1, $2, $5, and $10 price points. 

Stock all four in your instant ticket lineup and give players the chance to add more l i fe ... to their life!



Retailer Spotligh

Johnson Oil: Staying True to the Vision
In an era when businesses seem consumed 
with downsizing —or at the very least try­
ing to reduce their full-time employees.
Johnson Oil is staying true to the vision 
of its founder, whose values still serve the 
company well a half-century later. "Of our 
roughly 150 employees, we only have about 
ten who are part-time,” says district manager 
Jim Wall, who is responsible for operations 
at 11 convenience stores and one restaurant.
"We hire mostly full-time.”

And while HR administrators nationwide try to cut corners 
in a tough economy by trimming fringe costs, Johnson Oil 
makes them part of their identity. "We offer an extensive bene­
fit package for all employees," Wall says, "not just managers.” 
As a result, employees at Johnson Oil's convenience stores, 
located within driving distance of each other in Michigan, tend 
to stick around. "We don't really experience a lot of turnover 
in our stores,” says Wall, who has been with the company 
since 1988 and in his current role since 1995. "Most employ­
ees have been with us for quite a while. We 
have cashiers who have been with us for 
more than 20 years.”

Johnson Oil was launched in 1954 by Dale 
E. Johnson, as a single service station in 
Gaylord, Michigan. “He was pretty gener­
ous," Wall says of the founder, who passed 
away in 1994. “He thought if you were 
giving an honest effort doing your job every 
day, you should get benefits.”

That consistency among staff—and the 
employees' sense of loyalty to the compa­
ny—are all part of the commitment to great customer service. 
“Customer service is where we shine,” Wall says, noting that 
the experience goes well beyond customer-employee interac­
tions. "We're also really strict about keeping our stores neat 
and spotless.”

Having items customers want is a 
priority, especially since customers at 
some stores have specialized needs. “We 
carry a variety of things, depending upon 
the location," Wall says. “Many are near 
lakes, so we carry fishing equipment. In th< 
winter, we change things over to cater to 
snowmobilers up here in the north -  spark 
plugs, snow gear, helmets. Our customers 
appreciate it.”

Naturally, every customer is looking for 
a great deal, and Johnson Oil delivers. “We’ve developed our 
own brand of coffee. Big Bold Brew,” Wall says. “If custom- i 
ers buy a mug, they get a refill for 50 cents. Lots of places are 
a dollar, or well over that, but we’ve always done it for fifty 
cents.” And not just coffee; customers can choose to fill their 
generous 20-ounce cups with soft drinks or a cappuccino. “We 
get a lot of repeat business for that," he says. “On customer 
appreciation days, we give mugs away to local customers.’' j 

Johnson has been an AFPD member for more than 10 years 
and says, “They are really good about 
mailing us promotional posters and other 
helpful information. The coupon redemp­
tion program has been especially good for 
our stores.”

Plans for the future include selling 
things like fishing licenses at the store, 
and introducing the ability to process 
Electronic Benefit Cards [EBTs], More 
developments are in the works as well. 
Wall says, as the company keeps tabs on 
emerging trends. Some of those trends 

are tougher than others to predict. Wall says. One of the most 
surprising in his nearly 25 years, he says, is how the bottled . 
water and energy drink markets have taken off. “It's really just 
unbelievable." he laughs. "I have customers who buy three to 
six energy drinks a day!” I'M

W e offer an extensive benefit peckeye fo r an
em ployees, not just m anagers. We don 't really experience a lot 

of tu rn over in our stores. W e have cashiers w ho  have been  
w ith  us for m ore than  20 years.



Circus of y  
Savings

LI P A R I  1

TH EG 0M E US A =Ii

M M [ § Q  BEAKS!
DRY GROCERY • FOO  
SEAFOOD • DAIRY • PPA

ver 350 Booths
! C -S tore Food  

Service
irmarket
neter

DELIVERING MORE 
THAN GREAT FOOD

Contact your 
Lipari sales 

representative 
for more information

FOODSHOW 
APRIL 18, 2012

S U B U R B A N  C O L L E C T IO N  
S H O W P L A C E ,

NOVI. Ml



Out With the Old— and Save Money, Too
By Pamula Woodside

Over the last three years, many local 
food and convenience store owners 
have been active participants in DTE 
Energy’s Energy Efficiency Program for 
Business. These businesses have taken 
advantage of the great incentives to 
help them invest in new technology and 
lower their monthly bills. The incen­
tives provide food and c-store owners 
a cost-effective opportunity to upgrade 
old and inefficient equipment with the 
latest technology.

In total, DTE Energy has provided 
incentives for 475 business owners 
who have collectively received $1.5 
million in incentives, and are saving 
almost $2 million in annual gas and 
electricity costs. These savings include 
incentives specifically developed for 
their businesses. In particular, refrigera­
tion and lighting are areas where even
small changes can make a big difference. Typical improvements to 
include:
• Install anti-sweat heater controls on display cases. These 

controls sense humidity conditions and turn the heaters off 
when unneeded. You could save $100 or more per sensor a 
year.

• Add energy-saving controls to reach-in beverage coolers.
This step can reduce their energy use by 40 percent.

• Install high-efficiency evaporative fan motors in refriger­
ated cases and walk-in coolers. Taking this measure can 
reduce motor energy use by up to 70 percent and also reduces 
the amount of heat generated by the motor.

• Add night covers to open cases to trap refrigerated air and 
keep food colder. The covers reduce electricity use by up to 
40 percent and keep product temperatures lower for several 
hours after the covers are raised. This measure also reduces 
product loss and improves product integrity.

Improve the efficiency of walk-in coolers. This is ac­
complished by adding strip curtains and checking floors for 
proper insulation levels.
Conduct regular maintenance. This includes recharging 
low refrigerant, cleaning condenser and evaporator coils, 
replacing torn or loose door gaskets, and insulating bare 
suction lines.
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Save energy. 
Save money.
Together w e will.

DTE Energy has provided 475  business owners w ith
and collectively, th ey  are saving  

alm ost $2 m illion annually  in gas and electric ity costs.
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Simple lighting improvements can produce significant savings, too. Waste heat 
>m inefficient lighting can add significantly to the cooling load. Consider these steps 
r improving lighting efficiency:

Replace overhead T12 fluorescent lamps and magnetic ballasts with T8 
fluorescent lamps and electronic ballasts to reduce lighting energy use by 15 
percent to 25 percent. T8s have superior color rendering versus T12s, and new 
fixtures with electronic ballasts eliminate annoying flicker and emit less heat. 
Replace high output ballasts in refrigerated cases w ith “cold weather” elec­
tronic ballasts. Install T8/T5 fluorescent lamps.
Install occupancy sensors in restrooms, break rooms, storage areas and walk-
in refrigerators. This can save 30 percent of lighting energy.
Switch incandescent lamps to ENERGY STAR® qualified compact fluores­
cent lamps (CFLs). The result is reduced lighting energy use by up to 75 percent. 
Save $20 per year for each incandescent exit sign you replace with an EN­
ERGY STAR qualified model. These signs can last 10 times longer than older 
models. Use ENERGY STAR qualified CFLs with reflectors for spotlighting.
Gas stations should consider upgrading outdoor canopy lighting from 320- 
watt metal halide fixtures to 150-watt induction lights. Induction lighting costs 
a little more up front, but uses 50 percent less energy and lasts significantly lon­
ger. reducing maintenance costs. Induction lighting also provides more consistent 
lighting over the life of the bulb.

If you are interested in participating in DTE Energy’s program, we are happy to 
ark with you on the energy-saving options available to you. We will offer a series 

/training and education seminars throughout the year that are dedicated to your 
isiness. and can also visit your business location to provide a complimentary Energy 
pportunity Assessment, which will look at where you have the greatest opportunity 

1 save and provide you with a list of improvements and the 
centives available. I I

Pamula Woodside is principal account manager fo r  
DTE Energy. For more information on DTE Energy's energy 

efficiency programs or to sign up fo r  2011 rebates and incen­
tives, visit dteenergy.com/saveenergy.

In d u c tio n  lig h tin g  costs a litt le  
m o re up  fro n t, b u t U S 6 S  50 

percent less energy and  lasts 
s ig n ifican tly  longer, reduc ing  

m a in te n a n c e  costs.

DTE Energy offers a number of energy ef­
ficiency programs specially designed to help its 
businesses customers save money by saving 
energy. The programs include rebates and in­
centives for businesses that buy energy-efficient 
products or make energy-saving improvements 
to their facilities.
Taking advantage of these programs can help 
offset the up-front cost of investments that can 
provide your business with long-terms savings, 
including the installation of energy efficient 
equipment such as:

• Lighting
• Heating, ventilation and air conditioning
• Motors and drives
• Water heating
• Select food service equipment
Custom energy efficiency solutions are

available for businesses that use sophisticated 
energy systems. Incentives are paid based on 
the projected first-year energy savings.

To encourage the design and building of 
high-performance facilities, DTE Energy offers 
assistance and incentives for commercial busi­
nesses installing energy-efficient equipment that 
out-performs current commercial building codes.

Finally, for a limited time, DTE Energy is 
providing the installation of free programmable 
thermostats for all of its business customers. 
Programmable thermostats allow you to custom­
ize temperature control in your facility to coor­
dinate with occupancy. The preset temperature 
settings can automatically reduce energy used 
to heat or cool air during non-business hours. 
Adjusting temperature settings with a program­
mable thermostat for just eight hours a day can 
save as much as 10 percent annually on heating 
and cooling bills



M em b er SpotligT

New AFPD Chairman to Focus on 
Partnerships and Growth

Joe Bellino, Jr. will bring the unique perspective of a 
small business owner to his new leadership role in AFPD.

By Carla Kalogeridis

New AFPD Chairman Joe Bellino, Jr. 
took over the reins of the association 
at the recent AFPD Trade Dinner 
and Ball.

Broadway Market’s Joe Bellino, Jr., a 10-year veteran of AFPD's board of directors, has taken 
leadership of the organization as its new chairman. Former board chairman, James Hooks of Mi 
ro Foodland, officially passed the gavel at the AFPD Annual Trade Dinner and Ball in February.

After an action-packed, two-year tenure that included the purchase of new AFPD headquarters 
in West Bloomfield, 700 new members, repeal of item-pricing, leveling the tax rate on spirits, ant 
achieving a beneficial compromise on the catering bill, Jim Hooks says he is "ready” to pass the

gavel to Bellino. “I know the AFPD board is in 
good hands,’ says Hooks, " and I think he will 
do a good job.”

Bellino, who graduated from Monroe Catho­
lic Central and Monroe Community College, 
started working in the family business —Bel- 
lino’s Quality Beverage—as a young teenager. 
His grandfather had introduced the family to thi 
alcohol business by selling beer and wine after 
Prohibition.

He learned how to manage a store from the 
ground up, working in the warehouse, driving a 
truck, and later, selling wine. Eventually, Beilin 
bought Broadway Market from his cousins in 
1998. The store has been in the family for 58 
years.

“As chairman of the AFPD board of direc­
tors, I hope to bring the perspective of a small 
businessman, who did well for 10 years but has 
had to struggle the last couple of years when 
business slowed down due to the recession.’ 
Bellino says. “I think most of our members can 
relate to that.”

Bellino says he has been working 12-15 hours a day, every day for the last couple of years 
to put food on the table and send his kids through college. “I’ve always believed that as a small 
businessman, 1 need to give back to the people who give to me," he says. “Unfortunately, with 
economic slowdown during the last three to four years in Michigan, I’ve given back less than m; 
first eight to ten years of being in business."

Despite the heavy workload, Bellino has stayed active in his community. He is a member of 
Mary’s Catholic Church in Monroe, a past Parish Council member, and even finds time to sing it 
the choir. He has also served on the board of trustees for Monroe County Community College 
supports numerous charitable causes, including River Raisin Center for the Arts, Salvation Army. 
Relay for Life, Family Counseling and Shelter Services, Holiday Camp, and the Community 
Foundation of Monroe.

Bellino has great hopes for the future of AFPD and is looking forward to the opportunity to le* 
the organization. "My goals for my tenure are to foster better alliances with our partners, grow o« 
money-saving programs, and increase membership," he says.

"Joe Bellino is a high-energy individual and someone with a great work ethic,” says Auday 
Arabo, president and CEO of AFPD. "He is going to be a great asset to AFPD in so many ways.

BOTTOM LINE WWW AFPDonlinetJ?



to bring you SOLUTIONS fo r yo u r 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 face many challenges in today’s market and we have the SOLUTIONS to help them be successful.

SOLUTIONS PROVIDED BY LIBERTY USA:
• Technology
• Food Service
• Marketing
• Merchandising

• Customer Service
•  Inventory Management
•  Sales Growth

• Profit Enhancement
•  Category Management
• DSD Replacement

o Learn more PLEASE CONTACT US:
i 50 Irwin Run Road • West Miff l in, PA 1 5 1 2 2  • P: 800.289.5872 •  F: 4 1 2 .4 6 1 . 2 7 3 4  •  t s @ l i b e r t y u s a . c o m  •  W W W .libertyusa.com

mailto:ts@libertyusa.com
http://WWW.libertyusa.com


By Paul Condino
2011 was a very active year for the AFPD government relatk 
team in Ohio. At the first-ever Ohio Day at the Capitol, mem 
met with more than 40 Ohio legislators to advocate for chan 
the Commercial Activity Tax (CAT), which plagues our indep 
gasoline retailers. From this advocacy, many legislators res 
positively to our message. Certain legislators, however, prov 
particularly helpful in moving the ball down the field and nea 
goal line for a legislative fix. We’re hopeful their hard work w 
result in a touchdown in 2012 and help level the playing fiek 
retailers.

The senators and representatives highlighted here areju 
of many who support AFPD and small business in Ohio. The 
excellent listeners, proven leaders, and protectors of indepe 
retailers and consumers alike. They represent the best of th 
and have been selected as AFPD’s Ohio Legislative All-Stars.

Speaker of the Ohio House William G. 
Batchelder (R—Medina) is a third-term 
State Representative serving District 69. 
He previously served in the Ohio House 
for 30 years. An attorney and judge, 
Speaker Batchelder spent 31 years of his 
law career at the Williams and Batchel­
der law firm in Medina, Ohio, while also 
serving as an adjunct professor at both 
the University of Akron Law School and at 
Cleveland State University Levin College 
of Urban Affairs. Speaker Batchelder has 
helped direct policy through the State

House that is crucial for a successful business environment in Ohio. Under 
his leadership, the House has stood up for independent retailers and small 
business. For his efforts, AFPD is proud to recognize Speaker Batchelder 
as captain of the Ohio Legislative All-Star Team.

President of the Ohio Senate Thomas 
E. Niehaus (R-New Richmond) has
represented the 14th Senate District of 
Ohio since 2005, and was unanimously 
elected president in January 2011. He 
previously served in the Ohio House 
of Representatives from 2001-2004. 
Niehaus spent 10 years with Harte 
Hanks Communications, North America’s 
largest owner, operator, and distributor 
of community shopper newspapers, and 
15 years (10 as an editor/publisher) with 
Community Press, a network of 27 com­

munity newspapers serving the Greater Cincinnati area. With Rep. Nieto, 
admirable leadership, the Senate voted to require state agencies to eval. 
ate the impact of new regulations on small businesses before implement' 
administrative rules. AFPD is pleased to name him to its Ohio Legislative 
All-Star Team.

Representative Ron Amstutz 
(R-Wooster) represents the 3rd District 
which includes all of Wayne County. Hi; 
30-plus years of service in both the Ohr 
Senate and Ohio House include numero 
leadership assignments, including Assis­
tant Majority Whip. Prior to his election 
mayor of the city of Orrville in 1976, R 
resentative Amstutz worked in the On 
office of The Daily Record as a writer 
photographer, and was quickly promo 
bureau editor. Rep. Amstutz has imnm 
himself into the trenches of Ohio taxal 

and finance law—perhaps more than any other single legislator. Alway 
proachable, he is a true servant of the public, and AFPD is proud to inc 
him on the Ohio Legislative All-Star Team.

Representative Kenneth “Kenny’’ Yu 
(D-Richmond Heights) represents the 
7th District. Rep. Yuko began his caree 
a clothing buyer for Polsky’s Departm? 
Store, but served Laborers Local #860 
for 30 years, including 25 years as umo 
organizer, until his retirement in 2004. t



These Senators and Representatives 
are excellent listeners, proven leaders, and 
protectors of independent retailers and consumers 
alike. They represent the best of the best.

luding the 2000 Organizing Award from his international union. Rep.
<o serves as chair of the House Commerce and Labor Committee, and is 
lember of the Transportation and Infrastructure; Local Government and 
blic Administration; Health; and Faith-based Initiatives committees. He 
s named Legislator of the Year by the Ohio Health Advocacy Network in 
06 Rep. Yuko has been a friend of AFPD since well before the merger 
h the Ohio Petroleum Retailers and Repair Association (OPRRA). He 
s attended OPRRA and AFPD membership meetings to provide insight 
i  information about group rated workers' compensation, the CAT tax, 
d fuel quality testing issues. AFPD proudly names Rep. Yuko to the Ohio 
gislative All-Star Team.

Representative Cheryl Grossman 
(R-Grove City) is serving her second term 
in the Ohio House of Representatives, 
representing the 23rd District. She was 
elected by her colleagues to serve as 
Assistant Majority Whip. Rep. Grossman 
served as mayor of Grove City from 1996 
to 2008. Prior to her service as mayor, 
she was Council Member-at-Large and 
Grove City Council President from 1994 
to 1995. Rep. Grossman has always been 
supportive of ensuring small businesses 

Ohio are treated with fundamental fairness. She traveled the state as 
d of the House Tax Structure Study Committee to hear from citizens and 
sinesses, and authored a bill aimed at keeping ODOT fees for Ohio's 
ie highway signs fair and affordable for businesses. For her work, Rep. 
ossman is recognized as an AFPD Ohio Legislative All-Star.

Representative Andrew Brenner 
(R -  Powell) is serving his first term in 
the Ohio House of Representatives, rep­
resenting the 2nd District, which includes 
all of Delaware County.

Representative Brenner is vice 
president of Prestige Music Studios,
Inc. and president of the Music Lessons 
Company, Inc., and spent 12 years in 
the private sector as an owner/operator

of small mortgage companies and a real estate company. He was first 
elected as Delaware County Recorder in 2004, and also served on the 
Kingston Township zoning board. Although still in his first term, Rep. 
Brenner has always answered the call on behalf of the independent 
retailer. He is approachable, a strong listener, and a top-notch advocate 
for a level playing field for taxation of small businesses in Ohio. AFPD 
proudly names Rep. Brenner to its Ohio Legislative All-Star Team.

House Majority Whip and Chairman 
of the Ohio Tax Structure Study 
Committee John P. Adams 
(R -  Sidney) is serving his 2nd term in 
the Ohio House, representing the 78th 
District. A Navy SEAL veteran and 
owner of two furniture stores, Rep. Ad­
ams is also a member of the National 
Federation of Independent Business/ 
Ohio (NFIB); and was appointed to 
the NFIB/Ohio Leadership Council in 
Columbus. He was named Legislator 
of the Year by the American Legisla­
tive Exchange Council, and given the 

Watchdog of the Treasury Award by United Conservatives of Ohio. Rep. 
Adams has carried out his House leadership responsibilities with distinc­
tion. After his appointment as chairman last summer, he led his fellow 
Tax Structure Study Committee members across Ohio to hear testimony 
from citizens, businesses, and stakeholders weighing in on tax policy 
in the state. AFPD is proud to recognize Rep. Adams as an AFPD Ohio 
Legislative All-Star. Representative Adams accepts the honor on behalf 
of his hard-working, pro-small-business fellow members of the Ohio Tax 
Structure Study Committee: Rep. Peter Beck; Rep. Terry Blair; Rep. 
Terry Boose; Rep Denise Driehaus; Rep. Mike Foley; Rep Cheryl 
Grossman; Rep Brian Hill; Rep Tom Letson; Rep. Sean O’Brien; 
and Rep. Lynn Slaby. I  M

Paul Condino is vice president- 
government relations for AFPD.

March 2012



FourReasons Your Small 
Business 
Loan Was

By Tom Gazaway

It's been said that banks approve fewer than 10 percent of ap­
plications from small business owners. And even if you're one 
of the 10 percent who get approved, there's a good chance that 
either you won't get as much funding as you applied for, or the 
bank will need a lot of collateral in return for the loan, or both. 
Understanding this—and ultimately being able to obtain funding 
for your business —requires knowing what stops people from get­
ting approval from the bank.

Reason #1: Using Credit Cards the Wrong Way
According to the Meredith Whitney Advisory Group, 82 percent 
of small business owners use credit cards as a vital part of their 
overall funding strategy. Credit card usage is like anything else:

Getting e loan can be as
difficult as representing 
yourself in court.

you can do it the right way or the wrong way. From one perspt 
tive, where else can you borrow money with rates as low as ze 
percent, get funding with no collateral or financials, have a lot 
monthly payment, and be able to use it over and over again foi 
just about any purpose? From another perspective, if you don’ 
use credit cards the right way, you'll hurt your personal credit; 
you will not separate your personal and business credit; and 
you'll pay too much in interest expenses, hurt your cash-flow, 
and miss out on tax benefits.

Reason #2: Not Treating Vour Personal Credit as an Asset
Here’s how to play the game better. The goal of the FICO® 
Credit Score, designed by Fair Isaac Company, is to predict tht 
likelihood that you will become 90-days delinquent in the next 
24 months. Banks use this method because it is more efficient 
process a mass number of applications, rather than a laborious 
manual review of each one. A good credit score gives you mor 
borrowing options with lower rates and better terms. If your 
personal credit isn’t as good as it could be, do what separates 
great small business owners apart: take action to get it correcte 
and restored.

Reason #3: Not Choosing the Right Lender
Lenders have different appetites. Their packages and character 
istics vary. Some lenders are banks; some are non-bank lend­
ers. Some lenders always require collateral —and it has to be 
a certain type of asset—and other lenders do not. This can be 
quite complex, so getting a loan can be as difficult as represent 
ing yourself in court. If you didn't get the loan you needed frot 
your local bank, it may be time to consider hiring a small- 
business lending professional who can help you either get your 
funding, or create a path to getting that funding sooner rather 
than later (or never if there's no plan).

Reason #4: Ignoring the Importance of Your 
Business Credit
Some businesses and industries benefit from good business 
credit more than others. The government and large corporation! 
commonly check the business credit of their vendors. Other 
businesses that can benefit are companies that have fleets of 
vehicles, buy lots of office supplies, computers, and electronic 
equipment, or who are in construction-related industries where 
they could benefit from Net 30 or revolving terms on their 
equipment and supplies.

Hawkeye Management has partnered with AFPD and Jim 01 
son at 1 Source Capital Commercial Financing to offer expertis 
to any member who could benefit from having a loan or line of 
credit to start, build, or grow their business. Please contact Jim 
Olson at (888) 447-7892, or email jim@lsourcecapital.com if 
you have any questions, or if your business could benefit from 
having $25,000 to $150,000 in low-cost lines of credit. Ill

Tom Gazaway, CCEW, FICO Pro, XCO, is president & CE 
° f  Hawkeye Management LLC: www.hawkeyemgmt.coi

BOTTOM LINE V. AFPDonlinetfi
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SMACKER
'The Lifetime Machine"

C A M S ,  P L A S T IC ,  G L A S S

CAWS, PLASTIC. G LASS

KANSMACKER
■too . i r o n

M in i 4 
3-in-1 4

Tired of our competitor's machines?
Join those who have switched to *  v f

KanSmacker dependability!
Now Available: —

I Our High-Volume Capacity CYCLONE MACHINES
All our machines are 3rd party compatible!

KANSMACKER.COM

NICK YONO for Details -800-379-8666 or Cell Phone 248-249-6666



Michigan Unveils Enhanced Driver's 
License and State ID Card

The state of Michigan has begun issuing an enhanced driver s li­
cense and state identification card with several new features. The 
new format began circulating in both the enhanced horizontal and 
vertical versions last month.

Existing horizontal enhanced licenses and state ID cards will 
be phased out of circulation by 2016. However, the current verti­
cal enhanced Graduated Driver License will still be in circulation 
as late as 2017. Existing enhanced licenses and state ID cards will 
remain valid until their expiration dates. They will be reissued in 
the new format at renewal or if a replacement is needed.

New features of the card include:
• A laser-perforated abbreviation "MICH.” which can be 

viewed when held up to a light.
• Card stock and laminate are slightly thinner than on previous

vAFPDontn*j

enhanced licenses and ID cards.
A new revision date of 02-01-2012 is printed on 
reflect these latest changes.
“Under 18 until MM-DD-YYYY” and “Under 2 
DD-YYYY” is printed as applicable.
The front laminate of the cards includes the full 
of a Great Seal, viewable using a standard 
black light, as well as a tri-color, optically vari­
able image of a bridge and the word “Michi­
gan” that appears and disappears when viewed 
from different angles.
The 2D bar code includes the cardholder's full 
legal name, date of birth, date of issue, expira­
tion date, address, gender, driver’s license 
or state ID number, issuing jurisdiction, card 
design revision date, and an inventory control 
number.

1 The 1D bar code has the cardholder’s driver’s 
license or state ID number, date of birth, 
expiration date, and a two-digit manufacturing 
number.

» The magnetic stripe has the driver s license or 
state ID number, date of birth, and expiration 
date.

Documentation, including examples of the enhanced licenses 
the card to a poster for your business, can be found at www.afpdonline.org.

Questions may be directed to the Department of State Informatil 
1 until MM- Center by calling (888) SOS-MICH. More information about tht 

hanced driver’s license and state ID card program is available ot 
color shape at www-Michigan.gov/sos. Ill

Reverse of Card

1D Bar code 
Magnetic 
Stripe
2D Bar code

Laser perforation

Machine Readable 
Zone (M RZ)

Tri-color optically 
variable device:
Bridge and word 
"Michigan" appear and 
disappear depending 
on how card is held

Full-color image of the 
state seal Visible 
only under black light

Front Laminate

m . 4 -4

Michigan’s transition to new 
driver’s licenses and ID cards

Michigan’s License Being Phased Out
•  Licenses are valid until their expiration date
•  Licenses and IDs will be phased out of 

circulation by 2015
•  Some Graduated Driver Licenses with this 

design will be in circulation as late as 2016

New License and ID Card Design Features
•  State seal on the front viewable under a black light
•  Cardholder's photo and birth date viewable on back 

under black light
•  Laser-perforated word “MICH" is viewable

when held up to a light ------- ..v .w  . .
•  Optically variable image of a bridge and the —  A

word “Michigan" appears and disappears when kJ
viewed from different angles

Michigan’s Enhanced License
•  Shares the basic design of the new standard license 

and state ID card
•  Features a U S. flag by the cardholder photo
•  Existing cards lack the laser perforation and 

information viewable under black light on the 
back of the card.

O th e r v a lid  ID  ty p e s  su ch  as  c h a u ffe u r o r  c o m m e rc ia l d r iv e r  lic e n s e s  a re  not pictured

For more information visit the Secretary of State’s Office 
online at www.Michigan.gov/sos.

zssa

Effective

32

http://www.afpdonline.org
http://www.Michigan.gov/sos
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burning M oney!
Cigarettes are  E xp en sive...

Save m oney  
by sw itching  
to electronic  

cigarettes 
and refilling  

with E-Liquid 
Nicotine.

Vestside Vapors
K-Cigarette & Supplies 

614.402.0754 Jason  
614.315.6873 Jam es

'"vw .w estsid evap o r.co m
w w w .justvapors.com
w w w .vaporsplus.com

k
PERSONAL

VAPORIZER
BENEFITS...

• No tar, carbon monoxide, or ash

• Cartridges cost $2.50 and 
are equal to a full pack

You can save over $1,000 each year

• You won’t “smell” 
like an ash-tray any longer

• Cartridges come in different
strengths and flavors

• Recommended by many
doctors and dentists

• Does not yellow or stain teeth

• Looks, tastes, and feel just 
like the real thing

2 P k . K its . $ 1 5 .0 0

5 P k . C a r t r id g e s . $ 1 0 .0 0

C a r  C h a rg e r $ 1 0 .0 0

H o m e  C h a rg e r . $ 1 0 .0 0

http://www.justvapors.com
http://www.vaporsplus.com
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AFPD Foundation Continues to 
Support Communities

By Vanessa Denha-Garmo

Each year, the AFPD Foundation awards $1,500 academic 
scholarships to extraordinary and deserving students from 
Michigan and Ohio who will attend—or are now attend­
ing—an accredited public or private college or university. 
Since its inception, AFPD Foundation has distributed more 
than $400,000 in scholarship funds to the employees and 
family members of AFPD member businesses, their cus­
tomers, and youth who are in need. Applications must be 
received by March 31. For details and to apply, visit www. 
afpdonline.org and click on Education.

AFPD Wins Awards from Detroit 300
AFPD has been honored with two awards from Detroit 300. 
The first award was for partnering with Detroit 300, the 
Detroit Police, and the Wayne County Sheriff to help fight 
crime in Detroit and take back the city one block at a time. 
The second award was for Corporate Partner of the Year.

CALC, AFPD Team Up on Food Pantry
The Chaldean American Ladies of Charity (CALC) and 
AFPD have partnered in a food pantry project to serve 
needy families, primarily Iraqi refugees. “It was impor­
tant that we provide our community members with staples 
found in Chaldean kitchens,” said Jane Shallal, executive 
director of CALC. "We come across families daily who 
struggle and often have to decide whether to pay a utility 
bill or buy groceries.”

“We have made a concerted effort to reach out on 
a grassroots level to help the community,” said AFPD 
President and CEO Auday Arabo. “CALC is by far the most 
impressive non-profit organization in the Chaldean commu­
nity. They are doing a tremendous job to help those in the 
most need." The food pantry is located inside the CALC 
warehouse in Madison Heights. AFPD has agreed to sup­
port the food pantry for the next three years.

AFPD Co-Hosts Beloved Community Lunch
AFPD recently co-hosted a panel of church leaders and 
business owners at a Beloved Community Lunch to discuss 
the plight of the small store owner in Detroit. The event 
was co-hosted by MOSES and Rainbow Coalition. AFPD 
President and CEO Auday Arabo explained why dialogue

between pastors and store owners is key. “The last major func-j 
tional institutions left in the city of Detroit are the pastors and 
the black churches, as well as the independent store owners,” 
said Arabo. Pastor 
Alexander Bullock of 
Greater St. Matthew 
Baptist Church in 
Highland Park, who 
heads up MOSES and 
Rainbow Coalition 
in Detroit said, "We 
must make sure there’s 
access to capital, we 
must get more media 
attention, and then 
Detroiters must sup­
port Detroit-based businesses.” Although independent store 
owners are not usually in the limelight, most of them would 
do anything to help their neighbors, Arabo stated. “They real­
ly believe in the neighborhoods, they’ve stayed here, and they j 
do what's right in terms of somebody being a couple of dol­
lars short on their bill, the owner takes care of 
that,” said Arabo.

Vanessa Denha-Garmo is president o f 
Denha Media and Communications.

She serves as a trustee on the 
AFPD Foundation board o f directors, and is 

AFPD's public relations contact.

Since its inception, AFPD Foundation has distributed
m ore than $ 4 0 0 ,0 0 0  in sc h o la rsh in  fu n d s to the

employees and family members of AFPD member businesses, 
their customers, and youth who are in need.

BOTTOM LINE WWW AFPDonline<*:



ACADEMIC SCHOIARSNIP PROGRAM
For employees, their children AND customers 

of AFPD members in Michigan a Ohio

Apply online at aim.applyists.net/AFPD or visit 
www.AFPDonline.org for more information
MUST apply by March 31. 2012

http://www.AFPDonline.org


Supplier Spotlight

M otow n Snack Foods: 
It's All About Attitude

Attitude can make 
all the difference 
in business. It’s 
something Jim 
O’Shea learned 
when he was a vice 
president for a snack 
food company in 
Chicago—and it’s 
something that still 
serves him well 
as president of 
Detroit’s Motown 
Snack Foods.

The Chicago- 
based company was 
going under, and 
O’Shea recalls that 
he offered to step 
up to try to save it.
But the owner of the 
company 's attitude 
toward the business 
put O’Shea behind 
the eight ball. “I 
could only turn it around a little bit,” he says. “The previous 
owner was a fourth-generation owner and he felt his best next 
move was to buy a hunting and fishing camp.”

O'Shea says attitude still plays a big role in the success of Mo­
town Sn ack Foods, a Detroit-based snack distribution company 
now in its tenth year.

“It’s not so much the product per se, it’s the attitude of the 
individual delivering it,” he says. “One thing I have found in the 
corporate world is that corporations tend to forget the basics of 
where they started."

O'Shea remembers his humble beginnings and makes sure 
he takes care of the guys who are out in the field for Motown. 
"People seem to forget the people on the front line and don't 
treat them with respect—they don’t treat them as equals," he 
says. “My guys? I take my top ten guys on a trip with me every 
year, all-inclusive. Cancun. Jamaica, Virgin Islands -it helps 
move the bell curve.’

Most corporations have their “top hitters, top four or five 
guys,” he notes. After that, there are the good performers, “sort 
of the arc of the bell." Then, at the tail end. you have the per­

formers where “hopefullj 
you can increase their 
performance."

“You take the top 
10 —numbers eight, nine, 
and 10 are looking over 
their shoulder a little bit." 
he says, "because 11.12. 
and 13 are right on their 
trail.”

Positive reinforcement 
and motivating through 
reward help O'Shea 
create a work environ­
ment where everyone can 
thrive. “I've been in too 
many corporate meeting' 
where the focus is on 
the negative,” he says. 
“A happy person is a 
more productive person. 
There’s no sense going 
to work if you don’t like 
it. Work should not be 
work —it is not healthy to 
dread it."

Motown supplies a broad range of snack foods, “ fr o m  A to Z,' 
to an equally wide range of vending outlets, c-stores, gas stations, 
liquor stores, and grocery stores. The company benefits from the 
contacts and support offered by AFPD, O’Shea says. As such, 
he feels it is important to make a difference in the community­
something he does with zeal as part of AFPD’s annual turkey 
drive.

“When I first got into AFPD, as a supplier, I  saw we could do 
it a little better." he remembers. Instead of unloading turkeys 
behind a store in the middle of the winter, O’Shea offered up his 
47,000 square-foot warehouse—which means he shuts down its 
operations for a day or two before the drive. Donors of snacks 
and beverages have also centralized their efforts through the 
warehouse, and the system is silky smooth.

“It’s set up so you drive in one overhead door, make your pick 
up, and drive out," he says. The event provides upwards of 2.500 
turkeys to the needy of the Detroit area. As with everything else, 
even O Shea’s charitable efforts all come back to attitude. “ 
people the way you would want to be treated," he says. B l

It's not so much the product per se; it's the
delivering it.



The Abbo Family has 
served Southeast 
Michigan’s ice 
needs since 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!"

313 - 862-

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 

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

U.S. ICE CORP.
10625 West 8 Mile Road • Detroit, Ml 48221 

(313)862-3344 • Fax (313) 862-5892
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USDA's ChooseMyPlate Promotes 
Healthier Food Choices

The USDA is asking 
retailers to check out 
its new ChooseMyPlate 
website (www.chosemy 
plale.gov) for fresh ideas 
and resources to promote 
healthy eating messages to 
customers. USDA’s new 
MyPlate icon replaces 
the familiar MyPyramid 
graphic with a simple, 
easy-to-remember image 
of a nutritionally balanced 
dinner plate. MiPlato is 
the Spanish version of the 
icon.

The MyPlate icon 
and ChooseMyPlate 
website are designed to 
help consumers choose 
a healthy diet consistent with the 2010 
Dietary Guidelines, the federal govern­
ment’s science-based nutrition guidance 
for Americans. The 2010 Dietary Guide­
lines aim to improve Americans’ health 
and reverse the epidemic of obesity and 
chronic diet-related illnesses. Today, more 
than one-third of children and more than 
two-thirds of adults in the United States are 
overweight or obese.

The ChooseMyPlate website features

SuperTracker, a web-based tool to help 
consumers create a personalized diet and ex­
ercise plan, track their progress, and get tips 
and resources. The website's Ten Tips Nutri­
tion Education Series offers easy-to-follow 
tips for consumers in a convenient, one-page 
printable format -  perfect for posting on a 
refrigerator. Examples include Add More 
Vegetables to Your Day, Focus on Fruits, 
Make Half Your Grains Whole. Eating Better 
on a Budget, and Eat Seafood Twice a Week.

The tips series is also availabl 
in Spanish.

The new Dietary Guidelin 
Communications Message 
Calendar (September 201! 
through December 2013) ha' 
key nutrition messages and 
themes that grocers and other 
partners can incorporate into 
promotional events and raes 
saging: Balance your Calorie 
Foods to Increase, Foods to 
Decrease, and How to Be Ac 
tive Your Way.

Retailers interested in usir 
the MyPlate icon in their sig 
nage and publications should 
look for the MyPlate graphic 
standards and graphics files e 
the website. Print materials, 

including wall posters and flyers, can be 
ordered at www.choosemyplate.gov/prin 
materials-ordering!order-online .aspx. 
(Limited quantities can be ordered for frc 
from USDA’s Center for Nutrition Polic; 
and Promotion.)

Community partners and national oij 
nizations are invited to become USDA 
partners in promoting the Dietary Guil 
lines for Americans. Visit the website i 
learn about USDA’s Partnering Progra

We Welcome

S u p p l e m e n t a l
Nut r i t i on
A s s i s t a nc e
Pr o g ra m

P u ttin g  H e a lth y  F o o d  
W ith in  R e a c h

Benefits
T h is  institution  is  an 

equal opportunity provider.
U.S. D e p artm en t of Agriculture  

Food and Nutrition Service 
FNS 132  • Revised Decam ber 2009

—
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Order Free “We Welcome 
Materials»

Are you looking fo r “W e W elcom e SNAP" s ignage fo r you r store? S W  
authorized re ta ile rs can o rde r “W e W elcom e SNAP" posters and decals 
in English and Spanish by sending a request to the U SDA Food and 
Nutrition Service a t PrintShop.BRSB@fns.usda.gov.

Please include the name, address, and phone num ber o f the 
addressee to w hom  the  m ateria ls should be sent. If our national office 
has any questions concerning the request, they w ill contact you.

The new  SNAP logo and m ateria ls inc lude a s im ple  but im portant 
m essage: Putting Healthy Food W ith in Reach. U SDA encourages SN 
authorized retailers to  utilize s ignage and o ther p rom otional strategies I 
help SNAP custom ers achieve a healthy d ie t on a lim ited budget. I>l

WWW. AFPDonH*

http://www.chosemy
http://www.choosemyplate.gov/prin
mailto:PrintShop.BRSB@fns.usda.gov


S afety  Sense

Workplace Safety—Who's Accountable?
ich year, Ohio employers can 
rticipate in the Bureau of Workers’ 
impensation’s (BWC) Group-Ex- 
rience-Rating Program or Group- 
itrospective-Rating Program. These 
□grams provide an opportunity 
significantly reduce your work- 
■, compensation premiums, while 
creasing awareness of safety and 
k-management strategies.
A group-rating program is a partnership that includes you and 
ur employees, your sponsoring organization or third-party admin- 
rator (TPA), and BWC. Each has specific roles and responsibili- 
s. all designed to assist in preventing workplace accidents: 
le employer will:
• Maintain a safe workplace.
• Attend safety training to enhance workplace safety.

I • Implement BWC’s 10-Step Business Plan for Safety, 
f• Attend the two-hour training and provide proof of attendance.
I re certified primary and affiliated sponsoring organization 

FPD) will:

The TPA (CareWorks Consultants -  CCI) may:
- Assist with fulfilling the group-rating safety 

requirements.
• Assist an employer with safety needs.
• Develop safety training and deliver safety 

resources.
• Provide resources for claims handling.

BWC will:
• Monitor all group-rating safety activities to 

confirm requirements are met.
Meet with sponsoring organizations annually to provide 
recommendations for fulfilling safety requirements.
Provide safety training through Ohio’s Center for Occupa­
tional Safety & Health.
Offer on-site safety consultation (hazard assessments, air 
and noise monitoring, ergonomics evaluation, training) by a 
BWC safety professional.
Offer safety program support materials.
Conduct employer visits to confirm the employer is meeting 
group-rating requirements, Ill

• Communicate, educate, and verify BW C’s 10-Step Business 
Plan for Safety to group members.

• Sponsor eight hours of safety training.
• Provide information regarding safety resources.
• Manage employer fulfillment of the two-hour training 

requirement.

Resources
Group sponsor: www.afpdonline.org 
TPA : twohourlraining @ccitpa.com  
BWC: http://www.ohiobwc.com/employer/services/safetyhy 
giene.asp, groupratingsafety@bwc.state.oh.us

O/iforMdboyi Tcdwolotjtj
NEXGiN ORDER FEATURES 
SYNERGY

l  b4esd[/ndijin/j
DSD vs WAREHo Gs E DELIVERED PRODUCTS U
DATA AND ANALYTIC BASED SERVICES 
TRADE SHOW
f a l l / w i n t e r  c a t a l o g  
m o n t h l y  f e a t u r e s

i - fo o d j
FOOD SERVICE SHOWCASE
FRUIT RIDGE FARMS 
BLUE BUNNY ICECREAM  
BEANTOWN COFFEE 
PICCADILLY PIZZA & SANDWICHES 
SAS CLEANING PROGRAM

PROFESSIONAL, COURTEOUS
d e l iv e r y  p e r s o n n e l

CORPORATE HEADQUARTERS 
AND DISTRIBUTION CENTER 

FO 80X 1768,4001 THREE MILE RD.GRAND RAPIDS, Ml 49544
610-453-6358 • 8 00  477-5455

DISTRIBUTION CENTER

Delivering Satisfaction 
Beyond Expectations

w w w .s a s in c .c o m

March 2012

http://www.afpdonline.org
http://www.ohiobwc.com/employer/services/safetyhy
mailto:groupratingsafety@bwc.state.oh.us
http://www.sasinc.com


Chase Paymente

Understanding Interchange and Assessmer
Interchange occurs when the card payment transaction 
is passed between the merchant and Chase Paymentech. 
between Chase Paymentech and the payment brands (such 
as Visa® and MasterCard®), and between the payment brands 
and the bank that issued the card. A fee is charged on every 
transaction you process to cover the cost to issuing banks for 
offering lines of credit and fraud mitigation. The fee is paid 
by the payment processor to the issuing bank through the 
payment brands.

Interchange fees are determined by the payment brands.
The rate you pay for a transaction varies depending on type of 
card (debit, credit, reward); type of transaction (card-present, 
card-not-present, phone order, online order); and the mer­
chant's average transaction volume. The fee charged is also 
tied to the level of risk for that transaction—the lower the 
risk, the lower the rate. For example, a transaction conducted 
with a card that is present carries a lower risk and fee than a 
card-not-present transaction.

In addition to interchange fees, the individual payment 
brands may charge a separate assessment fee, which covers 
the operating costs of managing the network.

Chase Paymentech advocates for merchants in a number of 
ways. For instance, the company is a founding sponsor of the

Merchant Advisory Group (MAG www.merchantadvisory 
gmup.org/), an organization designed to help merchants ha 
a stronger voice with the payment brands. We've also helpe 
introduce new products and payment options to make pur­
chasing even easier for your customers. To learn more abou 
the ways we advocate for you, visit www.chasepaymentech. 
com.

Payment Brands Offer More Information
Understanding interchange rates can be complicated becaus 
the payment brands do not have one set rate that applies to 
every industry or every transaction. Additionally, rates are 
adjusted throughout the year. To learn more about current 
interchange rates, visit the payment brands' websites:

• Visa: www.usa.visa.com/merchants/operations/ 
interchange_rates.html

• MasterCard: www.mastercard.com/us/merchant/sup- 
portHnterchange_rates.html

• Discover: Website not available; please contact 
Discover at (866) 710-3356

For additional information, contact Account Executive 
John Wilcox at (888) 464-9902 ext. 70255, john.wilcox@ 
chasepaymentech.com. H III

Understanding 
interchange rates
can be complicated 
because the payment 
brands do not have one 
set rate that applies to 
every industry or every 
transaction.

BOTTOM LINE www AFPDofiH*^
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Fresh Savings on Credit Card 
Processing Costs For AFPD Members
Associated Food and P etro leum  Dealers (AFPD) has partnered w ith  Chase Paym entech to  o ffer its m em bers  
low, negotia ted  rates on p aym en t processing. W ith  Chase Paym entech, AFPD m em bers w ill receive the  
custom ized solutions pe tro leum  dealers, grocers, c-stores and retailers need to  increase sales and reduce  
expenses.

Benefits include:

■ Service -  Industry expertise specific to  pe tro leum  dealers and grocers

■ Savings -  Lower cost of paym ent acceptance w ith  com petitive  
Visa and M asterC ard rates

■ S tab ility  -  Backed by th e  strength o f JPMorgan Chase

■ Security -  P aym ent Card Industry (PCI) C om plian t applications

■ Solutions - C ustom , turnkey g ift card solutions fo r your business

"Chase Paymentech has helped my business become PCI compliant along 
with saving me money on my processing costs. I feel confident that I am 
getting the best service at the lowest cost."

-  Holly Schlusler, Owner, Henry’s General Store

Call us today  fo r a free statem ent analysis.
88 8 .4 6 4 .9 9 0 2  ext. 70255

CHASE O
Paymentech

02012.Chase Paymentech, LLC All rrghts reserved



H ealthy Livin

Understanding Portion Control
Most people consume far more calories than they realize. The 
culprit? A warped sense of portion size.

According to a survey conducted by the American Institute 
for Cancer Research (AICR). many Americans believe that 
the kind of food they eat is more important in managing their 
weight than the amount of food they eat. "People are eating 
more and wondering why they 're getting fatter," says Melanie 
Polk, MMSc. RD. director of Nutrition Education at the AICR. 
"One big reason is that their focus is too narrow.”

Polk adds that Americans are concentrating too much on 
cutting fat, or relying on fad diets that restrict carbohydrates, 
sugar, or some other nutrient. Studies reveal that these strate­
gies fail to address the issue of total calories consumed, as well 
as overall good nutrition.

Serving Sizes Essential to Good Nutrition
Experts say that understanding the concept of standard serving 
sizes is essential to good nutrition. Standardized serving sizes 
help consumers, health professionals, and food manufacturers 
tind a common language for the sake of communication.

Although serving sizes are “standardized,” individual 
portion sizes will vary because people have different caloric 
requirements. Portion size also depends on a person's specific 
weight management goals and health needs. For example, 
pregnant and breastfeeding women may require larger portions 
of food than do women who are not pregnant or nursing.

Nutritional Needs Vary
Portion sizes and overall dietary requirements depend on sev­
eral factors, including activity level. For example, an inactive 
person may only need three-quarters to one cup of cereal in 
the morning, which is the usual serving size of most varieties. 
But someone who runs several miles a day or who engages in 
other forms of aerobic exercise may need two or three standard 
serving sizes.

To help determine a standard serving size, Polk recommends 
measuring out those listed on the "Nutrition Facts" food label.

Ways to Estimate Portion Sizes
What is a portion size? According to the American Dietetic As­
sociation, you can use the following "models" to approximate 
portion sizes:

• A deck of playing cards = one serving (three ounces) of 
meat, poultry, or fish (can also use the palm of a woman's 
hand or a computer mouse)

• A baseball = one serving (one cup) ready to eat cereal
• 4 stacked dice = one serving (1 1/2 ounces) of cheese
• A baseball = one serving (one cup) of fresh fruit 

When at home. Polk advises to take time to "eyeball" the
serving sizes of your favorite foods (using some of the models 
listed above). Measure out single servings onto your plates 
and bowls, and remember what they look like. Figure out how 
many servings should make up your personal portion, depend­
ing on whether you need to lose, gain, or maintain weight.

She also advises people to avoid serving food “fam­
ily style." Serve up plates with appropriate portions in the 
kitchen, and do not go back for seconds. In addition, never 
eat out of the bag or carton.

Seek Dietary Guidance
If you are unsure about your personal nutrition requirement 
go to www.choosemyplate.gov (see story p. XX) to get eatil 
recommendations based on factors like age, sex, and activit 
level. For an even more individualized plan and for motiva­
tion, seek the advice of a registered dietitian (RD). These 
professionals can create individual menus and food plans th 
are suited to your specific weight management and overall 
health goals. IIII

Source: Blue Cross Blue Shield online resourc

A m ericans are  
concentrating too much

on cutting fat, or relying on fad die*5 

that restrict carbohydrates, 
sugar, or some other nutrient.
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More people carry it.
More doctors and hospitals accept it. 
It's one amazing little card.

When you carry a card from Blue Cross Blue Shield of Michigan, 
you get incredible value. Value that comes from having access to 
high-quality care, the largest network in Michigan and your choice 
of countless plans that give you the flexibility to get exactly the right 
coverage for you and your family. So you can always feel confident 
that you'll get excellent care wherever, whenever you need it.

Blue Cross 
Blue Shield
of Michigan

bcbsm.com Leading Michigan to a healthier future.”

Blue Cross Blue Shield of Michigan is a nonprofit corporation and independent licensee of the Blue Cross and Blue Shield Association



SUPPORT THESE AFPD SUPPLIER MEMBERl|
ASSOCIATIONS
AM R - Association M anagem ent Resources . .  (734) 971-0000
Clean Fuels O h io ......................................................... (614) 884-7336
Local Business N e tw o rk ...........................................(248) 620-6320

ATM
American Com m unications o f O h io ........................(614) 855-7790
Elite Bank Card ATM 's .......................................... (248) 594-3322

BAKED GOODS DISTRIBUTORS
Ackroyd's Scottish Bake ry.................................
G reat Lakes Baking C o.................  .
Hearth Ovens Bakers by Masons Bakery ..
Hostess B rands...............................................
M ichigan Baking Co. - Hearth Oven B ake rs .

(313) 532-1181 
(313) 865-6360 
(313) 636-0401 
(248) 588-3954 
(313) 875-7246

BANKING, INVESTING & CONSULTING
1 Source Capital Commercial Financing

............................................................................(858) 672-0105
M  Lincoln Financial Group Advisors..........(248) 948-5124
Bank o f M ic h ig a n ....................................................... (248) 865-1300
Flagstar B a n k .............................................................1-800-945-7700
Huntington B a n k ..........................................................(248) 626-3970
Louis J. Peters - Financing, Debt Negotiation, Turnaround (586) 206-9942

BEER DISTRIBUTORS & SUPPLIERS________
Eastown D is trib u to rs ..................................... (313) 867-6900
Frankenmuth B rew ery................................................................... (989) 262-8300
Great Lakes B e v e ra g e .................................................................(313) 865-3900
Michigan Brewing/American Badass B e e r ........... (517) 521-3600
MillerCoors ................................................................ (248) 789-5831
O K. D is tn b u to rs ............................................................................ (269) 983-7469
Powers Distributing C om pany..................................................... (248) 393-3700

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

BUSINESS COMMUNICATIONS
i i f t f  *Comcast................................
Clear Rate Communications

........ (248) 343-9348
(248) 556-4537

CELLULAR PHONES & MOBILE MARKETING
Mousetrap Group...................

^646 Sprint Communications —
. . . .  (248) 547-2800 
........ (248) 943-3998

CHICKEN SUPPLIERS
Knspy Krunchy Chicken 
Taylor Freezer

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

CHIPS, SNACKS & CANDY
Anthony-Thom as Candy C o......................................(614) 274-8405
Better Made Snack Foods........................................ (313) 925-4774
Beyond C hoco la te .......................................................(586) 838-7540
Frito-Lay, Inc.................................................................1-800-359-5914
Kar’s Nut Products C o m p a n y ................................. (248) 588-1903
Motown Snacks (Jays. Cape Cod. Tom's. Archway. Stella D'oro) (313) 931-3205
Uncle Ray's Potato C h ip s ................................... .1-800-800-3286

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

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

First Data Independent S a le s ............................ 1-877-519-6006
Next Day Funding, LL C ........................................ .(517)214-4611

C-STORE & TOBACCO DISTRIBUTORS
t i f t ' r  "Liberty USA ................................... .(412) 461-2700
Bull Dog W holesa le ............................ 1-877-666-3226
H.T. Hackney-Grand R ap id s ..................... 1-800-874-5550
S. Abraham & Sons............................................... (616) 453-6358
United Custom D is trib u tion .............................. . (248) 356-7300
W ho's Your Daddy D istributor....................... (248) 743-1003

DISPLAYS, KIOSKS & FIXTURES
Detroit Store F ix tu re s .......................................... . (313) 341-3255
Rainbow Hi T e ch ................................................... . (313) 794-7355

n  4 ft 13QQ.ni 11

ENERGY, LIGHTING & UTILITIES
t f f t p  *DTE Your Energy Savings............. 1-866-796-0512

**DTE Energy Supply io h . p a  & ip  . . (734) 887-2176
Amerifirst Energy (Gene Dickon) ....................... . (248) 521-5000

1-800-477-4747
Murray Lighting C om pany................................ . (313) 341-0416
Vantaura Energy Services................................... . (616) 366-8535
W alker-M iller Energy S e rv ic e s ..................... . (313) 366-8535

FOOD EQUIPMENT & MACHINERY
Culinary Products .............................................. . (989) 754-2457

FOOD RESCUE
Forgotten Harvest .......................
Gleaners Community Food Bank .

. (248) 967-1500 

. (313)923-3535

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

GASOLINE WHOLESALERS
The Anderson’s Inc. (E -8 5 )......................................(419)
Central Ohio Petroleum M a rke te rs ....................... (614)
CFX M anagem ent...................................................... (937) 4jj
G illigan Oil Co. o f Colum bus, Inc...........................  1-800-35'
High Pointe Oil C o m p a n y ........................................(248)474,
M otor C ity Oil C o .........................................................(313) 89i
Obie Oil, Inc..................................................................(937)27:-:

GREETING CARDS
n i l Leanin' Tree .................... 1-800-556-7819 ext

GROCERY WHOLESALERS & DISTRIBUTO
Burnette Foods, Inc...............................  . . .  (231)264
Capital Sales Com pany............................................(248) 541
Cateraid, Inc................................................................ (517)54f-
Central G roce rs .......................................................... (815)555-
Com plim entary F o o d s .............................................. (734) 545!
D&B Grocers W ho le sa le ..........................................(734) 513-
Exclusive W holesale W orld ..................................... (248) 395-
General W h o le s a le ................................................... (248) 35>
George Enterprises, Inc............................................(248) 85 -
Great North Foods..................................................... (989) 3 fl
Jerusalem F oods........................................................(313)
Kap’s W holesale Food S e rv ices ............................(313)831
Spartan Stores, Inc.....................................................(616) 87W
SUPE R VALU ............................................................... (9371741

Value W holesale D is tr ib u to rs .................................(248)96'1

HOTELS, CONVENTION CENTERS & 
BANQUET HALLS_____________ ___
A & M Hospitality S e rv ic e s .....................................(586) 7T1
Hampton Inn - C om m erce....................................... (248)863
Hampton Inn - S h e lb y .............................................. (248)624
Holiday Inn Express - C om m erce ......................... (248) 62*-
Farmington Hills M a n o r............................................(248)888
P e tru ze llo 's .................................................................(248) SJ-
Shenandoah Country C lu b ..................................... (248) 68-
Suburban Collection S how place ............................(248) 3^

ICE CREAM SUPPLIERS_____________
Nestle D S D ....................1-800-328-3397 |

■ f t f  *Prairie Farms Ice Cream Program (L*9***, 
........................................................ 1-800-399-6970*
Pars Ice Cream Company, Inc............................... (313)29

ICE PRODUCTS
Arctic Glacier, Inc.........
Home City Ice 
U S. Ice Corp................

1-800-3?
1-800-W-

(313) IP

•  t i t
indicates supplier program that has been endorsed by AFPD.

- Indicates supplier only available in M ichigan
Indicates supplier only available in Ohio



UPPORT THESE AFPD SUPPLIER MEMBERS

JRANCE SERVICES: COMMERCIAL
i  North Pointe Insurance..................  1-800-229-6742
}  "CareWorks........................1-800-837-3200 ext. 7188
f  "Cox Specialty Markets (North Pointe)

(Underground Storage Tanks)...........  1 -800-648-0357
itree Insurance................................................... (734 ) 452-9199

-1 & Brown Insurance..........................................(586 ) 446-3663

Northern Insurance A g e n c y ........................ (248) 856-9000

Farm Insurance (Agent Dawn Shaoun i) . .  (248) 879-8901

as-Fenner-Woods Agency, Inc...................... (614) 481-4300

Lyndall Insurance.............................................. (440) 247-3750

JRANCE SERVICES: HEALTH____________
if ’BCBS of Michigan..........................  1-800-666-6233
lelo, Ramsby & Assoc.................................... 1 -800-263-3784

:are Plus, Inc.......................................................... (313) 267-0300

/  Husaynu & A sso c ia te s .................................... (248) 851-2227

ENTORY SERVICES_____________________
1 inventory.............................................................. (586) 718-4695

■AL SERVICES_________________________
' -B e llanca , B e a tt ie , D e L is le .............(3 1 3 ) 88 2-1 1 0 0

' "P e p p le  4  W a g g o n e r, L td ...............(21 6 ) 5 2 0 -0 0 8 8

rings, McClorey, Davis & Acho, P L C ..........(734) 261-2400

a  S Associates .................................................. (248) 265-4100

*  Elies, PC .......................................................(248) 865-8400
r & Phillips, L L P .................................................. (858) 597-9611

Schram, P C ......................................................... (248) 335-5000

' eye Law, P C ......................................................... (248) 626-6800
<es Gadd & Silver, P C ...................................... (734) 354-8600

Attorneys 4  C o u n se lo rs ....................................(586) 493-4427

Alton 4  H ors t.......................................................(614) 228-6885
offices o f Kassab 4  Arabo, P L L C ................. (248) 865-7227

0 row, Mekam, Shallal 4  Hindo, P C . . . .  (248) 223-9830 

TERY
3an Lol> e ry ..................... ................................... (5 17 ) 335-5648
L o tte ry ................................................................1-800-589-6446

jAZINE & TRADE PUBLICATIONS
•I Free Press 
it News

©ws Dtstnbutors 
9an Chronicle

. . .  (313 ) 222-6400 

. . .  (313) 222-2000 
. .  (586) 978-7986 

. .  (313) 963-5522

IVTS DELI DISTRIBUTORS
• United Meat 

-  Portion Control Meats 
hr 4  Sons, 

fresh  Foods..

Poods ..........................

wood Foods Dtstnbutors 
4 ;s Pood C a p  
■ erme Packing Company

. (313) 867-3937 

. (419) 358-2926 

. (810) 387-3975 

. (313) 295-6300 

. (586) 447-3500 

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

. (313) 259-7500

MILK, DAIRY & CHEESE PRODUCTS
T i & f  ’Prairie Farms Dairy Co................... (248) 399-6300

**Dairym ens .......................................(216) 214-7342
C oun try  F re s h ..............................................................  1 -800-748-0480

MISCELLANEOUS________________________
Pyram id Sung lass C o m p a n y ......................................  1-800-833-3996

SureG rip  F loor S afe ty  S o lu t io n ................................. (850) 264-8537

V a lid a to r ............................................................................(386) 308-2543

Z  Coil C om fo rt S id e ........................................................(313) 407-4976

MONEY ORDERS/MONEY TRANSFER/
BILL PAYMENT___________________________

MoneyGram International........... Ml (517) 292-1434
...................................................................... OH (614) 878-7172

OFFICE SUPPLIES & P R O D U C T S _____
t f f i f  LB Office P roducts ......................... 1-800-826-6865

S tap les ................................1-800-693-9900 ext. 584

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

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

POINT OF SALE
BMC - Business M ach ines S p e c ia lis t................... (517) 485-1732
Caretek (Security, Credit Card, Point o f Sale and more1) 1-866-593-6100 
S ilk Route G lob a l.......................................................... (248) 854-3409

PRINTING, PUBLISHING & SIGNAGE
International O u td o o r ,. . .  ............................. (248) 489-8989
Michigan L o g o s ...................... ................. (517) 337-2267
W alt Kem pski G ra p h ics ............  ................. (586) 775-7528

PRODUCE DISTRIBUTORS_________________
A ce P ro d u c e ........................... ........................ (248) 798-3634

Heeren B rothers P ro d u c e ............  ...............(616) 452-2101
Tom M aceri & Son, Inc ................................................ (313) 568-0557

REAL ESTATE____________________________
Am erican Business B ro k e r ........................................ (614) 944-5778
Centro Properties G ro u p ....................................  (248) 476-6672
Judeh Tax Appeal Team  (3 13 )277 -198 6
Signature Associates - Ange la A rcon (248) 359-3838

REFRIGERATION & REFRIGERATION SOLUTIONS
Phoenix R efngeration ........................................... (248) 344-2980

REVERSE VENDING MACHINES/RECYCLING
TOM R A M ichigan 1-800-610-4866

SECURITY, SURVEILLANCE & MORE
C entra l A la rm  S ig n a l.......................................................................... (313 ) 864-8900
G ulfcoast Loss P re v e n t io n .............................................................. (727) 776-3429

SHELF TAGS______________________________
JAYD T a g s .............................................................................................. (248) 730-2403

SODA POP, WATER, JUICES &
OTHER BEVERAGES_______________________

Monster Energy Company.................. (586) 566-6460
T if t r  Nestle Waters Supermarket P rogram .....................
................................................................................ (734) 513-1715
7UP  Bottling G ro u p ...................................................... (313) 937-3500

Absopure  W ate r C o ...................................................... 1 -800-334-1064

A rizona B e v e ra g e s ...................................................... (313) 541-8961

B uckeye D istributing (A rizo na ) ..............................(440) 526-6668
C oca-C o la  R efreshm ents
.....................................................................A uburn  H ills (248) 373-2653
..........................................................................B elleville  (734) 397-2700
...................................................................M etro  D etro it (313) 868-2008
....................................................................... Port Huron (810) 982-8501
C oca-C o la  R efreshm ents - C leve land.................... (216) 690-2653

Faygo Beverages, Inc .................................................. (313) 925-1600

G arden Food D is tr ib u to rs ..........................................(313) 584-2800

Intrastate D istributors (Snapple) ........................... (313) 892-3000

Pepsi B everages C o m p a n y ........................D etro it 1-800-368-9945
............................................................................... Howell 1-800-878-8239
............................................................................P ontiac (248) 334-3512
RL Lipton Distnbuting (A r iz o n a ) ..................................(216)475-4150

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

TOBACCO COMPANIES & PRODUCTS________
Altria  C lient S e rv ic e s ...................................................(513) 831-5510
Beam er Co. (H ookah ’s & su p p lie s ).................... (248) 592-1210

Nat S h e rm a n ..................................................................(201) 735-9000
R J R e yn o ld s ..................................................................(336) 741-0727
S & E D istributor, Inc. (e -c ig a re tte s )......................(248) 755-8926
W ests ide V apor (e -c ig a re tte s ) ................................(614) 402-0754

WASTE DISPOSAL & RECYCLING___________
National Management Systems .............................(586) 771-0700
Sm art W ay R e c y c lin g ................................................. (248) 789-7190

WINE & SPIRITSCOMPANIES_________
Beam G lo b a l..................................................................(2 4 8 )471 -228 0
Brow n-Form an Beverage C o m p a n y .......................(248) 393-1340

D ia g e o ............................................................................. 1-800-462-6504
G host Vodka ............................................................... (6 1 6 )835 -410 8
Heaven Hill D is tille nes................................................ 1-800-348-1783
Treasury W ine Estates . . . . .  (7 3 4 )667 -351 5

WINE & SPIRITS DISTRIBUTORS _
Great Lakes W ine & Spirits .......  ............ (313) 867-0521
National W ine 8  S p ir its ...................  . . ,1-888-697-6424

1-888-642-4697

•  • • •
■ m fl.'?  indicates supplier program that has been endorsed by AFPD.
■ ■ ■ ■ *  *  In d icates  s u p p lie r o n ly  ava ilab le  in  M ich igan

* *  In d icates  s u p p lie r o n ly  ava ila b le  in  O hio



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 
consultants. Bylined articles reflect the opinions of the writer. 
POSTMASTER: Send address changes to AFPD Bottom Line, 
5779 W. Maple R d„ West Bloomfield, Ml 48322.

AFPD works closely with these associations:

- M a r c h  27-29, 2012  —

Ohio S a fe ty  Congress & Expo 
C ongress: M arch 27-29 ; E xpo M arch 28-29 

G rea ter C o lum bus C onvention  C en te r 
C olum bus, OH

- A p r i l  25, 2012 —  

AFPD Annual Food & 
Beverage Trade Show

S uburban Collection 
Show place  

Novi, Ml

-
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www.AFI

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 1-80O€66-6233

http://www.AFI
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ou deserve a little credit, too.
cause of your hard work selling Lottery tickets, last year over $ 727  million was contributed to the state 
hool Aid Fund -  a good thing for our kids. You also helped players take home over $1.34 billion in prizes, 
King good things happen for local communities. And because 10,000 local businesses earned over $200  
Hion in commissions last year, you're making good things happen for yourself. So thanks for all the work 
u do and all the good things you help make happen for Michigan

m u .t 'w ,  you c r  altoro to k m . y o u ~ v t  got a probtom Can 1-SOO-270-7117 lot conMental no*)

MICHIGAN

LOTTERY-



Succeeding in today’s economy takes more than hard work and wishful thinking... it takes a plan -  and support froff 
strong and steady partners. That’s why choosing Spartan is such a wise move. We offer nearly 100 different service 

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 label and national brands.

Call Jim Gohsman at 6 16-878-8088 or visit W W W .spa rtan sto res .com  
to start your plan for success today.

http://WWW.spartanstores.com
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