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INTRODUCING SMIRNOFF ICED CAKE AND 
KISSED CARAMEL FLAVORED VODKAS

TWO NEW WAYS TO TREAT YOURSELF
Confectionary flavors are the #1 growth driver in the vodka category.' 

SMIRNOFF®, the #1 vodka in the US,2 now offers you two new ways to sweeten your profits.
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Chairman's Message

Joe
BELLIN O , Jr.
AFPD Chairman

Understanding the 1.85 Percent 
Liquor Tax Adjustment

When AFPD single-handedly
came up with the concept and 
helped the Michigan legislature 

pass Senate Bill 331 last year—which 
eliminated the 1.85 percent tax off-prem
ise accounts were being charged over and 
above what on-premise accounts were 
charged—we were ecstatic. This unfair 
selling of alcohol to licensees solely 
based on whether you owned a store or 
a bar had been going since 1973 with no 
rhyme or reason. The new law. which 
Governor Snyder signed last year, took 
effect on October. 1 2012.

However, many of our Michigan retail 
members have been calling us asking, 
“Where is our 1.85 percent savings?” If 
you look at the old price book and new 
price book, you will see for the most 
part that every price went down for off- 
premise accounts, but a number of prices 
went up for on-premise accounts. What 
does this tell us? Alcohol manufactur
ers sell their product into the state, and 
then the state takes its 65 percent markup 
before they send it our way. A number 
of alcohol manufacturers wanted to keep 
certain price points in the marketplace, 
and some wanted to take advantage of the 
new changes.

Let’s be clear: We are not trying to 
point fingers or denounce all alcohol 
companies—we are simply explaining 
what has transpired.

Confusion over the new pricing 
structure seems to be the key word.
AFPD strongly recommends that you 
take a serious look at your situation at 
the store level before deciding to change 
all your prices. After all, the prices for 
off-premise accounts went down from the 
last price book. We have a great system 
in Michigan, which AFPD is fighting 
to protect. This includes our minimum 
markup, which most retailers in states

across the country only wish they had.
SB 331 was a good thing for our 

industry and was passed in the name of 
fairness, requiring retail stores, bars, 
and restaurants to pay the same amount 
to the state for the purchase of the same 
bottle of liquor. Unfortunately, sometimes 
fairness doesn’t equate to an exact dollar 
figure. It’s important to recognize that the 
cost price of alcohol to the retailer did 
go down, but sometimes a 1.85 percent 
reduction does not equal a full buck- 
eighty-five in your pocket.

On the subject of giving thanks, AFPD 
hopes that members will recognize the 
crucial need to support the Ohio PAC. 
AFPD is still working on the CAT Tax 
issue, and we are very close to getting 
it resolved in a way that will benefit our 
industry. Please don’t forget to support 
AFPD’s efforts in this very important 
work to level the tax that an independent 
retailer pays compared to oil compa
nies that also own stations for the same 
product. As things currently stand, the 
independent retailer pays a whopping 
three times the tax that an oil company 
pays, and this simply cannot be allowed 
to continue.

And finally, a note here about our ef
forts on the Michigan bottle bill repeal. 
Did you know Michigan was the second 
state in the nation to pass a bottle recy
cling bill? The problem is that we have 
failed to evolve the bill and Michigan's 
overall recycling efforts over time. The 
bottom line is we may not have another 
chance to take action on this bill for 20 
years. It’s time to get bottle recycling 
out of stores once and for all and go 
to a comprehensive curbside recycling 
model. Do consumers really want to take 
garbage back to the same places where 
they buy their food? We will need your 
help on this! Ill
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Testimonial
"The community needs people with retail 
experience who can bring good ideas forward 
and keep retailers apprised of what's going on 
in the marketplace. More members will make u 
stronger as a group. That will increase our 
buying power to offer more discounts and will 
give us a stronger voice in Lansing, Columbus, 
and Washington. AFPD membership comes at a 
minimal cost for benefits that can help your 
business achieve greater goals."

— Brian Yaldoo, Hills Fine Wine & Spirits, West Bloomfield
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ALL MONSTER ENERGY/AFPD CONTRACT ACCOUNTS 
THAT DISPLAY 160Z 2  FOR $ 3 .5 0  OR 4-PACKS FOR $ 6 .4 9  

<\ ,  WILL EARN MONEY BACK!*

SEE THE MONSTER ENERGY/AFPD CONTRACT FOR DETAILS

ALL CASES FOR THE MONTH
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T h e  A n c ie n t G reeks  be lieved  th a t th e  tru e  m easure  o f  a m an's greatness c o u ld  be 
ca lcu la ted  by th e  n u m b e r o f  p e o p le  w h o  a tte n d e d  his funera l. To th e m , dea th  was 
th e  g rea t equalizer. S tatesm an, po e t, o r  shepherd , it  d id n ’t  m a tte r  in death . It w as th e  
n u m b e r o f  p e o p le  w h o  a tte n d e d  y o u r  m e m o ria l se rv ice  th a t w as th e  t r u e  in d ic a to r 
o f  y o u r  greatness.

If  th a t is tru e , M ike  Rosch w as a g rea t m an, as ev idenced  by th e  hun d re ds  o f  p e o p le  
w h o  a tte n d e d  his v iew ing , th e  mass a t his parish, St. Is idore , and his m e m o ria l luncheon.

O th e rs  w o u ld  argue th a t you  cou ld  n o t m easure th e  greatness o f  a m an s im p ly  by num be rs . T h e y  w o u ld  argue if  
you cam e fro m  a big family, th e re  w o u ld  sure ly  be  m any p e o p le . O th e rs  w o u ld  say th a t i f  a p e rso n  is p ro m in e n t in 
business, na tu ra lly  m any w o u ld  a ttend . S om e o th e rs  be lieve  th a t it  w as c o m m u n ity  se rv ice  th a t w o u ld  be  th e  m a rk  o f  
a ttendance . If th o s e  are th e  guides, th e n  M ike  Rosch was a g re a t man, reve red  by his fam ily  and by th o s e  w h o  w o rk e d  
w ith  h im — a m an w h o  c o n tr ib u te d  to  e ve ry o n e  a t e v e ry  level.

In ancient days, it  was also believed th a t it was th e  level o f  w eeping, th e  m ourn ing, and th e  deso la tion a t th e  loss th a t 
m arked greatness. Today's society is a little  d iffe rent. W e  w e a r o u r  s o rro w  a little  c loser to  o u r  chest. People express th e ir  
s o rro w  in d iffe ren t ways. T h e re  is th e  sound o f  silence th a t rings o u t a t a solem n cerem ony, th e  qu ie t respect, a te a r held 
back, a head shaking in disbelief. In Mike's case, all o f  those  e m o tions  pou red  fo r th  and w ill con tinue  in his m em ory .

F o r th o s e  o f  us w h o  w e re  p riv ileged to  serve  w ith  M ike  th ro u g h  his m any years on  th e  A F P D  board , th e re  w e re  
special m om en ts . M ike  jo in e d  A F P D  a t a t im e  w h e n  th e  b o a rd  was expanded  to  inc lude  s u pp lie r m em bers . M any 
re ta il m e m b e rs  d id n 't u n de rs tand  w h y  a re ta il o rgan iza tion  w o u ld  reach o u t to  supp lie rs  to  have th e m  jo in  an 
association ded ica ted  to  re ta ile rs . In th o s e  ea rly  years, n o  o n e  really  k n e w  w h a t th e  resu lt w o u ld  be. M ike  w as o ne  
o f  th o s e  f irs t  su p p lie r m e m b e rs  o f  th e  Board. It d id  n o t take  long  to  see h o w  th e  exchange o f  ideas b e tw e e n  th e  
supp lie r side and th e  re ta ile rs  w o u ld  be a b e n e fit t o  bo th .

A FD , as it  was k n o w n  then , to o k  on  a n e w  life. It g re w  on  acco u n t o f  its association w ith  suppliers, p e o p le  like M ike, 
peo p le  w h o  w e re  loyal to  th e ir  o w n  business in te res ts  b u t recogn ized  th a t th e  in d u s try  itse lf needed  co m m u n ic a tio n  
and c o o p e ra tio n  a t all levels. Clearly, th e re  w e re  issues w ith  th e  s u pp lie r side and M ike  d id n 't agree w ith  som e 
reta ilers. Positions w e re  taken  w h ich  co u ld  have d iv ided  lesser peop le , b u t th a t w a sn 't M ike ’s style. Fortuna te ly, fo r  
AFD, i t  w a sn 't th e  style o f  m any o th e r  s u pp lie r m e m b e rs  w h o  cared  as m uch a b o u t th e  in d u s try  as th e y  d id  th e ir  
o w n  segm ent o f  th e  industry.

Each o f  us had o u r  o w n  re la tionsh ip  w ith  M ike  and each o f  us have o u r  o w n  sto ries to  te ll and s ta tem en ts  to  make, 
as is ev idenced by th e  quo te s  accom panying th is  a rtic le .

T h e re  was som e th ing  else th a t separated M ike  fro m  m o s t peop le , perhaps a n e w  signal o f  greatness. It is hard  to  
th in k  o f  M ike  w ith o u t a sm ile com ing  to  m ind , n o t ju s t y o u r  sm ile re m e m b e rin g  som eth ing  th a t he said o r  som eth ing  
th a t he d id  o r  th e  w ay  he said it  o r  th e  w ay he d id  it. It was actually M ike's smile, no  m a tte r  w h a t th e  to p ic , n o  m a tte r  
w h a t th e  occasion, a sm ile was always e v id e n t in his face. H e  loved  life, he loved being w ith  peop le , and w h e n  you 
w e re  w ith  him , he always m ade you smile.

H e  is missed. H e  w ill be  missed.

Mike began  his c a re e r a t J. Lew is C o o p e r Co in  19 7 3  a n d  h e ld  m a n y  roles fro m  Sales R ep resen ta tive , D is tr ic t M a n a g e r  
a n d  f in a lly  G en era l Sales M a n a g e r M ik e  le ft JLC a n d  c o n tin u e d  his c a re e r p a th  a t  G en e ra l W in e  &  L iqu o r as G en era l 
M a n a g e r m 19 8 8 . Mike c o n tin u e d  on a f te r  th e  m e rge  o f  b o th  c o m p a n ie s  in  2 0 0 8  as G re a t Lakes W in e  &  Spirits, 
E xecu tive  Vice P res ident - Spirits  D iv ision. M ik e  w as a  key m a n a g e r in  deve lop ing  th e  c o m p a n y  in to  th e  successful 
e n te rp rise  th a t i t  is today. In h is th irty -n in e  years o f  service, M ik e  was b o th  fr ie n d  a n d  c o -w o rk e r to  m a n y  in  a n d  o u t o f  
o u r in d u s try  a n d  he  w ill be  g re a tly  m issed.



Auday Arabo, president and CEO, AFPD
I w as n o t fo r tu n a te  enough  to  w o rk  w ith  M ike  fo r  an e x te n d e d  p e r io d  o f  j  
tim e , b u t I k n o w  th a t w h e n  he spoke, p e o p le  o n  th e  b o a rd  lis tened. H e 
w o u ld  argue and d e ba te  all sides b e fo re  conc lu d in g  w ith  his op in ion .

H e  w ill be m issed.

i
James V. Bellanca, Jr., partner, Bellanca, Beattie & DeLisle, P.(
" I t  is n o t poss ib le  fo r  m e to  th in k  o f  M ike  w ith o u t  a sm ile. In life, th e re  are veryfe 
p e o p le  w h o  can be in pos itions  o f  respons ib ility , express  th e ir  v iews, and stand k) 
th e ir  be lie fs w ith o u t  crea ting  enem ies  o r  bad feelings. M ike  w as th e  exception.

I have ne ve r heard  anyone say a bad th in g  a b o u t M ike. In th e  years th a t I knev, 
h im  and w o rk e d  w ith  h im , he was always c lea r w h e re  he s to o d . W h e re  he stood 
w as n o t always o n  th e  same g ro u n d  w h e re  o th e rs  w ith in  th e  association stood,' 
he ne ve r backed d o w n  fro m  his p o s itio n  o r  invo lved  h im se lf in any acrimony. Hs 
absence fro m  th e  A FP D 's b o a rd  w ill be c lea rly  fe lt.

A FP D  is T h e  V o ice  o f  th e  In d e p e n d e n t Retailer. Fo r th a t vo ice  to  be effective 
w e  m u st un de rs ta nd  th e  po s itio n  o f  th e  supp lie rs  in o u r  industry , as w ell as what 
th e y  need to  be  successful. M ike p ro v id e d  th a t va luable link  fo r  years. W hen we;
able to  jo in  hands o n  issues w ith  o u r  supp lie rs, w e  have be en— and w ill continue 
b e — unbeatab le ."

Clifton Denha, owner,
Wine Palace
I ha rd ly  k n o w  w h e re  to  s ta rt. M ike 
was such a d e ce n t guy, and I knew  
him  fo r  m o re  than 25 years. H e 
was always a frie nd  to  re ta ile rs  
and knew  h o w  to  w o rk  w ith  us. I re 
m e m b e r a tim e  w he n  I had o rd e re d  
a b o u t $ 4 0 ,0 0 0  w o r th  o f  ho liday li
q u o r sets fro m  Mike's company. W e  
had no c o n tro l o v e r th e  de live ry  
schedule, and th e  tru c k  show ed up 
be fo re  I was ready. I called M ike fo r  
help, and he sent th e  tru c k  back to  
th e  w arehouse  and o ffe re d  to  ho ld 
de live ry  fo r  a w eek.

Ronnie Jamil, owner, 
Bella Vino Fine Wines
M ike w as e lec ted  to  th e  b o a rd — w h ich  is 
m o stly  re ta ile rs— as a supp lie r d ire c to r, b u t 
he always u n d e rs to o d  th e  needs o f  re ta ile rs  
and to o k  th e  tim e  to  discuss th e  issues th a t 
m a tte re d  to  us. I f  th e re  w as a deba te , M ike 
to o k  care to  stay ne u tra l ra th e r th an  take 
one  side. H e  d id n ’t  say much, b u t w h e n  he 
spoke, everyone  listened, because w h a t he 
said m ade sense and w as always fro m  his 
heart. W h e n  it  cam e to  a vo te , he som e
tim es to o k  th e  re ta ile r side because he 
be lieved th a t a s trong  re ta ile r m ade a s trong 
supplier. M ike w as a v e ry  w ise man and a 
great gentlem an. H e  was my good  frie nd  fo r  
30 years, and I w ill miss h im  ve ry  much.

✓
Syd Ross, CEO, Great Lakes Wine & Spirits
It's im possible to  w ra p  up 4 0  years o f  know ing som eone  like M ike in to  a quo te . M ike 
and I have w o rk e d  to g e th e r  since 1974, and w e  w e re  go od  friends fo r  a v e ry  long tim e. 
M ike was a dynam ic guy, and eve ryb o d y  w h o  knew  him  w o u ld  say th e  same th ing.

Joe Bellino, owner, Broadway 
Market and Chairman,
AFPD Board of Directors
M y fam ily  and M ike ’s have been friends 
since my fa th e r s ta rte d  in th e  wine 
business and M ike was a sales rep.
W h e n  I jo in e d  AFPD 's board, Mike was 
m y m ento r, pu lling m e aside and giving 
m e po in te rs . T h e re  w e re  a number 
o f  tim es  w he n  I was passionate about 
som eth ing , and M ike w o u ld  quietly i 
exp la in  w h y  I was w rong . I rememberl . 
th o u g h t a w ho lesa le r should be board 
chairm an un til M ike explained w hy tha t| |  
was a bad idea. " I f  one wholesaler is 
chairm an," he expla ined, "all the other >  
w ho lesa lers  w ill hate you." Mikes 
presence on th e  board  was invaluable 1 
because he o ffe re d  insight in to how 
w ho lesa lers  th in k  and live. Retailers 
make up th re e -q u a rte rs  o f  the board, 
and w e had never considered the oth*f  
side o f  th e  tab le . M ike showed us that 
side. H e was always composed, and ^  
everyon e  had th e  u tm o s t respect 
fo r  him.



32nd Annual AFPD Foundation

Michigan Turkey Drive
A s th e  ho liday season approaches, th e  A F P D  Turkey D riv e  C o m m itte e  has 
p ledged to  p u t a tu rk e y  on  th e  Thanksgiving tab le  o f  o v e r 6,000 M e tro  
D e tro it  and Lansing fam ilies th a t m ay n o t o th e rw ise  en joy  th is special meal.

This is AFPD  Foundation ’s 32nd Annual Turkey D rive  and each year th e  list o f  
charitable groups asking fo r tu rkeys grow s.There  are m ore  requests than w e  could ever fill. Local charities 
desperate ly need o u r  he lp !Together w e  can help feed m ore  than 6,000 families this holiday season!

Thanksgiving is a t im e  to  re flect, give thanks and help  th o se  th a t are less fo r tu n a te . W e  are asking you  
to  p itch  in. A  $ 2 4 0  don a tion  to  th e  A F P D  T urkey D rive  w ill p rov ide  tu rkeys  fo r  20  fam ilies in M e tro  
D e tro it  and Lansing! W h e n  you co ns ide r th a t each tu rk e y  serves a b o u t 12 peop le , th a t equals enough 
Thanksgiving tu rk e y  fo r  240 peop le ! You can also donate consumable products above and beyond o r  
in lieu o f your m onetary  donation. Please call fo r  in fo rm a tio n  on  w h e re  to  send these  goods.

This is a charitable event and all donations are 100%  tax deductible! R ece ip t available u pon  request.

It is tru ly  h e a rtw a rm in g  to  be a p a r t o f  o u r  Annua l M ichigan T urkey D rive . To dona te , please c o m p le te  
th e  fo rm  b e lo w  and send y o u r c o n tr ib u tio n  to  A F P D  Foundation.

Y e s ! I want to provide Thanksgiving dinners to Michigan families in need.
A ll dona tions are 100 %  ta x  deductib le . Please see you r ta x  advisor fo r  gu idance on yo u r specific  ta x  s itua tion.

N a m e :_  

Business: 

Address: 

Phone: 

Email: _

St:____  Z ip^

I will provide Thanksgiving turkeys for:
□  20 fam ilies at $240
□  40  families at $480
□  100  families at $  1.200
□  250 families at $3,000 
Q  500  families at $6,000
□  O th e r  (goods o r  p roducts)

AFPD FOUNDATION 
TAX ID s 38-3457246

Payment m ethod:

By Check:
Make check payable to: A FP D  Foundation  

By Credit Card:
Circle one: M C  Visa A M E X  Discover

Card Num ber:

Expiration Date: 

Signature:______



Express Lines

R etail Food S afe ty  Forum
Be on the forefront of retail food safety by 
attending the FMl/Nalional Grocers As
sociation (N.G.A.) inaugural Retail Food 
Safety Forum in Cincinnati on November 
5-6. 2012. Through interactive learning, 
peer discussions, and idea exchanges, 
you will take away actionable resources 
to improve your company's food safety 
program.

The Retail Food Safety Forum courses 
are designed to offer comprehensive 
education on food safety, as well as the 
opportunity to address issues such as 
effective recall procedures and FSMA 
implementation. The forum offers two 
tracks for professionals from companies of 
all sizes—including independent opera
tors—across retail, wholesale, producer.

and distribution:
• CEOs, owners, and C-level executives.

Sleep better at night knowing you have 
a robust plan to protect your company 
against a potential food safety crisis.

• Food safety professionals. Get the 
tools, tips, and information you need to 
enhance your food safety program.

Bonus Event -  Free to Attendees
Wind down after the intensive day of learn
ing at a cocktail reception and SQF (Safe 
Quality Food! Solutions Showcase held in 
conjunction with the SQF International Con
ference. Network with new friends and busi
ness partners as you investigate a wealth of 
new tools, technologies, and solutions in the 
world of food safety, including the industry's

most comprehensive third-party accred
ited food safety and quality assessment 
program. The session is free to all Retail 
Food Safety Forum attendees. A separate 
registration and fee are required to attend 
only the SQF Conference. Ill

Standard FMI/N.G.A. Member—$3 
FMI/N.G.A. Associate Member—$ 
Non-Member—$795 

Learn more about the Forum onlii 
at www.fmi.org/food-safety or conti 
Hilary Thesmar, vice president o f  f  
safety programs, at hthesmar@fmi.t 
or (202) 220-0658.

Retail Food Safety Forum
Be on the Forefront of Retail Food Safety

November 5-6, 2012 
Hilton Cincinnati 
Netherland Plaza 
Cincinnati, Ohio

....... ........................... ............
THE VOICE OF FOOD RETAIL

NATIONAL QKOCMKS ASSOCIATION

SAS's A be A b ra h am  Turns 100
Abe Abraham, chairman of S. Abraham & Sons Inc. (SAS) 
celebrated his 100th birthday on August 21. 2012. In 1921, he and 
his mother left their small village in Lebanon to join his father. 
Slcyman Abraham, who had already been in the U.S. for several 
years. The family moved to Grand Rapids. Mich, to be closer to 
family, where Sleyman established a small candy and (ive-and- 
dime store. The business developed into a wholesale company, 
selling to retailers in the city.

Abe joined his father in business at the age of 16. Ten years 
later, his brothers James and Wade began to work in the family 
business as well. World War II took Abe to India, where he served 
in a military courier service. In 1947, he met and married Adele 
Kaleel from Spring Valley, III. Together they have four children. Id 
grandchildren, and a great-grandchild on the way.

Today. SAS distributes 12,000 items to 3.600 customers in nine 
states from two distribution centers. Customer focus has always 
been a core value of SAS, enabling it to grow and prosper over the 
last 85 years. Abe’s vision and wisdom still continues to be a domi
nant part of the SAS culture. 'Bill

BOTTOM LINE www.AFPDonline or§
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Express Lines
Michigan A p p le  G row ers Plan A h ead
Michigan’s apple trees have the potential Fruit trees have a normal balancing act in
lo produce a large crop for the 2013 season 
after an unexpected rest period due to the 
significant crop loss of 2012. After historic 
weather events in late winter and spring 
destroyed close to 90 percent of the state’s 
apple crop, orchards could see an increase 
m blooms and fruit production for the 
coming season.

"After bloom, apple trees begin initiat
ing fruit and shoot buds for the following 
year’s crop." said Amy Irish-Brown, an ex
tension educator with Michigan State Uni
versity. "While fruit is growing on the tree, 
buds for the following crop are already 
growing. This year, with so many trees not 
producing fruit, the nutrients absorbed by 
the trees can be allocated to the developing 
buds—especially those that have the poten
tial to produce fruit. Their emergence next 
•ear will hopefully provide growers with a 
sizeable crop.”

which nutrients, photosynthates, and other 
resources are allocated to the fruits, buds, 
and leaves on the tree, she explained. A tree 
that has produced fewer fruits will be able 
devote more nutrients to the developing buds.
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“Apple trees are pretty hardy, and we’re 
not hearing anything of permanent damage 
due to the weather this spring.' said Diane 
Smith, executive director of the Michigan 
Apple Committee. “We’re going to have 
well-rested trees, and generally when you 
have a well-rested tree, it really performs the 
next year. Barring any weather conditions, 
we could definitely come into next year with 
a record setting crop.’

MDARD Launches M iSafe
The Michigan Depart
ment of Agriculture 
and Rural Development 
(MDARD) is celebrat
ing National Food 
Safety Month by imple

menting the state’s updated Food Law to 
improve tood safety practices on October 
'• -1’1- 1 he agency is also launching an 
"ithne system that will enable consumers 
to easily access inspection results from
more than 19,000 retail food establish
ments in Michigan.

Putting lood inspections online pro- 
odes greater transparency for consumers 
md retailers.” says Jamie Clover Adams, 
MDa RI> director. "Food safety impacts 
'he dailv lives of consumers, growers.
1'iocessers. and those who prepare and sell 
food"

hi addition to implementing the updated 
J°"d Law. MDARD has created MiSafe 
° ffi'e consumers access to retail food 
establishment inspection results, including 
n̂> violations found during an inspection.
l°lahons are items that, if not addressed. 

"**> kad to food borne illness, food con-
'ammation. or an env ironmental health 

•*rd Routine inspections are typi- 
conducted at a six-, 12- or 18-month 

rcHoency, depending on the type and 
-“rnple\n\ of (he food handling at the 
establishment MiSate will include inspec- 
"n Sports from September 2011 forward

and can be accessed at www.michigun.gov/ 
foodsafety.

Effective October 1, Michigan’s updated 
Food Law adopts a modified 2009 FDA 
Model Food Code, portions of the 2009 
FDA Model Shellfish Code, and various fed
eral food processing codes and egg safety 
documents to provide national consistency 
for the food industry and assure Michi
gan’s food safety laws are based on current 
science. The Food Law is monitored by 
MDARD in partnership with Michigan's 45 
local health departments.

The updated Food Law includes the fol
lowing key changes:

• Creates an updated scoring system for

Michigan’s apple growers will be hop
ing for more normal weather conditions 
in 2013 to help foster more blooms. In 
addition, growers have been working to 
maintain their apple trees with their usual 
fertilizing, pruning, and pest and disease 
management practices throughout the 
summer.

“Our apple growers are working hard 
to maintain their orchards and prepare for 
a successful 2013,” said Smith. "We are 
keeping our fingers crossed for rain and 
good growing conditions throughout the 
coming year."

Michigan Apple Committee is a grower- 
funded, nonprofit organization devoted to 
promotion, education, and research activi
ties to distinguish the Michigan apple and 
encourage its consumption in Michigan 
and around the world. For more informa
tion, contact Diane Smith at (800) 456- 
2753 or visit www.MichiganApples.com. II III

violations at licensed food 
establishments

• Prohibits the offering of undercooked 
hamburgers on children’s menus

• Requires cut tomatoes and cut leafy 
greens to be kept refrigerated

• Sets standards for food establishments 
to safely par-cook food (a technique 
where food is partially cooked, then 
cooled and finished later)

• Allows small egg producers to sell di
rectly to consumers without a license 
as long as a warning label on the 
carton states the eggs were packaged 
in a facility not inspected by MDARD

• Raises the annual gross sales limit for 
cottage food businesses from $15,000 
to $20,000 and to $25,000 in 2018

• Requires mobile and special transitory 
food units to have a certified manager

• Allows licensed retail food establish
ments to sell at farmers markets, 
fairs, or festivals without additional 
licensure

• Includes provisions to assist state 
auditors in monitoring food establish
ments for Bridge Card fraud

For more information about the updated 
Food Law or MiSafe, contact MDARD’s 
Food and Dairy Division at (800) 292-3939 
or mda-fooddairyinfo@michigan.gov. To 
obtain a copy of the updated Food Law 
or access the MiSafe online system, visit 
www.michigan.gov/foodsafely. Ill
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By Beverly Sturtevant

When customers buy local-made prod
ucts. it's good for the retailer, the supplier, 
and the community. However, it’s up 
to the retailer to offer Midwest-made 
displays, point-of-purchase materials and 
signage, taste-testings, in-store promo
tions and demonstrations, and other forms 
of education and marketing to shine the 
spotlight on which products in their stores 
can satisfy the customer’s desire to sup
port the businesses in their state. There’s 
no doubt that changing purchasing 
behaviors so that customers include more 
regional-made selections in their carts 
can help advance a state’s economy.

What will it take for your store to be
come your customers’ one-stop shop for 
all things local? The first step is to know 
what newly introduced Midwest-made

products you should be showcasing. To get 
you started, here is a selection of local- 
sourced products that made their debut 
recently, as well as some information on 
companies that specialize in Midwest 
products. There's also some good advice 
from company experts on how to sell more 
of these products in your store. (Editor’s 
note: The products appear in alphabetical 
order by company.)

Better Made Snack Foods. Founded in 
1930 in Detroit. Better Made Snack Foods 
provides a wide variety of award-winning 
snack foods such as flavored potato chips, 
potato sticks, gourmet popcorn, krinkle 
chips, rainbow chips, crunchy and kettle 
cooked chips, popcorn, pretzels, beef 
jerky, tortilla chips, puff stuff, pork rinds, 
and more. The family-owned company 
uses locally grown potatoes and trans fat-

free cottonseed oil.
This year, there is a renewed interest in 

a product called Rainbow Chips. When 
the Sarasota chip was invented in 1864, 
it was made from table stock potatoes, 
which were often high in sugars and 
cooked in batches of 25 to 100 pounds in 
kettles with a direct fire under them. The 
result was often dark chips with a sweet, 
burnt taste as a result of the caramelizing 
of the sugars that occurred during frying

Today, the dark chip is the exception 
because farmers have reduced the sugar 
content in their potatoes, and the industry 
uses large, continuous fryers with the oil 
heated in special furnaces and piped into 
the new kettles instead of a direct fire. 
The new potato varieties along with the 
larger continuous fryers result in a light- 
colored chip.

Better Made says many consumers 
missed the dark chips and would ask for 
the burnt chips, so Better Made would 
collect the rejected dark chips and pack
aged them as Rainbow Chips. However, 
the supply was very limited, and they 
were unable to meet the demand. They 
were typically the result of potatoes that 
did not condition during the November- 
April winter storage period and were 
unavailable during the fresh harvest lion' 
May to October.

Better Made worked with breeders 
and farmers for many years to produce a 
chip-variety potato that would have the 
ability to yield a darker chip for most of 
the year in commercial quantities. The 
new Rainbow country-style chip is n°'v
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available for your customers who enjoy the 
traditional flavor of the old-fashioned dark
chip.

Central Grocers. Central Grocers is orga
nized as a retail cooperative (co-op) owned 
bv the approximately 400 independent su
permarket retailers that Central supplies. It 
i> the seventh largest grocery cooperative 
in the United States and has the second 
largest market share in the Chicago area.
In fact, consumers buying food products at 
an independent supermarket in the Chica- 
goland area have a 95 percent probability 
that the products were shipped to them 
from Central Grocers.

In this environment where the economy 
is struggling to recover, many retailers are 
less toeused on promoting their image as 
providers of local goods, especially as they 
(ace price wars.” comments Ken Koester. 
director of new business. "Retailers and 
their customers are concentrating on price 
for value on both sides of the equation.”

He goes on to note that even though 
Midwest crops —notably Michigan apples 

id cherries were hit hard by this sum- 
cr\ drought. "We haven't seen a shortage 
et because suppliers are slowing down 

>ales by offering fewer promotions—not by 
raising prices. ’

Garden Foods/Michigan Bottling. Jay
barada. \ ice president/general manager of 
Harden Foods/Michigan Bottling, offers 

c company s Old Towne soda line, an 
• ia> ol 51) exotic. Michigan-made flavors 
available in 2-liter and 20 oz. RE.T bottles. 
Iuv live 1 -liter mixers. New for this year 
- Old Towne Soda Shoppe, comprised 
,fnine flavors of creme sodas including 
"folate fudge, key lime, and orange 
rcnie. Also new are 10 carbonated origi- 
al and flavored Old Towne lemonades

in all sizes, as well as Fruity Doo Kids 
10-oz vitamin-enhanced drinks in nine 
flavors.

"Retailers who sell Made In Michigan 
products help keep Michigan's economy 
healthier." says Barada. “Sales of these 
products help businesses hire more 
employees whose income will be spent 
mostly in Michigan stores. This, in turn, 
increases sales and profits for retailers. 
The success of local products also helps 
manufacturers expand their sales to other 
states. That brings more dollars back 
to Michigan to hire more people, and 
increase disposable income here. Buying 
Michigan-made products is a win-win 
situation for consumers, retailers, employ
ees. manufacturers, and government. "

To sell more local products. Barada 
suggests giving Michigan-made prod
ucts preference when it comes to cooler 
space and eye-level display shelves. He 
also advises retailers to make more room 
available for floor displays, and include 
Michigan products in weekly promotional 
llicrs.

Great Lakes Potato Chip Company. As
a small, family run business in Northern

Michigan. Great Lakes Potato Chip Com
pany says it specializes in “skin-on, full- 
throttle flavor." The quality of the product 
is maintained by preparing small, fresh 
batches and using almost all Michigan 
potatoes and spices.

Great North Foods. Great North Foods 
has been serving Michigan's 
retail grocers since 1930. 
when it was founded 
as Alpena W hole
sale Grocer 
Company by 
the Douvillc 
family of 
Alpena.
Michigan.
"We've 
been a fam
ily-owned 
Michigan 
company 
growing and 
supporting Michi
gan businesses for 
more than 82 years, with 
customers throughout Michi
gan and now into Ohio and Indiana," says 
Pete Bilitzke. director of sales and 
marketing.

Great North provides a full line of tra
ditional wholesale grocery fare, including 
dry grocery, dairy, frozen. HBC. general 
merchandise, fresh and packaged meats, 
and deli selections. Customers receive 
direct deliveries from Michigan bakery, 
beverage, dairy, deli, snack, and produce 
companies—all who sell Michigan-pro
duced products.

"We also stock numerous items from 
surrounding Midwest states, including the 
Walnut Creek Foods line of deli meats, 
cheeses, snacks, candies, and grocery 
items like "homemade" jams and jel
lies from Walnut Creek. Ohio.” verifies 
Bilitzke. "These are high-quality products

October 2012



made from traditional Amish recipes. 
Walnut Creek products have been a huge 
success for our customers and for Great 
North Foods through advertising and 
the use of the same in-store promotions 
and signage vve use at store level to sell 
Michigan-made products.”

"All in all, the independent grocer is 
well served by promoting local products, 
local services, and a strong sense of 
community to promote their own brand." 
agrees Ron Baxter, president. "These 
products are the heart and soul of their 
stores, and retailers can find support in 
their communities by developing relation
ships within their market area."

H.T. Hackney. H.T. Hackney’s Grand 
Rapids division supplies more than 1,300 
convenience stores and 250 supermarkets, 
half of which are independents, accord
ing to Supermarket Sales Manager Craig 
Diepenhorst. "We provide our customers 
with dozens of products from Michigan 
companies ranging from start-ups to 
national brands.”

A new offering from Hackney this year 
is Kar's Nuts’ line of Fresh Harvest nuts 
and trail mixes to meet the needs of to
day's health-conscious consumers, as well 
as chips and snacks from Uncle Ray's, 
Firestone Pickles. Morely Candy. Grand 
Rapids Popcorn. Cost Less Pet Treats.

Kent Quality Foods, Dawn 
Foods, and Ludwig 

Bakery. "We go out 
of our way to find 
new vendors with 
unique products,” 

he says.
"One 
benefit to 
sourcing

All in all, th e  in d ep en d en t grocer is well 
served by prom oting  lOCfll products,
local services, and a strong sense ol
Community to  p rom ote  th e ir ow n brand.

— Ron Baxter, P res id en t, G re a t N o rth  Foods

local is that people in the community are 
more willing to try a new product because 
everyone wants to support the local 
economy." says Amy Klooster. purchasing 
manager.

"Hackney promotes local products by 
participating in events like APFD’s trade 
shows." adds Linda Martin, advertising 
manager. "Our booth at the recent AFPD 
Holiday Show featured holiday bever
ages. Hackney water, and Cold Cow Milk 
Shakes.”

"The retailer's goal is to make it easy 
for customers to find those local products 
they feature." says Martin. "Hackney 
helps by providing special POS toppers 
and window signs, as well as shelf cards 
calling out Michigan products.”

Interstate Distributors. Interstate Distrib
utors offers a variety of Midwest-themed 
products, including IDI-bottled Frostie 
old-fashioned soda in five flavors (first 
bottled in 1939 in an abandoned jail- 
house), the new Michigan Cherry Towne 
Club Soda bottled in Detroit, and all
natural Great Lakes Kettle Cooked Potato 
Chips. "When featuring products with 
a made-in-the-Midwest theme, retailers 
should show consumers how purchasing 
products locally or regionally would ben
efit the local economy,” says Tim Dabish, 
president. "And. of course, spotlight the 
quality of the products.”

Kraft Foods. Made in Illinois, Kraft's 
Stride Gum introduced iD Gum this year. 
This new gum brand celebrates teens' cre
ativity and thirst for discovery and indi
viduality. "Today’s teens are really look
ing for that emotional connection with 
their brands and are hungry for new ways 
to explore and display their creativity and 
individuality,” says Stephanie Wilkes, 
vice president North America confections 
for Kraft Foods. The core of the iD Gum 
brand focuses on the teen experience, be
lieving it’s better to explore individuality 
by staying open-minded rather than define 
themselves with a single identity.

iD Gum’s flavors include Peppermint, 
BerryMelon. and Spearmint, packaged 
in a folding pack featuring a new mag

netic closure. iD Gum is delivered in a 
semi-transparent cellophane wrapper 
that hints at what’s inside the pack. Once 
unwrapped, the pack reveals original 
artwork sourced from emerging young 
artists from around the world. There 
are 18 designs in total. iD Gum started 
shipping to retailers across the country in 
early August.

Lipari. Lipari was the first company 
(1983) in southeastern Michigan to 
market in-store frozen dough to bakeries 
and independent grocers. The company 
now carries nearly 10,000 items, many ol 
them made in Michigan or throughout the 
Midwest. In addition to Grobbel Sons, 
a Michigan brand of corned beef, roast 
beef, and pastrami, Lipari also offers 
Premo’s sandwiches from Eastside Deli.

In 2011, Lipari Foods distribution in 
Warren. Mich., became a primary distrib
utor of Eastside Deli products throughout 
the Midwest. In July 2012, Eastside Deli 
merged its sandwich production facility 
with JLM Manufacturing (Lipari's manu
facturing subsidiary) in Warren. Merging 
these two operations resulted in produc
tion efficiencies to better serve sandwich 
customers across Lipari’s multi-state 
distribution footprint.

"Customers feel good purchasing 
items made in their own state, supporting 
the revenue it drives,” says Laura Liras.





customer insights manager for Lipari. She 
adds that the loyalty and energy around 
buying Midwest products is probably not 
nearly as strong as supporting a retailer's 
state, therefore stores should promote 
their own state's products more than oth
ers. New Midwest-made products offered 
by Lipari include:

• Chuck and Dave’s Salsa
• Anna Bach Danish pastries
• Athena Foods' 11-layer lasagna 

(Family-owned Athena Foods has 
been serving the food industry 
since 1963 with fully-cooked Ital
ian and Greek food in individually 
portioned and family-size trays.)

• Lake Erie Frozen Foods' appetizers
• Champion Foods' breadsticks, 

pizza, and pizza kits
Lynda Wieferich, Lipari Foods deli 

specialist, has some ideas to help retailers 
sell more local-made products. “Desig
nate a four- to six-foot section in your 
store highlighting the items made in your 
state," she advises, “and sign it with Made 
in (Your State). Include items from each 
category, and change it out seasonally.'

In Michigan, for example. Wieferich 
points out that it's tailgate time, so a re
tailer might promote salsa, dips, hummus, 
chips, hot dogs and sausage, and cheese 
balls and spreads. Going into the holidays, 
the retailer could change it up to spiral 
hams, seasonal dips, and spreads. “Review 
the items and change it up seasonally," she 
says. "And don't forget to use shelf-talker 
signage throughout the rest of the store to 
highlight items from your state.”

S. Abraham & Sons, Inc. Jim Anderson, 
vice president of marketing, says many 
of its Midwest suppliers have debuted 
new products this year, including Special 
K Crisps. Betty Crocker Sweet Rewards 
Cookies and Cake Bites, and Kellogg's 
Chocolate Fudge Pop-Tarts.

“In the present economy, loyalty to city 
and state has a strong impact on consumer 
choices," says Anderson. "The Chrysler 
ad—Imported from Detroit—says it all." 
To sell more Midwest products, sign prod
ucts based on which state they are from; 
off-shore products should be labeled Lake 
Michigan or Lake Erie.

B u y
Michigan.

We Carry 
Over 3,000 
Products 
Grown and 
Produced in 
Michigan.

Kellogg's. Sweet and salty snack prod
ucts have several new players to contend 
with this season. Kellogg's Sweet & Salt; 
Popcorn Chips are a delicious low-caloric 
snack with just 120 calorics. Special K 
K20 Strawberry Kiw i Protein Water Mix 
is a slightly sweet, super-refreshing pro
tein water mix with 5 grams of protein 
and 5 grams of liber in each serving 

"Indulging in nighttime cravings 
doesn't mean you have to break the calo
rie bank,” says Lynne Vandeveer. senior 
director for Kellogg's Snacks Marketing 
"With these new Popcorn Chips, Special 
K makes it easier than ever to choose a 
delicious, low-calorie option for movie 
night or an evening of prime time televi
sion.” Available in two delicious flavors- 
Butter and Sweet & Salty—Special K 
Popcorn Chips are made from corn and 
are baked, not fried.

Spartan Stores. Spartan Stores is the 
nation’s tenth largest grocery distributor 
and Michigan's only grocery whole- 
saler/retailer supplying more than 450 
locations. Retailers looking to feature 
Midwest products can spotlight new spe 
cialty cheeses from Atlanta Foods: Fresh 
Selections meat, cheeses and salads; meal 
and seafood from Superior Seafood Chet: 
and Fresh Selections pork.

According to Alan Hartline. Spartan 
Stores executive vice president merchan 
dising and marketing, "The market is ex 
ploding with new products and strategics 
catering to consumers' needs for conve
nience, value, nutrition, and health.'

Worth the Effort
Creating signage and special displays to 
spotlight Midwest products requires a hit 
of thought and creativity, but is worth the 
effort. Customers are seeking not only 
diverse, farm-fresh foods, but also a con 
nection to the land on which it is grown 
Small- and medium-sized farms are on 
the rise, and the Midwest's food and 
agriculture production and processing 
markets are ripe for expansion. Increased 
consumer demand for locally grown and 
processed products, combined with a 
desire to know where their food comes 
from and an increased focus on health 
and nutrition, provide opportunities tor 
retailers to boost sales of products from 
the Midwest. Ill
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Michigan is o n e  o f  te n  s ta tes w ith  a b o t t le -d e p o s it  la w .T h e  o r ig in a l b o t t le  d e p o s it  sys tem  w as  c re a te d  36  
/ears ago w ith  a v o te r  a p p ro v e d  b a llo t in itia t iv e  in N o v e m b e r  o f  1976 . In 1989 , a fte r  th e  sys tem  had b een  
in place fo r  I I years, th e  law  w as rev ised  b y  th e  M ich igan  L eg is la tu re  to  e x p a n d  th e  1 0 -ce n t d e p o s it  to  
wine c o o le rs  and  m ix e d  sp irits .

However; overa ll recyc ling  ra tes in M ich igan have d ro p p e d . In a s tu d y  re leased by th e  M ich igan Recycling 
Coalition, M ich igan is w e ll b e lo w  th e  G re a t Lakes states' average o f  26  p e rc e n t and th e  reasons fo r  th is  
varied, inc lud ing  th e  lack o f  cu rb s ide  p rog ram s, lo w  land fill fees, and dec lin ing  m a rke ts  fo r  recyc led  m ateria ls.

AFPD is th e  lead A s s o c ia tio n  in seeking  th e  re pe a l e v o lu t io n  o f  th e  " b o t t le  
bill" w ith  a S ta te w id e  C o m p re h e n s iv e  R ecyc ling  P la n .T h ro u g h  o u r  e ffo rts , 
a coa lition  is fo rm in g -a n d  leg is la tion  w ill be  in tro d u c e d  in th e  n e a r fu tu re  
w orking to  b r in g  M ich igan  re cyc ling  in to  th e  2 1 st c e n tu ry  and  o u t  o f  your 
stores, to  be  re p lace d  by a s ta te w id e , c o m p re h e n s iv e  re cyc ling  plan. i h t m i l t  ur INDEPENDENT RETAILERS

GOING (X X Q y Q J fv

WE NEED YOUR HELP!
AFPD is  asking for donations to help with our efforts toward a comprehensive recycling plan.

Name:

Business:__________________________________

Address:__________________________________

_____________ Z ip :  ____________________________

Phone: ___________________________________

Email: ___________________________________

bod do you w ant bottles &  cans out o f  your store?

□  $ 1 ,0 0 0  □  $ 1 0 ,0 0 0

Q  $ 5 ,0 0 0  □  O t h e r  $ __________

P a y m e n t m e th o d :

B y  C h e ck :
M a ke  check p ayab le  to : A F P D  

By C re d it  C a rd :
C ir c le  o n e : M C  V is a  A M E X  D is c o v e r

C a rd  N u m b e r :

E x p ir a t io n  D a te : 

S ig n a tu re :_______

F o r  m o r e  in fo rm a t io n ,  c o n ta c t  A u d a y  A r a b o  a t (8 0 0 )  6 6 6 - 6 2 3 3  o r  e m a il a a ra b o @ A F P D o n l in e .o rg

mailto:aarabo@AFPDonline.org


Petroleum News & Views

Ed
W EG LA R Z
Executive Vice President, Petroleum

Beware of Fuel Thieves

A s the price of fuel in
creases, the need to 
guard against theft also 

increases. Dispensers 15 years or 
older, which have fewer built-in 
safeguards, are the primary target 
of the thieves and AFPD has been 
informed of several recent fuel 
thefts.

Here are three action steps to 
help protect you from thieves:

• Change the locks on 
dispensers. A secure, 
barrel-type lock with its 
own unique key will disable 
the universal key that most 
service companies carry, 
thereby discouraging entry 
through the access panels.

• Reprogram the keypad. 
Most dispensers have an 
internal keypad behind 
the CRINDS access door.

The standalone code is used by a 
servicer to bypass the credit card 
authorization mode when testing the 
pump. If a thief has access to the 
universal code known to all service 
contractors, he can use it to steal 
gas. At least change the access code, 
and for good measure, change the 
external key lock as well.
• Change handheld remote set
tings. Some dispensers use hand
held remote controllers to access 
the programming function. Change 
the access code from the factory in
stalled standard setting to a unique 
number for each of your sites. You 
may want to deactivate the remote.

While some of these tasks seem 
time-consuming and excessive, the 
effort can be well worth it. Consult 
the owner’s manual or go online 
to get information specific to your 
dispensers. Hill

Snyder's Executive O rder Benefits Michigan 
AFPD Service Station M em bers
On Wednesday, October 3. 2012 Michigan 
Governor Rick Snyder issued Executive 
Order 2012-14, which transfers the Aboveg
round Storage Tank Program and the 
Underground Storage Tank Program from 
the Department of Environmental Quality 
(DEQ) to the Bureau of Fire Services in the 
Department of Licensing and Regulatory 
Affairs (LARA).

According to the order, all authority, 
powers, duties and functions under the 
Aboveground Storage Tank Program and the 
Underground Storage Tank Program in DEQ 
will be transferred to LARA.

"By transferring this program to the Bu

reau of Fire Services, both the regulation' 
and enforcement can be streamlined and 
made more efficient and effective, ensur 
ing we’re best protecting our state’s resi
dents, communities, and environment. 
Governor Snyder said in a statement 

This change means inspectors in 
Michigan will have a wider range of 
installation features to inspect when the) 
visit your location. If you have further 
questions about how this new executive 
order will affect your business, please 
contact Ed Weglarz, AFPD’s executive 
vice president, petroleum, at ed@»^xt°r‘' 
net or telephone (248) 671-9600. 1 1
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PAYMENT 
PROCESSOR 
MAKING YOU 
PAY TOO MUCH?

Let Chase Paym entech  
assess your current 
processing costs for free.
E ve r w o n d e r if y o u 're  re ce iv in g  th e  b e s t o v e ra ll co s t fro m  y o u r p a y m e n t p ro ce sso r?  

Let o n e  o f o u r in d u s try  s p e c ia lis ts  s h o w  you w h a t y o u 're  p a y ing  to  a c ce p t d e b it and  

c re d it ca rd s  to d a y  and w h a t you  c ou ld  be s a v ing  w ith  C h a se  P ay m e n te ch . It on ly  

takes  a fe w  m in u te s , and  th e re 's  no  o b lig a tio n  to sw itch . Y ou 've  g o t no th in g  to  lose!

it ID tl Of IHDEPiMOEHT R E T A ILESS

■ Save with low, exclusively negotiated pricing

■ Month-to-month contracts

■ No-hassle integration and setup

■ Manage transactions with simple, online reporting tools

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

Free Cost Comparison
C on tac t a rep resen ta tive  fo r  a rev iew  o f you r acco u n t today. 

888.464.9902 ext. 70255

02012. Chase Paymentech Solutions. LLC AW rights reserved

C H A S E  O  Paymentech



Retailer Spotlight

Jason Holzapfel: Success Built on Loyalty
Four stores in twelve years... 
a big accomplishment for a 
young graduate of Bowling 
Green State University. After 
serving as a caseworker for a 
local agency and fundraising 
for the Boy Scouts, Holzapfel's 
desire to own his own business 
led him to try retail. With his 
family’s help, the 2.300 square- 
foot The Store on Broadway 
and Penn in Wellston, Ohio 
was completed in 2000.

Twelve years later, Holzapfel 
is president of Seven South 
Corp. Inc. and owner of three 
additional stores in nearby Jackson. "We were approached by the 
owner of The Filling Station in 2001 about buying his store," he 
says. "Like The Store on Broadway, it’s a Sonoco station. We had 
a fire in 2011. but the rebuilt store is open again and doing well.”

Word gets around in a small town, as they say. and over the 
next few years, owners of other stores in Jackson approached 
Holzapfel, and he was soon the owner of Quick Stop Marathon 
convenience store, as well as Handi Mart, a state-licensed liquor 
store.

Even though the area is now known for its tranquility, “we 
have plenty of competition—four other gas stations just in 
Wellston," Holzapfel says. Jackson County is noted for its 
involvement in coal mining and the pig-iron industry in the last 
century, and for the restructuring of its economy over the last 40 
years. The county seat of Jackson and the city of Wellston each 
have just under 7.000 residents, and the region enjoys a reputa
tion as one of the premier hunting and fishing areas in the state.

All three of Holzapfel's c-stores carry everything, he says.
“We try to be a one-stop shop for our customers,” he says. A 
more recent focus includes foodservice: Charlie Biggs’ Chicken

’N Sauce at Quick Stop and 
Hozer’s Pizza at all three 
c-stores. “Hozer was my 
nickname when I was a kid.” 
Holzapfel explains

Although the two cities are 
eight miles apart. Holzapfel 
visits each store every day. to 
work with each store’s man
ager. The company has about 
50 employees, and his mother 
Bonnie and sister, Stephanie 
Weber, participate in market
ing and "have great ideas for 
decorating the stores. They 
help out any time I need

them," Holzapfel says.
Holzapfel credits the company’s success to “our very loyal 

customers. They would say we’re friendly and have everything 
they need, and we're competitive on price.” We have personal 
relationships with our customers in both communities, Holza
pfel explains. "We sponsor sports programs, especially for the 
high schools, help out with fundraising when people are sick, 
and have toy drives for the kids.”

The company continued to grow throughout the recession by 
following through on guidance from a consultant hired early 
on. "He helped us develop effective purchasing and pricing 
strategies,” Holzapfel says, “and gave us ideas on how to make 
the stores look their best."

An AFPD member for three years, Holzapfel says AFPD’s 
programs for coupons and credit cards have “definitely given us 
our money’s worth." He is interested in the association’s legisla
tive efforts, especially the hated Ohio Commercial Activity Tax 
(CAT), mi
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to bring you SOLUTIONS for your SUCCESS
Liberty USA is a WHOLESALE CONVENIENCE STORE DISTRIBUTION COMPANY located in Western 
Pennsylvania. Family owned & operated for more than 50 years, we now service 7 states including: 
Pennsylvania, Ohio, West Virginia, Maryland, Delaware, New York & Kentucky.
Retailers face many challenges in today’s market and we have the SOLUTIONS to help them be successful.

SOLUTIONS PROVIDED BY LIBERTY USA:
* Technology •  Customer Service •  Profit Enhancement
* Food Service •  Inventory Management •  Category Management
* Marketing •  Sales Growth •  DSD Replacement
* Merchandising



M ich ig an  Leg is la tive  U p d ate

Joseph
PALAM ARA
Associate, Karoub Associates

M ich ig an  B allo t Proposals

Several groups have submitted enough signatures to 
have their ideas appear on the November ballot for 
a vote of the people. The Michigan Board of State 

Canvassers certified six proposals for the November 6 bal
lot: five proposed constitutional amendments and the pro
posed repeal of one existing state law.

Stand Up for Democracy (Prop. #1)
This petition would repeal what is known as the Emergency 
Financial Manager Law. officially known as Public Act 4 of 
2011. PA 4 allows the governor to declare a local govern
ment or school district to be in financial distress and appoint 
an emergency manager to rein in the problem. The concern 
grows from the emergency manager s power to nullify pow
ers usually reserved for local elected officials and act with
out their consent, including the ability to terminate collec
tive bargaining agreements, remove officials from office, 
dissolve political structures, sell city assets, and consolidate 
services in the public sector. Proponents of this petition call 
PA 4 a power grab by Lansing. Those in favor of preserving 
PA 4 feel the act allows state government to step in where 
local government has repeatedly failed.

Protect Our Jobs (Prop. #2)
The Protect Our Jobs proposal would guarantee collec
tive bargaining rights for public and private workers. The 
ballot proposal would protect labor interests such as mini
mum wage, hours, and working conditions, and has gen
erated support from union groups from all over Michigan, 
including the UAW. Those opposed feel it would hit 
Michigan's business community hard.

Michigan Energy, Michigan 
Jobs (Prop. #3)
Known as the "25 by 2025" 
petition, this constitu
tional amendment calls 
for utility companies to 
obtain at least 25 percent 
of their energy from clean, 
renewable energy (wind, 
solar, bio fuel, etc.) by 2025.
Proponents of the bill state 
that mandating utility com
pany investment in renewable 
energy is key to job growth in 
Michigan. Obvious environmental

benefits aside, according to their website (www.mienergymijobs. 
com) the cost will be miniscule and may. in fact, diminish over 
time. The Michigan Nurses Association endorses the proposed 
health benefits. Opponents call these claims misguided fallacies 
at best. Examples from Europe (which put in similar energy stan
dards about a decade ago) and states (i.e.. Minnesota) that have 
tried 25/25 plans have shown a dramatic increase in power costs 
and a job benefit that exists only as long as government grants 
and incentives continue.

Citizens for Affordable Quality Home Care (Prop. #4)
This proposal is intended to help low-income, elderly individuals 
avoid being sent to nursing homes by providing care in their own 
homes. The current proposal also calls for standardized training 
for all care providers and the ultimate unionization of care pro
viders including bargaining rights. This section has met with dif
ficulty due to Governor Snyder's exclusion of caregivers from 
the definition of "public employee." Opponents feel existing pro
grams do the very thing the proposal is trying to do (see the fed
eral Floine Help Program).

Michigan Alliance for Prosperity (Prop. #5)
The "2/3" movement is intended to ensure that implementation 
of taxes is only done with public consensus, not when one party 
pushes it through. A two-thirds supermajority is reasoned to force 
parties into cooperation to act on behalf of all of Michigan's 
populous. Opponents of the proposal feel that mentality will 
only bind up the system and lead to possible cuts to education, 
roads, and public safety (Progress Michigan). Gov. Snyder has 
expressed his view that the current system "works well."

The People Should Decide (Prop. #6)
This initiative, which would require publicly funded interna

tional crossings to be approved by a vote 
of the people, comes in response to 
debate over the bridge to Canada that 
was recently approved by Gov. Snyder. 

The group claims their cause is not for 
or against the bridge, but acts as a regula
tory measure to ensure that public funds 

are spent the way the public wants them 
to be spent. Opponents claim the issue is 

moot as Gov. Snyder has already signed a 
deal for the Canadians to foot the bill in 
exchange for toll revenue.
This update is for informational pur

poses only anti does not advocate a position 
either wav on the proposed measures. H I
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LotteryMichigan

„„ Mary Dacey
$4,000 A WEEK

Michigan Lottery

O M

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!



PUBUCATOMS

H IS T O R Y  j f

" "  P U B U C A T I0 N S  / ,

AFPD members buy from each other... but it’s your job 
to make sure they know where to find you.

Profile your business to  AFPD m em bers w ho are ready to  bu) 
ACT NOW  to  be a part o f this valuable industry guide.

Contact AFPD's Anthony Kalogeridis at 
(800) 666-6233 for ad costs or m ore inform atit

Act im m ediately to  be part of this year's Resource Guide!
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Four flavors for endless possibilities

Skinnygirl
VODKA WITH NATURAL FLAVORS
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O h io  D iv is io n  of L iquo r Contro l

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

!

Moonshine Is Hot Again in Ohio
Flavored spirits have been among the hottest selling 
items in Ohio for several years as creative manufacturers 
continue to outdo themselves with great new flavors, flavor 
combinations, and distinctive products. The many different 
flavors to choose from include fruits, confections, veg
etables, bubblegum, honey, and just about anything else you 
can imagine. A wide variety of quality flavored items to 
suit any taste are available in many categories and brands. 
Unfortunately, with so many flavored items and a limited 
amount of shelf space, we can't possibly accept every one. 
So we are always on the lookout for unique items that could 
be the next big thing.

Last year, I met with a man named Joe Flock who was 
promoting something that stood out from the other flavored 
items. He represents Piedmont Distillers out of North Caro
lina and had a product called Junior Johnson’s Midnight 
Moon (named for the auto racing legend and famous moon
shine runner). It is moonshine that comes in the original 
flavor plus several fruit flavors packaged in what looks like 
an old-fashioned mason jar. Joe, as he insisted 1 call him, 
told a convincing story about the success of the product in 
North Carolina, where it was one of that state's hottest new 
items. This seemed like an exciting idea—and certainly dif
ferent from other flavored items—but 1 was a bit skeptical 
about whether it would appeal to Ohioans.

We decided to give it a try. but only listed one flavor- 
apple pie—just to see if it would interest our customers.
Joe, who was very easy going, said that was fine, and he’d

be back with his other flavors soon enough. Before too 
long, it became clear that the Joe’s confidence was well 
deserved as sales of Midnight Moon Apple Pie took off.

We first placed it in about 50 liquor agencies, primar
ily in the rural areas of the state, but as demand grew, the 
number increased to more than 300 stores statewide. A 
few months later, we listed Midnight Moon Strawberry, 
and it too started selling like crazy. By the end of the 
year, we had sold 1,792 cases of Apple Pie and 605 cases 
of Strawberry. The total number of cases of Midnight 
Moon, including original flavor, sold in 2011 was 2,944 
cases.

This year, we added Blueberry and plan to add Cherry. 
These have become some of our hottest-selling items and 
have proven to be that next big thing. Sales of all flavors 
continue to grow, and reached more than 4,000 cases in 
just the first half of 2012. In fact, Ohio is now the number 
two state in total case sales of Midnight Moon products 
behind only its home state of North Carolina.

We’re proud to be part of this success story and to pro
vide a truly unique family of products to our customers. 
This is one example of how we strive to serve the Ohio 
spirits-consuming public by being on the cutting edge of 
new trends and offering a large and diverse selection of 
great products. We continue to list new items all the time. 
Please visit the website for the latest new products, and 
use the search feature to find which local liquor agencies 
carry Midnight Moon. Ill

We strive to serve the Ohio 
spirits-consuming public by
being on the cutting 
edge of new trends
and offering a large and 

diverse selection of 
great products.
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ADVERTORIAL

S a fe ty  S e n s e

Total BWC Refunds Will Exceed $48 Million
The results are in: CareWorks Consultants (CCI) Group Retro 
programs again out-perform expectations. After four years of filing 
group retrospective rating programs, CCI has seen huge growth in 
the number of employers participating. From 2009, when the first 
group retro program was filed, through the 2012 program, CCI has 
served almost 1,700 employers.

Year Projected Three-Year 
Premium Refund

Average Premium 
Refund Per Employer

July 1,2009 $672,000 $18,665

July 1.2010 $5,469,000 $28,950

July 1,2011 $14,682,000 $37,070

July 1,2012 $27,460,000 $25,550

Total July 1, 2009 -  July 1, 2012 Program Years

Three-Year Average Premium Refund
Premium Refund Per Employer

$48,283,000 $28,452 per employer

For the July 1, 2012 group retrospective rating 
programs, CCI has implemented a tiering approach for 
employers in five different industry groups: manu
facturing, construction, transportation, commercial, 
and service. The three tiers are broken down based on 
historical claim cost/premium levels. The three pro
gram tiers are projected to receive three-year refunds 
exceeding 33 percent for the Silver Tier, 60 percent for 
the Gold Tier, and 70 percent for the Platinum Tier.

CCI works aggressively and proactively to help group 
retrospective rating clients prevent injuries and control 
costs to maximize the benefits of the program for all 
participants.

CCI is beginning to evaluate employers for the July 
1, 2013 program. For more information on CCI's 2013 
Group Retrospective Rating Programs and a free evalu
ation for all AFPD members, please contact Theresa 
Passwater toll-free at (800) 837-3200, ext. 7248 or 
theresa,passwater@ccitpa.com. Hill

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

members significantly lower their Ohio premium. CareW orks Consultants em braces a results-oriented approach 
'ha t fu lly integrates safety prevention and risk con tro l w ith  aggressive claims m anagem ent to  deliver a significant 
eturn  on  nvestment. For a no-cost, no-obligation analysis of your potential savings, please com plete our online 

form at www.careworksconsultants.com/groupratingapplication/AFPD
For em ployers w h o  d o n 't qua lify  fo r g rou p  rating, CareW orks Consultants can evaluate you r best p rem ium  

' ptions. To learn more, contact CareWorks Consultants’ Theresa Passwater, toll free, at 1-800-837-3200, 
Ext. 7248 or email theresa.passwateraccitpa.com.

CCI CareWorks
Consultants nc.

1-800-837-3200 wwwcareworksconsultants.com infoaccitpa.com

2
£?
3

O c to b e r  2012

mailto:passwater@ccitpa.com
http://www.careworksconsultants.com/groupratingapplication/AFPD


3rd Annual AFPD Foundation

Ohio Turkey Drive
As the holiday season approaches, the  AFPD Turkey D rive C om m ittee  
has pledged to  pu t a tu rkey on the Thanksgiving table o f  over 500 
O h io  families tha t may no t otherw ise enjoy this special meal.

This is AFPD Foundation ’s 3rd Annual Turkey D rive  in O h io  inspired by o u r  hugely successful Michigan 
Turkey D rive  wh ich  is n o w  over 32 years strong! Local charities desperate ly need o u r  help! Together w e  
can help feed m ore  than 500 families th is holiday season!

Thanksgiving is a tim e  to  reflect, give thanks and help those th a t are less fo rtu na te . W e  are asking you 
to  pitch in. A  $ 120 dona tion  to  the  AFPD O h io  Turkey D rive  w ill p rovide  tu rkeys fo r  10 families in O h io ! 
W h e n  you consider th a t each tu rkey serves abou t 12 people, th a t equals enough Thanksgiving tu rkey  
fo r  120 people! You can also donate consumable products above and beyond or in lieu o f your monetary 
donation. Please call fo r  in fo rm ation  on w he re  to  send these goods.

This is a charitable event and all donations are 100% tax deductible! Receipt available upon request.

It is tru ly  heartw arm ing  to  be a p a rt o f  o u r Annual O h io  Turkey D rive. To donate, please com plete  
the  fo rm  be low  and send yo u r con tribu tion  to  AFPD Foundation.

Yes! I w a n t  t o  p ro v id e  T h a n k s g iv in g  d in n e rs  to  O h io  fa m ilie s  in n e e d .
A ll donations are 100%  ta x  deductible. Please see your ta x  advisor fo r guidance on your specific ta x  situation.

N am e:__

Business:

Address:_

Phone:

Email:

St:

I will provide Thanksgiving turkeys for:
□  10 families at $  120
□  20 families at $240
□  40 families at $480
□  100 families at $ 1,200 
Q  250 families at $3,000
□  O th e r (goods o r  products)

Payment m ethod :

By Check:
Make check payable to: AFPD Foundation 

By Credit Card:
Circle one: M C  Visa A M E X  D iscove r

Card N um ber:

Expiration Date: 

S ignature:______



The Abbo Family has 
served Southeast 
Michigan’s ice 
needs since 1984!

L A R G E S T  IC E  
M A N U F A C T U R E R  

IN  T H E  T R I - C O U N T Y  A R E A ,  
with a manufacturing 
capacity of 400 tons 

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

U.S. Ic e ’s extensive fleet o f  delivery  
trucks keeps the Tri-County  

area "On IC E !"

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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H e a lth y  Living
ADVERTORIAL

Steer Customers Toward Microgreens
If your customers aren’t buying up 
enough microgreens, maybe they 
need a little educating about them.

Kristin Coppens, the West Michi
gan writer for A Healthier Michigan, 
com, says, “More than just a cute, 
mini-me of regular leafy greens, 
microgreens have been found to 
pack quite the punch in providing 
sufficient health benefits to your diet. 
Originally just a staple with profes
sional chefs and specialty health 
food stores, microgreens can now be
found in most grocery stores, as well 

Kristin Coppens , . ,. , . . .as any local farmers market.
What are microgreens? Coppens describes them as younger 

versions of mature greens. Essentially, microgreens are greens 
that have been harvested in their seedling stage from plants 
like spinach, lettuce, and cabbage, writes Coppens. "The 
coteleydon growth stage is key to classifying a microgreen," 
she explains. "That specific stage of growth is when the first 
set of true leaves sprout. The coteleydon stage occurs after the 
germination and sprouting stage, but before the root and leaf 
structures fully develop.”

Coppens says microgreens differ in flavor based on the 
variety—like the spiciness of radishes and arugula and the 
nuttiness of clover and sunflower. Other good sources of 
microgreens include broccoli, curly cress, mustard, watercress, 
wasabi. cilantro, and mint. “Microgreens tend to have a stron

ger. more concentrated flavor of the larger greens," she says 
“Studies performed on various types of microgreens versus 
fully-grown greens show that microgreens provide us with a 
greater amount of vitamins, nutrients, and carotenoids. For 
example, red cabbage microgreens have the most vitamin 
C, while green daikon radish microgreens have the most 
vitamin E.

To sell more microgreens, it’s important for your custom
ers to know that they can be used in practically any dish. 
Retailers might consider a mini-poster or display explaining 
to customers a variety of ways to incorporate microgreens 
into their diets. Coppens cites these ways (originally from 
Shape magazine):

1. Mix a vinaigrette with extra virgin olive oil. apple 
cider v inegar, lemon juice, garlic, and black pepper. 
Drizzle over microgreens as a side dish or as a salad 
with beans or salmon.

2. Dress microgreens with pesto and use on sandwiches.
3. Pair microgreens with other vegetables, like peppers 

and mushrooms for omelets.
4. Try microgreens in tacos or use raw microgreens as a 

soup garnish.
5. Combine microgreens with vinaigrette and a small 

scoop of cooled whole grains. (Coppens’s personal 
favorite: quinoa. and a lean protein, like chicken 
or tofu.)

Customers will venture into the world of microgreens—if 
you give them some ideas on how to use them and explain 
their many benefits. IIII

M ore than just a cute, m ini-m e of regular leafy greens, 
microgreens have been found to  pack qu ite  the  punch in

provid ing suffic ient health benefits to your diet.



G e t exceptional value w ith  small business health  coverag e from  th e  Blues
C h o o s in g  h e a lth  c o v e ra g e  c o m e s  d o w n  t o  o n e  th in g :  v a lu e .
T h e  p e r fe c t  m ix  o f  c o m p re h e n s iv e  c o v e ra g e  a t  an  a f fo r d a b le  p r ic e .
W ith  B lu e  C ro s s  B lu e  S h ie ld  o f  M ic h ig a n ,  y o u  g e t  re a l v a lu e  a n d  th e  
f le x ib i l i t y  t o  c h o o s e  e x a c t ly  th e  r ig h t  c o v e ra g e  fo r  y o u r  b u s in e s s .

Healthy B l u e  LivingSM from  Blue C are  N e tw o rk
A  re v o lu t io n a r y  H M O  p r o d u c t  th a t ,  f o r  f iv e  y e a rs , has  b e e n  
re w a rd in g  e m p lo y e e s  fo r  a d o p t in g  h e a l th ie r  l i fe s ty le s  b y  w o r k in g  
w ith  t h e ir  d o c to r s  t o  im p ro v e  t h e ir  h e a lth .  R ea l re w a rd s , l ik e  lo w e r  
c o p a y s  a n d  lo w e r  d e d u c t ib le s .

Simply Blue5M from  Blue Cross Blue Shield
A  P P O  p r o d u c t ,  w ith  o v e r  1 2 0 ,0 0 0  m e m b e rs  in  ju s t  a y e a r, t h a t  o f fe r s  
e m p lo y e e s  a c o m p re h e n s iv e  h e a lth  p la n  a t  a c o m p e t i t iv e  p r ic e . I t 's  
th e  c o v e ra g e  y o u 'v e  a lw a y s  w a n te d ,  th a t 's  n o w  m o re  a f fo r d a b le .

Healthy em ployees are g o o d  for business
A n d  b y  o f fe r in g  f i r s t - r a te  c o v e ra g e  th a t  y o u  a n d  y o u r  e m p lo y e e s  ca n  
a f fo r d ,  y o u r  b u s in e s s  c a n  th r iv e .

L e a rn  m o r e  to d a y .
C a ll 1 -2 4 8 -6 7 1 -9 6 0 0  fo r  m o re  in fo rm a t io n  re g a rd in g  
b e n e f its  a n d  ra te s  o n  B lues  p la n s  a v a ila b le  to  A F P D  d e a le rs .

•  • • •

CELEBRATING
5 YEARS

OVER
120,000
M E M B E R S

Y our A ssocia tion
E xclusively E ndorses

Blue Cross 
Blue Shield 
Blue Care Network
of Michigan

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

R 0 0 5 5 4 7



SUPPORT THESE AFPD SUPPLIER MEMBERsI
ASSOCIATIONS _________________
AMR - Association M anagem ent Resources (734) 971-0000
Local Business Network (248) 620-6320

ATM ________________
American Com m unications o f Ohio (614) 855-7790
ATM International S e rv ices ............ (313) 350-4678
ATM of Amenca, Inc........................................................................(248) 932-5400
Elite Bank Card ATM s ............................................................... (248) 594-3322

BAKED GOODS DISTRIBUTORS
Great Lakes Baking C o............................. . .  (313) 865-6360
Hearth Ovens Bakers by Masons Bakery . (313) 636-0401
Hostess B ran ds ............................................................................... (248) 588-3954
Michigan Baking Co - Hearth Oven Bakers (313) 875-7246
Vinna W holesale Bakery (313) 834-8800

BANKING, INVESTING & CONSULTING

Aft? 1 Source C apita l C om m erc ia l F inanc ing
.....................................................................................  1-888-447-7892

AXA A d v is o rs ..................................................................................(313) 712-5300
Bank o f M ichigan............................................................................. (248) 865-1300
Citizens B a n k ..............   (248) 293-3036
Huntington Bank . . . .  . (248) 626-3970

BEERDISTRIBUTORS & S U P P L IE R S ______
Eastown D is trib u to rs .............. (313) 867-6900
Frankenmuth B rew ery..............................  . .  (989) 262-8300
M il le r C o o r s ................................................................................... (248) 789-5831
O K. D is tr ib u to rs ................  (269) 983-7469
Powers Distributing C om pany.................................(248) 393-3700

BOOKKEEPING/ACCOUNTING CPA
Alkam ano & Associates ..................................... (248) 865-8500
Marcuin/EK Williams & C o......................................... (614) 837-7928
Shimoun, Yaldo, Kashat & Associates, P C ......... (248) 851-7900
UHY-US..........................................................................(248) 355-1040

BUSINESS COMMUNICATIONS_______________
•C o m c a s t ....................................................................... (2481 343-9348

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

CELLULAR PHONES & MOBILE MARKETING
A A l  M o u s e tra p  G ro u p ...................................(248) 547-2800

T-M obile.........................   (248) 465-1717

CHECK CASHING SYSTEMS _____
Secure Check C a sh in g ................................................................ (248) 548-3020

CHICKEN SUPPLIERS_______________________
Khspy Krunchy C h ic k e n ..............................................................(248) 821-1721
Taylor F reezer.................................................................................(734) 525-2535

CHIPS, SNACKS & CANDY
Anthony-Thom as Candy C o............................ (614) 274-8405

Better Made Snack Foods .(3 1 3 )9 2 5 -4 7 7 4

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 Co<S Toms Archway Stella Doro) (313) 931-3205

Uncle Ray's Potato Chips ............................... 1-800-800-3286

COFFEE DISTRIBUTORS

Aft? *F o lg e r s ................................................... .(717) 468-2515

CREDIT CARD PROCESSING

Aft? Chase P a y m e n te c h ............................ 1-866-428-4966
First Data Independent Sales, Steven A b r o . . . 1-877-402-4464

First Data Independent Sales, T im othy A bbo  . 1-877-519-6006

W orldPay ........................................ .(773) 571-6327

C-STORE & TOBACCO DISTRIBUTORS

O f t t  "L ib e r ty  U S A ........................................ (412) 461-2700
Capital Sales Company. (248) 542-4400

H.T. Hackney-Grand Rapids ........................ 1-800-874-5550

Martin Snyder Product Sales Company . (313) 272-4900

S Abraham  & Sons .. . (616) 453-6358

United Custom Distribution (248) 356-7300

DISPLAYS, KIOSKS & FIXTURES
Detroit Store F ix tu re s .......................................... . (313) 341-3255
Sitto S ig n s ................ . (248) 399-0111

ENERGY, LIGHTING & UTILITIES
Aft? *DTE Your Energy S a v in g s ............. 1-866-796-0512
A  A  **DTE E ne rgy S upp ly  i o h  p a  & il )  . . (734) 887-2176
AmeriFirst Energy (G ene D ic k o w ) ....................... . (248) 521-5000
DTE Energy ...................................................... 1-800-477-4747
Energy Wise A m e ric a ................ . (249)910-6138
Kimberly Lighting, L L C .......................... .1-888-480-0070
Murray Lighting C om pany. . . .  .............. . (313)341-0416
Vantaura Energy S e rv ic e s ................... . (616) 366-8535
W alker-M iller Energy S e rv ic e s ......................... . (313) 366-8535

FOOD EQUIPMENT & MACHINERY
Culinary P ro d u c ts ....................... (989) 754-2457
Store Fixture S upercenter. (248) 399-2050

FOOD RESCUE
Forgotten H a rve s t................................... (248)967-1500
Gleaners Community Food B a n k ..................... . (313) 923-3535

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

GASOLINE WHOLESALERS______________
Atlas Oil C om pany...................................  . . .  1-800-878-201
Central Ohio Petro leum  M a rke te rs ........................(614) 889-181
CFX M ana gem en t...................................  . .  (937) 426-66
Countywide Petro leum /C itgo P e tro le u m . .  . .  (440) 237-44-

G illigan Oil Co. o f Colum bus, Inc............................ 1-800-355-93-
High Pointe O il C o m p a n y .........................................(248) 474-09*
K & K Petro leum  M aintenance Inc......................... (937) 938-11
M otor C ity O il C o......................................................... (313)892-30
Obie Oil, Inc .................................................................. (937) 275-99
O scar W  Larson C o.................................................... (248) 6204)0
Superior Petro leum  E qu ipm en t.............................. (614) 539-12

GREETING CARDS________________ ______

A A f  L ea n in ' T re e ...........  1-800-556-7819 ett. 41.

GROCERY WHOLESALERS & DISTRIBUTOR!
Burnette Foods, Inc.................................................... (231) 264-81
Cateraid, Inc................................................................. (517) 546-82
Central G roce rs .......................................................... (815)553-38: ,
C om plim entary F o o d s ...............................................(734) 545-37' *.
D&B Grocers W ho le sa le .......................................... (734) 513-17
Exclusive W holesale W o rld ..................................... (248) 398-17';
G eneral W h o le s a le ....................................................(248) 355-09 (
George Enterprises, Inc............................................ (248)851-69
Great North Foods...................................................... (989) 356-22
International W holesale.............................................(248) 3 53#
Jerusalem F oods........................................................ (313) 846-171
Kap's W holesale Food S e rv ic e s ............................ (313)832-23' J
Nash Finch C o m p a n y ...............................................1-800-472-18 \
Spartan Stores, Inc..................................................... (616) 878-22 fj
SUPE R VALU ............................................................... (937) 374-76 ,

Value W holesale D is tr ib u to rs ................................. (248) 967-29 (

h
HOTELS, CONVENTION CENTERS &
BANQUET HALLS________________ _
Farm ington Hills M a n o r............................................. (248) 888-80
Hampton Inn - Com m erce.........................................(248) 863-39
Hampton Inn - S h e lb y ................................................(248) 624-8'
Holiday Inn Express - C om m erce ...........................(248) 624-8'
P e tru ze llo 's .................................................................. (248) 879- ‘0
Shenandoah Country C lu b ...................................... (248) 683-63
Suburban Collection S how place .............................(248) 348-56

ICE CREAM SUPPLIERS_______________
M r  N estle  D S D ....................... (248)425-83

*Pra irie  Farm s Ice Cream Program  (Large Fon^u 
............................................................ 1-800-399-6970 ext-*
Pars Ice Cream Company, Inc................................(313) 291-72

ICE PRODUCTS
Arctic Glacier, Inc.......................................................1-800-327 2
Home City I c e ............................................................1-800-759-^
Taylor Ice C o...............................................................(313) 295 3-
U.S. Ice C o rp .............................................................. (313)862-'-



SUPPORT THESE AFPD SUPPLIER MEMBERS
INSURANCE SERVICES: C OM M ERCIAL

4 6  N orth  P oin te  in s u ra n c e ............................ 1-800-229-6742

4 4 (  "C a re W o rk s .........................................1-800-837-3200 ext. 7188

4 6 f  ” Cox Specialty Markets (North Pointe)
(Underground S to rage  T anks) ............. . .  1-800-648-0357

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

Globe Midwest/Adjusters In te rn a tio n a l ................... . .1 -8 0 0 -4 4 5 -1 5 5 4

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

Thor^as-Fenner-Woods Agency, In c .......................... . .  (614) 481-4300

UST i Tyndall Insu rance .............................................................. , ,  (440 ) 247-3750

INSURANCE S E R V IC E S : HEALTH & LIFE

'BCBS o f M ic h ig a n .......................................... 1 -8 0 0 -6 6 6 -6 2 3 3

V a Yod( Life Insurance C o m p a n y ................. . .  (248 ) 352-1343

' »;y ^usaynu & A sso c ia te s ........................................ . . (248 ) 851-2227

; INVENTORY S E R V IC E S
Tn e t memory . (586 ) 718-4695

LEGAL S E R V IC E S

t t 1 ’Bellanca . Beattie , D e L is le ................ . (313) 882-1100

w  "P e p p /e  8, W aggoner, L t d ................ .  (216) 520-0088

gs McClorey, Davis & A cho , P L C . . . .  (7 3 4 )2 6 1 -2 4 0 0

- * 'r e ’> Associates . . (248) 265-4100

s Phillips, LLP . .  (858) 597-9611

t .aw PC . (248) 626-6800

' 'neys & C o u n se lo rs ........................................ . .  (586) 493-4427

I -'ton & Horst . .  (614 ) 228-6885

M  ol Kassab & Arabo PLLC , (248) 865-7227

i ’* • ■ 1 Orpw. Mekam. Shallal 8i H indo, PC. . .  (248 ) 223-9830

’  HI retakes. Silver 8  Gadd. PC . .  (734) 354-8600

* T a m  8 Cote. PC . . (517 ) 351-6200

I  LOTTERY

1 Corporation (517) 272-3302

1 ■ '* ' V t t r y . .  (517) 335-5648
j * -Ottefy........................ 1-800-589-6446

“ *GAZINE & TRADE PUBLICATIONS
J Free Press. ... (313) 222-6400
1 v * . .  (313) 222-2000

• «  Magazine D istnbutors . (586) 978-7986
1 Chronicle . .  (313) 963-5522

& DELI DISTRIBUTORS
. ‘“ jrnudMeat . (313 ) 867-3937

3»tot Control Meals (419 ) 358-2926
• H ' i Sons . (810 ) 387-3975

l r (586) 447-3500
J *  ''" 'desa le Meats (313 ) 831-8126

1J0C Distnbutors . (313) 659-7300
' " “ tW C o rp (586) 727-3535

* Pactang Comoany . (313) 259-7500

MILK, DAIRY & CHEESE PRODUCTS

Tf M r ‘ P r a i r ie  F a r m s  D a i r y  C o . . ............ (2 4 8 )  3 9 9 - 6 3 0 0

A iA i " D a i r y m e n s .................... ..........( 2 1 6 )  2 1 4 - 7 3 4 2

Country Fresh............................... ...........  1-800-748-0480

MISCELLANEOUS
Validator............................... .............(386) 308-2543
Z Coil Comfort Side........................ .............(313) 407-4976

MONEY ORDERS/M ONEY TRANSFER/
BILL PAYMENT

4  A T  M o n e y G r a m  In t e r n a t io n a l . . . . . M l  (5 1 7 )  2 9 2 - 1 4 3 4
. . . O H  (6 1 4 )  8 7 8 - 7 1 7 2

Western Union............................... ...........(734)206-2605

OFFICE SUPPLIES & PRODUCTS

A A f  S t a p l e s ........................... -800-693-9900 e x t .  5 8 4

PIZZA SUPPLIERS
Hunt Brothers Pizza...................... .............(615) 259-2629

POINT OF SALE
BMC - Business Machines Specialist .............(517) 485-1732
Caretek (Security, Credit Card, Point of Sale and more1) 1-866-593-6100
Great Lakes Data Systems............. (248) 356-4100 ext 107
Legacy Technology Services , . (630) 622-2001
Silk Route Global............. , ,(248) 854-3409

PRINTING, PUBLISHING & SIGNAGE
American Paper & Supply.............. .............(586) 778-2000
Fisher Printing............................... .............(708) 598-1500
International Outdoor..................... ............ (248) 489-8989
Michigan Logos........... ..(517) 337-2267
Proforma Commerce Solutions . . (313) 207-7909
Walt Kempski Graphics... ............ (586) 775-7528

PRODUCE DISTRIBUTORS

A A f  H e e r e n  B r o th e r s  P r o d u c e ..........(6 1 6 )  4 5 2 - 2 1 0 1

Ace Produce ............ (248) 798-3634
Jemd Farms.............................. (734) 992-2043
Tom Macen & Son, Inc .. (313) 568-0557

REAL ESTATE
American Business Broker . (614) 944-5778
Judeh Tax Appeal Team ........... (313)277-1986
Signature Associates - Angela Arcon (248) 359-3838

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

REVERSE VENDING MACHINES/RECYCLING
TOMRA Michigan 1-800-610-4866

SECURITY, SURVEILLANC E & MORE
C entra l A la rm  S ig n a l...................................................(313 ) 864 -8900

G ulfcoas t Loss P re v e n t io n ...................................... (727 ) 776 -3429

US RAC, L L C ............................................................... (248) 505 -0413

W hole  A rm o r R e lian t S erv ices  L L C ....................... (313 ) 930 -5464

SHELF TAG S/LABELS/M AR KETIN G ____________
egi S o lu t io n s .................................................................. (586) 978 -9630

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

S axon In c ......................................................................... (248 ) 398 -2000

SODA POP, WATER, JUICES &
OTHER BEVERAGES _________________

14 H A r iz o n a  B e v e r a g e s ..........................(8 1 0 )  3 6 0 - 0 6 7 1

A  A "i' ' In t r a s ta te  D is t r ib u to r s  ( S n a p p le )__ (3 1 3 )  8 9 2 - 3 0 0 0

A A i  M o n s te r  E n e r g y  C o m p a n y ............... (586) 5 6 6 - 6 4 6 0

A A l  N e s t le  W a te r s  S u p e r m a r k e t  P r o g r a m ..................
.....................................................................(7 3 4 )  5 1 3 - 1 7 1 5

7U P B ottling  G ro u p ...................................................... (313 ) 937-3500
A bso pure  W ate r C o ...................................................... 1 -800-334-1064
B uckeye D is tribu ting  (A rizo na ) ..............................(440 ) 526-6668
C oca-C o la  R efreshm ents
..................................................................... A uburn  H ills  (248 ) 373-2653
.............................................................................B e llev ille  (734 ) 397-2700
...................................................................M etro D etro it (313) 868-2008
........................................................................Port H uron  (810) 982-8501
C oca-C o la  R efreshm ents - C le ve la n d ....................(216) 690 -2653
Faygo Beve rages, In c ...................................................(313) 925-1600
On G o E nergy S h o t.......................................................(248) 470 -4300
Pepsi Beve rages C o m p a n y ..........................D etro it 1 -800-368-9945

.............................................................................H ow e ll 1-800-878-8239
........................................P ontiac (248) 334-3512

SPECIALTY FOODS

Cousin M ary Jane ....................................................(586) 995-4153

TO BACCO C O MPANIES & PRODUCTS
A ltna  C lien t S e rv ic e s ................................................... (513) 831-5510

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 igare ttes). (614) 402-0754

WASTE DISPOSAL &  RECYCLING
National Management System s ................................. (586) 771-0700

WINE & SPIRITS COMPANIES
Bacardi M artin i U S A  ..........................................(7 3 4 )4 5 9 -2 7 6 4

B eam  G lobal ....................................... (248) 471-2280
C onste lla tion B rands ....................................... (248) 349-5164

D ia g e o .............................  ................... 1-800-462-6504
H eaven H ill D istillenes 1-800-348-1783
KC TS -A w esom e B r a n d s ....................................... (248) 549-0054

R em y C ointreau USA ............................................(248) 347-3731
Treasury W ine E s ta te s ..............................................(734) 667-3515

WINE &  SPIRITS DISTRIBUTORS
Great Lakes W ine & Spirits .................................. (313) 867-0521
National W ine & Spirits 1-888-697-6424

1-888-642-4697

r -

indicates supp lie r p rogram  that has been endo rsed  b y  A FPD . 
- In d icates  s u p p lie r o n ly  ava ilab le  in  M ich ig an  

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



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 Rd., West Bloomfield, Ml 48322.

AFPD works closely with these associations:

I F P A . F IA E  I®
INTERNATIONAL FOODSERVICE I F u l f i l
DISTRIBUTORS ASSOCIATION FOOD INDUSTRY I ^ T L r i l

A f/U  ISKCS
J  N ationa l A ssoc iation

Calendar

NAneNAi MOCUU AMMOCUnOM o f  C on ve n ien ce  Stores

ASSOCIATION COUNCIL u i>

esiJinr to i
V jF rz s .— i  f e n -
FOOD MARKETING INSTITUTE

— October 25 and October 30, 2012—
Michigan UST Owner/ Operator 

Class “A” and Class “B” Training
AFPD Offices, West Bloomfield, Ml

— November 15, 2012—
AFPD Foundation 3rd Annual 

Ohio Turkey Drive
Columbus, Ohio 

— November 16, 2012—
AFPD Foundation 32nd Annual 

Michigan Turkey Drive
Greater Detroit and Lansing Areas

—As Requested—
TIPS Training

Tecfaoti
NEXGEN o r d e r  m a n a g e m e n t  s y s t e m  
SYNERGY BUSINESS MANAGEMENT TOOL

M ^ e tin f t  tile rc k /n d ijin t
DSD vs WARE^ofjSE DELIVERED PRODUCTS U
DATA AND ANALYTIC BASED SERVICES
TRADE SHOW
FALL/WINTER CATALOG
MONTHLY FEATURES

Convenience Food;
FOOD SERVICE SHOWCASE
FRUIT RIDGE FARMS FRESH SANDWICHES & SALADS
BLUE BUNNY ICE CREAM
BEANTOWN COFFEE
HOT OFF THE GRILL ROLLER PROGRAM
SAS CLEANING & SANITATION PROGRAM

VnodncF Selection
GROCERY - REFRIGERATED - FROZEN
TOBACCO
CONFECTION
HBC/GM
AUTOMOTIVE

CORPORATE HEADQUARTERS 
AND DISTRIBUTION CENTER 

PO BOX 1768,4001 THREE MILE RD.GRAND RAPIDS,Ml 49544 
616-453-6358 • 800-477-5455

___________________ .DISTRIBUTION CENTER
317-891-7752 • 800-477-5455

Delivering Solutions 
Exceeding Expectations

w w w .sasin c .co m

i BOTTOM LINE www.AFPDonline c |

http://www.sasinc.com
http://www.AFPDonline


nothing refreshes like a

me rSM15!774



We believe that every day 
is independent’s day.
W he n you pa rtne r w ith  Spartan, you r independent store becomes bigger and better. 

W e o ffe r over 100 d iffe rent services to  help you r business succeed, including: advertising, 
research, category management, p r in t and developm ent and m ore. Add in 40,000  

com petitively priced private and national brands and you’re on the shoulders o f a g ian t 
A t Spartan, the independent re ta iler is why w e exist and w e never fo rge t it.

Call Jim Gohsman at 6 16-8 7 8 -8 0 88  o r  v isit us at W W W .S p a r t a n S t O r e S .c o m .

S p a rta n
Stores

http://WWW.SpartanStOreS.com
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