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of PRE 
convenience st 
lomers won’t settle for 
lost any sandwich, they 
"ant a sandwich with 
I’REMO* taste. We have 
'  complete program of 
delicious, high quality 
'indwiches to satisfy ev­
ery taste at a great value. 
Discover what over 1000 
convenience store own­
ers already know - That 
'he big taste ofPREMO* 
'dds up to bigger profits.

Why We Are Unique:
' Next Day Del i\ery 
' Fully Managed 

Programs
' Turn Key Solutions 
' base ot Execution 
’ Experience since 1963 
' Direct Store Delivery 
* Guaranteed Sales 
' Broad Product 
Offerings 

' Reduced Shrink 
Training Support

learn more visit 
***■ l i p a r i f o o d s .  
*** or call us at 
1’•00-3^9-6694

service

Lipari Foods, an industry 
leading food distributor, 
has partnered with East- 
side Deli, a proven 
sandwich 
to bring 
(tensive

BIGGER PROFITS
Strengthen your fresh sandwich sales with 

the high quality taste of PREMOf
Today’s convenience store customers won’t settle for just any sandwich, they want a 

sandwich with PREMO® taste. We have a complete program of delicious, high quality 
sandwiches to satisfy every taste at a great value. Discover what over 1000 convenience 

store owners already know -That the big taste of PREMO® adds up to bigger profits.

' Direct Store Delivery
- Guaranteed Sales
■ Broad Product Offerings
- Reduced Shrink 

Training Support
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■ Next Day Delivery

■ Fully Managed Programs 

Turn Key Solutions 

Ease of Execution 

Experience since 1963

To learn more visit www.liparlfoods.com or call us at 1*800-349-6694

http://www.liparlfoods.com


President's Message EXECUTIVE COMMITTEE

Auday P. 
ARABO
AFPD President/CEO

How Sweet It Is

One thing I have found out is that 
outside of the board of directors, 
the vast majority of members are 

not aware of the internal workings that 
make up AFPD.

For instance, most members are not 
aware that based on membership and 
revenue, AFPD is one of the top three 
independent retailer organizations in the 
entire country. Another fascinating fact is 
that it takes more than $110,000 a month 
to run AFPD's day-to-day operations 
at our current service levels. This does 
not take into consideration all the events 
AFPD puts together like the annual gala 
and various tradeshows and golf tourna­
ments—all of which help subsidize what 
we charge for dues.

Yes, everything we do is structured 
around our dues-paying members. This 
is an important fact, considering AFPD 
has not had a dues increase in more than 
seven years! Currently, the AFPD board 
of directors is debating whether we need 
to increase dues. The economy has not 
come back the way it used to be. and who 
knows if it ever will? The board is very 
sensitive to this fact. However, when you 
look at everything AFPD has to offer a 
member, from our professional staff to 
our resources, where can you tind a better 
advocate or insurance policy?

It costs a small retailer only 68 cents a 
day for membership. It costs a gas station 
only $1.26 a day for membership. It costs 
a supermarket only $1.37 a day for mem­
bership. Once you get into multiple loca­
tions. it only costs an additional 27 cents a 
day per location to be an AFPD member. 
Amazingly, this pays for free labor law 
posters, a monthly magazine, a weekly 
eblast. fax blast and text blast, an annual 
calendar, an annual resource guide, tick­
ets to our tradeshows, and access to our 
staff—which includes two attorneys, two 
major lobbyist tirms. a vice president of 
government relations, a vice president of 
petroleum, a vice pre" lent in Ohio, two

public relations firms, six business coun- 
selors/consultants. a coupon department, 
a membership liaison, an event coordina­
tor, a publications team, two new business 
development directors, a controller, two 
executive assistants (one for each state), 
five interns, and access to our general 
counsels in each state, as well as the 35 
members of the board of directors, who 
volunteer their time to serve you.

Did I mention the money-saving pro­
grams and rebates AFPD offers, which 
more than 30 percent of our members use 
to offset their entire membership and then 
some? For any independent retailer/opera- 
tor in Michigan or Ohio who believes they 
can do better on their own. I say. good 
luck! It is all about economies of scale, 
and this is why the bigger AFPD gets, 
the more support we can offer members 
and the more leverage we have for better 
vendor programs. Did you know we have 
members in 15 states, even though we 
only work on government relations and 
compliance work in Michigan and Ohio? 
Retailers all throughout the country, with­
out one solicitation, have joined AFPD 
based on the strength of our programs.

Let me assure you. we will bend over 
backwards for you. but we need to hear 
from you! This is why we have become 
more proactive in hiring business coun­
selors in Grand Rapids and the Detroit 
Metro area, who drive all over the state of 
Michigan, as well as business counselors 
in Cleveland. Columbus, and Cincinnati. 
Please expect a visit from one of our team 
members, and expect a phone call from 
our membership liaison. Alyssa Franchi. 
to make sure you are satisfied and hope­
fully happy w ith our service, advocacy, 
and vendor programs.

Most importantly, we want you proud 
to be an AFPD member After all. 
servicing your needs is the sole reason 
for AFPD s existence. When considering 
your AFPD membership, we want you to 
think: How sweet it is! Ill
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Our facilities are strategically located and wen positioned to service our 
entire customer base from Michigan to Florida along the 1-75 corridor.

Corporate Headquarters
12499 E verg reen  R o ad  

Detroit, M l 4 8 2 2 8

Regional W arehouses
Atlanta, GA 

Cleveland. OH 
Detroit, Ml 
Miami, FL 

Walton, KY

Beef - Pork - Poultry - Processed Meats - Lamb - Veal 
ifood Deli - Bakery - Frozen Foods - Dairy - Food Service

Exclusive Distributor of Amish Valley Products 
www.sherwoodfoods.com

http://www.sherwoodfoods.com


Meet Your AFPD Business Counselors 
and Business Consultants

To serve its growing membership, AFPD has added new busi­
ness counselors and business consultants to serve you as the as­
sociation’s ambassadors in the field. “Our sales team is our eyes 
and ears on the ground,” says AFPD President and CEO Auday 
Arabo. “They are there to listen to your concerns so AFPD can 
better represent you.’"

Ohio Business Counselor Judy DuChemin has been
associated with AFPD for about six years. Before 

moving to the association side, she managed 
several convenience stores and then owned one. 
DuChemin covers the Dayton and Cincinnati 
areas of Ohio and hopes to add Kentucky to 
her territory.

Judy believes in the benefits of membership. 
She says AFPD fought for her rights as an in­
dependent retailer, and she reaped the rewards 

of the programs. “1 tell people I paid a few hun­
dred dollars a year, but received thousands back 

in rebates, all while AFPD was fighting for me on 
so many issues,” she says. Contact Judy DuChemin at 

(513) 748-7904 or jduchemin001@gmail.com.

Michigan Business Consultant Kenny Ibrahim says
it’s a great time to join AFPD because the new programs and re­
bates can easily offset the expense of joining. More importantly, 
AFPD represents members on issues that can 
make or break a small business. “It’s like a 
big puzzle,” he says, “and no one person 
can know everything, so it’s important to 
have access to experts.”

Before joining AFPD more than 
three years ago, Ibrahim ran a li­
quor store with his brother. He loved 
engaging with customers and building 
the store’s clientele with a high level of 
customer service. “AFPD can help every­
one solve big issues at very little cost by 
working as partners.” Ibrahim says, and adds 
he knows how it feels on both sides of the counter. Although 
dedicated to Oakland and Macomb counties, Ibrahim is also a 
floating troubleshooter. You can reach him at (248) 508-7298 or 

on email at kennyi9@yahoo.com.

Michigan Business Counselor 
Nancy Girvin has been with AFPD since 
April 2012 following a career in sales and mer­
chandising for several national companies.
She is responsible for working with current 
and potential members in western Michigan. 
Girvin has a BS degree in food and nutrition 

from the University of Kentucky.
Her top priority is giving great customer ser-

*
m

vice, and she likes meeting with store owners. “I especially . 
enjoy watching as AFPD’s rebate programs and coupon , 
service boost new members’ bottom line,” she says. Nanc 
Girvin can be reached at 919-780-9607 or via email at
nancygirvin@gmail.com.

Michigan Business Consultant Mark 
Shammami joined AFPD three years 
ago after 28 years with Central Whole­
sale, where his sales responsibilities 
gave him a chance to work with many 
of Detroit's independent retailers. He is 
responsible for Wayne County.

“I especially like helping potential 
and current members understand how 
affiliation with an organization like AFPD 
can benefit them,” Shammami says. “When 
we explore AFPD’s programs together, they see 
how they can save money.” He says his customers appreciate 
the way AFPD stays in touch and keeps them updated on 
programs and regulations. Mark Shammami can be reached 
at (313) 995-6600 or via email at MarkS7001@aol.com.

Ohio Business Counselor Tony Eadeh
began working with members in September.
He hopes to use his 27 years as a gas 
station and beverage store owner to help 
independent retailers in northern Ohio 
take advantage of AFPD.

“I asked Auday for the opportunity,”
Eadeh says, "because I knew the person 
who called on me was gone and I was 
sure I could serve people better.” North­
ern Ohio is a valuable market, he adds, and 
there’s no reason to have fewer members than 
Michigan. Tony can be reached at (216) 855-1039 
or via email at TonyEadeh@aol.com.
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Express Lines

Michigan Food Law  E ffective O c to b e r 1

Michigan's updated Food Law becomes ef- 
kctise on October 1. 2012. The law adopts a 
modified 2009 FDA Model Food Code, por­
tions of the 2009 FDA Model Shellfish Code. 
Md various federal food processing codes 
tin! egg safety documents to provide national 
consistency for the food industry and assure 
Michigan's food safety laws are based on the 
ho current science.

■ he food Law is monitored and enforced 
t1' 'he Michigan Department of Agriculture 
Md Rural Development (MDARD) in partner- 
'•'tp'silh Michigan's 45 local health depart-

t' M DkRDand local health departments 
•Me working hard to complete training, docu- 
nx',,,s. and forms; update websites: and update 
"Mtonic inspection systems to be ready for 
^  October I implementation.
1 There are now three categories of violations 
►t mas he cited during an inspection: Prior- 
* Pi. Priority Foundation (PF). and Core 
* 1 The pres unis v iolations terms of Critical 
MJ Non Critical will no longer be used. Gen- 

Delations that were previously cited as 
01,11 Jl "d l now be cited as either P or PF and 
**'1 he corrected immediately, or within at 
,"'1 lhdays N'on-critical violations will now 
^ 'led as (' and must be corrected within 90

s

kjLnng inspections, key changes in the 
P* he res icsved with food establishment 
^lagers

*P°ftant Changes
1 hdercooked hamburgers may no longer 

i offered on a children's menu to prevent 
fnodhorne illness.
1 ul loniatoes and cut leafy greens must 
he kepi retngerated for safets

•  V. . .
i CTS standards for food establishments to 

'•dels par-cook food. This is a technique 
"here tisod is partially cooked, then

cooled, and finished later.
• An exemption was created for small 

egg producers to sell directly to 
consumers, provided a warning label 
is placed on the carton stating "Pack­
aged in a facility that has not been 
inspected by the
department"

• Contains provisions that will assist 
state auditors in monitoring food 
establishments for Bridge Card fraud.

• All new requirements of the law 
will be implemented on October 1st, 
except that the ability to limit the 
number of temporary licenses to an 
individual establishment within a 
single year will be implemented once 
required guidance is developed (MFL 
4103(6)).

Egg Safety
Michigan's 1963 egg law is repealed and 
new egg safety regulations included in the 
food law. including adoption of federal 
grading and classification standards: 
federal egg safety rules: and setting basic 
state standards for licensed producers that 
are exempt from federal rules.

Shellfish Safety
The MDARD's recently-developed shell­
fish dealer 's certification program has been 
included. This program supports the state's 
shellfish packers, certifying that they 
meet federal standards and allowing their 
product to be shipped and sold interstate. 
Elements include adoption of portions of 
the 2007 federal Guide for the Control of 
Molluscan Shellfish; establishment of a 
shellfish dealer's certificate: an evaluation 
program; and an annual fee of $150.

Economic Development, Licensing
• Clarifies the difference between a lion- 

licensed farm operation and a licensed 
processing establishment.

• Provides a license exemption for cur­
rently licensed retail food establish­
ments to sell off-site at a farmers mar­
ket. fair, or festival without additional 
licensure.

• Provides for the ability to limit the 
number of temporary licenses issued 
annually to a single entity, following 
uniformly applied department guid­
ance. and requires the establishment 
to obtain a more permanent type of 
license.

Other
• Raises the cottage food annual gross 

sales limit from S15.000 to $20,000 
and again to $25,000 in 20IS.

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

• Adopts a number of chapters from the 
Code of Federal Regulations relating 
to food processing establishments.
This assures that state evaluators have 
the same authority and can cite the 
same laws as FDA when inspecting a 
processing establishment. This is criti­
cal lor Michigan to retain its ability to 
do federal contract work for FDA and 
help build a national, integrated food 
safety system.

• Authorizes MDARD to enter into 
agreements to provide and accept out- 
ol state assistance during emergencies.

• Prohibits a food establishment from 
allowing Michigan Bridge Card access 
to food assistance program benefits 
unless its inventory records match 
redemption files for Bridge Card use. 
and it meets standards for sales from 
food staple groups

Information on the Food Law is posted at
www.michif(un.ftovlfondsufetx. IH

September 2012



Express Lines

Renew Your Michigan Motor Fuel Retail License by Sept. 1
Michigan gasoline retailers: Your Michigan 
Motor Fuel Retail License must be renewed 
annually before it expires on November 30th 
of each year. Renewal applications have been 
mailed by the state and should be returned 
with payment by September 1. 2012.

A separate Motor Fuel Retail License 
from the Michigan Department of Agricul­
ture (MDAR) must be obtained for each re­
tail outlet owned by a person or business. A 
retail outlet is defined as an establishment at 
which motor fuel is sold or offered for sale to 
the public. Licenses are non-transferable; a 
change in ownership or location will require 
a new license.

The original and renewal fees are the 
same: $100 for each location, payable by 
check or money order payable to the State of 
Michigan. Questions can be answered by the 
Michigan Department of Agriculture at (517) 
241-6666.

To register by mail with a check or money 
order, obtain a printable application form at 
www.afpdonline.org or www.michigan.gov/ 
documenlslmdalmotorfuels_255l27_7.pdf. 
When completed, mail to:

Michigan Department of Agriculture 
Laboratory Division 

P. O. Box 30776 
Lansing, Ml. 48909

Apply and Pay Online
You can also renew and pay on-line through 
the Michigan Business One Stop Portal, 
where you must register for a One Stop ac­
count or login if you arc already registered. 
Registration is a one-time-only activity.

To complete the One Stop registration 
process online, you will need to know the 
6-digit NA1CS code (North American Indus­
trial Classification System) for your type of 
business. The most common NAICS codes 
that may require a Retail Motor Fuels Outlet 
license include:

NAICS Code Type of Business
447110 Gasoline Station with 

Convenience Store
447190 Other Gasoline Station

Submitting your application on-line 
through One Stop has several immediate 
benefits:

• As soon as you pay for your license 
through the One Stop shopping cart, 
your license application is sent to the

Michigan Department of Agriculture & 
Rural Development to start processing 
without any mailing delays.

• You receive an electronic confirmation 
that your license application has been 
submitted.

• If you also need to apply for a Food 
Handlers License, you can complete and

submit both applications on-line at th 
same time.

• Other license applications which may 
be applicable to your business will be 
made available to you electronically, 
example, lottery and liquor licenses. 

Note: Not all licenses can be submitted an 
paid for online. Ill

specific business,

Submission
applica- 
iv submit

OSC13 Calls for Presentations
The Ohio Bureau of Workers’ Compen­
sation (BWC) is accepting proposals for 
educational presentations for the 2013 
Ohio Safety Congress & Expo (OSC13) 
on April 9 to 11, 2013.

OSC13 offers access to thought 
leaders, experts, and peers sharing best 
practices, research, and information to 
prevent injuries and lower workers’ com­
pensation costs. The annual event draws 
more than 5,000 Ohio 
business and govern­
ment representatives and 
employees.

BWC invites you to 
share in our efforts to 
demonstrate how safety 
innovations and proven 
techniques result in a 
safer, healthier workforce.
OSC13 features more 
than 150 educational 
presentations offering 
continuing education 
credits for a variety of 
professions.

The OSC13 theme 
revolves around the 
simplicity of preventing occupational 
juries and illnesses. Presentations which 
complement this theme, address new 
current trends, and incorporate creativ 
learning strategies are welcomed. Pre 
sentations must be strictly educational, 
and cannot promote a 
product, or service.

The deadline for presentation 
tions is July 31. Presenters may 
multiple applications. Safety 
program committees will evaluate and

select presentations from the applica 
Proposals received after July 31 are r 
considered unless a previously assi 
senter requests a replacement presi

Application
Applications can be submitted onli 
www. survey monkey.com/s/OSC 13C 
Once submitted, applications cann 
edited.

Selection
Applicants selected by the con 
receive notification by Oct. 31: 
agree to submit their presen 
handout materials by Friday, 1 
accreditation approval.

Selected applicants will not t 
pensation for their services, 1 
full privileges to attend OSC13’s 
and exposition.

For more information, call ( 
7695 or contact SafetyCongre, 

111
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ro ACCESS THE RIGHT COHHECTIOHS.
Being a member of Associated Food and Petroleum Dealers just got better. Save money, get fast 
lnternet, phone lines, TV for entertainment or information and count on Comcast reliability with an 
exclusive “Member Special.”k exc 

}
•Vnii

your local Comcast Business Account Executive, Rick Wagner, to tailor an offer that fits your 
ique business needs.

,rjlJR LOCAL COMCAST REPRESENTATIVE:
= ‘ Wagner 
* ' 310-0278

'•chard .Vagner3t2cable.comcast.com

Comcast
^ B U S IN E S S  CLASS

""’ r t  *° new Business Class custom ers. M ust be a member o f an e lig ib le  Association Not available in a ll areas. Lim ited to  Business Class Voice (m inim um  lines required) or Internet, 
j*  contrac< required Early term ination fee applies Equipm ent insta lla tion, taxes, the Regulatory Recovery Fee and other applicable charges ( tg „  per-call or in ternational charges) 
^•e rtise d  offers can be com bined. May not be com bined w ith  other offers. Equipment required (S7/month). S24 95 activation fee (per line, up to  4 lines) applies Service (including 

'T 'n c y  services) may not function afte r an extended power outage. Savings based on prom otional price com pared to  regular rate. O  2012 Comcast. A il righ ts reserved
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By Carla Kalogeridis

When the kids head back to school, it’s only a matter of weeks before the Hal­
loween frenzy kicks in, followed by Thanksgiving, Christmas, and the rest of 
the holiday season. And while each of your customers has their own holiday 
food and drink traditions, one thing is for sure: It’s the season of sugar.

What will be the top sellers in the sweet category over the next several 
months, and how can you sell more of it? Here’s how to prepare your store 
to satisfy your customer’s sweet tooth—from candies to sweet holiday 
drinks.

Make Your Store a Candy Land
Since Halloween is up first, let’s talk Halloween. There’s a good bit of buzz 

about Hershey introducing its Cadbury Screme Eggs, a twist on a traditioi 
Easter favorite. “With its green center, this item should be a consumer hit dur­
ing Halloween," predicts Dick Minor, regional vice president, sales-Michigan, 
for S. Abraham & Sons, Inc. Bites or minis in candy continue to do well, he 
says, so retailers should look for more manufacturers to launch minis of their 
popular brands. “Gum has taken a hit over the last year, and that has manufi 
turers rethinking gum,” says Minor. “However, the new Stride ID from Kraft 
Foods should help bring this category back.” Stride ID is an image-driven 
sub-brand to Kraft’s Stride gum that should appeal to younger consumers. 
ID—in spearmint, peppermint, and berry melon—comes in a portfolio-styl 
container like Stride, but with a twist: The 14-piece pack opens by pulling and 
turning the ID logo on the front of the pack to reveal graffiti-style graphics.

“Candy has always been an impulse category, so it’s important to place 
product in a high-traffic, visible area to capture the impulse buy,” Minor says. 
“Display 'change-makers’—products selling for 30 cents or less that can be 
purchased with spare change—near the counter to give consumers a chance to 
have a quick, sweet treat without overindulging. Secondary displays and new 
items at the counter create excitement and give customers multiple opportuni­
ties to see and purchase candy.”

"Anything Reese's will sell this holiday season,” predicts Jim Green, 
vice president of purchasing and marketing for Liberty USA. He adds that 
Christmas gift boxes of Celia Cherries and the one-pound package of Reese's 
Peanut Butter Cups are booking well.

Even though sugar and high-calorie items continue to receive negative press 
(see sidebar, “Sugar: Not Guilty”), Green says retailers and suppliers continue 
to do well with these items. “We recommend retailers offer ‘two-for’ promo­
tions on all standard and king size bars,” Green says.

He says retailers can also expect to see a significant increase in take-home 
bakery products during this season. “Committing space for this category in 
the front of the store is vital to the success of these products,” Green advises.

Gift baskets are extremely popular with customers, and yet some retailers 
shy away from them because of price or the mistaken belief that gift baskets 
are better handled by a specialty store. However, that is no longer the case,



ays Allan Girvin. director of sales and 
aarketing for Heeren Bros. For the holi­
es, Heeren offers four or five gift baskets, 
ypically containing chocolate or another 
ligh-quality candy, such as Lindt.
Girvin echoes Minor s advice for selling 

lift baskets of sweet goodies. “Remember 
andy is an impulse—not planned—pur- 
hase. so retailers should be sure their 
ifferings are prominently displayed where 
ustomers don't have to look for them," he 
uggests.

Craig Diependorst, supermarket sales 
nanager—Grand Rapids division for H.T. 
lackney. expects Halloween hot sellers to 
Delude Hershey Kisses Pumpkin Spice, 
itilky Way Caramel Apple/Autumn minia- 
urex. Hershey Cadbury Screme Eggs, and 
Hood Drips liquid candy.

For Christmas, he says retailers should 
lock up on FIix Candy’s Rudolph Reindeer 
■rod (looks like puppy chow), M&M’s 
haughty and Nice gift boxes. Three 
Musketeers Hot Cocoa miniatures. Dove 
’eppermint Bark bag, Peepsters Dark and 
Milk, and kinson's crushed Red & White 
dint bags. 'These will all be big sellers." 
iredicts Diependorst.

Other important trends he notes are size 
md variety. "Customers are gravitating 
i»ard larger size bags, and that's a win- 
>in for everyone. Variety is also crucial, 
nils helps separate you from your competi- 
hrs. and creates a point of destination and 
inference"

For instance, he points out, everyone will 
diet Snickers. Reese's, and Butterfinger 

sizes during the Halloween timeframe. 
w a retailer can stand out with Box ofa
mxigers tangy. gummy, slimy boogies 
^  look and feel like the real thing.

To sum up the opportunity in candy. 
Waders should remember that seasonal 
Snd> continues to grow and accounts for

a staggering percentage of year-round candy 
sales. Therefore, it is imperative to have a 
good assortment of everyday chocolate items, 
promote them often, and display them early.

Diependorst says it's also a good idea to 
have selections for customers with sugar con­
cerns. “Complement your department with 
alternative, healthier options like Welch’s 
Fruit snack bags, Sun-Maid Raisin's fun size 
bags. Combo's snack size bags, and even 
popcorn balls, which provide a neat nostalgic 
option." he suggests.

Sweet Drinks
With the cold weather and holiday season 
comes an increase in parties and social 
gatherings. Consumers are looking for fresh 
ideas on what drinks to serve, as well as sug­
gestions for hostess and housewarming type 
gifts. The key to selling more of these items 
is to already have the answer when your 
customer walks in the door in a rush saying. 
“I'm heading to a dinner party.. What should 
I bring?" Of course, the party-giver's varia­
tion on that is: “What should I serve?"

For the holiday season, sweet liqueurs are 
finding their way into all sorts of dishes. In 
fact, there are hundreds of recipes online 
for cooking and baking with sweet liqueurs, 
but those made from fruit or dark chocolate 
seem to be attracting the most interest. Why 
not create a special display of sweet liqueur 
recipes that evoke feelings of the holidays?

Also, be ready to give customers advice 
on holiday-oriented spirits. Beam Global's 
Red Stag Spiced is a good example. "With 
its cinnamon, nutmeg, and clove backed 
up with caramel and citrus, one sip of this 
four-year-old bourbon makes you think of the 
holidays." says Bobby "G" Gleason, master 
mixologist for Beam Global. "You can even 
spice up apple cider with Red Stag Spiced, 
which can be served hot or cold, right along 
with Mom's apple pic."

Sugar:
Not Guilty
A new study published in August 2012 
by the N utrition Journal concludes that 
it’s not sugar that causes weight gain 
(as suggested by a flawed study out of 
Princeton)— it’s simply caloric intake 
and lack of exercise.

“Common sense approaches can 
get muddled by misinformation, like 
the myth that high fructose com syrup 
makes you gain more weight than 
sucrose,’ writes Shanna McNamara in 
her article, “New Study Shows Added 
Sugars Are Equal When It Comes to 
Counting CaloriesUnderstanding that 
there isn’t a magic bullet— like simply 
eliminating sugar from your diet— is 
important, she adds, so consumers can 
‘get back to common sense approaches 
to weight management, focusing on the 
whole diet and a healthy lifestyle.

"So now we have peer-reviewed 
research on hum ans consum ing real- 

world diets,’  states McNam ara. “The 
conclusion o f the research may not 

grab any headlines...bu t it validates 

the findings o f respected professional 
groups including the Am erican M edi­
cal Association and the Academ y of 

Nutrition and D ietetics that sugar and 

high-fructose corn syrup are equivalent, 
both nutritionally and metabolically.’’

Seasonal candy accounts for a 
staggering percentage of year-round 
candy sales; therefore, it is imperative 

to have a good assortment of 
everyday chocolate items,

promote them often, and 
display them early.
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Remember that when hosting parties, your 
customers are looking for ways to make 
the event special for younger guests, too. 
Prairie Farms’ holiday-flavored milks are a 
good solution. "Our classic Old Recipe line 
of unique, seasonal flavors is the perfect 
complement to any winter gathering.' says 
Gary M. Gavis, sales manager-Michigan and 
northern Ohio.

"We also have an exciting line of holiday 
ice cream novelties in eye-catching packag­
ing to appeal to younger customers," Davis 
adds. The North Star novelties come in five 
varieties: Frosty Mint Swirl Cups; Pump­
kin Spice Sandwich; Peppermint Candy 
Sandwich; Mint Patties; and Ice Cream Cake 
Roll with chocolate cake and vanilla ice 
cream. "If your store has an end-cap unit to 
display featured items, 
this would be a 
great spot to 
draw attention 
to these fun 
and festive 
novelties,” he 
advises. "Oth­
erwise, keep 
them at eye level in 
your reach-in."

For adults, Davis suggests 
creative displays to help customers 
think about Egg Nog, Holiday Nog 
and Holiday Custard. "Consumers 
want variety during the holidays, 
so be sure to offer both regular 
and light Egg Nog," he 
advises. "Also, 
people want 
indulgence

and flavor variety, ethnic and spicy flavors.” 
He says that even in the sweet category, cul­
tural interest in all things local continues to 
gain traction, dovetailing with the consum­
er’s desire for higher quality products.

Some liquor suppliers offer an adult- 
geared alternative to chocolate gift baskets. 
Known in the industry as value-added packs 
(VAPs), many brands put together special 
packages that are great gifts to give to co­
workers, friends, and party hosts. "Spirits 
are packaged with branded glasses or flasks.” 
says Beam Global's Gleason. “Every year 
the marketing teams are challenged to come 
up with new and inventive ways to entice 
consumers to buy these spirits. Special holi­
day labels or frosted and etched bottles will 
also make an appearance during the holiday 

season. Some of these 
bottles are highly 

sought after by 
collectors.”

To sell more 
holiday liquors, Glea­

son says great displays 
and shelf talkers that pair 

spirits with simple cocktail 
recipes lead to higher sales. 

Even cross-branding with a 1-2-3 
recipe can make shopping easy 

for consumers. "Seeing our flavored 
vodkas such as Pinnacle Whipped in a 

display with DeKuyper Triple Sec and or­
ange juice eases consumers' anxiety about 
mixing cocktails,” he says. "They see the 
product and the recipes and think. 1 can 
do that.' which is the whole idea.”

Another idea is to host in-store tastings 
and cocktail demos featuring a variety of 
brands, he says—especially those that are 
on sale or specially priced for the season. 

"This strategy usually works w ith great 
success,” Gleason says.

When asked if he thinks

that the recent negative press about sugar 
affect sweet liquor sales, Gleason says, “F 
not see this as being negative but simply n 
aware. Consumers will drink whatever the 
want to. I always say, ‘Drink what you liki 
and like what you drink.’ Still, it’s smartl 
for those who want spirits with less sugar, 
you should have options for them as well."

Without a doubt, the next several montt 
are the season of sugar. The opportunity 
to sell more holiday-inspired products that 
satisfy your customers’ craving for sweetn 
will keep your sales from freezing up as tl 
weather gets cooler. I l l

Carla Katogeridis (carlak@arion-media.cMJ 
is editor o/AFPD Bottom J 1

made either b, 
same time and 
ing them or by adding 
distillation
shine, freshness, and 

There are unlimited 
combined into co 
with a generous sugar 
2.5 percent. Varieties' 
coffee, creamy, 
nutty, and wine-based 
customers understand that 
served neat or straight, on 
or mixed with cocktails can 
your sales. (Source: Diageo)

mailto:carlak@arion-media.cMJ
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Joseph D. Sarafa Scholarship Lu
The AFPD Foundation distributed $56,000 in scholarships 

to students in Michigan and Ohio.
By Jeniece Faranso

College students among the best and bright­
est in the community received college schol­
arships from the AFPD Foundation and 
sponsors as the AFPD Foundation hosted 
its 4th Annual Joseph D. Sarafa Scholarship 
Luncheon on July 24th.

"By getting here today, you have dem­
onstrated the excellence that will help carry 
you forward as you pursue your goals and 
dreams while creating a stronger commu­
nity for us all." Auday Arabo. chairman of 
the Foundation and president and CEO of 
AFPD. told the award recipients.

This year, the AFPD Foundation Scholar­
ship awarded a total of $56,000 in schol­
arships to college students. Blue Cross 
Blue Shield of Michigan was this year's 
Valedictorian Title Sponsor and the Lunch 
and Program Sponsor was Pepsi Beverages 
Company.

A committee of educators processed 
scholarship recipients according to aca­
demic merit, participation in extracurricular 
activities, and community involvement.

Scholarship recipients sat alongside do­
nors and contributors, who spoke on behalf 
of AFPD's devotion to promote higher 
education among its member community 
and their families.

ivesting in 
ealth of id 
Dimmuniti'

Keynote speaker Mark Murray, 
president o f Meijer

The DIA’s R iviera C ourt is an insp ir ing  venue fo r the  event.

Long-time AFD President and CEO 
Joseph Sarafa joked about having driven 
five hours from his home in Traverse City 
to give a two-minute speech at the Scholar­
ship Luncheon now named in his honor.
He left the scholarship recipients with a 
simple yet profound message about making 
a difference. "Aspire to inspire before you 
expire." he said.

WXYX Channel 7's Chuck Stokes 
served as this year's Master of Ceremonies 
and pointed out how social media has truly 
taken over after AFPD Board Chairman 
Joe Bellino. Jr. led the crowd in the Pledge 
of the Allegiance using a flag photo on his 
iPhone when he noticed there wasn't a flag 
in the room.

A Detroit Institute of Arts docent pre­
sented a history tour of the Rivera Court, 
named after famous Mexican artist Diego 
Rivera. Attendees learned that the Detroit 
Industry fresco cycle was conceived by 
Mexican muralist Diego Rivera < 1886— 
1957) as a tribute to the city’s manufac­
turing base and labor force of the 1930s. 
Rivera completed the 27-panel work in 11 
months, from April 1932 to March 1933. It 
is considered the finest example of Mexican 
mural art in the United States, and the art­
ist thought it the best work of his career.

Keynote speaker Meijer President Mark 
Murray focused his address on the award 
recipients, but his message about having

integrity and doing the right thing as pro4 
fessionals was appreciated by all in 
the room.

AFPD President and CEO Auday Aral: 
encouraged all the award recipients to sta; 
in close contact with their sponsors. "On* 
of our college students is now studying 
medicine, and she was awarded the AFPt 
scholarship through the Frank Arcori 
Foundation, a former AFD chairman who 
passed away a few years ago from cancer, 
was a nice connection for both the recipie 
and the Arcori family,” said Arabo.

Rev. Nicholas Hood offered the lun­
cheon’s invocation and commended the 
community support AFPD offers on a 
regular basis.

Blue Cross Blue Shield of Michigan 
this year’s Valedictorian Title Sponsor, a* 
the Lunch and Program Sponsor was Pel* 
Beverages Company.

The AFPD Foundation is designed to 
reinforce the importance of education 
and charitable giving among its member 
companies and future generations to corn 
AFPD believes its support for education* 
growth and the community has strength­
ened—and will continue to strengthen—1 
voice for independent food, beverage-a* 
petroleum retailers of the Midwest I*

Jeniece Faranso is a write* 
Denha Media and Comnninicd1'1
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>jce Acho with sponsor Nabby Yono

:onsored by: Arab American/ 
aldean Council (ACC)

;e is a junior at the University 
chigan-Dearborn majoring in 
"ation systems management, 
•lusted from Belleville High 

.’.here he was a member 
nal Honor Society, Student 
Yearbook, and was on the 

soccer and track teams, 
.olunteered with the American 
oss the Belleville Parks and 

soon committee, and coaches 
'ementary school basketball

' d through: Five Star Market

$  I
M

1 t k
ftzio w ith sp o n so r G lo ria  K assa

■onsored by: Chaldean 

’ 'cncan Ladies of Charity

^  is a sophomore at Wayne 
-ersity studying pharma- 

1 s She graduated from Walled 

!fal High School where 

• « trie president of the Interact 

= ^atary-sponsored com- 
’ service club where Shannon 

•v 1 monthly community service 
- d an annual international 

'.ect Shannon participated 

• dean sports league as well 

school s volleyball and 

'earns At Wayne State, 
cates in the Chaldean 

Student Association and is 
onarmacy program 

"3 'h'ough 
c ne Wine

Breann Baranski w ith Bobby Hesano 
on behalf o f sponsor John Denha

Sponsored by: The Michael 
H. Denha Family
Breann is a freshman at Ferris State 
University studying pharmaceuticals. 
She graduated as valedictorian from 
Bad Axe High School where she was 
a member of National Honor Society. 
Breann volunteers with the American 
Red Cross and the Child Abuse/ 
Neglect Council. She has stayed 
active in dance and participates in a 
local 4-H group.

Submitted through:
McDonald's Food & Family Center

fir . V1 (1
Briana Byrd w ith sponsor Kevin Harrison

Sponsored by: Blue Cross Blue 
Shield of Michigan
Bnana is a freshman at Michigan 
State University studying pre­
medicine She graduated Summa 
Cum Laude from Warren Mott High 
School where she ran on the varsity 
track and field team Briana was a 
member of National Honor Society, 
Leadership (Student Council). Web 
Design Yearbook, and Link Crew 
She spends time volunteenng in dif­
ferent ways around her community 

Submitted through 
Value Fresh Marketplace

Sponsored by: Michael Hermiz 
Hesano Memorial Scholarship
Stephen is a sophomore at Michigan 
State University studying biochem­
istry and molecular biology. He 
graduated from Novi High School 
where he was president of Students 
Promoting Unity and Diversity. He 
played football, lacrosse, and was 
a member of the varsity bowling 
team. Stephen has volunteered for 
Novi Meadow's Elementary School, 
Help a Willing Kid Foundation, and 
Salvation Army. In college, he is 
a member of Phi Sigma Pi Nation 
Honors Fraternity, and works at a 
biochemistry lab where research is 
focused on fatty liver disease. 
Submitted through: Busch's Fresh 
Food Market

Skyler Chopp w ith sponsor Ryan Cola

Sponsored by: Nestle DSD

Skyler is a junior at Ferris State Uni­
versity studying health care systems 
administration. She graduated from 
Lawton High School as salutatorian 
and was a member of National 
Honor Society. In high school, Skyler 
played varsity softball for four years 
and captained both the softball 
team and the cheer squad. At Ferris 
State, she volunteers with Crafter's 
Anonymous, which donates the 
money made from crafts to various 
organizations; Student Alumni Gold 
Club, which helps alumni keep in 
touch with current events at FSU; as 
well as other volunteer activities. 
Submitted through: Meijer Pharmacy

9taph«n Cultan with sponsor Bobby H*moo

Auday Arabo on behalf of sponsor National 
W ine & S p irits w ith  Zachariah D ietrich

Zachariah Dietrich
Sponsored by: National Wine 
& Spirits
Zachariah is a senior at Spring Arbor 
University studying worship arts lead­
ership. He graduated from Marshall 
High School where he was a march­
ing and symphonic band section 
leader for two years. He participated 
in theatre, newspaper, track and field, 
cross country, and National Honor 
Society. Zachariah also began a free­
lance website design and computer 
repair firm. In college, he volunteers 
at local churches, is involved with the 
theatre department, studied abroad 
in India, managed the university's 
student-run newspaper website, and 
was a resident assistant for one year. 

Submitted through:
Monster Beverage Corp.

Karla's mother, w ith Ziad and David Dally, and 
sponsor Am ir Putrus o f North American Spirits

Karla Dozier
Sponsored by: North American 
Spirits & Wine Brokerage of Mich.
IN MEMORY OF FRED DALLY
Karla is a freshman at Howard 
University and plans to become either 
a broadcast journalist or a physician. 
She graduated magna cum laude 
from Cass Technical High School 
where she was a member of National 
Honor Society, National Society of 
High School Scholars, captain of the 
DPS championship girls swim team, 
and a Pep Club member Karla volun­
teers at Gleaners Food Bank, Christ 
Child House, various soup kitchens, 
and Project Healthy Living.

Submitted through 
Western Market
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Meet the Scholars- 
Michigan

Kevin D u ffy  w ith

Sponsored by: Faygo Beverages 
IN MEMORY OF DELTHEA 
BRYSON

Kevin is a freshman at the University 
of Pittsburgh where he plans to 
double major in neuroscience 
and psychology in preparation for 
medical school. He graduated as 
valedictorian from the Utica Center 
for Mathematics, Science and 
Technology and from Henry Ford 
II High School. Kevin was founder 
and president of Students Working 
to Achieve Together, co-captain 
of Ihe tournament baseball team, 
volunteered as a medical intern, and 
was employed by Sharon's Short 
Stop. He was also a member of 
National Honor Society, Key Club, 
and Spanish Club.

Submitted through.
Sharon s Short Stop

'u  A %
Maureen G orgaes w ith  sp onso r M ike George

Sponsored by: The Michael J. 
George Charity

Maureen is a senior at Oakland 
University completing her bachelor's 
degree in health sciences this fall. 
She is a graduate of Cousmo High 
School where she was a member of 
French Club and Students Leading 
Students Maureen is an active 
volunteer who looks forward to join­
ing the Chaldean American Student 
Association at Oakland University. 

Submitted through 
South Main Liquor

Megan Green with sponsor Kevin Harrison

Sponsored by: Blue Cross Blue 
Shield of Michigan

Megan is a freshman at the Univer­
sity of Michigan studying cell and 
molecular biology and biomedical 
engineering to prepare for medical 
school. She graduated from Saline 
High School where she was a 
member of Link Crew and partici­
pated on the soccer, cross country, 
and track teams, Megan was a four 
year academic all-A student, and AP 
Scholar with Honors. She volun­
teered for Eli's Place, was a camp 
counselor, refereed elite youth 
soccer for six years, and currently 
works as a lifeguard and as a re­
search assistant at the University of 
Michigan Biomedical Laboratories. 

Submitted through: AvFuel
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Auday Arabo on behalf of sponsor National 
Wine & Spirits with Emma Hagan

Sponsored by: National Wine 
& Spirits

Emma is a sophomore at Eastern 
Michigan University, double majoring 
in elementary and early childhood 
education. She graduated from 
Walled Lake Western High School 
where she participated in soccer, 
yearbook, National Honor Society, 
tutoring, and many other clubs and 
volunteer activities. She gradu­
ated summa cum laude, and was 
inducted into the Academic Hall of 
Fame. Emma made the Dean's List 
both semesters her freshman year, 
works as a tutor, is a member of the 
Honors College, and is involved in 
the Association for the Education 
of Young Children and Habitat for 
Humanity.

Submitted through Save-A-Lot

Rena Husaynu with sponsor Jason Ishbia

Rena Husayn

Auday Arabo on beta 
Maxine Peck Foundation, with H

Megan Kalasho
Sponsored by: Lee & Mai 
Foundation
Megan is a junior at the Un 
of Michigan - Ann Arbor ma 
Industrial and operations er 
ing. She graduated from Mi 
High School. This fall, Megan 
treasurer of the Chaldean A d 
can Student Association (CAfj 
nationals liaison for the In 
Industrial Engineers (HE), 
chapter: and is a recent i  
the Women in Science i 
ing Residency Program. S 
being an active Eucharistic n 
at St. Mary’s Student F 
serves as a lector/Eu 
ter at St. George Chak 
Church.

Submitted through:
Miller's Party Store

Vetones mother with sponsor Gary Davis

Vetone Ivezai

Q BOTTOM LINE

Marla Konja with sponsor L

Maria Konja
Sponsored by: Aziz I 
Memorial Scholarship
Maria is a sophomore at t 
sity of Michigan—Aim/ 
microbiology and plans t 
career in public health. A ( 
OscarA. C arisonH ighr' 
activities included t 
Society, Interact Club,! 
Against Destructive I 
varsity tennis. At l 
involved the Chaldean/ 
Student Association and i 
research project 

Submitted through: 1

www.AFPDonline ^

http://www.AFPDonline
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— 'v Krakosky (center) w ith sponsors
ir c o r i  (left) and Angela Arcori

<rakosky
jnsored by: Frank G. Arcori
mdation

«rly is a sophomore at 
jan State University studying 

- ed cine. She graduated from 
. Ford II High School where 
alicipated in varsity cross-
- and track and field, and was 
Ser of National Honor Society

:rench Club. Kimberly won 
awards for her art, including 

: t  Portfolio in the 2011 
nai Scholastic Competition, 
as a two-time recipient of the 
1 Show award sponsored by 

a Art Center. She volun- 
‘y  Habitat for Humanity and
- City Rescue Mission.

"ed through: Meijer

Meet the 
Scholars— 

higanmm

Sponsor Steve Honorowski with Daniel Lillie

Sponsored by: Pepsi Beverages 
Company

Daniel is a freshman at the University 
of Notre Dame studying computer 
engineering. He graduated from 
Rochester Adams High School where 
he was captain of the varsity wrestling 
team and ran cross country. During 
high school, he coached youth wres­
tling camps and clubs, helped with 
Special Olympics, and volunteered at 
Cornerstone School. While in college, 
Daniel has enlisted in the Marine 
Reserve Officers Training Corps 
program.

Submitted through:
Pepsi Beverages Company
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i  on behalf o f sponsor Absopure 
r (Mark Sarafa) w ith Connie M iller

Connie Miller

Company

Connie is a freshman at Central 
Piedmont Community College in 
North Carolina studying psychology. 
She graduated from Annapolis High 
school in Dearborn Heights. Connie 
was a Girt Scout for 13 years, a 
swim team member for seven years, 
and volunteered at the veteran's 
hospital in Detroit.
Submitted through:
Westbom Fruit Market

\U w  W \
Sponsor Jim Bellanca, Jr. with Grace Lutfy 
(center) and Roselie Posselius, daughter 

■’ o v ic  w ith  sponsor Scott McKinnon 0f Peter J. Bellanca

tO V IC

eb by: Kar’s Nuts
's Co

• freshman at the Univer- 
: l Mercy studying bio- 
md then will continue on 
mool In high school she 

’ summa cum laude with a 
' average of 3 96: was a 
National Honor Society;
' '  me at an orthodon- 
',nd volunteered for the 

' odist Soup kitchen 

""ough Mei/er

Sponsored by: Peter J. Bellanca 
Memorial Scholarship

Grace is a freshman at the University 
of Michigan pursuing her interests 
in public policy and international 
relations. She graduated from Marian 
High School as co-valedictorian.
Grace was secretary of her class: 
president of the National Honor 
Society; involved with other clubs 
such as Model United Nations. Honor 
Code Committee Ambassador Club, 
and Spanish Honor Society; and was 
manager of the varsity basketball 
team Grace volunteered with the 
varsity soccer team at Holy Name, 
a junior varsity volleyball team at 
St Regis the Chaldean Federation. 
Vacation Bible School, and a special 
event created by her fnends called 
Cupcakes and Canvases.

Submitted through Clovedeaf Sunoco

Brandee Nelson

i  Nelson w ith sponsor Thom Lipari

I by: Lipari Foods 

I Brandee is a freshman at the 
University of Michigan studying 
biology. She graduated summa 
cum laude from Anchor Bay High 
School where she was president of 
Key Club, treasurer of both Student 
Council and National Honor Society, 
and a member of Students Against 
Destructive Decisions. Brandee was 
also been a member of her school's 
Forensics and Quiz Bowl teams, 
and volunteered at a local elemen­
tary school's SAC program. 
Submitted through: Lipari Foods

f H i t s

Jordan Rials w ith sponsor Kevin Harrison

Jordan Rials
Sponsored by: Blue Cross Blue 
Shield of Michigan

Jordan is a sophomore at Central 
Michigan University studying busi­
ness marketing. He graduated from 
Litchfield High School where he was 
captain of the track and field and 
cross country teams. Jordan was 
class president, and a member of 
National Honor Society, Students 
Against Destructive Decisions, 
Student Council. He volunteered with 
local blood drives, Project Christmas, 
and youth group.

Submitted through: Meijer

Auday Arabo on bahalf o f sponsor Coca-Cola 
Refreshments w ith Jacob Rogers

Jacob Rogers
Sponsored by: Coca-Cola 
Refreshments

Jacob is a freshman at Concordia 
University - Ann Arbor and a member 
of the baseball team. He graduated 
from Hale High School in the top ten 
of his class. Jacob was a member of 
National Honor Society, Knowledge 
Bowl; active in his class and commu­
nity as a leader and volunteer; was 
a three-sport athlete all four years; 
and earned MVP and all-conference 
honors throughout. He also achieved 
academic All Conference in the North 
Star League.

Submitted through: Kocher 's Market
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Sponsor Mike Sarafa with Ryanj

. L  *
*

AFPD President 
and CEO Audi* 
Arabo predicted 
that the scbdart 
recipients will 
strengthen theif 
communities.

Sponsored by: DTE Energy

Robert is a sophomore at Western 
Michigan University studying nursing. 
He finished his first year with a 3.8 
GPA, and has been invited to join 
the Lee Honors College Robert is 
currently in Alpha Lambda Delta and 
WMU's National Honor Society He 
is employed through Meijer Inc. as 
a service coordinator and is working 
towards a management position. 
Robert has volunteered with disabled 
and handicapped children, assisted 
with blood drives on WMU's campus: 
and helped the city of Richland with 
several community services, includ­
ing graveyard cleanup 

Submitted through Meijer

Lauren Waun with sponsor Kevin Harrison

Sponsored by: Blue Cross Blue 
Shield of Michigan

Lauren is a junior at St. Clair County 
Community College pursuing an 
associate s degree in nursing, and 
plans to earn her bachelor’s degree. 
She graduated from Harbor Beach 
Community High School.

Submitted through:
Ruth Convenience Store

Derek D ickow  on beha lf o f sp o n so r 
Q uicken Loans w ith  A lexande r Salloum

Sponsored by: Quicken Loans

Alexander is a freshman at the Uni­
versity of Michigan studying econom­
ics. He graduated from Brother Rice 
High School where he was a member 
of National Honor Society; president 
of the Brother Rice Model United 
Nations Team; and president of the 
Business and Entrepreneurship 
Alliance for Brother Rice and Marian 
(BEAM&R) during his junior and 
senior year. He actively participated 
in Michigan DECA and is a DECA 
state champion. Alexander currently 
volunteers at Chaldean Outreach and 
Community Hope (COACH)

Submitted through. Plum Market

m V i * -
Auday A rabo on beha lf o f sp o n so r DTE Energy 
w ith  R obert S chliep

Palavi Vaidya with sponsor Kevin Harrison

Sponsored by: Blue Cross Blue 
Shield of Michigan

Palavi is a freshman at Georgia 
Institute of Technology studying bio­
medical engineering with a special­
ization in neurology. She graduated 
as valedictorian from Forest Hills 
Eastern High School. Palavi was the 
co-president of her school's Student 
Government; a member of National 
Honor Society; a leader for the Di­
versity Club and Multicultural Club; 
a crucial leader for her school's part­
nerships with Habitat for Humanity; 
and president of Kids’ Food Basket 
Youth Action Board. She volunteered 
in the community for the Cook Art’s 
program, American Red Cross Blood 
Donation, Hindu Temple, and North 
South Foundation,

Submitted through: Meijer

Joseph Sarafa Chuck Stokes

from

Ryan Williams
Sponsored by: Bank of I
Ryan Is a freshman at ( 
University where he is r 
physics. He graduated t 
E. Groves High School v 
was a member of the Natii 
Society. Ryan played thn 
of varsity baseball ar 
captain senior year. I 
amemberoftheSalvatii 
his free time.

Sierra Wilhelm with sponsor S iad f

Sponsored by: U.S. Ice 
IN MEMORY OF FOADABBO
Sierra is a freshman at Henry Ford 
Community College for general stud­
ies. She graduated from Melvindale 
High School where she was a 
member of National Honor Society, 
participated in Red Cross blood 
drives, and volunteered at a nursing 
home. Sierra was captain of the var­
sity volleyball and varsity basketball 
teams. She was treasurer of student 
council for three years; graduated 
with a grade point average of 3.5; 
and was ranked 21st in her class. 
While participating in these activities, 
Sierra held two jobs, working as a 
hostess at a restaurant and counter 
service at a tanning salon.

Submitted through:
Eastown Distributors Submitted through: 

Tunnel Liquor & Gift Shi
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Meet the 
Scholars—  
Ohio

iSoonsored by: AFPD’s Anthony E.
p'ocaccini Jr. Memorial

-holarship

■gan is a sophomore at the Uni­
s', of Toledo studying speech- 
. .age pathology. She graduated 

North Ridgeville High School 
• diedictonan Morgan was trea- 

ror Key Club and a member 
Nat onal Honor Society. She 

d Soap Box Derby for eleven 
or and is a three-time national 
ampion

____ "nd Through'Jan's Sunoco

\ wnsored by: Liberty USA

5 a sophomore at Kent 
university double-majoring 

| ' >'ogy and philosophy. She 
' -a'f-d as salutatorian of James 1 

d High School, where she 
| ' :  as captain of the varsity soc-

■ a softball teams Maxxinewas 

' of National Honor Society. 
"  do1 Umted Nations .French 
■ o .’.as president of Home Ec 
’ 'ime is an avid member of 1 
' "er church's youth group.

- or going to graduate 
Pursue a career as a child

' "  • Tnrough  ̂Saye_4 Store _ j

subm ined

our Michigan sponsors. You have made a 
difference in the lives o f these students!

VALEDICTORIAN TITLE SPONSOR
Blue Cross Blue Shield o f Michigan

Sponsored by: Dairymens

Purva is a senior at the University 
of Akron and a part of the Northeast 
Ohio Medical University’s six-year 
medical program. She graduated 
from Brecksville-Broadview Heights 
High School where she was a mem­
ber of National Honor Society. Purva 
was captain of the Science Olympiad 
team and led them to state competi­
tion every year. She interned at the 
Cleveland Clinic in the radiation 
oncology department and volunteers 
at numerous institutions around the 
region whenever she has free time. 

Submitted Through: Audrey's Deli

M ;
I

LUNCH A N D  PROGRAM SPONSOR
Pepsi Beverages Company

CUM LAUDE SPONSORS
DTE Energy

Frank G. Arcori Foundation

Sponsored by: CareWorks 
Consultants, Inc.
Abigail is a freshman at the Univer­
sity of Dayton studying chemical 
engineering. She graduated from 
Lake Catholic High School with high­
est honors. Abigail was a member 
of National Honor Society; played 
volleyball for her high school team; 
was a member of student govern­
ment, and was part of more than ten 
clubs. While in high school, she had 
a cumulative grade point average of 
4 19 and participated in more than 
sixty hours of community service 

Submitted Through. Nestle DSD

MEMORIAL SCHOLARSHIPS
Absopune W ater Company 

Arab American/Chaldean Council (ACC)
Aziz H. Shallal Memorial Scholarship 

Bank O f Michigan
Chaldean American Ladies o f Charity 

Coca-Cola Refreshments
Faygo Beverages - IN MEMORY OF DELTHEA BRYSON 

Kar's Nuts Products Co.
Lipari Foods

Lee and Maxine Peck Foundation 
The Michael H. Denha Family 

Michael Henmiz Hesano Memorial Scholarship 
The Michael J. George Charity 

National Wine & Spirits 
Nestle DSD

North American Spirits & Wine Brokerage o f Michigan —  
IN MEMORY OF FRED DALLY 

Peter J. Bellanca Memorial Scholarship 
Prairie Farms Dairy Co.

Quicken Loans 
Sherwood Food Distributors 

U.S. Ice - IN MEMORY OF FOAD ABBO

AFPD graciously thanks these sponsors for 
their generous support o f our 8th Annual 

AFPD/Liberty USA Ohio Golf Outing

JOURNAMENT/SCHOLARSHIP CO-SPONSORS

« F r

% iilij.il

EAGLE SPONSOR

BIRDIE SPONSOR

GOLF BALL SPONSOR
______________



Feature

USDA Tackles SNAP Fraud
The agency's tough new measures target cheaters.

9(f|
On August 9, Agriculture Under Secretary 

Kevin Concannon announced a broad 
range of additional strategies to further 
improve program integrity in USDA’s 

Supplemental Nutrition Assistance 
Program (SNAP) and hold those misus- 

i  1 ing benefits accountable. The measures
include tougher financial sanctions for the 
small number of retailers that defraud the 
program, as well as new requirements and 

tools for states to ensure benefits go solely 
to eligible individuals.

"USDA has a zero tolerance policy for SNAP fraud," said Con- 
cannon. "These additional measures reaffirm our ongoing com­
mitment to ensuring these dollars are spent as intended—helping 
millions of people in need get back on solid economic footing.'

The retailer sanctions proposal allows USDA to not only 
permanently disqualify a retailer who traffics, but also assess a 
monetary penalty in addition to the disqualification. Financial 
penalties would be proportional to the amount of SNAP business 
the store is conducting, which will help ensure that the financial 
punishment more closely fits the crime. Currently, when a retailer 
is found guilty of fraud or abuse. USDA can either disqualify the 
retailer from participating in SNAP, or issue a financial penalty, 
but not both.

Today's announcement includes new requirements for states 
to take specific actions that would catch fraud and abuse on the 
front end and ensure that ineligible people do not participate in 
the program. The new standards strengthen integrity by giving 
states an additional tool to identify cases that may require further 
investigation and review when an applicant or recipient is found 
in a Federal database.

"These requirements will make us better at identifying poten­
tial fraud and abuse before it occurs, as well as help us hold bad 
actors even more accountable than in the past and discourage 
them from abusing the public’s trust,” said Concannon.

Concannon released third quarter, fiscal year 2012 results of 
USDA work in fighting fraudulent activity, tallying final actions

to sanction or disqualify retailers violating program rules. In that 
quarter. USDA staff took final actions to:

• Imposed sanctions, through fines or temporary disqualifications, 
on more than 574 stores found violating program rules; and

• Permanently disqualified 1,016 stores for trafficking SNAP 
benefits (i.e. exchanging SNAP benefits for cash) or falsifying 
an application.

In addition, USDA continues to work with local, state and federal 
partners to root out fraud, waste, and abuse in SNAP and ensure the 
integrity of our nation’s most important food assistance program. 
Recent actions include:

• Sending letters to the CEOs of Craigslist, Ebay, Facebook, and 
Twitter to reiterate the need to help prevent the illegal sale or 
purchase of SNAP benefits online;

• Proposing a rule to provide states the option to require recipi­
ents to make contact with the state when there have been an 
excessive number of requests for EBT card replacements;

• Increasing documentation required for high-risk stores applying 
to redeem SNAP benefits;

• Continuing to notify state social service agencies and federal 
agency partners about violators to better protect our public 
programs. This includes information on program recipients wit! 
suspicious transactions at stores that have been sanctioned for 
trafficking so that the recipients can be further investigated
by states.

SNAP-the nation's first line of defense against hunger-helps put 
food on the table for millions of low income families and individu­
als every month. The largest of USDA’s 15 nutrition assistance 
programs, it is more urgently needed than ever. SNAP is a vital 
supplement to the monthly food budget of more than 46 million 
low-income individuals. Nearly half of SNAP participants are 
children.

USDA’s Food and Nutrition Service (FNS) oversees the admin­
istration of 15 nutrition assistance programs, that touch the lives ol 
one in four Americans over the course of a year. These programs 
form a national safety net against hunger. For more information 
about USDA efforts to combat fraud, visit the Stop SNAP fraud 
website at www.fns.usda.gov/snap/fraud. HI

‘USDA has a zero talerance poll*
for SNAP fraud. These additional 
measures reaffirm our ongoing 

commitment to ensuring these dollar' 
are spent as intended."

—  Kevin Concannon

Y. AFPDonline.<4

http://www.fns.usda.gov/snap/fraud
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ADVERTORIAL

Safety Sense

Group Rating Safety Accountability
Each year, Ohio employers have the opportunity to partici­
pate in the Ohio Bureau of Workers' Compensation (BWC) 
Group-Experience-Rating Program or Group-Retrospective- 
Rating Program. While these programs are not required, they 
do provide an opportunity to significantly reduce workers' 
compensation premiums, while increasing awareness of 
safety and risk-management strategies.

A group-rating program is a partnership that includes you 
and your employees, your sponsoring organization or third- 
party administrator (TPA). and BWC. Each has specific roles 
and responsibilities, all designed to assist in preventing work­
place accidents. Workplace safety is an important component 
of these programs. To succeed in accident prevention, we 
encourage you to use the many resources available to you.

The employer will:
• Maintain a safe workplace;
• Attend safety training to enhance workplace safety;
• Use BWC's safety services as needed;
• Attend the required two-hour training and provide proof 

of attendance to sponsor for claim(s) occurring within 
the last two years.

The certified primary and affiliated sponsoring 
organization will:

• Sponsor eight hours of safety training (this may be done 
at one time or may be provided incrementally as long as 
the total is at least eight hours);

• Provide information regarding safety resources to group 
members;

• Possibly assist an employer in achieving its safety needs;
• Manage employer fulfillment of the two-hour training 

requirement, where applicable;
• Publish this letter to group members.

Using these resources will 
assist you in preventing 

accidents, reducing claims 
costs, and achieving the

highest discounts 
possible.

The TPA may:
• Assist sponsoring organizations with fulfilling the 

group-rating safety requirements;
• Assist an employer with its safety needs;
• Work in conjunction with sponsors to develop safety 

training and deliver safety resources;
• Provide resources for claims handling.

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

requirements are met;
• Meet at least annually with sponsoring organizations 

to provide recommendations for fulfilling safety 
requirements;

• Provide safety training through Ohio’s Center for 
Occupational Safety & Health;

• Offer on-site safety consultation (hazard assess­
ments. air and noise monitoring, ergonomics evalua­
tion. training) by a BWC safety professional;

• Offer publications and videos for safety program 
support;

• Conduct employer visits to confirm the employer is 
meeting group-rating requirements, when appropri­
ate.

The goal of this collaborative effort is to make sure 
all your safety needs are met. Using these resources will 
assist you in preventing accidents, reducing claims costs, 
and achieving the highest discounts possible.

AFPD's third party administrator is CareWorks Con­
sultants (CC1). For more information on BWC. visit www. 
ohiobwc.com/employer/services/safelyhygiene.asp or via 
email at groupraringsafery@bwc.state.oh.us. I ll

f f i f t  BOTTOM LINE wwwAFPDonlineot

mailto:groupraringsafery@bwc.state.oh.us


TEMPORARY AUTHORIZATION 
TO REVIEW INFORMATION

the voice of i n d e p e n d e n t  r e t a i l e r s

iO: EMPLOYER SERVICES DEPARTMENT
Ohio Bureau of W orkers' Compensation 
do CAREWORKS CONSULTANTS INC. 
5500 Glendon Court 
Dublin, OH 43016 
800.837.3200 
FAX 888.837.3288
www.careworksconsultants.com
info@ccitpa.com

this'S to certify that CAREW ORKS CONSULTANTS INC. (ID NO. 150-80) and the Buckeye W C  Alliance / Associated 
•ood & Petroleum Dealers, Inc. (57000, 2013/2014, Code 11/14) including its agents or representatives identified to you 
tythem has been retained to review and perform studies on certain workers' compensation matters on our behalf.

this limited letter of authority provides access to the follow ing types of information relating to our account:

(1) Risk files
(2) Claim files
(3) Merit-rated or non-merit rated experiences
(4) Other associated data

s authorization does NOT include the authority to:

(1) Review protest letters
(2) File protest letters
(3) File form Application for Handicap Reimbursement (CHP-4);
(4) Notice of Appeal (1-12) or

Application for Permanent Partial Reconsideration (IC-88):
(5) File self-insurance applications
(6) Represent the employer at hearings
(7) Pursue other sim ilar actions on behalf of the employer

^ ^ t a n d  that th is  authorization is limited and tem porary in nature and will expire on April 30 , 2013 or automatically 
^ non^ '8 from th e  date received by the Employer Services or Self-Insured Department, whichever is appropriate. In 

ca8e> length  of authorization will not exceed nine months

<>,w’00® Number Fax N um ber E -m ail Address

Title S ignature Date

1/29T2009)

http://www.careworksconsultants.com
mailto:info@ccitpa.com


Completion of the Temporary Authorization (AC-3) allows a third-party administrator 
(TPA) limited authority to view an em ployer’s payroll and loss experience. By signing 
(form AC-3), the employer grants permission to the Ohio Bureau of W orkers’ 
Compensation (BWC) to release information to the em ployer’s authorized 
representative(s). The Temporary Authorization allows a third-party representative to 
view an employer’s information regarding payroll, claims and experience modification.

Attention Private Employer Group-Rating Prospects:
• Employer may complete the AC-3 for as many TPA or group rating sponsors as the; 

feel are necessary to obtain quotes for a group-rating program.

• Group sponsors must notify all current group members who have made application 
for the next group-rating year if they will not be accepted. The deadline for this 
notification is December 1st of each year.

• All potential group rating prospects must have:
Active BWC coverage status as of the application deadline;
Active coverage from the application deadline through the group-rating year;
No outstanding balances;
Operations similar in nature to the other members of their group.

• Any changes to a group member’s policy will affect the group policy. Changes can 
result in either debits or credits to each of the members.

Note:
For com plete inform ation on rules for group rating, see Rules 4123-17- 
61 through 4123-17-68 of the Ohio Adm inistrative Code or your third- 
party adm inistrator (TPA).

All group-rating applicants are subject to review by BWC Employer 
Programs Unit.



PAYMENT 
PROCESSOR 
MAKING YOU 
PAY TOO MUCH?

Let Chase Paymentech 
assess your current 
processing costs for free.
Ever wonder if you're receiving the best overall cost from your payment processor? 

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

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

takes a few minutes, and there's no obligation to switch. You’ve got nothing to lose!

Hi • O t C E  OF  I N D E P E N D E N T  R E T A I L E R S

■ 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
Contact a representative for a review of your account today 

888.464.9902 ext. 70255

£2012 Chase Paymentech Solutions LLC All rights reserved

C H A S E  O  Paymentech
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Ed
W EGLARZ
Executive Vice President, Petroleum

What's in Your Future?

The TV ad asks: "What's in your wallet?" When 1 ask:
"What’s in your future?” I'm referring to the retail gaso­
line marketing business. What's ahead for us?

While nobody has a crystal ball, I can tell you what I see 
happening, how it has evolved, and where I see it headed.

If you are going to be in the retail gasoline business, it's 
time to seriously and professionally consider a companion or 
co-branded addition for your business to help support the over­
head. You need to evolve into a business that provides products 
and/or services, and happens to sell gasoline. Fuel can be a 
draw, but you'd better supply the motorist with something else 
to financially survive.

Last month’s AFPD Bottom Line magazine provided a list 
of foodservice 
franchises, along 
with a checklist 
to consider when 
adding a food- 
service element 
to your opera­
tion. Read and 
use that valuable 
information to 
establish the 
appropriate ex­
pansion plans for 
your location.

The gaso­
line business 
is extremely 
competitive, 
and motorists 
are somewhat 
economically 
irrational when 
it comes to gaso­
line purchases.

Our industry has. in part, contributed to that purchasing phi­
losophy with two-foot-high price signs, so the motorist can 
easily and quickly compare prices. Government mandates 
that require posted prices to include all applicable taxes also 
enter into the decision making process by the consumer.

I do not see that purchasing attitude changing soon. We 
really are operating in a global economy. If refiners can sell 
finished product at a better margin "offshore” they will, so 
a reduction in the wholesale price of gasoline is unlikely, 
at best. And, because of the manner by which gasoline is 
utilized as a promotional tool by some retailers, your margin 
on gasoline will continue to be slim.

It's not time to panic, but it is time to act. Gas is going
to become your 
sideline busi­
ness if you are 
going to survive 
financially. You 
can either make 
things happen, or 
let them happen 
to you. Your two 
best sources of 
information are 
your customers— 
ask them what 
needs you are not 
now fulfilling— 
and the resources 
of AFPD. Check 
out our endorsed 
providers for 
ideas on what 
additions you can 
implement at your 
business. Ml

You need to evolve
in to  a business tha t provides products and/ 
or services, and happens to  sell gasoline.

0  m  BOTTOM LINE www AFPDonline ofg



SUGGESTED RETAIL PRICE: 4 FOR $5 
OFFER G O O D  UNTIL OCTOBER 31, 2012

CALL JIM EVANS AT (800) 944-2301 
TO PLACE A N  ORDER TODAY!
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By Gene Mierzejewski

Travelers who drop by the Hartland 
Mobil General Store can pick up a 
pizza, buy a pair of sunglasses, and 
even purchase some fresh underwear.
And yes, they also can fill up their gas 
tank if they're running short of fuel.

Welcome to the unsettling new 
world of service stations, where own­
ers no longer can rely on gasoline 
sales alone to stay in business, let alone make a living. John Abbo, 
who has operated gas stations for two decades and owns the spacious 
Hartland Mobil General Store in Hartland Township. Mich., says the 
only way he can turn a profit is by offering a wide variety of goods 
and services to the public.

Caught between the high fuel prices charged by oil companies and 
the stiff fees demanded by banks for credit card usage, station own­
ers are lucky to make six cents on a gallon of gas, Abbo says. Credit 
card issuers collect up to 10 cents per gallon in fees on gas purchases, 
killing his profit margin. That's the primary reason why customers 
who pay cash for gas in southern and mid-Michigan get a sizeable 
discount.

"We're not in business to lose money,’ says Abbo, who notes that 
gasoline sold for less than BO cents a gallon when he opened his sta­
tion in the early '90s. "Our real money is made inside the store.”

Indeed, Hartland Mobil General Store is a marketing marvel. Larg­
er than many grocery stores, the station boasts a full stock of snacks 
and more substantial food, caps and T-shirts, phone accessories, beer, 
wine, and liquor.

The centerpiece is Hartland Express Pizza & Grill, which serves up 
such fare as hamburgers, ribs, and chicken in addition to pizza. The 
mini-eatery offers delivery service in a five-mile radius, as well as 
catering for off-site events.

"We have to be creative in terms of merchandising and retailing,” 
Abbo says. "We are very careful about what we offer inside the store 
in order to sell as much as we can to our customers. The more prod­
ucts we have, the more customers we attract.

"We have a little bit of every­
thing. We’re almost like a phar­
macy, like CVS. If you need a 
shopping cart full of food, you go 
to Kroger. If you need just a few 
items, you come to us. We truly are 
a general store.”

He says one thing that has made 
his life a little easier is that most 
motorists don’t blame station own­
ers for today’s high fuel prices. An­

ger over the cost of gasoline peaked after the attacks on the World 
Trade Center on September 11, 2001, and customers’ tempers ran 
so hot he sometimes feared for his employees’ safety, he says.

"It used to be that nobody understood why the gas price was so 
high, and they thought the gas station was gouging,' Abbo says. 
"Fortunately, the public has become educated about the situation 
and knows the big oil companies are the ones making the profit.”

Despite his efforts, he faces a constant struggle to keep his busi­
ness thriving. "We've had to re-invent ourselves to become more 
creative,' Abbo says. “We need to be as lean and mean as pos­
sible."

While veteran station operators have had to scramble and 
expand to survive the economic turmoil, some relative newcomers 
knew exactly what they were getting into. Karam (Kevin) Bahnam 
says he decided to open a service station a decade ago, but he knew 
the days of gas-only facilities were numbered. As a result, he spent 
two years researching the new diversified business models that had 
achieved great success in California and the South.

Bahnam obviously learned well: He opened his fourth USA 2 
GO superstore in the Detroit suburb of Novi in December 2011.
His 7.000-square-foot building includes plenty of merchandise and 
a 1,700-square-foot Tim Hortons restaurant, complete with dine-M 
seating.

“The companies (out West and in the South) had foreseen where 
things were going in the gasoline business with the lower profit 
margins," he says. “They knew they had to make their stations 
destination points. That’s what I did, too. Over the years, my store*

V-
We re not in business 

to lose money.
Our real money is 

made inside 
the store.”

—John Abbo, Hartland Mobil General Store

BOTTOM LINE www.AFPDonline.ofJ
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It's absolutely crucial for 
owners to  realize

g a s  sa le s  are 
important.

At the end of the day, 
everyone needs gas."
— Kevin Bahnam, USA 2 Go

have become more and more successful.
Many customers come in daily, not just to 
get gas. They’ll pick up some snacks and 
do other light shopping. A lot of fam i­
lies come by regularly for meals at Tim 
Hortons.”

Besides the newest Novi location,
Bahnam owns USA 2 GO stores in 
Commerce Township, New Hudson, and 
Howell. Each also features a restaurant— 
a Wendy’s in Commerce, another Tim 
Hortons in New Hudson, and a Domino’s 
Pizza in Howell, which also has a car 
wash.

A website, www.usa2gosuperstore. 
mm, keeps customers apprised of what 
the stores offer. Bahnam is proud of 
the wide variety of products he stocks.
Old-style gas stations sell about 500 
different items, he says. His carry more 
than 5,000. His Novi store offers more than 500 varieties of wine, a 
broader range than many liquor stores.

Running his operation is a tough job; as he says, “The bigger the 
'tore, the bigger the challenges.” Still, he says, he can’t overlook the 
importance of gas sales to his business.

"Some places have gotten to the point where they consider gas 
'ales to be a loss leader.” Bahnam says. “I think that’s a mistake.
It s absolutely crucial for owners to realize gas sales are important. 
At the end of the day. everyone needs gas.”

Another way to attract and keep a solid customer base is through 
sommunity involvement, notes Vicki Hobbs, the co-owner with 
ber husband of Whitehall Shell in W hitehall, Ohio, a suburb of 
(olumbus. Her two-acre spread—which includes a gas station, car 
’‘ash. and convenience store—was started by her father and mother 
'5 years ago. Hobbs, who began helping out with payroll and book- 
keeping about 20 years ago. has stayed on top of changes in the 
industry.

My parents started out with a little kiosk with gas pumps and a 
'*rwash.” she says. "With the profit margins on gas being so small. 
*c had to add a lot of different profit centers. We’ve become a 
w-stop shop tor our customers. You have to offer extras to get that 
'■'Ira ring at the cash register.”

What helps set Whitehall Shell apart is the family’s attention to 
** Stounds. The site, located in a prominent part of town, boasts 
dutiful landscaping w ith carefully tended flowers and shrubs.
And it s a visual treat at yuletide. when hundreds of thousands of 
*Tiristmas lights capture the eyes of passersby. "Our customers ap- 
^ ta te  our efforts." Hobbs says. "People tell us they know it’s OK 
‘’'Jhetn to plant their flowers when we’ve planted ours." Whitehall 

annually receives beautification awards from the city.
W The personal touch she and her crew extend to the public is the

key to building customer loyalty and. 
in turn, profitability. "Our customers 
truly are like family to us,” Hobbs 
says. “We know them by name, and 
they know us. The competition (for 
gas sales) is really stiff. Some seem 
to almost give away their gasoline to 
increase sales, so we have to be a little 
different."

One man who knows what kind of 
pressures afflict gas station ow ners is 
Ed Weglarz. AFPD’s executive vice 
president-petroleum. Weglarz has 
spent nearly 40 years in the business, 
first in the retail end and later as a 
trade group representative.

"You don’t have many stand-alone 
gas stations anymore because there’s 
no money in it," he says. "The owners 
are making the same five or six cents 

per gallon profit with gas at $4 as they made when gas was SI.50.
"Unless you have some other of ferings for the public—a store, a 

car wash, or a garage that still does auto repairs—you're not going 
to be around for long. Retailers today are almost providing gas as a 
public service.”

Weglarz noted that the oil companies, refineries, and state and 
federal governments all make more money per gallon from gas 
sales than service station owners.

Washington takes IS.4 cents per gallon in taxes to fund trans­
portation projects, while Michigan collects 19 cents per gallon for 
road work. But Lansing's total share is much greater: Wrapped 
into the pump price are the six percent state sales tax and a nearly 
penny-a-gallon environmental fee to pay for cleaning up under­
ground storage tank sites.

"When gas is selling for $5.80 a gallon, it costs the station 
owner $3.73.9 just to put the gas into the ground (storage tank)." 
Weglarz says. "That’s w ithout taking into account his employees, 
overhead, and other business costs. Meanwhile, the banks, credit 
card companies, and oil companies are making out all right."

Station operators are squeezed from many directions. Weglarz 
says. People are buying less gasoline today, not only due to its high 
price, but also because cars have become more fuel-efficient. In 
addition, when people shell out more money for fuel, they have 
less cash to spend on food, beverages, and other purchases the gas 
station owner has come to rely on. he adds.

"Right now. it is tough out there." Weglarz says. “Customers are 
very price-sensitive. If you're a penny (a gallon) off the market, 
you’ll lose 25 percent of your customers. You're going to see a lot 
of gas stations go out of business if things don’t improve." HI

Gene Mier:ejen ski is a freelance writer based in Michigan.

http://www.usa2gosuperstore


Michigan Lottery

M. Scott 
BOWEN
Michigan tottery Commissioner

Super Slots™ Added to Club Games

I n October of 2003. the Michigan Lottery introduced 
players to Club Games, including Chib Keno and Pull 
Tabs. Pull Tabs,— instant-win games similar to scratch 

games —range in price from 50-cents to $2 and provide 
players with top prizes up to $10,000.

The Lottery w ill have its first $5 Pull Tab game: $25,000 
Super Slots as of September 17. This new game offers 
more than $1.8 million in total cash prizes and includes top 
prizes of $25.000 —the largest Pull Tab prize ever.

In addition to the fantastic prizes. $25,000 Super Slots 
offers a unique play style where players can win by 
matching symbols horizontally, vertically, and diagonally.
Pull Tabs have a 75 percent prize pay-out. the highest 
among all Lottery games.

In fiscal year 2011. the Lottery awarded more than $20 
million in prizes to Pull Tab players and more than $2 
million in commissions to retailers.

Player’s Club Website
In July 2012. the Player s Club website (u'vnc.Michigan 
Lottery.com) reached some impressive benchmarks:

• The Player's Club website had more than 11 million 
page views. This was the second highest month: the 
top slot is held by March 2012 when Mega Millions 
made history with its $656 million jackpot.

• Player's Club membership surpassed 425.000.

In fiscal year 2011, 
th e  L o tte ry  aw arded  m ore  tha n

$20 million in prizes
to  Pull Tab p layers and m ore  th a n  $2 
m illio n  in com m iss ions to  re ta ile rs .

Avalanche Bay Weekend Giveaway
The Michigan Lottery Player's Club is giving away 
an exciting, fun-filled weekend for four to Michigan's 
biggest indoor waterpark. The winner of this giveaway 
will receive:

• A two-night stay for four in the Clock Tower room 
at Avalanche Bay Indoor Waterpark in Boyne Falls, 
Mich.

• Splash Package allowing the winner admittance 
into Avalanche Bay Indoor Waterpark for the entire 
weekend stay

• $100 AMEX "Fill it Up" gas card
• $700 spending money
Player’s Club members enter for the chance to win 

this wet and wild weekend by visiting the Rewards 
Catalog at www.MichiganLottery.com to redeem 100 
reward points. Players may enter as many times as their 
accumulated reward points allows. The drawing will be 
conducted on 
January 9. 2013.

Summer’s Ahoy! Giveaway
Best of luck to all those who have entered to win the 
Michigan-made 2013 Crest Savannah pontoon boat. The 
drawing is scheduled for September 5.

New Instant Ticket
Instant tickets scheduled to go on sale September 4 are 
Win It All ($2) and Instant Riches ($5). The release for 
these tickets is subject to change. Be sure to activate 
instant game tickets before putting them on sale to 
ensure winning tickets can be redeemed by players.

Instant Tickets Set to Expire
IG 388 / Love Cashword ($2) expires on September
3. IG 422 Cash Tournament ($5) expires September 4. 
September 10 is the expiration date for IG 424 Wild Time 
Mania ($5).

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

For information on all Lottery games, please visit the 
Lottery’s website at www.michiganlottery.com. Ill

BOTTOM LINE www.AFPDonline.orc

http://www.MichiganLottery.com
http://www.michiganlottery.com
http://www.AFPDonline.orc
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Lottery

i. Mary Dacey
$4,000 A W EEK

ichigan Lottery

ADD MORE LIFE TO YOUR LINEUP!
Cash For Life is the M ich igan  Lottery's newest instant gam e  series, availab le in S I ,  $2, $5, and $10 price points. 

Stock all four in your instant ticket lineup and give players the chance to add more l i f e ... to their life!
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Bruce
STEVENSON
S uperin tenden t, O hio D e p a rtm e n t o f  Commerce, D iv is ion  o f  L iq u o r C on tro l

Back-to-School Reminders

T
he Ohio Division of Liquor Control has had a banner 
year in fiscal 2012.

Preventing Underage Sales
The Division is soliciting your help in keeping alcohol out of 
the hands of underage individuals. It's back-to-school time, 
and retail permit holders are on the front lines. Checking for 
a valid driver’s license, an official state of Ohio identification 
card issued by the Bureau of Motor Vehicles, or a military 
identification card can help prevent illegal sales and provides 
you with an affirmative defense. The use of identification 
scanning devices is encouraged as an effective tool in help­
ing to prevent sales to minors. Remember, a permit holder's 
business—as well as a young person's life—can be forever 
damaged if you allow sales of alcoholic beverages to minors.

In a continuing effort to ensure compliance with Ohio's 
liquor laws, training is available at no cost to your busi­
ness or employees. The Division offers a server training 
program for the employees of any Contract Liquor Agency, 
and alcohol-server training is available to any retail permit 
holder through the Ohio Investigative Unit's Alcohol Server 
Knowledge (ASK) program. More information and educa­
tional materials including the "Safe Alcohol Sales” training 
booklet are available at www.com.ohio.gov/liqr/.

Top Ten Selling Liquor Brands
The top 10 brands of spirituous liquor sold at Ohio's 460 
contract liquor agencies in fiscal year 2012 are (by gallons 
sold):

1. Kamchatka Vodka -  399.464 gallons
2. Jack Daniels Tennessee Whiskey -  356,585 gallons
3. Bacardi Superior Light Rum -  294,092 gallons
4. Captain Morgan Spiced Rum -  287,122 gallons
5. Absolut Vodka -  278.924 gallons
6. Crown Royal Canadian Whiskey -  276,619 gallons
7. Smirnoff Vodka -  272,452 gallons
8. Jagermeister -  258,700 gallons
9. Black Velvet Canadian Whiskey -  231,472 gallons
10. Korski Vodka -  230,127 gallons

Licensing Ohio Businesses
In fiscal year 2012, the Division of Liquor Control’s licens­
ing section licensed more than 26.000 privately owned 
and operated manufacturers, distributors, and retailers of 
alcoholic beverages in Ohio. This includes issuing 1,939 
new permits and 6,249 temporary permits for non-profit 
organizations. The division also transferred 1,786 permits 
to new businesses, and renewed 24,064 permits. Ill

Remember, a permit 
holder's business—  
as well as a young 
person's life—
can  be forever 
d am age d
if you allow sales of 
alcoholic beverages 
to minors.

s  m BOTTOM LINE www.AFPDonline.otg
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Paul
CONDINO
AFPD Vice P res ident, G o v e rn m e n t R e la tio ns

2012 Farm Bill: A Work in Progress
E very five years or so. Congress looks at the Farm Bill 

in hopes of improving options for fresh food access 
while eliminating fraud. With nothing but good inten­

tions, members of Congress seek reforms in food and agri­
cultural policy by eliminating direct payments and stressing 
the need to create risk management tools for farmers, thus 
saving billions of dollars.

The 2012 Farm Bill has passed the U.S. Senate as well as 
the House Agriculture Committee. However, with an expi­
ration date of September 30, 2012. the bill now languishes, 
awaiting a full vote by the House.

Meanwhile, some members of the House seek to make 
grave cuts in funding for the Supplemental Nutrition As­
sistance Program (SNAP), once called the Food Stamp 
program, which makes up more than 70 percent of Farm 
Bill funding and serves approximately 45 million Ameri­
cans. Leaders in the U.S. House of Representatives have 
proposed cuts totaling SI34 billion in the SNAP program 
over the next ten years, threatening an important program 
to feed families at a time when finding a job seems impos­
sible.

The potential impact on food access to consumers and 
the financial hit to the retailers that serve them is difficult to 
fathom Many consumers find it difficult to understand why

their children should be limited in their access to food and 
milk at a time when their parents are unable to find jobs.

Food retailers in Michigan and Ohio can only hope that 
bi-partisan consensus will rule the day and allow their small 
businesses and job creation to flourish. There are several 
additional provisions in the bill that affect AFPD retailers:

• The Farm Bill contains language requiring all SNAP 
vendors to use an FBT system that allows food stamp 
transactions to be audited and increases fraud detection 
in SNAP sales.

• The bill places limitations on college students currently 
receiving SNAP benefits.

• A rule prohibits retailers from serving as SNAP 
vendors if their revenues exceed 45 percent or more 
from combined sales of hot food, alcohol, and tobacco 
products.

• The bill denies benefits to those winning "large" 
amounts in state lotteries.

For food retailers and the families they serve, the failure 
to approve a new Farm Bill creates nothing but anxiety 
and uncertainty. T he failure to act is more damaging than 
anything Congress might add or delete from the current law. 
which provides a safety net to millions of consumers, retail­
ers. and their families. I  K

Bill Doesn't Pass?What Happens to  SNAP If Farm
SNAP is authorized in the current Farm Bill, which is sched­
uled to expire on September 30,2012. Both Congressional 
chambers are working through the process of reauthorizing the 
bi, but the legislative calendar 
is short, and there is still a great 
deal of work to be done.

There is growing speculation 
•hat the Farm Bill may not be 
complete in time— and if not, then 
'•hat? Ideally, Congress would 
pass an extension of the expiring 
b*untHa new one is completed.
The current 2008 Farm Bill 
*<XM continue to be law for an 
extended period of time.

This assumes that either the 
Aflriajlture Appropriation Bill or

a Continuing Resolution will have passed in order to keep the 
funding in place. The Farm Bill is not the only thing to expire on 
September 30; the fiscal year also ends on that date. Unless 

Congress passes a funding bill, we would 
face a “government shutdown’ scenario.

We faced a similar situation last April 
as Congress struggled to pass a long­
term Continuing Resolution. In prepara­
tion for a possible shutdown, the USDA 
has made plans to allot SNAP funding in 
advance to ensure individuals still receive 
their monthly benefits.

For more information, contact FMI 
Director of Government Relations Hannah 
Walker, hwalker@fmi.org.

(Source: Food Marketing Institute, 
www.fmi.org)

BOTTOM LINE www AFPDonlme.org

mailto:hwalker@fmi.org
http://www.fmi.org
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National Wine & Spirits Michigan 
is proud to support theAFPD 
and wish you success in 2012. 
Congratulations on another 

successful year!

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

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

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

Michigan.

N W S - M ichigan -  17550 Allen Road -  Brownstown, MI 48193 
Toll Free: 888 - 697 - 6424
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T H E  V O I C E  OF I N D E P E N D E N T  R E T A I L E R S

PUBLIC ACT 166 (SB 331)

Public Act 166 of 2 0 II a.k.a. AFPD's bill (SB 331), which was introduced by 
Senator Joe Hune in 201 I, passed in both chambers, and signed into law 
by Michigan Governor Kick Snyder, levels the playing field for our industry. 
Since 1973 off-premises retailers that have paid 1.85% more in liquor taxes 
than bars and restaurants for the same bottle o f alcohol.

As of October 1,2012 and thanks to AFPD, that has now changed!

Savings table with 1.85% tax elimination

A N N U A L
PU R C H A SE S

A N N U A L
S A V IN G S

$100,000 $1,850
y  $200,000 $3,700
m  $300,000 $5,550
3  $400,000 $7,400
J  $500,000 $9,250
V  $600,000 $11,100
F  $700,000 $12,950

$800,000 $14,800
$900,000 $16,650

$1,000,000 $18,500

A w r t W  reasok  w k j .  i t  m t j - s  t o  W  c m  A F A ^  l w A e r !

For information on how to  become an AFPD member o r to  learn about our programs and services, 
please visit www.AFPDonlme.org o r call (800) 666-6233.

BOTTOM LINE www.AFPDonline.org

http://www.AFPDonlme.org
http://www.AFPDonline.org
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Vanessa
DENHA-GARMO
Founder— D enha M ed ia  a n d  C om m unications

So You Think You're an Expert
I f you are truly an expert in your industry—but are not 

yet known as one—there are some simple things you 
can do to publicize your work.
First, you have to ask: What makes me the expert on 

any given issue? Part of our communications strategy is 
to create thought leaders or experts.

In the food industry, there are various areas that could 
make you an expert. The media recently reached out to 
AFPD to find leaders in wholesale and retail as well as 
in petroleum.

We offered Ed Weglarz as a spokesperson on gas 
prices and other AFPD members as experts in food and 
retail. Justin Hiller from Hiller's Markets was inter­
viewed on Channel 7 about increasing food costs, while 
Weglarz talked about gas prices on WJR 760 AM.

This year we also positioned members Karam 
Bahnam. John Abbo. Najib Atisha. and others as indus­
try experts. It is one of the many perks that comes with 
an AFPD membership.

You first need to assess what qualifies you for expert 
status. You can do this by evaluating the competition. 
How does your expertise stand up to your competitors? 
Are you doing what you say you can do on a regular 
basis? Next, do a comparison. Write down your top five

competitors and compare yourself against the list. Take notes 
as to what they are doing differently, and what is the same.

Once you determine you are among the top leaders in 
your area of expertise, you can start devising a plan to brand 
yourself or market your company. You might consider get­
ting published. Being published used to be a requirement 
only for academia, but if you want to establish yourself as 
a thought leader, start writing. You can start with a simple 
blog. You might consider penning an op-ed and sending it to 
your local paper. Once you establish your voice and writing 
style, query local publications about writing a guest column.

Another way to publicize your expertise is to be inter­
viewed as an expert. You have to think in quotable quotes 
and sound bites. Learn how to provide statements that are 
succinct and quotable, as well as those that make good radio 
or TV sound bites.

Being an expert in your professional field is success 
in itself, but it is almost wasted if others do not know it. 
Publicize what you know, and let others benefit from your 
expertise. 1 II

Vanessa Denha Garmo is a member o f the 
AFPD Foundation board o f directors and 

is AFPD's public relations consultant.

\'

Being an expert in your 
professional field is success in 
itself, but it is almost wasted 

if others do not know it.

Publicize what you know, 
and let others benefit 
from your expertise.

BOTTOM LINE www.AFPDonlinB.otS |
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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

'Hearn more PLEASE CONTACT US:
J * ln,in *«n Rood • West Mifflin, PA 15122 • P: 800.289.5872 • F: 412 461.2734 • cs@liberlyuso.rom • WW W .libertyusa.com

mailto:cs@liberlyuso.rom
http://WWW.libertyusa.com


I
AFPD would like to  invite you to  our 

2nd Annual Southern Region Trade Dinner

0 .4 . 2 0 1 2
VILLA M ILAN O  | 1630 SCHROCK ROAD | COLUMBUS. O H  43229

Enjoy fine cuisine, dancing, and live entertainment with leaders from the 
food, beverage & petroleum industry

Visit www.AFPDonline.org for more information or call (800) 666-6233 to  buy tickets today!

i

Lm w m
Friday, October 5,2012 

Noon - 6:00 pm
Villa Milano

Columbus, Ohio

40 BOTTOM LINE WWW.AFPD0nlin6.0r9

http://www.AFPDonline.org
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AFPD Foundation

Annual Turkey Drives
As the holiday season approaches, the AFPD Turkey Drive C om m ittee  
has pledged to  put a turkey on the Thanksgiving table o f m ore than 
6,000 families throughout Michigan and O h io  that may no t o therw ise 
enjoy this special meal.

This is the AFPD Foundation's 32nd Annual Michigan Turkey Drive and
3rd Annual OhioTurkey Drive, and each year the list o f charitable groups asking for turkeys grows.Thenei 
more requests than we could ever fill. Local charities desperately need our help!

Thanksgiving is a time to  reflect, give thanks, and help those who are less fortunate. W e are asking 
to  pitch in. A  $240 donation to  the AFPD Turkey Drive will provide turkeys fo r 20 families. When 
you consider that each turkey serves about 12 people, that equals enough Thanksgiving turkey for! 
people! You can also donate consumable products above and beyond o r in lieu o f your monetar 
donation. Please call fo r information on where to  send these goods.

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

It is truly heartwarming to  be a part o f our Annual Michigan Turkey Drive. To donate, please complt 
the form below and send your contribution to  AFPD Foundation.

Yes! I want to provide Thanksgiving dinners to families in need.
All donations are 100%  tax deductible. Please see your tax advisor for guidance on your specific tax situation.

O  Please use my contribution toward the M IC H IG A N  Turkey Drive  
□  Please use my contribution toward the O H IO  Turkey Drive

Name:.

Business:. 

Address:. 

St:_____ Zip:

Phone:

Email:

I will provide Thanksgiving turkeys for:

Q  10 families at $ 120 Q  250 families at $3,000

20 families at $240 500 families at $6,000

^  40 families at $480 Q  O ther (goods o r products) 

□  100 families at $ 1,200

Card Number:

Expiration Date:. 

Signature:.

Payment method:

By Check:
Moke check payable to: AFPD Foundat

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



iverage Rapate per store

Central Grocers, Inc. is a member’s owned grocery wholesaler that was formed in 1917. Operating as a
Inc., a $1.8 billion company in 2010. supplies and services over 400 independent 

liters in the Illinois, Indiana. Wisconsin, Iowa, and Michigan areagrocery

•4'».

JLik

Pay less, more profits. 
The strength and power 

of Central Grocers.

$4 m
Total Rebates paid 

last year Rebates p a id  
quarterly

Guaranteed rebate 
*ogram on produce

14.6%\Increase in Class 3 stock
over the past 1 ̂ years

^taequal4.5% A  V

h»*- Total Company Sales 
\  Increase from 2009-2010

°JPurchases

not already a member, call Ken Koester. to find out 

new million square foot cooperative distribution center 

lllin°is can benefit you at 815-553-8856.



M ic h ig a n  L iq u o r C o n tro l C o m m is s io n

Andy
DELONEY
C hairm an, M ich ig a n  L iq u o r C on tro l Com m ission

Fast Approval for Temporary Permits
T he Michigan Liquor Control Commission (MLCC) 

now offers next-day approval for many applications 
for temporary outdoor service permits.

"We are working hard to improve our licensing process,” 
said Andy Deloney, chairman of the MLCC. “The expanded 
use of our consent agenda for next-day service will help get 
these permits for temporary outdoor service approved much 
more quickly. This is just one more step in our efforts to 
create a streamlined process."

Though the Commission considers applications for 
licenses, permits, and permissions on a daily basis, the 
process of creating full dockets for temporary outdoor ser­
vice permits was time consuming for the commission and 
MLCC staff.

In order for an application for temporary outdoor service 
to be placed on a consent agenda for next-day consideration, 
the application must meet certain criteria:

1. A completed application.
2. Include the $70 permit fee.

3. Include a diagram with dimensions indicating ingress/
egress.

4. The proposed area must be smaller than 20.000 square
feet.

5. The proposed area must not be located adjacent to a body 
of water or within a sporting venue.

6. The proposed area must not be more than 25 feet from the 
establishment.

7. The proposed area must not be across an easement or thor­
oughfare.

If these criteria are met, the application will be placed on the 
consent agenda for next-day consideration. If any of the above 
are not met. more information or time may be required.

"We are in the peak of the season for Temporary Outdoor 
Service Permit requests," said Deloney. "We are excited about 
the MLCC's improved services to customers while still ensuring 
standards are met and consumers are protected.”

For more information about the MLCC, please visit h'ww. 
michigan.gov/lcc. Ill

t f D f r  BOTTOM LINE

F b l g e r s

The Best Part 
of W akin ’ Up!

A m e r ic a ’s R e ta il 
C o ffe e  C h o ic e

• E qu ipm ent p rog ram s fo r q ua lified  stores

• C om plete  POS m ercha n d is in g  system s 
ava ilab le  fo r  yo u r s to re

• More than a g rea t cup o f co ffee

FOR MORE INFORMATION CONTACT 
(207) 657-6149 DAN BOUDREAU

www.AFPDonline.of?

http://www.AFPDonline.of


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

LARGEST ICE 
MANUFACTURER 

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

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

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

area "On ICE!”

• Cube • B lock • Dry Ice
• Coolers Available—

Single or Double Door 
Outside or Inside

• Newest Fleet in the Industry
• Centrally Located fo r 

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

■m
.  F 313 

t e z - 3 3 « *

Where Service, 
Quality and Price meet!



Retailer Spotlight

Hall Street Party Store: 
Everything Our Customers Need

Grand Rapids looked like a 
great opportunity. And it's 
lived up to that expectation, 
says Joe Hermiz. owner of 
the Hall Street Party Store at 
the corner of Hall Street and 
Randolph Avenue.

Before moving to Michi­
gan's second largest city 15 
years ago. the Hermiz family 
owned a beer and wine store 
in Detroit, but "competition 
was fierce—with a store on 
every block—and the city 
had challenges even then." Hermiz says. "My cousin looked 
at a small. 1.000-square-foot store here first, but decided not 
to take it." Newly married. Hermiz and his wife saw their 
chance to move to this beautiful, small city on the Grand 
River with less competition and a better economy.

That little liquor store did well for nine years—so well that 
six years ago Hermiz knocked it down and built a three-store 
corner strip anchored by the current 6.000-square-foot party 
store.

Hermiz speaks proudly of the range of items the store 
offers, "Everything grocery except fresh meat," he says, 
"including plenty of fresh produce, pizza, and deli, plus beer, 
wine, and liquor.”
He’s especially 
excited about the 
newest addition—a 
much larger deli 
counter with more 
salads, cheeses, and 
deli meat. "Our cus­
tomers are looking 
for convenience 
he explains, "and 
we have everything 
they need.”

He still has 
competition from 
other stores in 
the area, but says 
his customers are 
loyal because "they

like our clean store, quality 
product, good prices, and 
especially our good service.” 
Hermiz and the store’s eight 
employees, four of whom are 
full-time, make sure everyone 
feels welcome.

The recession was tough 
on everyone, Hermiz admits. 
"Before the recession, when 
everyone had a job, we sold 
lots of high-end liquor and 
beer." he explains. "Luckily, 
people still have to eat and 

drink, but now they're looking for deals.”
"When 1 go to my wholesalers. I'm looking for deals, too,’ 

he explains. "I need the best price for everything, because 
that's what my customers want. So instead of one supplier, I 
have four or five. Whether I'm buying bread or cheese, who­
ever has the best deal gets the business that week."

"Things seem to slowly be getting better, and when our 
customers work, they spend money," he says hopefully.

Hermiz has been an AFD/AFPD member for about 25 
years, since the old days in Detroit. He doesn’t use the pro­
grams as much as he should, he admits, but is taking a closer 
look at them now.

“This is a 
beautiful area.” 
he says, "and it's 
a big, wide-open 
market.” Grand 
Rapids is the 
county seat for 
Kent County, and 
is a major producer 
of fruit—especially 
apples—vegetables, 
and Christmas 
trees. The area 
also contributes 
to a wide range of 
industries, and is 
the hometown of 
former President 
Gerald Ford. #1

"Our customers are looking for convenience,

and we have everything they need.”
— Joe Hermiz, owner, Hall Street Party Store

BOTTOM LINE www.AFPDonline.org
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Michigan from our 
5 Distribution Centers

Farm jre v k  quality.. .  
from our family to yours.

Enjoy the 
freshness of 

our Michigan- 
Made Milks— 

from our 
Michigan Farms!



S upp lie r Spotligh

Great North Foods: 
Help Customers Be Winners

Great North Foods has been serving 
Michigan's retail grocers since 1930. 
when it was founded as Alpena Whole­
sale Grocer Company by the Douville 
family of Alpena. Michigan, a beautiful 
city overlooking Lake Huron's Thunder 
Bay. The family combined Douville Bak­
ery and National Grocery Company of 
Alpena, and has continued to nurture the 
company through acquisition and innovation for 82 years.

Family head Louis Douville initiated the company's early 
changes, buying out his original partners in 1941 and adding new' 
partners Stephen H. (Jasper) Nowak. Harold Parks, and George 
Mishica. In 1946. Douville brought the IGA. Inc. program to 
Alpena Wholesale, a decision that ignited a 30 percent increase in 
sales during its first year as an IGA wholesaler.

Douville's 1946 death in an auto accident left the company's 
legacy to future generations of family members, each with his ow n 
contribution. The company's addition of an extremely successful 
single-pick convenience store program was launched in 1992 by 
Jim Johnston.

Today, Great North Foods is still owned and operated by the 
Douville/Johnston family, and has been led by President Ron 
Baxter since 1998. Baxter, who joined the company in 1988 as a 
retail counselor, says the company's strategy is simple: "Take care 
of the customer by doing whatever it takes to help make them the 
best they can be."

"Sixty percent of those customers are independent grocers and 
IGA stores," Baxter says, "and the rest are convenience stores.'
The company's 110 employees and 185,000 square-foot warehouse 
in Alpena serve Michigan as well northern Indiana, northern Wis­
consin. and parts of Ohio.

Great North provides a full line traditional wholesale grocery 
fare including dry grocery, dairy, frozen. HBC, general merchan­

dise. fresh and packaged meats, and 
deli selections. "We've recently made 
vast improvements to our fresh meal 
offerings, and it is going great guns." 
he says. "The Star Ranch Angus pro­
gram in particular is proving itself to 
be a real winner with our customers." 
In addition to all the major brands 
plus its own IGA and Hy-Top private 

labels. Great North features Miehigan-made products like Koegel 
deli meats and Faygo pop.

"The main reason for our success is our service orientation,” 
Baxter says. "W'e have a large staff of experienced sales people and 
merchandisers, and we're increasing those numbers to provide even 
better service. We give our customers as much help as they need," 
he explains, "and we do it through personal contact with everyone 
from the president down to the warehouse staff. If you call here, you 
can talk to a real person. Plus, we're in your store every other week.

Great North also helps new customers get good pricing on store 
equipment and fixtures through its relationships with other suppli­
ers. and the company's wide range of retail services helps customers 
succeed in the marketplace. Its in-house print shop even furnishes 
customers with flyers, banners, custom signage, and advertising and 
promotional programs. "Whatever your needs, we either supply it or 
can connect you to the right vendors." Baxter says.

Great North appreciates its affiliation with AFPD because, in 
addition to more business, it lets the company provide additional 
services. Baxter says. "AFPD sources things we don’t, like insur­
ance." he explains, “and that gives us an opportunity to present 
those resources and services to new customers.”

Baxter is optimistic about the future. "We got through the reces­
sion," he says, "and it seems to have turned the corner. The drought 
will present some challenges, but we're confident we can continue to 
help our customers meet any challenge." 1:1



Customers leaving with 
Your margin?

info@bmc-pos.com
w w w .b m c-p o s .co m

8 0 0 . 8 7 7 . 1 7 3 2

LaneHawk® BOB is a loss-prevention solution that turns bottom-of-basket (BOB) losses into profits in real time.
• Reduces Shrink and boost profits per lane by up to 10%.
• Catches items left in the shopping cart or obscured from a cashier's view.
• LaneHawk InCart makes sure you get paid correctly for the items that go through your checkout lanes.

Offices Located In Lansing, Bridgeport, Livonia, Traverse City, and Grand Rapids
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H e a lth y  Living
ADVERTORIAL

Blue Cross Initiative Helps Reduce 
Unnecessary Heart Imaging

Appropriate use of testing is a hot topic in medicine as physi­
cians and hospitals look for ways to improve quality while 
containing cost to achieve high-value care. This is especially 
true in the field of cardiology where the potential consequences 
of incorrect diagnosis have led to overuse of cardiovascular 
imaging with CT scanners, called coronary CT angiography.

A landmark study, led by Kavitha Chinnaiyan. M.D.. direc­
tor of Advanced Cardiac Imaging Education. Beaumont Health

A landmark study has shown that 
inappropriate CCTA use can be

reduced by 60 percent
w ith  educational programs, 

increased physician collaboration, 
and close m onitoring .

System, has shown that inappropriate CCTA use can be 
reduced by 60 percent with educational programs, increased 
physician collaboration, and close monitoring. The research 
is published in the Aug. 8 online issue of the Journal of the 
American College of Cardiology.

The results come from a multicenter, statewide quality 
improvement initiative called the Advanced Cardiovascu­
lar Imaging Consortium (ACIC), sponsored by Blue Cross 

Blue Shield/Blue Care Network of 
Michigan. The ACIC was launched 
by Blue Cross Blue Shield/Blue Care 
Network of Michigan in collaboration 
with Beaumont Health System in July 
2007 as a collaborative quality initia­
tive to improve the practice of coronary 
CT angiography. A total of 47 centers 
in Michigan took part in this ongoing 
initiative during the time period of this 
study (July 2007 to December 2010).

"We looked at more than 25,000 
patients in the ACIC registry, reviewed 
data on appropriate use. then had a 
period of intervention with 5.000 refer­
ring physicians across the state offering 
educational programs, close monitoring, 
and feedback to physicians on CT use,” 
says Dr. Chinnaiyan, ACIC program 
director. As coronary CT angiography 
is a relatively new imaging methodol­
ogy, this statewide collaborative was 
formed in part to assess how providers 
should best use this technology, while at 
the same time reducing its inappropriate 
use. After the intervention, there was a 

follow-up period where appropriate use was reviewed again.
"We found that appropriate use increased and inappropri­

ate use decreased by 60 percent across all referring physician 
specialties—including cardiologists, internists, emergency 
room physicians,” says Dr. Chinnaiyan. “These are very 
exciting results for doctors, patients, and for payers.” 
Coronary CT angiography is the fastest growing applica­
tion of CT scanners in the U.S. About 500,000 Americans 
undergo CCTA each year at an average cost of $500 to 
$1500. "The study suggests that voluntary, mutually estab­
lished quality metrics reinforced by education and feedback 
can result in major changes in inappropriate use,” notes Dr. 
Chinnaiyan. “This collaborative approach involving physi­
cians, hospitals, and payers may be applied beyond CCTA to 
enhance value in other areas of medicine.” Ill

T O tf  BOTTOM line www.AFPDonline.<ffl



Smart entrepreneurs are risk-takers. 
Except when it comes to health coverage.

G et exceptiona l value w ith  small business health coverage from  the  Blues
C h o o s in g  h e a l th  c o v e ra g e  c o m e s  d o w n  t o  o n e  th in g :  va lue .

The p e r f e 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 f o r d a b le  p r ice .
W i th  B lue  C ross B lue  S h ie ld  o f  M ic h ig a n ,  yo u  g e t  real va lue  and  th e  

f le x ib i l i t y  t o  c h o o s e  e x a c t l y  t h e  r ig h t  c o v e ra g e  fo r  y o u r  bus iness .

H e a lth y  Blue L iv in g SM from  Blue Care N e tw o rk
A  re v o lu t io n a ry  H M O  p r o d u c t  th a t ,  fo r  f ive  years,  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 i n g  h e a l th ie r  l i fe s ty le s  by  w o r k in g  
w i th  t h e i r  d o c to r s  to  im p r o v e  th e i r  he a l th .  Real re w a rd s ,  l ike lo w e r  

cop ays  an d  lo w e r  d e d u c t ib le s .

S im p ly  B lueSM from  Blue Cross Blue Shield
A PPO p r o d u c t ,  w i th  o ve r  120 ,00 0  m e m b e r s  in ju s t  a year, t h a t  o f fe rs  

e m p lo y e e s  a c o m p re h e n s iv e  h e a l th  p lan at a c o m p e t i t i v e  p r ice .  It 's 

th e  c o v e ra g e  y o u 'v e  a lways w a n te d ,  t h a t 's  n o w  m o re  a f f o rd a b le .

Healthy em ployees are g oo d  fo r business
A n d  by o f f e r i n g  f i r s t - ra te  c o v e ra g e  th a t  yo u  and  y o u r  e m p lo y e e s  can 
a f fo rd ,  y o u '  bu s iness  can th r ive .

Learn m ore today.
Call 1-248-671-9600 for more information regarding  
benefits and rates on Blues plans available to AFPD dealers.

•  • • •

CELEBRATING
5 YEARS

OVER
1 2 0 , 0 0 0
MEMBERS

Your Association 
Exclusively Endorses

Blue Cross 
Blue Shield 
Blue Care Network
of Michigan

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

R00f/,4



SUPPORT THESE AFPD SUPPLIER MEMBER^

ASSOCIATIONS____________ __________

AM R - Association M anagem ent Resources (734) 971-0000 

Local Business Network (248) 620-6320

ATM ______  ___________

American Com m unications of O h io ..................... (614) 855-7790

ATM International Services .............................. (313) 350-4678

ATM of America. Inc..................................... (248) 932-5400

Elite Bank Card ATM s ..........................................  (248) 594-3322

BAKED GOODS D IS T R IB U T O R S _______

Great Lakes Baking C o...................... (313) 865-6360

Hearth Ovens Bakers by Masons Bakery ..  (313)636-0401

Hostess B rands ...................................  . (248) 588-3954

Michigan Baking Co. - Hearth Oven B a ke rs . . (313) 875-7246

Vmna W holesale B a ke ry ................  (313) 834-8800

BANKING, INVESTING & CONSULTING

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

AXA Advisors . . .  (313)712-5300

Bank o f M ich igan..................... . . . .  (248) 865-1300

Citizens Bank .............. (248) 293-3036

Flagstar Bank  1-800-945-7700

Huntington Bank ...................................................(248) 626-3970

BEER DISTRIBUTORS & SUPPLIERS_________

Eastown D is tribu to rs ...............................................(313) 867-6900

Frankenmuth Brewery ............ . . (989) 262-8300

M ille rC o o rs ................................................................... (248) 789-5831

O K D is tn b u to rs .......................................................... (269) 983-7469

Powers Distributing C om pany.................................. (248) 393-3700

BOOKKEEPING/ACCOUNTING CPA__________

Alkamano & Associates. . . .   (248) 865-8500

Marcoin/EK W illiams & Co..................................... (614) 837-7928

Shimoun, Yaldo. Kashat & Associates. PC......... (248) 851-7900

UHY-US......................................................................... (248) 355-1040

BUSINESS COMMUNICATIONS______________

•C o m c a s t ...................................................(248) 343-9348

Clear Rate C o m m u n ic a tio n s ....................................................(248) 556-4537

CELLULAR PHONES & MOBILE MARKETING

Mousetrap G roup ...................................(248) 547-2800

CHECK CASHING SYSTEMS _______________

Secure Check Cashing ........................................... (248) 548-3020

CHICKEN SUPPLIERS______________________

Krispy Krunchy Chicken .................................... (248) 821-1721

Taylor F re e z e r..  (734) 525-2535

CHIPS, SNACKS & CANDY _________

Anthony-Thom as Candy C o ..................................... (614) 274-8405

Better Made Snack Foods........................................ (313) 925-4774

Frito-Lay, Inc................................................................. 1-800-359-5914

Kar s Nut Products Com pany . . .  (248) 588-1903

Motown Snacks (Jays CapeCod, Tows Archway Stella D oro) (313) 931-3205 

Uncle Ray's Potato C h ip s .....................  1-800-800-3286

COFFEE DISTRIBUTORS

m  ■ F o lg e rs ..................................................... (717) 468-2515

CREDIT CARD PROCESSING

m  Chase P a ym e n te ch ............................  1-866-428-4966

First Data Independent Sales, Steven A b ro ...  . 1-877-402-4464 

First Data Independent Sales, Timothy Abbo 1-877-519-6006

C-STORE & TOBACCO DISTRIBUTORS

“ L ibe rty  U S A ............................................ (412) 461-2700

Capital Sales C om pany..............  (248) 542-4400

H T. Hackney-Grand R a p id s .................................  1-800-874-5550

Martin Snyder Product Sales C o m p a n y .............. (313) 2 7 2 4900

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

United Custom Distribution . .  . . .  (248) 356-7300

DISPLAYS, KIOSKS & FIXTURES_____________

Detroit Store Fixtures .............................................(313) 341-3255

Sitto S ig n s ..................................................................(248) 3994)111

ENERGY. LIGHTING & UTILITIES____________

'D TE  Your Energy S a v in g s ............. 1-866-796-0512

m i )  "D T E  Energy S upp ly  on pas ili (734) 887-2176

AmenFirst Energy (Gene Dickon) ....................... (248) 521-5000

DTE Energy...................................    1-800-4774747

Energy W ise America ....................... (249) 910-6138

Murray Lighting C om pany...................................  (313) 341-0416

Vantaura Energy Services.......................................... (616) 366-B535

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 Supercen ter.......................................... (248) 399-2050

FOOD RESCUE

Forgotten H a rve s t...................................................  (248)967-1500

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

FRANCHISING OPPORTUNITIES_____________

Buscemi Enterprises, Inc............................................ (586) 296-5560

Kasapis Brothers/Ram's Horn Restaurants......... (248) 350-3430

Tubby's Sub Shops, Inc............................................ 1-800497-6640

GASOLINE WHOLESALERS ____

Atlas Oil C om pany......................................  . 1-800-878-2000

Central O hio Petroleum  M arketers , . |614| 889-186)

CFX M anagem ent .............................................(937) 426-667)

Countyw ide Petro leum /C ilgo Petroleum  (440) 2374448

G illigan Oil Co. o f Columbus, Inc..................  1 -800-355-9342

High Pomte Oil C om pany (248) 474-090C

K & K Petroleum  Maintenance Inc...........................(937)938-1195

M otor C ity Oil C o .......................................................... (313)892-3001

O b ie O il, Inc....................................................................(937) 275-9966

O scar W  Larson C o......................................................(248) 62M071

Superior Petroleum  Equipm ent ....................... (614) 539-1200

GREETING C A R D S ____________________

L ea n in ’ T re e .......................  1-800-556-7819 ext 4183

GROCERY WHOLESALERS & DISTRIBUTORS

Burnette Foods, Inc.................................................... (231) 264-8116

Cateraid, Inc................................................................. (517) 546-8217

Central G roce rs ...........................................................(8 1 5) 553-8856

Com plim entary F o o d s ...............................................(734) 545-3793

D&B Grocers W h o le sa le .......................................... (734) 513-1715

Exclusive W holesale W o rld ..................................... (248) 398-170C

General W h o le s a le ....................................................(248) 355-09&-

G eorge Enterprises, Inc............................................ (248) 851-6990

Great North Foods.....................................................(989) 356-2281

International W ho lesa le ........................................... (248) 353-8800

Jerusalem  F oods....................................................... (313)846-1701

Kap’s W holesale Food S e rv ic e s ............................ (313) 832-2300

Nash Finch Com pany ............................................ 1-800-472-184/

Spartan Stores, Inc....................................  . .  (616) 878-2246

SU PER VALU .............................................................. (937) 374-760?

Value W holesale D istributors ............................(248) 967-2900

HOTELS, CONVENTION CENTERS & 
BANQUET HALLS______________ ________
Farmington Hills M a n o r............................................(248) 888-8000

Hampton Inn - C om m erce....................................... (248) 863-3970

Hampton Inn - S h e lb y .............................................. (248) 624-8100

Holiday Inn Express - C om m erce ......................... (248) 624-810.

Petruzello ’s ................................................................. (248) 879-100'''

Shenandoah Country C lu b ..................................... (248) 683-6363

Suburban Collection S how p lace ............................(248) 348-5600

ICE CREAM SUPPLIERS _____-

t i t i f  Nestle DSD............................. (248) 425*#

*Prairie Farms Ice Cream Program (L w F *rnt,> 
............................................1-800-399-6970 ext W

Pars Ice Cream Company, Inc.............................. P 1-*)

ICE PRODUCTS

Arctic Glacier, In c .. . .

Home City I c e ...........

Taylor Ice C o..............

U S. Ice Corp..............

1 -800-327-2920

1-800-75945" 

(313)29^6 
(313) 862-3044

• ••• 
Vtltl indicates supplier program that has been endorsed by AFPD.

*  Indicates supplier on ly  available in M ichigan  
■dicates supplier on ly  available in  Ohio
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INSURANCE SERVICES: COMMERCIAL

North Pointe Insurance.............. . .  1-800-229-6742
Urn * CareWorks.......................1-800-837-3200 ext. 7188
W it  "Cox Specialty Markets (North Pointe)

(Underground Storage Tanks)...........  1-800-648-0357

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

G ot* Midwest/Adjusters In te rn a tio n a l.......... . , ,1 -800 -445 -1554

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

Tromas-Fenner-Woods Agency, In c ............... , , ,  (614) 481-4300

USTI/lyndall Insurance....................................... . . .  (440) 247-3750

INSURANCE SERVICES: HEALTH & LIFE

t tS f  ’BCBS of Michigan...................... . .  1-800-666-6233
Hew Yak Lite Insurance C o m p a n y ............ ... .  (248) 352-1343

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

INVENTORY SERVICES

large! Inventory.......................................... . . . ( 5 8 6 )  718-4695

LEGAL SERVICES

'Bellanca, Beattie, DeLisle___ ...(313) 882-1100
“ Pepp/e & Waggoner, Ltd......... ...(216) 520-0088

summings, McClorey, Davis & Acho, P L C . . . . .  (7 3 4 )2 6 1 -2 4 0 0

4 Associates . . . . ( 2 4 8 )  265-4100

F« e t  t  Phillips LLP . . . .  (858) 597-9611

accayaLaw, PC . . . . (248) 626-6800

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

Jne Alton 4 Horst . . .  (614) 228-6885

-a« offices of Kassab 4  Arabo, PLLC  . . . .. . (248) 865-7227

“ “ * *  Orow, Mekam, Shalla l 4  H indo, PC . . . .  (248) 223-9830

Kecskes, Silver 4  G add PC . . (734) 354-8600

•"•ogham 4  Cote, PC . . . .  (517) 351-6200

LOTTERY

Corporation 

* m» » i Lottery 

^ L o tte ry

. . . .  (517) 272-3302 

. . . .  (517) 335-5648 

1-800-589-6446

^SAZINE & TRADE PUBLICATIONS
tee Press 

* » N e w 5

*  Magazine D is tn b u to rs ...............

^ W C h fo n .a e

. . . . ( 3 1 3 )  222-6400 

. . . . ( 3 1 3 )  222-2000 

. . (586) 978-7986 

. . . .  (313) 963-5522

OEU DISTRIBUTORS

Contra Meats 

• Sons
*  Foofli 
>•1
^ ---------Meats

/ ' ' " ’^Dstnbutor,
^OOdCorp

•“•ekwig Company

(313) 867-3937 

(419) 358-2926 

(810) 387-3975 

(586) 447-3500 

(3 1 3 )8 3 1 -8 1 2 6  

(313) 659-7300 

15 8 6 1 727-3535 

(313) 259-7500

MILK, DAIRY & CHEESE PRODUCTS

TSi f t f  'Prairie Farms Dairy Co.. ................(248) 399-6300
’H A f ' 'Dairymens........................... ................ (216) 214-7342
C ountry  F r e s h .......................................... .................  1-800-748-0480

MISCELLANEOUS

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

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

MONEY ORDERS/MONEY TRANSFER/
BILL PAYMENT

l i H i f  MoneyGram International. .........Ml (517) 292-1434
.. .OH (614) 878-7172

W estern U n io n .......................................... ....................(734) 206-2605

OFFICE SUPPLIES & PRODUCTS

Staples............................... 1-800-693-9900 ext. 584

PIZZA SUPPLIERS

Hunt B ro thers  P iz z a .............................. .................  (6 1 5 )2 5 9 -2 6 2 9

POINT OF SALE

BM C - B us iness M ach ines S pecia list ....................(517) 485-1732

C aretek (Secunty. Credit Card, Point of Sale and more1) 1-866-593-6100

G reat Lakes Data S y s te m s ................. . .(2 4 8 )  356-4100 ex t 107

Silk R oute G lo b a l..................................... ................... (2 4 8 )8 5 4 -3 4 0 9

PRINTING, PUBLISHING & SIGNAGE
Am erican P aper & S u p p ly .............. . (586) 778-2000

Fisher P r in t in g ....................................... .(708) 598-1500

International O u td o o r............................. ................... (2 4 8 )4 8 9 -8 9 8 9

M ichigan L o g o s ....................................... ................... (517) 337-2267

Proform a C om m erce  S o lu tio n s .......... ....................(313) 207-7909

W alt K em pski G ra p h ic s ........................ .................  (586) 775-7528

PRODUCE DISTRIBUTORS

Heeren Brothers Produce ................(616) 452-2101
Ace P roduce (248) 798-3634

Jem d Farm s ............................. . .  . (734) 992-2043

Tom  Macen & Son, Inc .............. (313 )5 6 8 -0 5 5 7

REAL ESTATE
Am encan Business Broker (614) 944-5778

Judeh Tax Appeal Team (313) 277-1986

Signature Assoc ia tes - Angela A rcon (248) 359-3838

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

REVERSE VENDING MACHINES/RECYCLING

TO M R A M ichigan 1-800-610-4866

SECURITY, SURVEILLANCE & MORE

C entra l A la rm  S ig n a l...........................................................................(313 ) 864 -8900

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

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

SHELF TAGS/LABELS/MARKETING___________

eg! S o lu t io n s ..........................................................................................(586) 978 -9630

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

S axon Inc ................................................................................................. (248) 398 -2000

SODA POP, WATER, JUICES &
OTHER BEVERAGES________________________

s i •< Arizona Beverages.............................(810) 360-0671
’f i f t / ’ 'Intrastate Distributors (Snapple) ....(313) 892-3000 

Monster Energy Company..................(586) 566-6460m Nestle Waters Supermarket Program....................
..............................................................................,734) 513-1715
7U P Bottling G ro u p ......................................................(313) 937-3500

A bsopure  W ate r C o ...................................................... 1 -800-334-1064

B uckeye D is tribu ting  (A rizo n a ) .............................. (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 Huron (810) 982-8501

C oca-C o la  R efreshm ents - C leve land  ............ (216) 690-2653

Faygo B everages, In c ...................................................(313) 925-1600

Pepsi Beverages C o m p a n y .........................D e tro it 1 -800-368-9945

..........H ow e ll 1 -800-878-8239

. . .  P on tiac (248) 334-3512

SPECIALTY FOODS_________________________

C ousin  M ary J a n e ......................................................... (586) 995-4153

TOBACCO COMPANIES & PRODUCTS________

Altria  C lient S e rv ic e s ............................................... (513) 831-5510

B eam er Co, (H ookah 's  & su p p lie s ) ......................  (248) 592-1210

R J  Reynolds ........................................................... (3 3 6 )7 4 1 -0 7 2 7

S & E D istributor, Inc. (e -c ig a re tte s ).......................(248) 755-8926

W estside Vapor (e -c igare ttes) ............... (614) 402-0754

WASTE DISPOSAL & RECYCLING _____

National M anagement Systems (586) 771-0700

WINE & SPIRITS COMPANIES

Beam G lobal . . .  (2 4 8 )4 7 1 -2 2 8 0

C onste lla tion B ra n d s .................................................(248) 349-5164

D iageo   .1 -8 0 0 -4 6 2 -6 5 0 4

Heaven Hill D istille ries 1-800-348-1783

R em y Cointreau USA . . ...............(248) 347-3731

Treasury W ine Estates (734) 667-3515

WINE & SPIRITS DISTRIBUTORS
G reat Lakes W ine & Spmts (313) 867-0521

National W ine & Spirits 1-888-697-6424

1-888-642-4697

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

* *  Indicates supplier only available In Ohio



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

—September 25 and 26, 2012—

AFPD “Deal or No Deal” 
Holiday Food & Beverage Trade Show

Suburban Collection Showplace,
Novi, Ml

—October 4, 2012—

2nd Annual AFPD Ohio Trade Dinner
Villa Milano, Columbus, OH

—October 5, 2012—

6th Annual AFPD Ohio 
Food & Petroleum Trade Show

Villa Milano, Columbus, OH

i - J L i y
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For over 100 years, Absopure has offered the highest quality water 
products to customers. Now there are more choices than ever. From 
our convenient 8-ounce size to our economical gallon and 
2.5 gallon bottles, there is a size for every thirst. Absopure's ff ^  \  
all-new Eco-Pak bottles, made from recycled bottles, are the 
latest Absopure innovation.

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

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

See all that Absopure has to offer.

Call toll free or visit us on the web
1-800-4-ABSOPURE • www.Absopure.com

IFD A  JJiXE  jg jij
MTERNATKMAL FOODSERVICE IfS IV E l
DISTRIBUTORS ASSOCIATION FOOD INDUSTRY I W U M

W U  N \C S .
M  .J n iJ I  National Association

o f Convenience Stores

ASSO CIATIO N COUNCIL

FOOD M A R K H IK  M Sm U IE

BOTTOM www.AFP
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http://www.Absopure.com
http://www.AFP
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Succeeding in today's economy takes more than hard w ork and wishful thinking... it takes a plan — and support from 
strong and steady partners. That's why choosing Spartan is such a wise move. We offer nearly 100 different services 

to help your business succeed, including: advertising, research, category management, print and development and
more. And that’s on top of 40,000 competitively priced private and national brands. 

Call Jim Gohsman at 6 16-878-8088 or visit WWW.spartanstores.com 
to  start your plan fo r success today.

http://WWW.spartanstores.com
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