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President's Message

Auday P. 
A R A B O
AFPD President/CEO

Compete with Confidence

What does your future hold as an 
independent retailer? Will you 
still be in business in five, 10, or 

20 years, and if so, what will your business 
look like? It is no secret that competition is 
fierce in the food and petroleum industry. 
Every format is looking for a new profit 
center, and people believe the grass is 
greener on the other side—but is it?

Gas stations cannot make money by 
only selling gas, so they’ve become large 
convenience stores offering hot food. Big- 
box stores are opening up all over, and 
more of them are getting into the grocery 
industry. Target recently announced it 
will eventually offer everything a normal 
grocery sells. Dollar stores are selling 
tobacco items, beer, and wine. There are 
many dynamics in play, but one thing is 
for sure: The retail world is changing. It 
is changing because customers not only 
want a one-stop shopping experience (as 
time is increasingly of essence in our daily 
rat race), but also because every format is 
looking for greater profit centers. When 
they see what a certain retailer’s formats 
have succeeded in doing, they add it to 
their own business model. As Malcolm 
X said. “Anytime you find someone more 
successful than you are. especially when 
you’re both engaged in the same business, 
you know they are doing something that 
you aren’t.”

Occasionally, I receive calls from retail­
ers wanting to know why we have not been 
successful in passing a law to increase 
the liquor minimum, or why we haven’t 
stopped another retailer from locating to

a certain address, which they feel would 
create unfair competition. These calls 
are made out of frustration because their 
business is "not like it used to be.” The 
liquor minimum and other similar laws 
are often a security blanket for someone 
who does not want to change their exist­
ing business model. I know this because 
I have been in states where minimums 
do not exist, and the independents that 
are creative and always willing to try 
something new are thriving. AFPD is not 
the competition police, although we do 
try to make sure nobody is breaking the 
law or cheating the system at the expense 
of our law-abiding members. AFPD is 
not here to stifle competition, but rather 
to level the playing field.

In addition, many legislators are not 
fond of legislating profit margins for any 
industry. As Herbert Hoover stated in his 
1930 State of the Union Address, “Com­
petition is not only the basis of protec­
tion to the consumer, but the incentive to 
progress.” Business will never be the way 
it used to be. You must recreate yourself 
every day. Meijer is not the same store 
or format it was when it opened in 1934. 
and it is still family owned. Every one 
of our second- and third-generation in­
dependent retailers doing business today 
will tell you they have changed their 
business model to survive. Even Walmart 
has had to change which format it opens 
in certain areas. Change due to competi­
tion is inevitable.

See PRESIDENT'S MESSAGE, page 48
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Truthful Talk
AFPD provided  a fo rum  fo r tw o  D e tro it m ayoral candidates  
to  address m em bers w ith  th e ir  message.

By Vanessa Denha-Garmo

During any election year, associations, chambers, and vari­
ous groups vie to be viewed as thought leaders or as promi­
nent organizations in the political process. The ones that are 
successful are those with a communications strategy.

The AFPD board and administrators understand this well. 
AFPD’S strategic plan includes marketing, public relations, 
collaborative partnerships, and political positioning. Another 
part of its plan is providing an opportunity for candidates to 
address the association. In return. AFPD members provide 
something quite valuable to political candidates—a platform 
where their voice is heard.

As a 103-year-old trade association with representing 
thousands of members, AFPD is in a position of influence. 
Recently, AFPD provided a nearly 60-minute public discus­
sion opportunity for two of the leading candidates running 
for mayor of Detroit—Wayne County Sheriff Benny Napo­
leon and former Wayne Couty Prosecutor Mike Duggan.

Garnering the support of our well-established association 
is crucial for both men. While less than 10 percent of AFPD 
members are Detroit voters, all are possibly influential sup­
porters. Getting time in front of this audience is strategic 
campaigning.

While meeting with the AFPD board, Wayne County 
Sheriff Benny Napoleon explained how he was on a “listen­
ing tour” as he prepared to run for mayor of Detroit. While 
he listened, he also focused much of his message on his 
strategy to reduce crime, attract more people to the city, and 
create an environment where the school district can thrive 
and businesses grow.
He also walked 
AFPD board mem­
bers down Detroit’s 
historical road and 
explained what 
necessary changes 
needed to be made.

Meanwhile, Mike 
Duggan, who re­
cently stepped down 
from the top jpb at 
Detroit Medical Cen­
ter (DMC) to throw

his hat in the ring, touted his track record as a business- 
minded political leader and pointed to past successes. He 
was able to describe a "before and after' picture of his 
many projects over the years, giving AFPD members a 
verbal visual.

AFPD board members were not only listening, but 
also asking top-of-mind questions. Can Detroit really 
turn around? Will businesses in the city be protected and 
thrive? Will blight disappear and new residents emerge? 
And, on the minds of most: Can a white man be elected 
mayor in a black-dominated city?

Both Napoleon and Duggan have their work cut out for 
them. For instance. Duggan may have a solid track record 
as a turnaround guy with vision, but can he convince 
suburban political donors he can be elected in Detroit? 
Napoleon has a track record as a crime-fighting leader 
with an extensive knowledge in running a grassroots cam­
paign. but will business leaders be convinced of his ability 
to lead Detroit out of a deficit?

As the media digs into past mistakes and negative ties 
to Wayne County, each candidate will need a strategy to 
deflect. While neither may emerge in this campaign as 
a media darling, both will have opportunities to provide 
their plans and perspectives regarding Detroit’s future.

Neither the candidate nor the audience should ever 
dismiss these opportunities for open dialogue and candid 
communications. Truthful talk should always be part of 
the strategy. Tell the candidate what you expect, and

hopefully, the candidate will 
tell you honestly what he 
can deliver.

At the end of the day, both 
sides will have the informa­
tion they need to create a 
strategic plan, and perhaps 
both will gain new advocates 
and supporters. 1 III

Vanessa Denha-Garmo 
is founder o f Denha Media 

& Communications, AFPD's 
public relations firm.

Mike Duggan
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Cover Story

Welook Uke TomorrowP
W hile  som e th in k  in d ep en d en t retailers are g e ttin g  choked  
o ut o f th e  m arket, others see a changing industry  ripe w ith  

o p p o rtu n ity  fo r sm art and aggressive entrepreneurs.

By Carla Kalogeridis and 
Beverly Sturtevant

Independent retailers are facing some serious challenges with 
their traditional business model, and they know it. Gone are the 
days when gas stations sold gas. liquor stores sold liquor, and big- 
box superstores stayed away from perishables and foodservice.
No one, it seems, is staying on their side of the fence anymore.

“Competition is fierce 
across the board,” says Al­
lan Girvin, director of sales 
and marketing for Heeren 
Brothers. “C-stores and gas 
stations are carrying per­
ishables and produce; dol­
lar stores and drug stores 
are moving into groceries, 
beer, and wine and launch­
ing their own store brands.
Even our local lumberyard 
has a small grocery section 
and sells fresh veggies 
outside in the summer.

“Everybody is compet­
ing for the same custom­
ers,” he continues, "and for 
Michigan, there are fewer 
of them because of the exo­
dus of Michigan’s people 
during the recession. They 
have not returned, leaving 
stores with fewer buyers 
as well as scarcer potential 
employees."

"These challenging circumstances 
should motivate us to think 

outside the box and fight back"

Bobby Hesano, owner of D&B Grocers Wholesale, agrees with 
Girvin's description of the market. “The population decline has 
resulted in fewer customers and continues to have a major impact.” 
he says. “The population still isn’t stable, so further declines will 
add to the pressure.”

Hesano says that independents are having a hard time be­
ing competitive because of class-of-trade issues that have been 
blurred for many years, and he expects these issues to continue

as all retailers seek new ways to 
increase sales. “With the big-box 
stores, gas stations, drug stores, 
and almost any retail outlet sell­
ing food to varying degrees, the 
consumer has many more choices 
of where to buy their staples,” he 
says. “This will eventually lead 
to some retailers’ inability to stay 
competitive over time.”

Second, Hesano points out that 
with unemployment still high and 
benefits running out, fewer dollars 
will be available to those still 
living in the state. And third, he 
says, rising costs due to last year’s 
drought, poor growing condi­
tions, and exports to China have 
increased prices on basic food 
items, limiting the buying power 
of consumer dollars.

It’s not all bad. The increas­
ing consolidation of the food, 
liquor, and petroleum industries 
is what led to the reformation of 
AFPD—The Voice of Independent

10

Advice From 
Your Friends
Here's some advice for AFPD 
members (from fellow 
members) on how fhey plan to 
strengthen their businesses and 
be more competitive in 2013.

Hire better employees. "Attract better employees to 
improve customer service and to make sure you have 
someone to delegate to. Also, go after new vendors ; 
and build stronger relationships with the ones you haw 
Remember, these are supposed to be partnerships.

—John Abbo, Hartland Mobil



Retailers. No doubt, 
joining together in one 
membership organiza­
tion has strengthened 
our collective industry 
politically and eco­
nomically.

But even so, sig­
nificant mind-numbing 
challenges remain.
With the fiscal cliff and 
new health care laws 
looming, independent 
retailers have more on 
their plates than ever 
before—and many are 
in real danger of chok­
ing. "We need to be 
honest with ourselves 
and admit that we are 
facing some serious challenges as independent retailers," says 
Kevin Bahnam, owner/operator of USA 2 GO and a Tim Hortons. 
"Yet, we should not despair—simply because we cannot afford 
to. These challenging circumstances should motivate us to think 
outside the box and fight back."

No doubt, our industry has survived many challenges before, 
and giving up has never been an option. What's emerging now is 
a new breed of savvy independent retailers, battle-worn but deter­
mined to compete on levels that big retailers can't match.

"What's facing us now is not much different than what faced 
us yesterday." insists John Abbo. owner of Hartland Mobil. "As 
the economy improves and becomes more consistent, the chains 
and big-box stores and pharmacies become more aggressive—and 
retailers must be more proactive, too .'

When small retailers get discouraged. Jeff Lenard. a spokes­
person for the National Association of Convenience Stores 
(NACS), likes to point out that being a bigger company doesn't 
make you immune from the challenges of the times. "Even domi­
nant companies like U S. Steel. General Motors, and Sears have 
recently faced bankruptcy issues." he says, "and there are shitting 
undercurrents in today's economy that can help independents.'

The Big Squeeze
To be sure, retailers are having a hard time competing on price 
but are finding other ways of staying competitive. "Pricing on ev­
erything is squeezing down, reducing margins.' says Abbo "The 
best marketers are taking over."

“When retailers compete solely on price, only two people win. 
va>' Lenard. "and that’s whoever got the customer and the c u s ­

tomer It’s not a good thing for our industry as a whole'

The most obvious 
choice for indepen­
dents is to compete 
by giving better ser­
vice and quality than 
the other formats, 
says James Nader, 
president and CEO of 
Plumbs Inc. "In to­
day’s economy, more 
shoppers are con­
cerned about price, 
so we need to look at 
our value offerings 
and convenience to 
compete.'

Bahnam points out 
that joining AFPD is 
one way of fighting 
back because AFPD's 

bargaining power gives independents some of the benefits larger 
chains enjoy. Pat LaVecchia. ow ner of Pat's Auto Service, a 
business that includes a small convenience store and gas station, 
has used his AFPD membership for just that. “We are being 
squeezed, but we can combat it by using AFPD's programs for 
c-store buying, workers comp, and more." he points out.

Ronnie Jamil, owner of Bella Vino Fine Wines, agrees that 
retailers are getting pressure from multiple directions. “Every­
body is squeezing us. Gas stations and drugstores—even smoke 
shops—are becoming convenience stores and liquor stores. Every 
kind of retailer is going after all the business and taking on ev­
erybody else," he says.

And. of course, when you look at price alone, small retailers 
are trying to compete not only with each other, but also with 
Sant's and Costco selling at or below cost. "How can indepen­
dents survive when taking credit cards—which is 80-90 percent 
of my business—costs more than their margin on each transac­
tion?"

Jamil acknowledges that AFPD and other organizations are 
working on the credit card fees issue, and he knows he can't com­
pete on price w ith the big-box stores. But what frustrates him the 
most is the squeeze he gets from some of his own suppliers, who 
are supposed to be his partners.

"Our biggest issues are with suppliers." he says. "Cigarette 
companies, for example, restrict profit and favor the big com­
panies that can sell near cost and advertise heavily to build the 
brand. In one case, profit is limited to 11 percent; my fixed cost 
just to turn the key in the door is 15 percent

Other suppliers require package deals or insist you carry 
everything they offer—15 flavors of one brand of vodka for

"As the economy improves, the chains and 
big-box stores and pharmacies become 
more aggressive— and retailers must be

Train your people.
Focus on employee training and 
even better customer service' 

—Pat LaVecchia.
Pat s Auto Service

■ Build online marketing strategies.
'W e ll keep building on our great 
website, online ordering, and an 
extensive email list, and continue 
to advertise a  lot."

— Ronnie Jamil.
Bella Vino Fine Wines



example.” he continues, "just 
so their brand gets promoted 
at your expense. How many 
independents have the space 
and financial ability to buy 
that much inventory or adver­
tise that heavily?”

In the past, retail entre­
preneur Phil Kassa relied on 
his main suppliers for great 
deals and forward-buying 
throughout all his stores, 
and then he passed the deals 
on to customers. Today, this 
owner of Saturn Markets, 
two Heartland Marketplaces, 
a Sak N Save, and a dollar 
store relies more on indepen­
dent wholesalers to keep him 
competitive when the deal 
from his main wholesaler has 
expired. This way, he says, he 
doesn't tie up as much money in inventory "because they act like 
our own warehouse."

Kassa also relies on close-outs, items that are being discon­
tinued, products that were over-bought by wholesalers, and 
short-dated—but not outdated—products. “We purchased Cara­
mel Cheerios with 2-1/2 months left on the code,” he says as an 
example. “Our regular retail price on the product is $4.29 per box, 
but we retailed this product at 10 for $10. It was a great value for 
the customer, and we made money on it.”

Kassa's introduction of a loyalty card that rewards customers 
for shopping in his stores also yielded strong results. “A customer 
doesn’t need a card to get discounts, but the card rewards them 
with free items or gift cards when they attain a certain amount of 
points. We introduced it last September, and it was surprisingly 
successful," he says.

Despite the road getting tougher, Kassa believes independents 
still have a fighting chance if they are willing to change with the 
times. "Independents are still competitive, but we are having a 
more difficult time,” he says. “With the downturn in the economy, 
people are more price sensitive, and our customers are trading 
down to private-label and dollar-store items. A lot of our sales are 
driven by promotions where there is less brand loyalty. We just 
have to make the right adjustments.”

A1 Chittaro, president of Faygo Beverages, also believes inde­
pendent retailers have ample opportunity to remain very competi­
tive and are continually looking for ways to do so. “As a partner, 
we communicate with our retailers regularly on how they can 
squeeze additional efficiencies out of both of our systems,” 
he says.

A Chunk of Change
The bottom line on all of 
this, the retailers and sup­
pliers say, is that indepen­
dents need to be willing to 
fight for their business— 
and to change and grow 
quickly with the times.

Change is tough for any 
business, and retail is no 
exception. The good news 
is that independents can 
respond to trends and put 
new ideas in place much 
faster than their giant, 
slow-moving competi­
tors. “To thrive, indepen­
dents need to be flexible 
and acutely aware of the 
demographics of their trade 
area,” advises Ed Weglarz, 
director of petroleum for 

AFPD. “Independents have the advantage of being able to respond 
faster to the demands of customers, with less red tape to navigate 
before changing a marketing initiative.”

To be successful change agents, retailers must recognize that 
the need for change will show up in a variety of places in their 
business—not just the new trends like social media and mobile 
marketing. Nader, for example, says Plumbs is always working to 
improve its value image and service offerings to customers. “We 
are also doing more event marketing such as seafood sales, one-day 
meat sales, Wild Wednesdays, and three-day sales,” he says. ‘And 
we are creating programs for better customer service and sugges­
tive selling.”

Changing his business to allow for a focus on food service is a 
big component of helping offset the declining margins on gasoline, 
says Bill Michailidis, president and CEO of Delaware Market & 
Cafe. “It gives people another reason to frequent your location. The 
food service that you offer should be different than what’s avail 
able. Make an effort to identify what food is needed and obtain the 
expertise to ensure your products are properly executed.”

Abbo recommends that retailers look for change opportunities 
in their physical stores because it will pay off. He adds that when 
it comes to change, it’s important to be proactive. “Cut expenses, 
open new profit centers, and use the space you have smartly,” he 
says. “Work with new vendors to improve inventory and get more 
variety. Merchandise creatively. Take advantage of today’s great 
deals on energy savings (like the Michigan Saves Program) and 
new equipment. Paint the outside of your store and get new shelves 
so you can display more products. Being on the cutting edge of 
technology—like integrated registers/pumps—will make you more 
efficient.”

ej8>
"Independents have 
the advantage of being 
able to respond faster 
to the demands of 
customers, with less 
red tape to navigate 
before changing a 
marketing initiative."

— Ed Weglarz

• Connect with customers one-on-one. “Ask your customers:
'What products or services do you need that we are not providing? 
What products or services do you buy somewhere else that we 
could provide and limit the number of shopping stops you have 
to make?' Keep on top of the market, and don't be afraid to 

add or delete products and services."
—Ed Weglarz, AFPD

Advice 
From Your 
Friends
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"Independents have more connections to the 
community than anyone. You've got to ask 
yourself how you can use that. How can your 
store become a focal point for the community 
How can you create an emotional tie between 
your business and your customers?"

—Jeff Lenard

Like Abbo. Bahnam plans to use more technology in 2013. 
“Using technology to analyze data helps eliminate unnecessary 
products, replacing them with new items and concepts," he says. 
"We can also better control our inventory and manage our gas 
margins and general merchandise more appropriately.”

All this sounds like great advice, but here’s the million-dollar 
question for many: How is a retailer supposed to afford all this 
change in such a tight market?

"The changes in banking over the last four-plus years have 
made it difficult to get loans or maintain lines of credit to pur­
chase new businesses or to forward-buy on products that are on 
deal through our wholesalers,’ says Kassa. "In the past, our banks 
were our partners; today they're our competitors. They're trying to 
liquidate us, rather than help keep us competitive. Today, financial 
institutions say they don’t believe in lines of credit to stay com­
petitive; in the past, they couldn't wait to lend you money.’

Even though the banking climate has changed. Abbo says it’s 
important to at least try to take advantage of today’s low-interest 
rates u, get financing. “This money is critical if you want to have 
the right products or expand or buy new equipment," he says. "It 
used to cost $10,000 to fill my tanks; now it costs $40,000. If I 
don’t have financing and control costs, I can't pay for those gas 
loads.” He needs the financing to increase his merchandise inside 
the store, too. “There are now 20-plus craft beers,” Abbo points 
out. “If you don't have space for them, or can't buy them, you will 
lose customers.”

One competitive strategy that costs little or nothing, say these 
active AFPD members, is for less-engaged retailers and suppli­
ers to get more involved in 2013. “To succeed, we must be more 
informed and involved in the industry,” says Abbo. "There are 
new ideas available to you through AFPD that may be better than 
the ideas you have. And don't forget to take advantage of the pro­

grams and discounts available through your AFPD membership."
And lastly—and for many, most importantly—ratchet up your 

community involvement and customer connections in 2013. 
Strong community ties may end up being your best competitive 
strategy, these entrepreneurs say, plus, it's the right thing to do on 
many levels.

“It’s easier to say what we can’t do in 2013—which is tuck 
back into our shell,” says Girvin. "Instead, we have to become 
more involved in community events—schools, political bodies 
like development councils, programs for the needy—that create a 
sense of belonging and giving back.”

"Chains are very unlikely to be part of local service organiza­
tions, so join and participate in groups like Rotary International 
to establish your credibility in the neighborhood and obtain refer­
rals,” advises AFPD’s Weglarz.

In addition, he says independent retailers should think about 
the services they can offer their community that a chain store 
would overlook. “C-stores can establish a relationship with an 
auto repair facility and refer customers back and forth. Expand to 
offer car/trailer rental service. Offer to receive package deliveries 
for customers who are not at home all day and don’t want pack­
ages abandoned on their front porch.'

“Independents have more connections to the community than 
anyone,” sums up NACS’s Lenard. “You've got to ask yourself 
how you can use that. Is there an empty lot next to your store 
where a farmer's market could set up? How can your store be­
come a focal point for the community? How can you create an 
emotional tie between your business and your customers?”

Preserving Independents for the Long-Term
Surviving 2013 is one thing, but retailers should also be think­
ing about their stores' legacy for years to come. “Traditionally,

• Focus on the details. "Pricing 
needs to remain razor sharp, your

> building and property need to 
be clean and well-lit, and all 
store personnel should main­
tain good, ongoing customer 

relationships."
—Al Chittaro, Faygo Beverages

• Remember that consistency is ke
"The key word at the operational 
level is consistency. Stay consistent 

l in everything you do—product 
availability, pricing, marketing 
strategy, and store imaging."

—Kevin Bahnam,
USA 2 GO and Tim Hortons
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independent retail­
ers have not always 
done the best job 
with succession 
planning,” says 
Auday Arabo. presi­
dent and CEO of 
AFPD. "But when it 
comes to the future 
viability of inde­
pendent retailers as 
a business model, 
this discussion is 
crucial."

“Succession plan­
ning is important, 
but honestly, we haven't given it much thought," admits Kassa.

It is much harder getting new. young talent because they know 
they can go only so far in a family-owned small business.'

The way Abbo sees it, a retailer has three options when it’s 
time to retire: sell outright, sell the business but lease the prop­
erty. or hand it down. "If you hand it down to someone in the 
family, it's tough to rely on their business sense; they might not 
be able to handle it.”

As part of his succession planning. Michailidis opted to train 
his team members and then farm out some of the services that 
can be performed better by a larger, more specialized firm. "I 
recently went to a professional employer organization (PEO),” he 
says. "They are responsible for all employee-related issues that 
seem to take some time away from the rest of the operations." 
Michailidis’ PEO is responsible for screening employees, provid­
ing benefit packages, drug screening, payroll, all the required 
training, sexual harassment, etc.

"This was a way for me to focus on the core issues of im­
proving sales and service." he explains, "because those are the 
generators that allow us to remain in business and be profitable.”

Another option, Abbo says, is to bring in new talent to eventu­
ally take over—but that comes with its own challenges. "You 
can't give it away because real estate, fixtures, and good will are

too valuable. And most 
young people don't 
have money to invest, 
so they don't have any 
skin in the game as 
motivation,” he points 
out. "Why would they 
want to work hard and 
take over your store 
when they could ad­
vance faster in a bigger 
company?”

"The unknown also 
concerns young talent," 
Nader adds. "What are 
the guarantees they 

will take the key leadership role in the company when family is 
part of the equation? In a larger, nonfamily-owned company, they 
may see more advancement opportunities unhindered by the fam­
ily factor.”

Interestingly enough, the flipside of the issue is that some inde­
pendent retailers flat out don't want their children in the business. 
"I didn't want my kids in this business, so they have their own 
careers,” says LaVecchia. “I don't want to stick my estate with it, 
either, because it would be an EPA nightmare. They control every 
piece of dirt on your property.”

"Why in the heck would 1 want my son to be in this business?” 
echoes Ronnie Jamil. "I’d be setting him up for starvation."

As a young person who grew up working in his father’s store, 
AFPD’s Arabo understands the sentiment. "Witnessing the wear 
and tear that the store put on my father is what drove me to go 
to school and get educated,” he says. “But it was my father who 
urged me to come back into the industry because as he put it, 
’Nobody ever fights for the little guy.’”

Arabo says that if he met a young person who was interested in 
owning a store, he wouldn’t steer them away. The most successful 
people, he points out, are always the ones who do what they love. 
"If you’re good at it and enjoy it, that’s the key,” he says. "You 
will be successful at whatever you do."

Advice From 
Your Friends

Get them in the store. “Continuously upgrade your facilities 
to make them stand out from the competition. Offer a cash 
discount for gas sales or some sort of item that you could use 
as a loss-leader to bring people into your location. Get them 
in the store by adding any service your community needs: 
lottery, check cashing, bill payments, ATM, phone and cash 
cards, telephone pins."

—Bill Michailidis, Delaware Market & Cafe

Develop your niche. “Find your own niche where big stores 
can 't compete: superb customer service, carry-out, specialties like 
a phenomenal meat department or bakery, and participation in 
programs like Pure Michigan. You can 't compete on price, and the 
family budget is still an issue, but you can overcome those factors 
through community affiliation."

—Allan Girvin, Heeren Brothers



There's no substitute for your support! Working together, we can continue 
to get the attention of lawmakers and make your opinions known on tax 
increases and other unfair legislation. NoCigTax.com is your online 
resource that makes contacting legislators faster and easier than ever! 
Partnering together, we can continue to make a difference!

0
Find us on
Facebook tuuibter

Ul.li ■



MICHIGAN
MADE
DAIRY

-"You've always got to be looking for the next trend, and you can find it at food show* 
and trade shows and by mingling with your colleagues, suppliers, and competitors."

— AudayArabo

That being said, he admits that many young people think retail 
is easy. “They want to jump right in without knowing what this 
business has in store for them,” he says. “I would suggest instead 
that they go through a food marketing program like the one at 
Western Michigan. They need to do one of the internships that 
the university provides and work in every department of a store.” 

Arabo believes independent retailers are doing themselves a 
disservice if they automatically plan to promote family members 
into management without at least looking at the talent coming 
out of schools with good food marketing programs. "You need 
the best talent available to compete against the big companies,” 
he says, “and if you aren’t going to hire the kids who have been 
educated for this industry, you at least need to provide some 
excellent training for the people you already have.”

Banham thinks that independents have a good shot at attract­
ing young talent, whether from within or outside the retailer’s 
family. “Granted, as we are mindful of their abilities and gifts, it 
requires some flexibility from our side and openness to adapt and 
adopt new ways of running our business," he points out. “The 
hope is to get young people involved in what we have established 
and allow them to take it to the next level by using some of the 
resources that were not available to us in our time.”

NACS’s Lenard agrees. “The question for young people enter­
ing their family business is whether they are willing to re-create 
it,” he says. “That’s how your parents did it...now, how are you 
going to do it? The basic template is there, but you can custom­
ize it. The smaller you are, the more nimble you are. You can do 
things that Walmart can’t dream of doing.”

For example, Lenard spent much of last year traveling and 
visiting convenience stores across the country. In California, 
he met c-store owners who were hiring young chefs to run their j 
foodservice business. “Instead of working the grueling hours 
that a new chef often has to put in as a line cook, these retail­
ers are hiring incredibly talented young chefs and giving them 
leadership responsibility right away," Lenard says. “In one case, 
an operator was able to hire a chef away from a nearby five-star 
restaurant because there’s not much room for advancement in a 
great restaurant.”

While acknowledging the great food and retail programs at 
the university level, Lenard says a young person can also get a 
great education if he or she gets in with the right independent re­
tailer. “If you pay close attention and you’re working for a good 
operator,” he says, “you can learn everything about inventory, 
customer service, human resources, technology, finance, and 
community relations that you will learn at business school, and 
much more quickly, too. The lessons are all there in a well-run 
retail store.”

Get Out!
The underlying theme for 2013, say these successful retailers and 
suppliers, should be to get out of your store. “You’ve always got 
to be looking for the next trend.” says Arabo. "and you can find 
it at food shows and trade shows and by mingling with your col­
leagues, suppliers, and competitors. If all you see is the inside of 
your store, all you see is your tree in the forest.”

Jamil agrees that taking initiative is key. “You can’t just sit

Get back to basics. “First, maintain traffic in the store with hot 
ads on basic items. Second, improve in-store merchandising 
by offering profitable items as customers come in for basics. 
Cross-merchandising is a big key here. Lastly, as sales fluctuate, 
watching operation costs is a must to maximize profitability.

—Bobby Hesano, D&B Grocers Wholesale

Advice 
From Your 
Friends
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back and hope, so we're 
going to be even more 
proactive in 2013." he 
says.

Admittedly, with 
pressures from big 
competitors and stores 
trying to be everything 
to everybody, limited 
financing, a shrunken 
population of custom­
ers in some areas, 
health care, and new 
regulations, it’s easy to 
make the case that the 
future viability of inde­
pendent retailers is in 
danger—especially for 
those who are burned 
out and disinterested 
in changing with the 
times. But for those 
committed to saving 
their life’s work and 
securing their legacy, 
the opportunities exist.

“Nobody should second-guess independents' entrepreneurial spirit,” 
says Arabo. "You can definitely thrive in this business climate, if you 
are willing to reinvent yourself and invest in your workforce.”

A good example of this, says Lenard. is Pat Lewis, CEO of Kick- 
Back Points. In the 1990s, a Walmart opened near one of his Oasis 
Stop 'n Go stores in Twin Falls, Idaho. Lewis created a loyalty card 
to encourage customers to stay with him. The loyalty program was so 
successful at his 10 stores that Lewis started marketing the program 
to other retailers in other states. Today, with more than three mil­
lion members, KickBack Points is the leading loyalty program in the 
nation. “Now, Lewis is known as a loyalty guy who also has retail 
stores,” says Lenard. "Independent retailers have to find those little 
ideas that make them different, and be open to the thought that one of 
these little ideas could grow into a big one.’

Arabo says AFPD has “a lot of very talented individuals running 
some very good stores within its membership." But even though tal­

ented, some people 
aren’t motivated 
and willing to learn 
what’s new. Arabo 
spends a good bit of 
his time urging less- 
active members to 
attend AFPD events 
and get involved. 
“Independents must 
continue to evolve 
and to tinker with 
new ideas," he says. 
“Independents drive 
change, and the big 
chains see that.” 

"Remember, 
somewhere in our 
industry of inde­
pendents is the next 
Walmart or the next 
McDonald’s,” says 
NACS’s Lenard. 
“They all started as 
individuals, as a one- 
store chain.”

If this is a turning point for independent retailers, what 
does that mean for the future viability of AFPD as an organi­
zation? Arabo points out that AFPD is simply a reflection of 
the makeup of its members. “AFPD will be around another 
100 years because the way the members go is the way we will 
go,” he says. In fact, he expects the organization to change 
because the members’ businesses are constantly changing.
“All we need to know is, as things change, how can we better 
serve you? What programs do you need us to develop to make 
you more competitive and cut costs?

“The American Dream is what AFPD is all about. ” he con­
cludes. “As long as the entrepreneurial spirit is alive. AFPD 
and the independent retailer will be around.” 1111

Carla Kalogeridis is editor and Beverly Sturtevant is 
managing editor o f AFPD Bottom Line.

m ited  to  
fe's w ork  
leir legacy, 
ties exist.

Advice 
From Your 
Friends r

• Offer loyalty benefits. “We will be pushing our loyalty card a little 
harder with specials catered to specific cardholders, To be more 
profitoble, we have moved to bi-weekly advertising to offset the / 
increasing cost of doing business." /

—Phil Kassa, Saturn Markets, \  
r j  Heartland Marketplace, Sak N Save

• Cut costs, boost services. “Cut costs wherever 
you can and restructure your top management 
team to become more effective. Also, we are 
increasing our service offerings by adding a take-out pizza 
program and a catering program. We will begin a TV 
campaign and increase our social media marketing to 
increase awareness of our company."

—James Nader, Plumbs Inc.
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Food Marketing Institute (FMI) and Feeding America 
have released a report underscoring the critical contri­
bution food retailers make to their respective com­
munities through their support of local food banks.
The study, “Decades of Donations: The 2012 
Survey of the Food Retail Industry's Support of 
Food Banks," is a collaborative effort between 
FMI. representing U.S. food retailers, and Feed­
ing America, the nation's leading network of food 
banks. The document substantiates how critical 
food banks are to the nation’s anti-hunger support 
system and reports that U.S. grocery stores are the 
top donation stream for Feeding America’s network of 
food banks.

As AFPD President & CEO Auday Arabo likes to remind 
members: “If you are not currently donating, you are missing out.’

Food banks play a vital role in local communities nationwide. 
Many have been in operation for more than 20 years and receive 
donations from a variety of sources, including USDA commodi­
ties, local and national businesses, and contributions from charities 
and private individuals. In the United States, food banks across the

country serve as warehouse or distribution centers 
for local hunger-relief organizations such as food 

pantries, soup kitchens, and homeless shelters. 
“More than 50 million Americans, includ­

ing 17 million children, are at risk of hun­
ger.” says Bob Aiken, president and CEO 
of Feeding America. “Families across the 
country are struggling to make ends meet, 
there is the possibility of billions of dollars 

in cuts to the SNAP program, and food 
banks are working harder than ever to serve 

the needs of hungry families in their com­
munities. This is why the substantial donations 

we receive from the nation’s food retailers are so 
critically important in helping us provide food to nearly 

six million Americans each week.”
According to Feeding America, food banks experienced a 46 

percent increase in clients between 2006 and 2010. Consequent­
ly, 99 percent of all retailers who responded to the FMI survey 
indicated they support a food bank by donating food. More than 
one-fifth (21 percent) of retailers reported donating more than 1

continued on page 24
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continued from page 22

million pounds of food, and more than one-third (36 percent) donated at least 100.000 pounds.
Reporting in 2012 on contributions made in 2011. 96 percent of retailers donated cash to 

food banks. Of those who donated cash. 26 percent contributed more than $100,000 last year. 
Cash contributions to food banks enhance their ability to supplement product categories in 
need, such as fresh meat, where donations do not meet the demand.

"Our 2012 consumer trends research showcased how U.S. consumers have adapted to living 
with less, but many American families struggle w ith severe economic restrictions that limit 
their food options.” says Leslie G. Sarasin. president and CKO of FMI. "Grocery stores and 
supermarkets across our nation are proud to partner effectively with local food banks, provid­
ing families in need with affordable quality nutritious food."

The report covers the product categories; challenges in supply that food retailers and Feeding 
America are working to collectively address; and alternative ways in which food retailers assist 
food banks, such as food drives, scannable coupons that assist local banks, and even necessary 
equipment to expand and enhance a food bank's network.

"Food retailers have a longstanding tradition of being actively involved in their respective 
communities,” Sarasin continues. "By assisting food banks and enabling their customers to join 
in that effort, food retailers extend the reach of that neighborhood support to those in need of 
basic nutritional sustenance.’

FMI members can download the report free at www.jmi.org. II ii!

Donations received from food retailers are
critically important in helping provide food to nearly

six million hungry Americans each week.
perishables. Many food

to “get picky” with their 
retail donors because these 
retailers also give chicken and 
ground beef.

The rate of obesity is higher 
in lower-income areas because 
high-caiorie, low-nutrition foods 
tend to be relatively inexpensive 
Unfortunately, healthy eating for 
food bank clients is still often a 
choice of quantity over quality. 
Retailers who donate healthy 
foods to their local food banks 
are helping the nation in its battl 
against obesity.

http://www.jmi.org
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Express Lines

Congress Barely Averts the Fiscal Cliff
President Obama has signed legislation 
that allows tax rates to rise on the nation’s 
highest earners while also extending tax 
cuts for individuals and businesses and 
delaying automatic spending cuts (known 
as sequestration) for two months. The 154- 
page bill, passed mere hours before the 
nation was set to fall off of the proverbial 
fiscal cliff, contains various provisions of 
concern to the retail industry.

Farm Bill
• Extends the 2008 Farm Bill until 

September 30, 2013. The legislation 
does not include language restricting 
convenience stores’ ability to accept 
SNAP benefits.

Unemployment Compensation
• Extends for one year the availability of 

unemployment compensation benefits.

Taxes
• Allows the payroll tax cut to expire, 

thereby returning the tax rate to 6.2 
percent from its current 4.2 percent 
rate. This means taxes will rise on ap­
proximately 77 percent of households.

• Permanently maintains the reduced 
2001 and 2003 income tax rates for 
individuals earning up to $400,000 
($450,000 for married couples). In­
come above that will be taxed at rates 
rising to 39.6 percent.

• Prevents the alternative minimum tax 
(AMT) from affecting approximately 
27 million taxpayers.

• Extends for two years (2012 and 2013) 
the Work Opportunity Tax Credit 
allowing businesses to claim a credit 
equal to 40 percent of the first $6,000 
of wages paid to new hires in one
of eight targeted groups, including 
vocational rehabilitation referrals and 
qualified ex-felons.

• Extends through 2013 the 15-year cost 
recovery period for certain improve­
ments made after December 31, 2011.

• Increases the estate tax rate from 35 
percent to 40 percent, but maintains 
the exemption for estates worth less 
than $5 million for an individual, and 
up to $10 million for a couple (indexed 
for inflation).

• Taxpayers who earn below the

$400,000/$450,000 thresholds will 
continue to see their capital gains and 
dividends taxed at the reduced 15 per­
cent rate, while the rate will rise to 20 
percent for incomes above those limits. 
The highest earners will actually see 
that rate rise to 23.8 percent because 
of an additional 3.8 percent investment 
tax included in the health-care law.

Energy
• Extends for two years (2012 and 2013) 

the $l-per-gallon tax credit for biodies­
el, as well as the small agri-biodiesel 
producer credit of 10 cents per gallon. 
Additionally, the bill extends through 
2013 the $l-per-gallon tax credit for 
diesel fuel created from biomass. As 
applicable, fuel marketers will have
to submit 2012 retroactive biodiesel 
blender credit claims with the IRS.

• Extends for two years (2012 and 2013) 
the 30 percent investment tax credit for 
alternative vehicle refueling property.

• Extends for two years (2012 and 2013) 
the individual income tax credit for 
highway-capable plug-in motorcycles 
and three-wheeled vehicles. This 
replaces the 10 percent tax credit that 
expired at the end of 2011.

• Extends the cellulosic biofuels pro­
ducer tax credit for one additional year 
through 2013. The legislation also

expands the definition of qualified 
cellulosic biofuel production to include 
algae-based fuel.

• Extends through 2013 the production 
tax credit for wind electricity.

• Extends the bonus depreciation allow­
ance for cellulosic biofuel facilities 
placed in service before the end of 
2013.

• Extends through 2013 the 50-cent- 
per-gallon alternative fuel tax credit 
and alternative fuel mixture tax 
credit. This credit can be claimed as 
a nonrefundable excise tax credit or a 
refundable income tax credit.

In meeting the New Year’s Day dead­
line, lawmakers created a new deadline 
they will have to meet in two months, 
when sequestration is scheduled to take 
effect, the current continuing resolution 
funding the government expires, and the 
nation is expected to reach its statutory 
debt limit. Republicans in Congress have 
insisted that spending cuts be included 
in any deal to raise the debt limit, while 
President Obama has said such issues 
should be considered separate and apart 
from the debt limit. Many political ob­
servers expect the fight over the debt limit 
to be more acrimonious than the fiscal 
cliff negotiations because of the severe 
consequences for failing to raise the debt 
ceiling. (NACS: www.nacsonline.com) I

the bottom line www.AFPDonline.org
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Express Lines

Exploring the 
Alcohol Beverage 
Consumer
A new Nielsen Category Shopping Funda­
mentals study explores the U.S. consum­
er’s mindset when it comes to purchasing 
alcohol beverages. How do they plan? How 
engaged are they ? What influences them?

The study found that consumers typi­
cally postpone spirit purchases until they 
venture out to make other purchases.
While consumers largely plan their trips to 
make spirit purchases, the spirit purchases 
themselves only trigger 39 percent of 
the trips. Combining alcohol marketing 
communication with consumer packaged 
goods is key for activating these types of 
purchases.

Traditional beer drinkers are planners. 
Overall, beer consumers exhibit a high 
level of planning and habitual in-store 
behavior. Mainstream domestic beer 
consumers are purpose-driven, consuming 
78 percent of their purchases on the same 
day. Marketers can break through their 
habitual behavior by using occasion mar­
keting, highlighting a variety of settings to 
consume and share the beverage.

Craft beer consumers, on the other 
hand, are much more impulsive. Craft beer 
drinkers make purchases without having a 
specific occasion in mind. These consum­
ers are attentive to in-store marketing trig­
gers, providing opportunities for specialty 
and seasonal beers alike.

Wine drinkers are explorers and make 
their purchase decisions in-store. Com­
pared to the beer and spirits categories, a 
high level of wine purchase decisions are 
made in-store (37 percent), and consumers 
make 70 percent of their product decisions 
at the shelf. Engagement with the category 
begins even before visiting the store. 
(NACS: www.nacsonline.com) I I

V- unoer wnui circumstances win an employer owe an employer snared 
Responsibility payment?
In 2014, if an employer meets the 50-full-time employee threshold, the employer 
generally will be liable for an Employer Shared Responsibility payment only if: (a) 
The employer does not offer health coverage or offers coverage to less than 
95 percent of its full-time employees, and at least one of the full-time employees 
receives a premium tax credit to help pay for coverage on an exchange: or (b) The 
employer offers health coverage to at least 95 percent of its full-time employees, 
but at least one full-time employee receives a premium tax credit to help pay for 
coverage on an exchange, which may occur because the employer did not offer cov­
erage to that employee or because the coverage the employer offered that employee 
was either unaffordable to the employee or did not provide minimum value.
After 2014, the rule in paragraph (a) applies to employers that do not offer health 
coverage or that offer coverage to 
less than 95 percent of their full-time 
employees and the dependents of those 
employees.

Q: How does an employer know 
whether the coverage it offers is 
affordable?
If an employee's share of the premium 
for employer-provided coverage would 
cost the employee more than 9.5 per­
cent of that employee's annual house­
hold income, the coverage is not con­
sidered affordable for that employee. If 
an employer offers multiple healthcare 
coverage options, the affordability test 
applies to the lowest-cost option avail­
able to the employee that also meets the 
minimum value requirement.

Because employers generally will 
not know their employees’ household incomes, employers can take advantage of 
one of the affordability safe harbors set forth in the proposed regulations. Under 
the safe harbors, an employer can avoid a payment if the cost of the coverage to 
the employee would not exceed 9.5 percent of the wages the employer pays the 
employee that year, as reported in Box 1 of Form W-2, or if the coverage satisfies 
either of two other design-based affordability safe harbors.

Q: How does an employer know whether the coverage it offers provides 
minimum value?
A minimum-value calculator will be made available by the IRS and the Depart­
ment of Health and Human Services (HHS). The minimum value calculator will 
work in a similar fashion to the actuarial value calculator that HHS is making 
available. Employers can input certain information about the plan, such as deduct­
ibles and co-pays, into the calculator and get a determination as to whether the plan 
provides minimum value by covering at least 60 percent of the total allowed cost of 
benefits that are expected to be incurred under the plan.

AFPD Bottom Line will continue to print additional questions and answers re­
lated to the Affordable Care Act in subsequent issues of this magazine. This Q&A 
series started in the January 2013 issue of Bottom Line. Please refer back to this 
issue for additional information. I  #1
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Express Lines
Ohio's Trace-Back Program 
Targets Alcohol Sources
The Ohio Department of Public Safety’s 
(ODPSl Ohio State Highway Patrol 
(OSHP) has announced it will conduct 
"trace-back" investigations on all fatal and 
serious-injury crashes in which alcohol 
and drugs are suspected.

Liquor permit holders will be investi­
gated if questions arise over whether they 
were complied in the cause of an accident 
by serving an obviously impaired patron, 
providing alcohol to minors, or hostmg 
underage alcohol parties—all criminal vio­
lations. "If a bar owner refuses to cooper­
ate in an investigation, they can be cited 
on administrative charges and taken before 
the Ohio Liquor Board." Joe Andrews, 
spokesman for the Ohio Department of 
Public Safety, told the Daily Standard.

Ohio troopers will continue to focus on 
the suspected impaired driver, but agents 
of the Ohio Investigative Unit (OIU). who 
were formerly referred to as liquor agents, 
will now investigate if other criminal vio­
lations may have led to a driver’s impair­
ment. Officials say this may be the first

and most comprehensive effort of its type in the 
United States.

According to ODPS Director Thomas Charles, 
OIU agents will focus efforts on three areas:

• Trace-back investigations on fatal and 
serious-injury crashes in which alcohol and 
drugs are suspected;

• Special investigations, e.g. human 
trafficking, in liquor 
establishments;

• Investigations 
of serious 
violations 
of Ohio’s 
liquor laws.

"Trace-back investi­
gations will be available 
without cost to any Ohio law 
enforcement agency," Charles 
added. "We owe it to the families 
who have lost a loved one, whose lives 
never are the same because of a senseless 
act, to find out all the facts that led to the 
tragedy." (Ohio Restaurant Association: 
www.ohiorestaurant.org) III

DON’T LIT MONEY I0ST ROIL 00T 
01YOOR STORE ON-DETECTED.

l o s s  r e c o v e r y  s y s t e m

r
Special 
Reflective Tag

V S
Excellent Results!
"We really didn't know how much we were losing 

to the B.O.B. They helped us first to identify how 
much we were losing...and then helped us imple­

ment vBOB with GREAT results!"
- Jack SantaMaria, Shop Rite

^  ^  a

C a ll M a r v in  Y o n o  a t  2 4 8 - 7 5 5 - 0 6 5 5
vBOB Bottom of the Basket Shrink Solutions

Prevents
B.O.B. Shrink /  ^  ^

$10 59 *  '
average “ 
bottom of the 
basket loss

$58,690  
average 
supermarket 
B.O.B. losses

Quick R.0.1.

A No-Brainer!
"We tested vBOB in several stores and got great 

results! Our cashiers, front end managers and 
store managers love it. Especially considering the 

low cost, vBOB is simply a no-brainer for us."
■ Dave Wilkinson, Strack & Van Til

25%  of Cashiers fail to ring up items 
on the bottom of the basket

Stop B.O.B. theft and put 
$58,690 on your bottom line

w w w .b o tto m o fth e b a s k e t .c o m

THE BOTTOM LINE www.AFPDonline ore

http://www.ohiorestaurant.org
http://www.bottomofthebasket.com
http://www.AFPDonline


The Worth Amcncon food Moiterptoce

Canada
Toronto

April 30 to May 2, 2013 
D irect Energy Centre 
Toronto. Canada

Canada’s Leading International 
Food Trade Show

MAKE
YOUR FOOD 

CONNECTIONS
in North America

> H A R VEST new products with international flavor
> SUPPLY your stores with innovations
> MAKE your shelves stand out from your competition
> MEET all the industry players in one place

Follow us:

O u t t l i o n i  a b o u t  a t t e n d i n g ,  l o d g i n g .  p a t« p o r 1 ?
Can U S Reprevent alive at 866-581-0884 
or email Rebec cal a lme» Management com

□ nos
Register today 
at iiakanada.com



H e a l t h  C a re  H e lp

Grants for Health Insurance Exchanges in Michigan, Ohio
Ohio and now Michigan are among 49 states 
that have received money to help them build 
health insurance market places, a type of 
retail marketplace intended to facilitate the 
purchase of health insurance. On January 
17. 2013. Health and Human Services (HHS) 
Secretary Kathleen Sebelius announced 
$1.5 billion in new Exchange Establishment 
Grants to Michigan as well as California. 
Delaware. Iowa. Kentucky. Massachusetts. 
Minnesota, New York, North Carolina, 
Oregon, and Vermont to ensure these states 
have the resources necessary to build a 
marketplace that meets the needs of their 
residents.

Delaware, Iowa. Michigan, Minnesota, 
North Carolina, and Vermont received 
one-year grants the states will use to build 
marketplaces. California. Kentucky. Mas­
sachusetts. New York, and Oregon received 
Level Two (multi-year) Exchange Estab­
lishment Grants to further develop their 
marketplaces.

A total of 49 states, the District of Colum­
bia. and four territories have now received 
grants to plan their marketplaces, and 34 
states and the District of Columbia have 
received grants to build their marketplaces. 
To ensure states have the support and time 
they need to build a marketplace, states may 
apply for grants through the end of 2014 and 
may use funds through their start-up year.

"These states are working to implement 
the health care law, and we continue to 
support them as they build new affordable 
insurance marketplaces," Secretary Sebelius 
said. "Starting in 2014, Americans in all 
states will have access to quality, affordable 
health insurance and these grants are help­
ing to make that a reality."

Beginning in 2014, consumers and small 
businesses will have access to marketplaces 
designed to provide access to private health 
insurance choices similar to those offered to 
members of Congress. Consumers in every 
state will be able to buy insurance from 
qualified health plans directly through these 
marketplaces and may be eligible for tax 
credits to help pay for their health insur­
ance. The marketplaces promote competi­
tion among insurance providers and offer 
consumers more choices.

AFPD Bottom Line will continue to run 
articles on health care to help our members 
better understand the new law and its impact 
on small businesses. I Kl

Michigan has received three grant awards to build its Affordable Insurance Ex­
change. This includes a Planning Grant and two Level One Establishment Grants.

State Planning Grant: $999,772 on September 30,2010
Summary: Awarded to the Michigan Department of Community Health to:

• Conduct the appropriate research to determine those who are potentially eligible for 

the exchange and to determine how the exchange will impact Medicaid, other public 
programs, and other state health plans.

• Determine how best to establish the American Health Benefits Exchange and Small 

Business Health Options Program (SHOP Exchange) in Michigan, considering the 
needs of and options available to individuals and small groups.

• Implement a plan for stakeholder involvement to determine how Michigan will imple­
ment the exchange.

• Develop an initial plan for integration of applicable state and federal programs and 
current state projects.

• Develop a plan for a governance model and structure.

• Develop an initial plan for how the exchange will manage reporting, accounting, and 
auditing functions while maintaining transparency.

• Review technical components and interoperability of technology embedded in existing 
state systems and plan for the introduction of possible new systems necessary to 
properly run an exchange.

• Review and determine the necessary state statutory and regulatory changes needed 
to establish the exchange options.

Level One Establishment Grants: $9,849,305 on November 29,2011 
and $30,667,944 on January 17,2013
Summary: The Michigan Department of Licensing and Regulatory Affairs (LARA) will use 
Level One funding to:

• Conduct additional analysis on the impacts of the exchange and the Affordable Care 
Act in Michigan, including additional insurance market analysis.

• Acquire contractual services to assist the state and the exchange with legal matters, 
technology planning, education and outreach, financing and policy issues.

• Support the State of Michigan as it works toward establishment of this new entity.

Michigan will use its Level One funding to support the consumer assistance partner­
ship program including in-person assisters, navigator oversight, and administration, and 
other assistance to support individuals as they seek health coverage. The grant will also 
use contractual services to assist the State Partnership Exchange with planning, design, 
and establishment of technology-related interfaces to ensure Michigan has the capacity to 
coordinate with the federal marketplace, and provide resources for Michigan to perform the 
plan management functions of the marketplace.

Ohio Affordable Insurance Exchange Grant
State Planning Grant: $1,000,000 on September 30,2010
Summary: Awarded to Ohio Department of Insurance to build its Affordable Insurance 
Exchange. This grant will be used to:

• Coordinate public and stakeholder needs through a specially constituted task force.
• Inform Ohioans of exchange planning activities through public notices and Ohio’s 

health reform website.
• Conduct market analysis, modeling Ohio's public programs and private insurance 

markets to provide projections and analysis necessary for planning and implementing 

an exchange.
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Since 1984, U.S. Ice has made its mission 
to be the best ice supplier in Michigan.

In 1984, Foad Abbo 
and his son Saad 
opened the U.S. Ice 
Company in Detroit 
with a mission to 
provide metro area 
businesses with high- 
quality products and 
service. The close, 
personal relationships 
they created with each customer helped to 
grow and expand the business. As their 
customers ice needs grew, so did U.S. Ice, 
with increased sales, by offering ice freezers, 
and same day or next day delivery that their 
competitors could not provide.

Today, with a fleet of 24 refrigerated 
trucks and capacity to make 800,000 pounds 
of Crystal Pure Ice per day, U.S. Ice is the 
Tri-County's largest family owned, 
independent ice manufacturer and supplier 
of cube ice, block ice and dry ice.

U.S. Ice is actively involved 
with the communities and 
cities it serves, and are proud 
members of the following 

associations: Associated Food and Petroleum 
Dealers. Michigan Food and Beverage

Association, Chaldean 
American Chamber of 
Commerce, Arab American 
Chamber, and Great Lakes 
Ice Association.

U.S. Ice looks forward 
to continuing our family- 
owned values and heritage 
of providing you with 
high-quality products and 

our high-quality service with our GPS- 
enabled truck fleet, so we can instantly 
locate the nearest truck and reroute to
support your emergency ice needs. Our fleet 
and traffic management is an extension of 
our high regard for our customers and the

value we place on maintaining every 
customer relationship. We sincerely thank 
for your business and support since 1984!

U.S. Ice: The largest ice manufacturer in the Metro Detroit area!
Call 313-862-3344 for delivery to your business, party or event.

10625 West 8 Kile Road. Detroit. Michigan i8221 • www.usicecorp.com

http://www.usicecorp.com


Retailer Spotlight

Walker Street Pharmacy:
A Neighborhood Gathering Place

How—and why—do you build a successful business tucked back 
on a neighborhood street that was once an Indian trail from the 
Grand River and downtown Grand Rapids. Michigan?

"I always wanted my own store." explains Grand Rapids na­
tive Ed Rutowski. "1 wasn't sure about a career, but 1 was pretty 
strong in science and 1 wanted to help people, which a pharmacist 
is able to do every day."

After earning his pharmacy degree at Ferris State College 
(now Ferris State University). Rutowski’s first job was with Revco 
Drug Stores, where he stayed until 1986. when he was hired at 
Walker Street Pharmacy, in the historical West Side of Grand 
Rapids. “That store has been a pharmacy since 1932," Rutowski 
remembers.

He had always wanted to earn a degree in fine arts also and 
in 1989 moved to Chicago to pursue a bachelor's degree at the 
School of the Art Institute of Chicago. "During that time. I 
worked for Walgreens for a few years, then became a staff phar­
macist at Northwestern Memorial Hospital in Chicago," he says, 
"but when my wife. Coral, and I had a baby, we wanted to move 
back to Grand Rapids to be near family.”

‘ I went back to see my former employer at Walker Street." he 
says. "He not only took me back, but began putting a bug in my 
ear about taking over so he could eventually retire. I bought him 
out in 2008 and I'm now the fourth owner."

"The store was expanded a couple of times to 8.000 square 
feet back when money was cheap." Rutowski points out, "so we 
have space on the front end for everything." It’s a party store with 
liquor, beer, and wine, plus several aisles of groceries, magazines, 
greeting cards, and gifts. "We offer 
the coldest beer in town,” he laughs.

The pharmacy offers all the 
expected services, including immuni­
zations, and is especially proud of its 
HQAA certification to bill Medicare 
for diabetes supplies and durable 
medical equipment. "Getting certi-

“If/tHPl 
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tied by the government was a grueling process," Rutowski says, 
"and we have to recertify every three years, but it puts us a level 
above the competition.”

The store is off the main road, so it’s somewhat insulated 
from the big-box stores. "They like to be at a large, main inter­
section," Rutowski explains. "We are tucked back into an old, 
established, west-side neighborhood. There’s no room for them 
back here. So we’ve enjoyed the same strong customer base for 
generations. Now. we’re filling prescriptions for our early cus­
tomers' grandchildren and hiring them as they grow up."

The neighborhood setting makes the store a place to gather, 
Rutowski points out. "I love it when people bump into their 
friends, sometimes people they haven't seen for years, and stand 
in the store to talk. And people like that they know you. It builds 
rapport and trust. They ask me lots of things. I am happy to 
research and answer medication questions for them, call the doc­
tors. and help with their insurance.’

Like every small business, there are challenges. “Some of 
the big stores are offering free antibiotics. Several have S4/S10 
plans for generics, and you can't make money on those plans,” 
Rutowski says, "but you have to do it to compete and retain your 
customers.” Insurance plans cover less and less every year, and 
reimburse slowly; some have mandatory mail order, which takes 
business out of state, and doesn’t provide face-to-face interaction 
with the pharmacist.

The new health care law is an unknown, he worries. "But at 
least more people will have coverage. If they can see a doctor, 
they'll have a prescription to fill, and most will buy something.” 

Rutowski uses North Pointe 
Insurance for his liquor liability, 
and offers a whole range of Money- 
Gram services. He takes advantage 
of AFPD’s Monster rebate and ap­
preciates getting the labor and We- 
Card posters in the mail. "I know 
AFPD works to make life easier for 
us,” he says. “Anything they can do 
to cut taxes and take the burden off 
small business is a big help.” 

Rutowski was happy that Michi­
gan's bottle bill is on AFPD’s 2013 
focus list. “We've recycled bottles 
for so long, it’s worked into our 

system, but it’s a nightmare I'd rather not deal with.” he says.
“I’d love to see it replaced with a recycling program outside the 
stores.’

The Rutowski family is very familiar with the AFPD Founda 
tion’s $1500 scholarship program, as their daughter. Emmy, is 
planning on applying. She’s considering studying international 
business at Michigan State and is very interested in all things 
Japan. "A couple of my employees may be picking up applica­
tions, too,” Rutowski says.

What about that fine arts degree? "One of these days. I'll 
retire to a big sunny studio and paint again." he says. Ill
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OVER 100 YEARS 
OF QUALITY

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 all-new Eco-Pak bottles, made from recycled 
bottles, are the latest Absopure innovation.

The unique new bottle promotes recycling -  protecting the environ­
ment 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 
tor 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

http://www.Absopure.com


PREVENTING LIQUOR 
LAW CHANGES
AFPD successfully defended against 
any liquor law changes in 2012 that 
would have allowed unfettered expan­
sion of liquor licenses in Michigan, 
including those that would have al­
lowed virtually every gas station in the 
state to purchase a liquor license. Our 
coalition of stakeholders seeking to 
"put health first" was very successful 
in 2012 and will defend the value of 
our members' liquor licenses in 2013.

AMENDING THE CAT TAX
In Ohio, AFPD fought to amend the 
devastating CAT tax on motor fuel. 
While key legislative leaders pledged 
their support to move the CAT tax to 
the rack for all sellers of motor fuel, 
our real success came with a December 
2012 decision by the Ohio Supreme 
Court that ruled the current CAT tax 
on motor fuel is unconstitutional. As 
the legislature is forced to rewrite this 
tax, the door is wide open for AFPD 
to finally level the playing field for our 
members.

m m

EXEMPTING FOIL POUCHES
When the State Treasury in Michigan sought to require the foil 
pouches in which liquor is distributed to be redeemed and re­
turned to our members’ stores, AFPD was the lead retail voice 
in passing HB 5660. which amended the bottle law to exempt 
foil pouches from the redemption process. This amendment 
will save stores from spending thousands of dollars on new 
equipment.

AMENDING THE PREPAID SALES TAX
Governor Snyder, with strong advocacy from AFPD, 
signed a new law amending the prepaid sales tax to 
create monthly changes in the sales tax withhold rate; 
eliminate the 10 percent threshold to trigger any changes 
in the rate; and add the prepaid sales tax element to 
diesel fuel. This will reduce the retailer’s obligation at 
each month's end.

CLEANING UP USTs
In May 2012. AFPD worked successfully with other stakehold­
ers to pass HB 5228. Governor Snyder signed this important 
legislation that created a more consistent, efficient, and less-ex­
pensive process for remediating underground storage tank sites.

SYNTHETIC 
MARIJUANA
As it became 
apparent that 
synthetic marijuana 
products like K-2 and 
Spice were harmful— 
and in some cases killing 
young people in Michigan 
who were smoking these 
substances—AFPD was the sole 
retail association partnering 
with the Michigan State Police 
to pass HB 5338. a law that now 
bans these substances from sale 
in retail stores in Michigan.

BANNING
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DELAYING SIGNAGE COSTS
When the Stale <>l Michigan tried to make costly changes lo Michigan's gasoline 
pnee sign Ians. AFPD intervened and helped pass HB .SH52. which phases in sig­
nificant changes to the site of posted price numerals for hse scars, thus eliminat­
ing an immediate cost to our gasoline retailers

ADVOCATING FOR 
THE RETAIL FRAUD ACT
During the 2012 
lame-duck ses­
sion in Michigan.
AFPD advocated 
for the successful 
adoption of the 
Retail Fraud Act. 
which punishes 
wrong-doers in 
the grocery busi­
ness and protects 
AFPD members 
w ho honor the 
law.

Regular Plus Premium

ELIMINATING BELOW-COST SELLING
AFPD helped identify and bust gas stations that were cheat­
ing Michigan citizens out o f their fair share of tax dollars. 
This effort created a fair and lexcl playing field for our mem­
bers who do it the right way. We are committed lo eliminat­
ing below-cost selling at every opportunity.

SECURING 
CHANGES TO 
BLUE SIGN FEES
When the Ohm director of 
transportation arbitrarily 
sought ut increase stale fees 
for roadway and freeway 
business advertisement 
signs no-called Hue signst. 
AFPD joined the advocacy 
team that passed a law re­
quiring the Ohm legislature 
to recommend all hlur sign 
fee changes In 2012 the 
proposed changes went 
ihnaigh legislator review 
guaiantecmg business own­
ers hi Ohm the Co m m  
i nasal tight to no lasatmn 
wain an tepm rnuim n

EXPANDING AFPD TRAINING
AFPD launched its own Michigan UST owner ' 
operator training program, training more than 200 
owner • ̂ eratiat in Michigan last year Upon AFPD s 
certihcaimn by the Ohm Fire Marshal in September 
and (kluhrr 2012. AFPD trained and pros lured 
reams ha 40 l?ST ownercqreratort in Ohm Addi 
(nasally AFPD developed a Tips training program 
lor employers of Otars selling alcohol in Michigan 
and (Nun la thr last quarter of 2012. AFPD pros idrd 
T iPS training to more than 20 owners and employers

2012 AFPD Government Relations 
Accomplishments



P o lit ic a l  A c t io n

Paul
CONDINO
AFPD Director, Government Relations

AFPD's Work on Your Behalf Continues in 2013
Y our AFPD continues to lead the way in supporting 

progressive policy changes that will improve the 
lives of consumers and retailers alike for generations. 

In Michigan, the focus is on replacing the bottle bill with 
a statewide recycling plan. In Ohio, AFPD is working to 
replace the Commercial Activities Tax (CAT) on motor fuel 
with a fair and equitable replacement plan.

ing with leaders of the Tax and Finance Committees. It 
is still AFPD's goal to obtain resolution by the end of the 
first quarter.

Additionally, Governor John Kasich has placed a 
restructuring of the entire Ohio tax system high on his 
agenda. Gov. Kasich is known for his stance on taxes; and 
helped balance the U.S. House budget in the 1990s.

Ohio: Commercial Activity Tax (CAT)
2012 was an up-and-down, exciting year for AFPD as it 
relates to the CAT on motor fuels. AFPD has been the leader 
in proposing legislation to amend the CAT to provide for 
the payment of the tax on gasoline only at the terminal rack, 
rather than at each point of sale or distribution.

Throughout 2012. AFPD has worked tirelessly gathering 
support from leaders in the Ohio House and Senate. But in 
December, although two of Ohio's leading legislators stood 
ready to introduce the AFPD-proposed legislation, we were 
hugely disappointed that key leadership decided not to allow 
the bill to come to the floor during the lame-duck session

In a surprise move on December 7, 2012. the Supreme 
Court of Ohio ruled in the case of Beaver Excavating Co.
.. Testa that the CAT is unconstitutional under Article XII. 
Section 5a of the Ohio Constitution, which specifies that 
revenue from all taxes related to sales of motor fuel may not 
be spent for any purpose other than highway purposes (i.e. 
highway and bridge construction and repair and other state 
highway travel related expenses). Since all CAT tax revenues 
are currently allocated to the General Fund, and not to a 
specific highway-use fund, the allocation of the tax revenue 
currently does not satisfy the constitutional requirements.
The Supreme Court is sending this issue back to the lower 
courts with the instruction that an excise tax must be charged 
on motor fuels.

This reopens the door for AFPD, and we are already meet-

Michigan: Comprehensive Bottle Recycling
Michigan is currently one of only ten states with a bottle- 
deposit law requiring sticky, bacteria-laden bottles and 
cans to be brought into retail stores—the same stores 
where we buy our fresh foods and produce. Throughout 
2012, AFPD has been the lead association working with 
legislators to bring Michigan into the 21st century by tak­
ing bottles and cans out of our stores.

In 2013, progress is being made toward creating a bottle 
evolution bill that includes a comprehensive, state-wide 
recycling plan. AFPD has been invited by the Michigan 
Department of Environmental Quality (DEQ) to be the 
lead retailer on a committee tasked with developing the 
program.

More Michigan News
AFPD is proud to announce Lansing-based Public Af­
fairs Associates (PAA) as its Michigan lobbyist. PAA is 
among the most respected issue advocacy firms in the 
state. AFPD looks forward to working with PAA on the 
recycling bill as well as other issues important to indepen­
dent retailers.

AFPD President and CEO Auday Arabo was an invited 
guest to the floor at Michigan Governor Rick Snyder’s 
State of the State address on January 16th. The invitation 
is a reflection of the excellent relationship between AFPD 
and the governor. H III

AFPD continues to lead the way in
s u p p o r t in g  p r o g r e s s iv e  
p o lic y  c h a n g e s  that will
improve the lives of consumers and 
retailers alike for generations.
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Volunteer Energy
Michigan gas supplier to offer members discounted rate

Ann Arbor Michigan—Volunteer Energy. Michigan s fastest 
growing natural gas supplier has been chosen to provide a 
new savings benefit for AFPD members ‘We re thrilled to 
have been selected as the preferred gas supplier to AFPD 
members ‘ said Shawn Hall Michigan Regional Sales Man­
ager for Volunteer Energy 'W e ve been working closely with 
businesses throughout 
the state for several years 
now and we coutdn t 
be happier with our new 
partnership' he said 

Volunteer Energy 
serves tens of thousands 
o< business and residen­
tial gas customers across 
the slate The energy 
suppler s bright orange 
logo 4  we* known to 
many Mtcftganders due m panto  their sponsorshp a ffilia ­
tions with the Red Wings Lons Grand Rapds Gnffms and 
the U nrvertty of Michigan In addition Volunteer Energy 
s  heard defy on WJR s PaU W Smith show 'Volunteer 
Energy a  commuted to M chigan n  a tag way' sad Ha*

"We coukjn t be more pleased to hetp our members save 
money through lha  partnershe w*h Volunteer Energy sad

Auday Arabo, President and CEO of AFPD Arabo conducted 
an extensive review process to select the best provider to 
secure low gas rates for members 'O ur members trust us to 
bnng them value and we feel we ve done that with the addition 
ot Volunteer Energy. Arabo said ‘ If a member is using natural 
gas. they can probably cut their rate And it doesn t cost any­

thing to do a rate comparison, so 
members have nothing to lose 

The program is currently in 
effect, so any AFPD members 
in the DTE Energy, Consumers 
Energy Michigan Gas Utilities 
and SEMCO service areas can 
now contact 
Volunteer Energy at 
(734) 548-8000 to enroll in the 
program There is no sign- up 
fee and no cancellation fee The 

member is only obligated on a month-to-month basis 
About Volunteer E nergy—Volunteer Energy is a rapidly 

growing alternative energy supplier with corporate offices in 
Pckermgton Ohio and a regional office m Ann Arbor Founded 
r  2001 Volunteer Energy provides natural gas and electricity 
to more than 100 000 businesses and residents across 
the Mdwest

natural gas for less

VolunteerEnergy
Jerry Hem et D irector of M arketing (614) 729-2073 www volunteerenergy com



C o m m u n ic a t io n  C o r n e r

Vanessa
DENHA-GARMO
Founder— Denha Media and Communications

Seven Touches Make a Message
T he beginning of any new year is good time to assess 

your marketing material, create a plan, and execute it. 
With advancements in technology, independent retailers 

have a variety of ways to communicate with their customers.
Research shows that it takes at least seven touches to effec­

tively communicate your message. Here are seven ideas:
1. On the bulletin board. If you have a visible bulletin 

board at your store, why allow other businesses to plaster 
their flyers all over it? Use that space to post your flyers, 
printed newsletters, and sale papers. If you don't have 
one, consider getting one, especially if you have an area 
where customers can sit to eat or drink coffee.

2. Reward them. This is an ideal opportunity to build an 
email list by asking customers to opt in your newslet­
ter. Engage them on a regular basis while promoting 
products and sales.

3. On the Web. If you do not have a website, get one soon. 
Make sure to update it regularly. If you hire a web de­
signer. make sure he creates a site that you can manage 
and strategically update with photos and content.

4. Blog about it. A blog enables you to promote products 
and services, and it establishes you as an expert in your

industry. If you are a sommelier or expert in beer, for 
instance, write about the various products you offer. 
You can write about the retail industry, or even the 
economy. The content helps brand your company.

5. Post it. Research shows that Facebook business pages 
are more popular than websites, although both are 
important. Facebook pages do not take much time to 
update. Pictures keep customers engaged. Don't just 
promote products; give customers tips and advice.

6. Circulate the circular. Why not use the circulars 
to send your customers a personal message from the 
owners or managers? You can give a tip of the week or 
message of the month about your products and services.

7. Greet them. If you see people frequently, get to know 
their names. People do business with people they like 
and trust. Become a trusted retailer and say hello to 
your customers. Let them know you care.

If you are not using any of these communication methods, 
start with one and implement another method every other 
month. In 2014, you will be able to evaluate your communi­
cations plans by first assessing the effectiveness of your 
2013 strategy. R 'll

At prices like ours, you can afford to buy a little more.
•  •meijer experience the savings, experience the difference.

THE BOTTOM LINE wwwAFPDonline.org



20I3AFPD FOUNDATION 
ACADEMIC SCHOLARSHIP PROGRAM

$ 1 , 5 0 0  S C H O L A R S H I P S
Available to AFPD members, their employees, 
children and customers in Michigan & Ohio

Apply online at aim.applyists.net/AFPD or visit 
www AFPDonlmc.org for complete eligibility 
requirements and full program information.

Applications are available beginning January I. 2 0 13. 
Deadline to apply March 3 1. 2 0 13.
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Bruce
STEVENSON
Superintendent, Ohio Department of Commerce, Division of Liquor Control

Liquor Sales Reach Record $849 Million
T he Division of Liquor Control once again achieved a 

record year for dollar sales of spirituous liquor in 2012. 
Total sales were $849 million, an increase of 7 percent 

over 2011, exceeding last year's total by $55.3 million.
This achievement is due in part to the continuing trend 

of customers trading up to premium products as tastes are 
becoming more sophisticated. Better product selection and 
improved inventory management—without encouraging 
increased consumption—are key to meeting the needs of our 
consumers.

Strong wholesale sales indicate positive growth in Ohio’s 
economy as Ohioans are again patronizing restaurants and 
entertainment businesses. For the second consecutive year, 
wholesale dollar sales (liquor purchased by retail permit 
holders such as restaurants, bars, and clubs) showed strong 
growth. Total wholesale sales in 2012 reached $257.8 million, 
an increase of 5.7 percent over last year.

Dollar sales grew at a higher rate than consumption in 
2012. The Division sold a total of 11.9 million gallons of 
spirituous liquor through its 464 Contract Liquor Agencies, 
an increase of 4.2 percent over the previous year.

The top 10 selling brands of spirituous liquor (intoxicating 
liquor containing more than 21 percent alcohol by volume) 
in Ohio for 2012 (by gallons sold):

1. Kamchatka Vodka -  364,914 gallons
2. Jack Daniels Tennessee Whiskey -  355.068 gallons
3. Bacardi Superior Light Rum -  287,378 gallons
4. Absolut Vodka -  281,898 gallons
5. Crown Royal Canadian Whiskey -  281,295 gallons
6. Captain Morgan Spiced Rum -  279,512 gallons
7. Smirnoff Vodka -  271,204 gallons
8. Jagermeister -  256,526 gallons
9. Black Velvet Canadian Whiskey -  231,888 gallons
10. Korski Vodka -  229,404 gallons III

“O ur team strives to deliver a positive 
experience to every customer, which 
is a big part of our success as a 
community bank.”

- Michael Sarafa, president and CEO

B A N K  ~=W

Of M ICHIGAN
Here to Help

30095 Northwestern Hwy., Farmington Hills, MI 48334

248-865-1300 BankofMi.com

THE bottom
wwwAFPDonline.org





P e t r o l e u m  N e w s  &  V i e w s

Ed
W E G L A R Z
Director, Petroleum

Changes in Training, Signage, Taxes
I n order to successfully complete the required certification 

exams. AFPD provides Underground Storage Tank (UST) 
Owner/Operator Class A & B training to prepare Michigan 

UST owners and operators. In Ohio, AFPD provides the UST 
training as well as certification exams. The regulating depart­
ments in both states are enforcing the UST Class A & B certifi­
cation requirements as they make their inspection visits of UST 
facilities. Get compliant by taking the training and completing 
the exams. Check the AFPD website for the dates and venues 
of future classes, (see sidebar, ''USTs; What It Takes to Reach 
Compliance")

Changes in Roadside Signage Regulations
Roadside price sign regulations are changing in Michigan. 
When advertising a gasoline price subject to any conditions 
(e.g., car wash, rebate), the sign lettering must be at least one- 
half the size of the price numerals and backlit so it can be read 
from the street at night. This regulation is effective July 1, 2013. 
AFPD was successful in obtaining a deferral of the regulation 
as it applies to cash and credit conditions of sale until July 1, 
2017. After that date, the one-half size price numeral require­
ment will apply to all conditions for the sale of gasoline. Keep 
these revised regulations in mind when upgrading or replacing 
components of your roadside price sign.

Changes in Pre-Paid Sales Tax
Effective April 1, 2013, Michigan’s gasoline pre-paid sales tax 
withhold system will change. The sales tax withhold rate will 
be determined and adjusted each month, rather than quarterly. 
By the 15th of each month, you will be notified of the gasoline 
sales tax withhold rate applicable for the next month. This 
change will help smooth out the sales tax obligations of the 
retailer by reducing the difference between the total sales tax 
obligation and the actual amount withheld. Beginning April 
1, 2013, pre-paid sales tax withholding will be expanded to 
include clear diesel fuel. Ill

USTs: What It Takes to Reach Compliance
An underground storage tank system (UST) is a tank, and any 
underground piping connected to the tank, that has at least 
10 percent of its combined volume underground. Federal UST 
regulations apply only to underground tanks and piping storing 
either petroleum or certain hazardous substances.

The Office of Underground Storage Tanks was created by 
the U.S. Environmental Protection Agency (EPA) in 1985 to 

carry out a Congressional 
mandate to implement a 
regulatory program for UST 
systems. Part of the technical 
program is designed to pre­
vent releases. The regulations 
also require owners to follow 
correct filling practices and 
protect their USTs from spills, 
overfills, and corrosion.

“We have worked with 
the state to amend cleanup 
requirements for abandoned 

tanks to reflect the intended future use of the property," says Ed 
Weglarz, vice president of petroleum for AFPD. “This reduces 
the cost to the developer, which in turn boosts the likelihood 
that the site will be redeveloped as a jobs-creating enterprise.” 

Failure to operate and maintain equipment can lead to 
releases. A spill bucket that is allowed to crack or fill up with 
debris is useless as spill protection. An overfill device that is 
not maintained may not function and can create a large overfill 
release to clean up. Corrosion-protection systems that are not 
regularly maintained can fail and result in expensive cleanup at 
your UST site.

On January 10th, AFPD hosted its first 
UST training course of 2013. AFPD has 
trained more than 250 people in federal 

UST regulations over the past year.
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N ational Wine <& Spirits Michigan 
is proud to support the A F P D  
and wish you  success in 2013. 

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.
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(SPECIAL PROGRAM
BUSINESSES IN THE FOOD INDUSTRY
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FINANCING FOR ENER6Y-EFFICIENT REFRIGERATING, 
LIGHTING, HEATIN6 ANO C00LIN6, AND MORE
★  $2,000 CASH BACK*
WITH 20 X ENEMY DEDUCTION! Films liniiei.
734 494 2128 NICNIGANSAVES.ORG
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All Natural Premium Blends

New  prem ium  mixes designed for discrim inating consumers

• Healthier, all natural snacks with nutritional value
¥

Deliciously addictive, instinctively good snacking blends
• Cherries, Cranberries, Blueberries,

Dark Chocolate, Premium Pecans

*
Clean packaging, natural branding tha t delivers a 

healthy message to  consumers

• No trans fats, no cholesterol
¥

Unpriced packaging allows for optim um  profit margins

V

A new prem ium  brand from  Kar's Nuts 

Ask your route sales representative for details!

President's Message
continued from  page 6

To compete, you must also love (or at 
least enjoy) what you are doing. Yes, you 
can pay the bills as an independent retailer, 
but will you really compete and last if you 
do not enjoy the daily grind of the indus­
try? I grew up in retail and have worked 
every department in a grocery store, and 1 
loved working with people; but in the end, 
it was not for me. The grocery stores are 
what my late father enjoyed, and he was 
the one who influenced me to leave my 
dream job as a prosecutor in the San Diego 
District Attorney's office to run a similar 
association in California. He told me: “Au- 
day, this trade put food on your table, and 
you need to fight for guys like me because 
independents need help. They do not have 
all the marketing dollars and support the 
chains have. You need to make sure other 
kids have the opportunity that was provid­
ed to you by the family business." Fighting 
for the interests of independent retailers 
and their viability is personal for me.

Competition is a real thing and it is 
not going away, but it is not a new phe­
nomenon. The great Walt Disney, said, "I 
have been up against tough competition 
all my life. I wouldn't know how to get 
along without it.” If you love what you do. 
you will never stop looking for new ideas, 
trends, and even talent. You can never stop 
learning—otherwise, someone somewhere 
is working harder, and it is only a matter of 
time before they open up a shop near you, 
especially if you are in a profitable neigh­
borhood. A famous quote says, "While 
most are dreaming of success, winners 
wake up and work hard to achieve it.” Yes. 
you need to make it happen! Several indus­
try leaders have made helpful suggestions 
to you in this issue's cover story, but it is up 
to you to take the next steps.

Who knows which independent retailer 
will be the next Meijer in another 50 years? 
Every great company started with one lo­
cation, one operator, one dream, and plenty 
of hard work. The entrepreneurial spirit 
of the independent retailers is as strong as 
ever. It is this spirit that makes our country 
so great and the leader of the free world, 
the shining city on the hill to which Presi­
dent Ronald Reagan always pointed If you 
ever have the slightest doubt about your 
future, please repeat the following:

/ am too positive to be doubtful, too op­
timistic to be fearful, and too determined 
to be defeated.

And remember that AFPD will always 
be with you, fighting for your interests, 
because AFPD is the Voice of Independent 
Retailers. 11
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HALF GALLON FRUIT DRINKS

ORANGE FRUIT 
PUNCH

QUART ORANGE JUICE

LEMON WILDBERRY ORANGE BLUE
PINEAPPLE RASPBERRY

HALF GALLON DAIRYMENS ICED TEA 8 oz. CHIP DIP

iK f w n o c

'” " o

8 oz. SOUR CREAM

*!A WITH CXET 
KMON ICED TEA

CHERRY RASPBERRY SWEET TEA GREEN TEA TEA
COOLER

CALL JIM EVANS AT (8 0 0 ) 9 4 4 - 2 3 0 1  

TO PLACE AN ORDER TODAY!
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Broadway a p ,i!9 & 1 °- 0
During 2013! 27777  Schoolcraft • Livonia, Ml 48150

Connect witl 
buyers and 
have some fi 
at the 2013 
AFPD Trade 
Show!
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v'Pork 
'''Poultry 
S  Seafood

• Custom Lamb & Veal 
processing.

• Uniaue state o f the art 
Fresn & Frozen Ground 
Beef processing.

•Custom Cut Steak 
processing.

Wolverine Packing (  ompany. 2535 Rivard St, Detroit. M l 4K207. (313) 259-7500

• Distribution system covering the United States 
'''Boxed Beef



Supplier Spotlight

Lipari Foods: C elebrating  
50 Years o f Service and Success

One man. one station wagon, a few bottles of BBQ sauce, and 
a dream.. ..that is how Lipari Foods began. While working 
as a meat cutter and operator of a full-line grocery store.
Jim Lipari and his partner created Bazzo's barbecue 
sauce, and on Lipari’s days off, he loaded up 
his station wagon and hit the road selling 
the unique sauce. 4

In 1963. Lipari Food Distributors 
was officially formed to distribute 
Bazzo’s. More products were added, 
and in 1967. Frank’s Tea & Spice 
named Lipari as its distributor, with 
a customer base that included many 
independent supermarkets. The first phase 
of Jim I.ipari’s dream of independence and his 
philosophy of customer service had been realized.

Thom Lipari. president/CEO and Jim’s son, explains, "Over 
the past 50 years, we’ve achieved our goal of becoming a leader 
in food distribution, servicing the perimeter of the store. Today, 
more than 900 people work for us and we service more than 
8,000 customers in 12 states."

Lipari Foods' tremendous growth has come in many forms: ac­
quisitions of distribution businesses, partnerships w'ith w holesale 
warehouses, product expansion into seafood, dairy. grab-&-go. 
and confections, as well new facilities to accommodate antici­
pated growth.

After Thom joined Lipari Foods in 1971, a second building 
added two walk-in coolers, and the addition of cheese, ham, and 
salami put Lipari Foods in the deli business. In 1983, Lipari 
became the first company in southeastern Michigan to market 
in-store frozen dough to bakeries and independent grocers. More 
recently, the purchase of I&K Distributors brought a full dairy 
program on board, and Eastside Deli Supply and Pic-A-Nut acqui­
sitions boosted Lipari’s portfolio of products for the convenience 
store channel.

By 2010. Lipari had added warehouses for dry and frozen stor­
age totaling 410,000 square feet in Warren and Detroit. Lipari has 
also remained committed to advanced operations technology, tak­
ing pride in a world-class operating system for transportation and 
warehouse management that allows it to ship to 12 states from 
one central distribution site in Warren, Mich.

Today, with headquarters in Warren and 28 depots in the 
company’s operating area. Lipari offers both national and ex­

clusive brands in a wide range of quality bakery, dairy, deli, 
packaging, seafood, grocery, confectionery, and grab-&-go 

products.
It’s more than just products. Lipari category 

specialists’ wide range of experience and 
expertise makes them a valuable part of an 

independent retailer’s strategy for success. 
They optimize product assortment to 

build sales, provide training to store 
personnel to build customer loyalty, 
offer merchandising ideas to enhance 
profits, and help c-stores implement 
unique food service programs that 

stand out from the competition.
In 1981, Lipari Foods hosted its first-ever 

Deli & Specialty Food Trade Show in the Detroit metro area. 
Thirty-plus years later, the 2013 Lipari Food Show theme is 
"Lipari Foods 50th Anniversary: A Masquerade Ball.” This will 
be a “big party,” says Thom Lipari, “showcasing memorabilia, an 
anniversary video, and a company timeline.”

Lipari has a long history with AFPD. When he had a grocery 
store in the 1950s, Jim Lipari joined AFD as a retailer, and when 
Lipari Foods was launched in 1963, he immediately became a 
supplier member because "it was the right way to go.” Thom 
Lipari agrees. "AFPD membership continues to be valuable as a 
way to stay in tune with the needs of our customers. My father's 
big thing was 'always take care of the customer.’ Membership 
in a strong association is important because of the strength in 
numbers it offers to its members.”

The company hasn't forgotten its community, either. Lipari 
donates a percentage of the proceeds from its Zoppitty Confec­
tions program in partnership with the Make-a-Wish Foundation. 
"We also do an annual holiday gift drive to help fill Make- 
a-Wish baskets, and our employees participate in the annual 
Detroit Walk for Wishes.'

Thom Lipari looks to the past and the company’s achieve­
ments with gratitude. “I want to thank the dedicated employees, 
customers, vendors, and consumers who have helped us reach 50 
years of success,” he says. “We're especially proud of the jobs 
we've created and the entrepreneurship we’ve encouraged.” HI

LIPARI
^ i l V E R W
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W hen you think of MoTaste,Think of MoTown!
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T H E  V O I C E  O F  I N D E P E N D E N T  R E T A I L E R S

t o s s e s  t o .

GENERAL WINE/”'
LIQUOR COMPANY

Fam ily Owned Wholesalers of Fine Wine and Spirits



ui Freezer Equipment and Rgmt*gf’§a|§§ are FREE

A r c t i c

iupporting the needs of independent retailers, we pride 
ourselves on being a small-format Nestle distributor 

reusing on direct store delivery to Convenience Stores & 
Neighborhood Markets in the Gas and Oil class of trade.

C om petito r
A n n u a l
S a le s

N m  t to  

A n n u a l  

S a la s

0 %
R e b a t e

$ 2 0 0 0 $ 2 8 0 0 $ 2 5 2

$ 2 5 0 0 $ 3 5 0 0 $ 3 1 5

S 3000 $ 4 2 0 0 $ 3 7 8

$ 3 5 0 0 $ 4 9 0 0 $441

$ 4 0 0 0 $ 5 600 $504

G e n e ra te  4 0 %  fTK>r® sa les  
w ith

N e s t le  Ic e  C r e a m

eceive up to a 9%  quarterly rebate by exclusively selling  

Nestle Ice Cream and Frozen Food products

i
Call 1-866-347-3657 or email contact@arcticexpress.net for inquires

mailto:contact@arcticexpress.net


How  do
Consumers
D efine 'H ealthy?
With the start of a new year, many Americans vow to eat 
healthier. But what that means for foodservice retailers is 
continually changing, a new Technomic report tinds. Contem­
porary definitions of health are strongly associated with local, 
natural, organic, and sustainable food and drink. Addition­
ally, consumers are taking more of a balanced and personal 
approach to healthy eating—seeking out better-for-you foods 
while enjoying occasional indulgences, the report states.

“More consumers than ever before tell us that eating healthy 
and paying attention to nutrition is important." confirms Dar­
ren Tristano, Technomic vice president. "However, there’s 
a shift happening in terms of what actually defines healthy 
for them. We’re seeing more consumers gravitate toward 
health-halo claims such as local, natural, and organic, as well 
as whole-wheat and free-range. Operators can leverage this 
growing interest in the health halo by developing the kinds of 
food offerings that can underscore health without detracting 
from the taste perception.”

The Healthy Eating Consumer Trend Report finds that 64 
percent of consumers today—up from 57 percent in 2010— 
agree that it is important to eat healthy and pay attention 
to nutrition. Half of today’s consumers report that they eat 
healthy food to have a nutritious and balanced diet.

ha lf of consumers also say they would like restaurants and 
foodservice retailers to offer more healthy foods, and nearly as 
many say they would probably order these options if they were 
offered. Today, 38 percent of consumers—up from 33 percent 
in 2010—say they are more likely to visit foodservice retail­
ers that have healthy menu options, even if they do not order a 
better-for-you item.

More consumers today than in 2010 report that they con­
sume local, organic, natural, and sustainable foods at least 
once a week. Half of consumers say that descriptors such 
as low-salt, low-fat. and low-sugar clearly signal health, yet 
strongly detract from the taste of food, (adapted from a recent 
report by NACS) lllll

M ore consumers gravitate tow ard  
h ealth -ha lo  claims such as

H e a lth y  L iv in g

local, natural, and organic,
as w ell as w ho le -w heat and free-range.

THE BOTTOM LINE www.AFPDonline o

http://www.AFPDonline


Blue Cross Blue Shield o f Michigan and Blue Care Network 
proudly support the Associated Food & Petroleum Dealers

“T H E  P H A N T O M  O F  T H E  O P E R A ”

97th Annual Trade Dinner & Ball

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

Together we are leading Michigan to a healthier future.

Blue Cross 
Blue Shield 
Blue Care Network
0< M ichigan



ADVERTORIAL

S a fe ty  S e n s e

W orkers 'C om p Prem ium  D ead lin e  
C om ing this M o n th

Each year, the Ohio Bureau 
of Workers' Compensa­
tion (BWC) sends payroll 
reports to private, state- 
funded employers in Janu­
ary and July. The payroll 
report must be submitted 
with the premium payment 
to BWC semiannually. The 
current payment for private, 
state-funded employers is 
due February 28. 2013.

Employers are required 
to pay premiums from the 
first day they acquire cover­
age. BWC uses employer 
payroll reports to calculate 
premiums, which must be 
paid by the deadline or 
coverage will lapse. A lapse 
in coverage would not only 
make an employer respon­
sible for all claim costs if 
an accident occurred, but 
could also cause ineligibil­
ity for the group rating 
discount.

The employer is in­
structed to report the payroll for the previous six-month period, 
separating the payroll according to the different manual clas­
sifications. Manual classifications are assigned to each employer 
based on the job duties reported on the initial coverage applica­
tion. The payroll report comes to the employer with the manual 
classifications and the rates already entered. The employer enters 
the actual payroll for each manual classification, multiplies by the 
rate assigned to that manual classification, and adds the totals for 
each. This amount will be the premium the employer owes BWC.

If payroll is submitted under the wrong manual classification, 
the premium will not be the correct amount. Employers could 
pay too much or too little to BWC. If the payroll is intentionally 
misrepresented to achieve lower premiums. BWC can charge 
employers up to 10 times the amount of the premium that was not 
reported.

Employers can complete their written payroll report or pay 
payroll premiums online through BWC's website.

www.ohiobwc.com. If 
payroll is reported online, 
employers are not re­
quired to pay their premi­
um online, but can simply 
print their payroll report, 
attach it to their check, 
and mail both to BWC. 
However, employers who 
pay their BWC premium 
online can use BWC’s 
Go Green 1 percent 
discount if the premium 
is paid in full. BWC’s 
50/50 payment option 
allows an employer to 
pay half their premium 
now. and the second half 
by June 1, 2013. Please 
note that employers who 
filed and paid online in 
the past will not receive a 
hardcopy of their payroll 
report, but must continue 
to use the online option.

Here are some tips 
to help you complete a 
payroll report:

• Report payroll under the correct manual classification 
describing the type of work;

• Use BWC's list of reportable payroll to help determine the 
correct wages to report;

• Report any payment made to employees, both in wages or 
in-kind;

• Pay close attention to the six-month period defined on the 
payroll report sent by BWC;

• Compute the premium by multiplying the payroll by the 
rate for each applicable code and then adding together the 
total for all codes;

• Once a payroll report has been submitted to BWC online, 
changes cannot be made;

• Return the report to BWC early.
If you need assistance or additional information for complet­

ing your payroll report, contact CareWorks Consultants at 
(800) 837-3200. Ill

The current paym ent for private, state-funded em ployers is

due February 28,2013.

THE BOTTOM LINE www.AFPDonline.ori

http://www.ohiobwc.com
http://www.AFPDonline.ori
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rer 700  forms strong, the dedication of Prairie Forms 

^  Emilies is represented in our full line of dairy 
Wucts We are proud to be o leoder in the dairy 
lus!ry_ supported by consumers who know our brond.

*h>gon Call Center • 800-718-1143 • proirtefarmft.com



SUPPORT THESE AFPD SUPPLIER MEMBER
A SSOCIATIO NS _______________________________
AM R - Association M anagement Resources . .  (734) 971-0000

Local Business N e tw o rk ............................................ (248) 620-6320

Turkish Resource Center o f North America . . . .  (248) 885-2227

ATM____________________________________________
Amencan Com m unications o f O h io ............................................ (614) 855-7790

ATM International S e rv ices .......................................................... (313) 350-4678

ATM o f America, Inc....................................................................... (248) 932-5400

Elite Bank Card A T M 's ................................................................. (248) 594-3322

BAKED GOODS DISTRIBUTORS *
Great Lakes Baking C o.................................................................. (313) 865-6360

Hearth Ovens Bakers by Masons B ake ry..............(313) 636-0401

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

Sajouna B ake ry ............................................................................... (313) 277-8877

Vinna W holesale Bakery .................................. (313) 834-8800

BANKING, INVESTING & CONSULTING

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

U r n  Lincoln Financial Advisors..............(248) 948-5124
AXA A d v is o rs .............................................................. (313) 712-5300

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

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

F la g s ta r......................................................................... 1-800-945-7700

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

BEER DISTRIBUTORS & SUPPLIERS__________
Eastown D is tnbu to rs ...................................................(313) 867-6900

Frankenmuth B rew ery................................................ (989) 262-8300

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

O.K. D is tr ib u to rs ..........................................................(269) 983-7469

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

BOOKKEEPING/ACCOUNTING CPA___________
Alkamano & A s s o c ia te s ........................................... (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/
PUBLIC RELATIONS___________________________

m  'C om cast........................................................... (248) 343-9348
Clear Rate Com m unications...................................................... (248) 556-4537

Denha Media G ro u p .................................................................... (248) 702-8687

FirstMedia G r o u p .......................   (248) 354-8705

CELLULAR PHONES & MOBILE MARKETING

Mousetrap Group.............................(248) 547-2800
SPI Innovation..............................  ............(810) 733-7460

T-Mobile..........................................................................(248)465-1717

CHIPS, SNACKS & CANDY

iU S t B e tte r Made Snack F o o d s ..................(313) 925-4774

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

Kar’s Nut Products C o m p a n y .................................(248) 588-1903

Motown Snacks (Jays. Cape Cod. Tom's. Archway. Stella D oro) (313) 931-3205

Nicks Chips ............................................................... (586) 619-7023

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

COFFEE D ISTRIBU T O R S ___________________

H i f l f  •F o lg e rs ...........................................................................(717) 468-2515

CREDIT CARD P R O C E S S IN G ________________

U S f i f  Chase P aym en tech ................................(248) 284-3841

f l f l f  W o rld P a y ....................................................(7 7 3 / 571-6327
First Data, Justin Dunaskiss..............................  . 1-877-402-4464

First Data Independent Sales, Steven Abro. . . 1-877-402-4464 

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

Petroleum Card S e rv ic e s ...................................... 1-866-427-7297

C-STORE & TOBACCO DISTRIBUTORS________

f l f i f  "L ib e r ty  U S A ............................................(412) 461-2700
Capital Sales Com pany.......................................  (248) 542-4400

H.T. Hackney-Grand R ap ids ....................................1-800-874-5550

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

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

United Custom D is tribu tion ..........................................................(248) 356-7300

DISPLAYS, KIOSKS & FIXTURES______________
Detroit Store Fixtures . .   (313) 341-3255

Sitto S ig n s ........................................................................................(248) 399-0111

ENERGY, LIGHTING & UTILITIES_______________

I H f r  -DTE Your E nergy S av ing s ............. 1-855-234-7335

H & t  •M ichigan S a v e s ........................................................ (734) 494-2126

i  V olunteer E ne rgy ........................................................ (734) 548-8000

AmenFirst Energy (Gene D ickow).............................................. (248) 521-5000

DTE Energy................................................................. 1-800-477-4747

DTE Energy Supply (oh. pa&il) ...................................................(734) 887-2176

Energy Wise A m e ric a ................................................................... (249) 910-6138

Kimberly Lighting, L L C ............................................  1-888-480-0070

Murray Lighting Company .................................. (313) 341-0416

Reliable Choice Energy.................................................................(616) 977-1705

Running R ig h t.............................................................. (248)884-1704

Vantaura Energy Services............................................................(616) 366-8535

W alker-M iller Energy Services —   (313) 366-8535

FOOD EQUIPMENT & MACHINERY____________
Culinary P ro d u c ts ..........................................................................(989) 754-2457

Store Fixture Supercenter...........   (248) 399-2050

CHECK CASHING SYSTEMS___________________  FOOD RESCUE _____  ____
Secure Check C a sh in g ............................................(248) 548-3020 Forgotten H a rve s t................ .............. (248) 967-1500

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

CHICKEN SUPPLIERS________________________________ Greater Lansing Food B a n k ............................................. (517) 908-3690

Krispy Krunchy C h ic k e n ..........................................(248) 821-1721

Taylor F reezer............................................................ (734) 525-2535

FRANCHISING OPPORTUNITIES

Buscemi Enterprises Inc..............................................(586) 269-5ft

Kasapis B rothers/Ram ’s Horn Restaurants............(248) 350-34.

Tubby’s Sub Shops, Inc............................................  1-800-497-66-1

GASOLINE W HOLESALERS_________________ J
Atlas Oil C om pany...................................................... 1-800-878-201

Central Ohio Petroleum M arke te rs ......................... (614) 889-18:.

CFX M anagem ent........................................................ (937) 426-66''

Countyw ide Petroleum/Citgo P etro leum .............. (440) 237-44- 1

Gilligan Oil Co. o f Columbus, Inc............................ 1-800-355-93-'

High Pointe Oil C o m p a n y ..........................................(248) 474-09:

K & K Petroleum Maintenance Inc........................... (937) 938-11:1

M otor C ity Oil C o.......................................................... (313) 892-30

Obie Oil, Inc................................................................... (937) 275-99-

O scar W  Larson C o..................................................... (248) 620-OC1

Superior Petroleum E quipm ent................................ (614) 539-17,

GREETING CARDS

Lean in ' Tree 1-800-556-7819 ext.

GROCERY W HOLESALERS & DISTRIBUTORS
Burnette Foods, Inc................................................... (231) 264-81’

Cateraid, Inc................................................................ (517) 546-87

Central G roce rs ......................................................... (815) 553-886

Complimentary F oods .............................................. (734) 545-37?

D&B Grocers W ho lesa le ......................................... (734) 513-17':

Exclusive Wholesale W orld .....................................(248) 398-17?

General W h o le sa le ...................................................(248) 355-09)

George Enterprises, Inc............................................(248) 851-69?

Great North Foods..................................................... (989) 356-22:

International W holesale............................................(248) 353-88)-

Jerusalem Foods........................................................(313) 846-170 |

Kap’s Wholesale Food S e rv ice s ............................(313) 832-23 j

Nash Finch C o m p a n y .............................................. 1-800-472-18' f

Spartan Stores, Inc.................................................... (616) 878-22* j
SUPERVALU...............................................................(937) 374-76’  I

Value Wholesale D is tr ib u to rs .................................(248) 967-29 ^

HOTELS, CONVENTION CENTERS &
BANQUET HALLS__________________________h
Farmington Hills M anor............................................. (248) 888-80- 1

Hampton Inn - Com m erce.........................................(24 8 ) 863-39 j

Hampton Inn - S h e lb y ................................................(248) 624-81 j
Holiday Inn Express - C om m erce ...........................(248) 624-81? |

Petruzello’s .................................................................. (248) 879-10 jt

Shenandoah Country C lu b ...................................... (248) 683-63' j

Suburban Collection S how place .............................(248) 348-5® j

ICE CR EAM SUPPLIERS___________________
Nestle DSD.......................................(248) 425-83

*Prairie Farms Ice Cream Program (Large Form4  
......................................................1-800-399-6970 e x tl

Arctic E xp ress .........................................................  1-866-347-36

Pars Ice Cream Company, Inc................................ (313) 291-72

!■
>

M M

nil!
indicates supp lier program  that has been endorsed by AFPD. 

*  Indicates supplier only available in Michigan  
** Indicates supplier only available in Ohio
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SUPPORT THESE AFPD SUPPLIER MEMBERS
:E  P R O D U C T S

4 4  V S  l e t  C o rp (3 1 3 )1 6 2 -3 1 4 4

d c G ta o e r  me 1-e00-327-2920

e n e C R f c i 1-600-759-4411

•vo «i Co (313) 295-8576

ISURANCE SERVICES COMMERCIAL

M  Nortfl P o in t*  In s u r s n c t t-8 0 0 -2 2 9 -6 7 4 2

m  ~C ar*W orts 1-600-637-3200 t a t  7 1 U  

Mfr “ C o i  S p ec ia lty  M arket*  (N orth  P o m t» |
Uneargroona Storry* Tanka) l-aOO-MA-0357

o» 1 SroMi maoanoe (5661446-3663
m m *  Mpurtr* 1-600-44M 554

■  I M a n V a n n  Agency (246) 656-9000

o e m P w r w  Woo* agency  me (614) 4 0 1 4 3 0 0
•'HfiM  i»nna c440i 247-3750

S U R A N C E  SERVICES HEALTH & LIFE

3®̂  'BCflS o t  M ic h ig a n 1 -6 0 0 -6 6 6 -6 2 JJ

« tM Uk t u n a  Company (246) 352-1343

o i k a a f t l l a o c e i H (246(651-2227

V E N T O R Y  SERVICES
•»»**«ry (586(716-4695

GA L SERVICES

4  L e B a rg a  A tto r n e y * a n d  C o u n s e lo rs

(313) 662-1100

M  " P e o p le  t  *aggo n e r  Ua ( t i t )  520-0064

Ife C k i i i  Dm  4  Ad» PlC (734) 261-2400
**• 4  A « K W » (2 4 6 .2 6 M 1 0 0
l e l P o p  up <656 597 9611
- * e t » L »  PC i248» 62*0601
■' ‘•mem 1 C o e ie e c n <566 > 4934427
• i *n* («14| 226-6661

► • ' • o a i a e t e . i24§) 945-340C
•  A a v v a u t lo o c  P u C i2 4 6 -665-7227

*•* <*• IN a a n  Veka l  MnOc PC 7 4 6  271963C

"  S a w l G e H  o c (734, 354-6(rX
C < » PC (517) 361-4200

JTTBtY

(517)772  3302
•WUfcr, (517 | 335 5441

•  J»P| »0 3 0  549444*

l  TRADE PUBLICATIONS

*  OOJ D«TR*UTORS

M » 1 1 - M I

* •  -m m ( H I  66* M r
' • ' W c m i t a . 4 1 #  154 7121

« i »  » ’  M *!
n ' e e < w 7 1 1  7154. XT.
*  ^ 5 t t  4 4 ' 15X
* **—|  | j _  . . .  m

O i l  0 * 4 * 2 1
O i l  6 66  ‘ XI

m -  * r  i x
( I U I M 1 X

MILK. DAIRY ft CHEESE PRODUCTS

t t /  "D a ir y m e n s

4 4 /  ’ P ra in e  F a rm s  D a iry  C o

Country Fresh

(2 1 6 ) 214-7 3 4 2  

(246) 399-6300

1600-746-0480

MISCELLANEOUS
T e c tO n *

VMdator

Z Cod Comlort Stoe

<586( 9 4 3 6 6 8 8  

(386) 306-2543 

(3131407-4976

MONEY ORDERS/MONEY TRANSFER/ 
BILL PAYMENT

4 4 /  M oneyG ram  In te rn atio n al

NoChaca Paym ent S em e*  U C  

•Veslem Oreon

Ml (517) 292-1434 

O H )  614) 1 71 -7 17 2

(246)973-7241 

(734) 206-2605

OFFICE SUPPLIES & PRODUCTS

4 M b  S ta p le s TOOO-693 9900 e r f  564

PIZZA SUPPLIERS
Mum B r a z e n  P \u a (615) 259-2629

POINT OF SALE
BMC B u e n e u  M acnmes S psc iaM (517) 465-1732

0 n r t8 *  im rxrh  C ied  Cara Par* /  .Urn r c  *k* 1-666 593-6100

Great . M i  D a u  S y e lan e  t248i 3 5 6 4 1 0 0  a r t  107

legacy  Tectn o to g y  Service* (630.622-2001

S 4  Bouse G r t e <246i 654 3409

PRINTING PUBLISHING ft SIGNAGE
Am ancar P a p *  4 Supply (566) 7762000

F « h n  Prm tng (7 0 6 (5 9 6 1 5 0 0

tra»r\abon» Caaoooi (248 4 4 9 6 9 6 9

M k fn p a r lo g o * (517)137  2267

P m tom * Commama S oM cn* (313)207  7909

A V  kem pak C * a ft* a» 566 775 7526

PROOUCE DISTRIBUTORS

I I I K f  N e a r e r  t o o lb a r *  P ro d u c e a m  452 2 i6T

Ace P ^ kJucjb (246. 796 M M

ja n e  la m a ( 7 H i 9 I2  7C4)

Tqr  fctocar 6  V cr h ( 0 1 3  56641557

REAL ESTATE
M e v r  I w e e  Nrsser 1614 9 6 4 4 7 7 1

j j » P  1 »  L w « ( J i l l  777 i«M

S g e u v  M k u * i  S y g v e  4 m r 24# 159 M M

REFRIGERATION ft REFRIGERATION SOLUTIONS
/ • »  M 4 79K

REVERSE VENDING MACHINESRECTCUNG
*CMA4 *4*«?e- - * r . ' 4 '- ..e a rn

SECURITY. SURVEILLANCE & MORE
Central Alarm Signal (313)864-6900

Gultooast Loss Prevention (727) 776-3429

US RAC LLC (248) 505-0413

Whole Amxy Reliant Services LLC (3131930-5464

SHELF TAGS/LABELS/MARKETING
e g  Solutions (586) 978-9630

JAYOTags (248) 730-2403

Sa*on Inc (248) 398-2000

SODA POP. WATER. JUICES ft
OTHER BEVERAGES

1 4 )  A n io n s  B e v e r a g e s (810) 360-0671

4 4 /  C in t ro n  B e v e ra g e  G ro u p (2 4 8 ) 6 5 9 -2 0 5 f

■ »  ‘In tra s ta te  D is tr ib u to rs  (S n a p p te l (JT J) 892-3000

■Ai M o n s te r E n e rg y  C o m p an y (566) 566-6460

MW N e s tle  W a te rs  S u p e rm a rk e t P ro g ra m

(734) 513-1715

7UP BoWmg Group (313) 937-3500

A teopur* W ater Co 1-600 334-1064

Buckeye O ttrb u b n g  (AnZona) 

Coca-CoU R efreshm ents
(440) 526-6668

Auburn H its (246) 373 2653
B e4 en « e i1 3 4 i 397-2700

Metro Ortrort (313) 668-2006
Port Huron (6101 982-8501

Coca-CoU Refreshm ent* D evetend (216) 690 2653
la y g c  Beverage* If* (3 1 3 )9 2 5  1600
On Go Energy Shot (246) 470-4300
Rep* Beverage* Company Detrorf 1-600 366 9945 

» o * * a  1 600-676-6239
Pontiac i 2 4 8 i 334 3512

SPECIALTY FOODS

C o u tn  Mar? Jane (566) 995-4153

TOBACCO COMPANIES ft PRODUCTS
Aana C a e n  S e n n c n (5Di83i 5810
« j R»r>»* (336) 7410727
S 4  E OstnUAc* Inc ie-agar*tl»*i (248» 755-6926
r i M v e  Vapor e -agareries (614)402-0754

WASTE DISPOSAL ft RECYCLING
N a k r a  M a n m e n a rt S y lh n e (566) 7710700

WINE ft SPIRITS COMPANIES
t e a r s  U a r v .  USA (734) 459 ; 744
B een  „ t» 046( 471-23*0
Cane M re  D e e t u k n (246< 6*9 940
C-jn— aes J B r « (246, >49 I'M
(Vagan 1 400-4626504
M M T  Me '.M M .T il 1-600 M6 1783
*C T 5A ew atjew  fik 'rrH (246 , 5460054
<*m -4  . j m n » .  LISA • /«# 347-1731
1 ***> *1  An» f M h 1734. o r 3515

WINE ft SPIRITS DISTRIBUTORS
Cm  .«** M n» b  b p m (HI) 647 0521
•M k m e « r a  8  K e n t 1-644 09^44 24

' 46* 44, W

ind icates supplier program  that has been end orsed  hy AFPD.
* Indicate* auppllor only mvmilablo In Michigan 

— Indicate* auppHt only avallabla In Ohio



April 9 & 10, 2013

29th Annual 
Innovations 
Trade Show

Burton Manor 
Livonia, Mich.

—As Requested—

TiPS Training

Lsnfi!)riMrfbon Tedwolodt/
NEXGEN ORDER FEATURES (J
SYNERGY

Mjr'l(phnd l  biesdjudijiM
DSD vs WAREI^bOSE DELIVERED PRODUCTS U
DATA AND ANALYTIC BASED SERVICES
TRADE SHOW
FALL/WINTER CATALOG
MONTHLY FEATURES

&onvoiien6t fdoJj
FOOD SERVICE SHOWCASE 
FRUIT RIDGE FARMS 
BLUE BUNNY ICECREAM 
BEANTOWN COFFEE 
PICCADILLY PIZZA & SANDWICHES 
SAS CLEANING PROGRAM

Pijbibtfhon
PROFESSIONAL, COURTEOUS 
DELIVERY PERSONNEL

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

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

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

AFPD works closely with these associations:

i f d a  F I a e  Jfgu
INTERNATIONAL FOODSERVICE * * * « .  • I

DISTRIBUTORS ASSOCIATION FOOD INDUSTRY

M / U  ISkCS.gg National Association
of Convenience Stores

^  •• "Sis\ir ioi
" marketing institute

mm

CORPORATE HEADQUARTERS 
AND DISTRIBUTION CENTER 

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

DISTRIBUTION CENTER

317-891-7752 • 800-477-5455

Delivering Satisfactio 
Beyond Expectations

w w w .sa s in c .c o m

BOTTOM LINE www.AFPDonline.on |

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


AmeriFirst
E N E R G Y

Are you getting burned with 
the cost of natural gas?

Save Up To

On N a tu ra l Gas

500.000 customers are partic ipating in Michigan’s Gas 
C ustom er C h o ice  P ro g ram  and are saving significantly on 
their natural gas cost. d
AmeriFirst Energy has partnered w ith multiple licensed gas 
suppliers to  find the most com petitive  rates and programs in 
the market place. We service all types of businesses and  
industries as well as residential customers. W e  h ave  re d u c e d  
natural gas cost by as m uch as 10% -30% .

Call us now at 248-521-5000 for a free energy audit and take
advantage of the lowest price levels in over lo  years, or be left
out m the cold, j  m M  w

Gene Dickow, Founder 
Am eriFirst Energy

Phone 248-521-5000 I Fax 248-737-1803 
www amerifirstenergy com | gene a amerifirstenergy com



We believe that every day 
is independent’s day.
When you partner with Spartan, your independent store becomes bigger and better. 

We offer over 100 different services to help your business succeed, including: advertising, 

research, category management, print and development and more. Add in 40,000 

competitively priced private and national brands and you’re on the shoulders of a giant. 

A t Spartan, the independent retailer is why we exist and we never forget it.

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

Spartan
Stores

http://WWW.SpartanstOres.com
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