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Camaraderie Conquers All

appy New Year! On December 13.
H2012, AFPD hosted its first-ever

Chairmen's Dinner honoring those
who have given of their time, talent, and
energies to help build what we are today.
Our sincerest gratitude to these tine
individuals!

As | sat there surrounded by the past
and present leadership, hearing the sto-
ries of what once was, | noted a reoccur-
ring theme brought up by the leaders of
yesterday. Stories of what made us great
then—our unity and reliance on each
other. The ability to lean on the neighbor
next door to assist you with the business
problems you were having and learning
how to avoid problems you potentially
could have. Back then, as | was told,
there was an unspoken camaraderie that
broke barriers of competition and self-
promotion, and it was this camaraderie
that made our membership strong and
their businesses successful.

It may be a testament to the quality of
the members we attract, or our learning
from past experiences that allows me to
see this camaraderie present still today.
1know that with the coming challenges
in 2013, it is the strength in our numbers
and our combined knowledge and talent

that will allow us to profit and prevail. As

I reflect on what my 2013 AFPD resolu-
tions are and how we will stay on course
to execute them. | remember the Bible
passage from Ecclesiastes 4:12, “And
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while man may prevail against the
one. the two will withstand him; and a
threefold cord is not quickly broken.”

2013 is sure to provide us with chal-
lenges and change; however, standing
as a threefold cord, let us live by the
words of William Wadsworth: "Life is
divided into three terms—that which
was, which is, and which will be. Let
us learn from the past to profit by the
present, and from the present to live
better in the future.”

I would be remiss if 1did not take
this opportunity to thank Harley
Davis, former coupon manager at
AFPD, for his 20-plus
years of service and
dedication to our
members. Harley
elected to retire
in December
2012. While
Harley’s talent
and expertise will
be missed, please
know that many
exciting changes
have been made to the
Coupon Program, which
will build upon the success accom-
plished by this gentleman. Read more
about these progressive changes on
page 25, and please continue to con-
tact the AFPD office with all coupon
questions and inquiries. UK

Harley Davis

Strength in numbers
and combined
knowledge will
allow us to profit
and prevail.
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Federal

SNAP/Food Stamp Cuts Will Hurt

Michigan and Ohio Families

Millions of people in Michigan and Ohio worry whether
they’ll be cut from federal food assistance. Billions of dollars
in cuts to the Supplemental Nutrition Assistance Program
(SNAP), formerly known as food stamps, are proposed in the
2012 Farm Bill. “The proposed cuts in SNAP are unconscio-
nable and would only aggravate the despair and difficulties
experienced by
low-income peo-
ple-leaving them
without the help
they need and de-
serve—to survive,’
Terri Stangl of the
Center for Civil
Justice in Michigan
wrote in an op-ed
for MLive.com.
Even without
those cuts, some
Ohio families will
see their monthly
food stamp amount
reduced $25 on average, but the reduction won’t be as severe
as first feared, after the state appealed how the federal
government calculates benefits. The cut won't apply to all
869,000 Ohio households receiving food stamps—only to
some who have a “standard utility allowance” deducted when
determining their eligibility for food stamps.

In Michigan, more than 18 percent of households receive
SNAP/Food Stamp benefits, and nearly one in five Michigan
residents polled last year admitted they didn't have enough
food at times during the year. Families sometimes sacrifice
food to pay for housing, heat and water, transportation, medi-
cal care, and childcare costs.

Advocacy groups including the Center for Civil Justice
say the cuts to SNAP would take food out of the refrigerators
and cupboards of the hungriest people in America - children,
seniors, working families, unemployed workers, and people
with disabilities among others.

And according to a recent poll by the Food Research and
Action Center (FRAC), 81 percent of respondents believe
SNAP cuts are the wrong way to reduce federal spending.
The lack of nutritious food, according to a majority of people
polled, “impacts physical and mental health, job perfor-
mance, schoolwork, physical development of infants and
toddlers, and the ability of seniors to live longer."

(FRAC: www.frac.org)
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SNAP Application Process Changes

USDA FNS is asking applicant retailers, with the excep-
tion of corporately owned chains that have existing single
points of FNS contact, to submit all baseline documenta-
tion related to new applications to the SNAP Retailer
Service Center. Effective January 1, 2013, documents
required in support of new SNAP retailer applications
should be mailed to: SNAP Retailer Service Center,
USDA Food and Nutrition Service, P.O. BOX 14500,
Washington, DC 20044. (Editor’ note: Corporations
with single points of FNS contact will continue to oper-
ate through those contacts. Further information will be
shared directly with corporate contacts at a later date.)

This is one of many enhancements that become effec-
tive with a major organizational shift at the USDA Food
and Nutrition Service (FNS). Currently, retailers across
the country have been mailing application documentation
to a variety of Regional Field locations.

Please direct any questions regarding this change to
the SNAP Retailer Service Center at (877) 823-4369.
Alternatively, the SNAP retailer application may be
completed online: www.fns.usda.gov/snap/retailers/
application-process.htm.

In addition, a national operations team will be in place
to manage all SNAP authorization, reauthorization, and
monitoring activities. FNS’ goals are to:

« Enhance the management of authorization/

reauthorization activities;

« Enhance retailer integrity activities;

« Continue to incorporate technology advances;

« Provide exemplary customer service.

FNS is directly
responsible for
the authorization,
management,
and oversight
of retailers who
participate in
SNAP. In fiscal
year 2012, close
to $75 billion in
client benefits
were redeemed
in the more than
246,000 par-
ticipating stores,
farmers’ markets,
direct marketing
farmers, homeless meal providers, treatment centers,
group homes, and others authorized to accept SNAP. 1111
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By Carla Kalogeridis and Beverly Sturtevant

It's a new year—the perfect time for refocusing and strategizing.
You’ve got ideas to improve your business, but perhaps aren't
sure which should take priority. How about a little help from your
friends? AFPD Bottom Line surveyed several successful AFPD
board members and asked what their New Year’s resolutions are
for 2013.

Joe Bellino, owner, Broadway Market, and chairman of the
AFPD board of directors, says with all the fiscal uncertainty and
changes in regulations, 2013 is a very important year for all small
businesses. “My resolution is to keep running a lean business,” he
says. Board member Pat Lavecchia, owner of Pat’s Auto Service,
is also focusing on cutting his operating costs. Why? “So 1can
continue to pay benefits for my staff," he says.

Board member John Abbo, owner of Hartland Mobil, says he
plans to cut costs by taking advantage of “the lowest interest
rates in history” to get new financing. "The overall goal for 2013
is to cut expenses and increase revenue," he says.

But even with the emphasis on controlling costs, AFPD mem-
bers are resolving to stay active in supporting their communi-
ties. “We will keep participating and contributing to community
events, no matter what," confirms Bellino.

Board member Al Jonna. owner of Vintage Market, Picnic
Basket, and Jonna’s Market, echoes Bellino’s sentiments. “I will
continue to give back to the community where | have been doing
business for 25 years,” he says. “I have always helped out when
there was a donation request or a sports team that wanted me to
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be a sponsor, but lately | have been more generous than ever, and
it has paid off."

For example, Jonna has become the biggest fundraiser and
supporter of the Plymouth Township fireworks show. He also
supports the Plymouth Chamber of Commerce and participates
in many of their events, such as the Plymouth Tastefest. "This
February, | will have a wine-tasting event with all proceeds goin;
to a local charity,” Jonna says. "I will continue to do this more
than ever because at the end of the day, nothing is more reu aid-
ing than when a customer tells you, ’thanks for all you do.'

Customer service. Taking better care of customers is a strong
theme in board members resolutions for 2013. “My number-one
business resolution for 2013 is to make a solid and continuous el
fort to pay attention to as much detail of my customers’ business
es and to make that same effort to see their businesses through
their eyes,” says board member Chris Zebari, a sales representa-
tive for Lipari Foods. "That is the only way that | see possible to
grow my customers’ businesses as well as my own. Attention to
detail is the difference between good and great.”

Board member Frank Ayar, president of Two Brothers Liquoi
and Food and owner of Ayar Property Management & Develop-
ment. points out that focusing on customer service in 2013 is lhe
best way to differentiate your store from the competition. “At tit
top of my New Year’s resolution list is continuing to meet the
needs of my clients and exceed their expectations," he says.

“If there was one most meaningful resolution I could make
for my company in the coming year, it would be to upgrade m>
customer service," agrees board member Paul Elhindi. owner ol

www.AFPDonline o


http://www.AFPDonline

yndhurst Valero. Elhindi's plan is to conduct a simple audit
edetermine how effective his team is in helping customers,
iuestions include: What channels are available for customers to
ach managers? How quickly do they respond? How effective
the team at answering customer questions and solving their

i-oblems? “In 2013,1will be answering these questions and
oking hard at how 1can improve customer service for the

;ars ahead," he says.

As a follow up to improving customer service, Elhindi
esolves in the New Year to thank his customers more often and
imore meaningful ways. "They are the life blood of my busi-
e s and my team, and | will be letting them know that every
ay in 2013," he vows.

Board member Marvin Yono, owner of Alpine Marketplace
id Towne Square Market, also says his number-one business
msolution in 2013 is to improve customer satisfaction, but he
Ids employee satisfaction to the goal as well. "Exceeding
.istomers’ expectations along with a strong workforce are key
imponents to a successful business," he notes.

Personal goals. Many board members have added personal
>als to their resolutions as well. “My resolution is to become
tore organized and more communicative—and especially to
immunicate more clearly with my customers," says board
lember Tiffany Otis-Albert, strategic sales director for Blue
ross Blue Shield of Michigan. “It is very important to prepare
ir 2014 by helping my customers understand the many changes
iming under the new regulations and requirements of the
atient Protection and Affordable Care Act."

Board member Phil Kassa, owner of Saturn Markets and
eartland Marketplace, also has organization on his list. "My
ew Year's resolution for our business is to become more orga-
ized, where my partners and | are all on the same page when
ecisions are made." he says. “At times. I'll do something or my
artners will do something, and we haven't made sure we are in
igreement.

"It's important to be united in our business as a family.” he
tntinues, "rather than being torn apart, because it causes a lot
f confusion, especially with our employees."

Technology. As in other industries, new technology for retail

New Year's Resolutions
for Small Businesses

The New Year brings new plans, new energy, and a fresh take on old
ideas for small businesses. The secret to success for entrepreneurs is
constantly striving for improvement. For inspiration with your store’s own
goal-setting, consider adopting these New Year's resolutions from other
successful small business owners.

Resolution #1—Attract, train, and retain talented employees. This
might be hiring more employees or further developing the ones you
already have. In 2013, successful retailers will show more appreciation
for their employees and offer more training. Specifically, retailers should
develop customer-friendly policies that are communicated to all staff.
Train employees to provide outstanding customer service as a pathway to
customer loyalty.

Resolution #2—Improve your store’s culture by investing in and
listening to employees. Speak with employees on how the store can
help them be more efficient and step up their game. Also, don't forget to
consider your employees' perspectives.

Resolution #3—Increase sales and profits. Whether it's up-selling or
planning an expansion, retailers must learn to take advantage of every
possible opportunity to sell.

Resolution #4—Keep better records. Retailers and other small busi-
nesses are notorious for not keeping good records of things like mileage
and other deductible business expenses. Vow to listen to your tax advisor
in 2013!

Resolution #5—Expand the store or company’s online presence. Ex-
pand your website to include online resources for customers. Offer how-to
articles, recipes, and blogs, and announce new specials. Remember that
all of the content should be optimized for search engines. Get help with
this if you need it.

Independent retailers should also seriously consider their opportunities
to market and build customer loyalty through social media. Invest time in
finding someone who can help you create a bigger audience and a healthy
social media image.

Resolution #6—Evaluate what your customers want. The New Year

is a good time to reflect and learn from the previous year. Capitalize on
successful marketing strategies from 2012 and identify which investments
yielded the highest ROI. What products were best received by customers?
What can you do to increase sales in those areas even more in 2013?

Resolution #7—Listen to customer feedback. In 2013, spend more
time directly talking to your customers and hearing first-hand feedback.

Resolution #8—Get out of your comfort zone. Consider taking a few
risks in 2013 that are specifically designed to grow your business. A great
way to get out of your comfort zone is to get out of your store. Attend trade
shows and other retail expos. Meet with suppliers, network with other
retailers, and investigate more new products in 2013.

Resolution #9—Create strong vendor partnerships. The cheapest
provider is not necessarily the best one for your store. Consider shipping,
terms of sale, customer service, sales support, and other factors when
determining which vendor provides the best value for your store.

Resolution #10—Buy some money-saving technology. Do your
research and then invest in a money- or time-saving piece of technology.
You may be amazed at the results.

(Adapted with permission from a blog titled,
"New Year's Resolutions for Small Businesses,”
by Divya Raghavan, a strategy analyst (or NerdWallet.com?



stores is growing by

leaps and bounds.

"Retailers have to

keep up with the

demands of technol-

ogy." confirms Ayar.

"and that requires me

to constantly look for

ways to improve my

store’s operations by

adding new services

or enhancing equip-

ment and technol-

ogy-

"At the top of my

business resolutions

for the upcoming year is the implementation of new back-office
software to link all of our stores through a web-based program,"
says board member Kevin Bahnam, owner of USA 2 GO. "1
consider it a priority because it will give us the ability to manage
some of the most critical areas of our business such as purchas-
ing, inventory, and margin control.”

Marketing. Elhindi says 2013 will be his year for trying new
strategies to achieve marketing goals. "1 have resolved to set
specific goals for my business in the New Year, define strategies
to achieve those, and then develop a short list of experimental
tactics to execute,” he says. "Perhaps | will try email marketing,
social media, public relations, or other marketing methods. And
1 will make sure that | am able to effectively measure the results
of any new tactic | engage in—and be ready to quickly kill those
that are not working and increase my efforts with those that are.”

Board member Vickie Hobbs, co-owner of Whitehall Shell,
says at the top of her New Year's resolution list is to make sure
she promotes all of her services to all of her customers. "When
a lottery customer comes in, we need to ask if they need gas or a
car wash. And we need to ask our gas and car wash customers if
they need a chance on a winning lottery ticket.”

Hobbs says this an important strategy in retaining your
customer base and increasing sales in all areas. "We like to be
known as a one-stop shop that provides quality, service, and

smiles, and hope-
fully this year,
we will be able
to fill more of
our customers’
needs,” she says.
"Sometimes we
just assume that
our customers
know all we have
to offer, which 1
have found is not
always the case.”
Time off.
Board member
Jerry Crete, vice
president of Ideal Party Store, says his resolution is to take
a day off from work every week in 2013. And even though
growth and expansion are on board member Jim Mandas' plate,
he, too, recognizes that time off will be needed now more than
ever. Owner of Broadway Market Sunoco, Mandas says he will
expand his building by adding additional space to enhance
the existing convenience store, fuel. Subway™, and carwash.
"The addition would create a synergy for the entire property
and would be a co-branded food entity that would complement
Subway," he says.

However. Mandas also realizes that his goals for expansion
will be time-consuming and tiring, so he is resolving to find
time to step back and take some time off. “l understand that
for most of us, this is very difficult to do," he notes, "but I have
learned that when you take some time off rather than bury
yourself on a daily basis, it gives you the opportunity to come
back with fresh ideas that can enhance your business.”

His best advice for fellow AFPD members in 2013? "Get out
there and pursue what others are doing that makes them suc-
cessful. You never know—you may find out that someone else
has better ideas than you do.” Il

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

Attention to detail isthe difference

between good and great.

—Chris Zebari
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The most dramatic food changes are who isdoing the shopping
and how consumers are eating.

By Phil Lempert

Last year, we predicted how weather conditions around the

globe would affect crop yields and impact food production and
prices: little did we know just how big that impact would be. 2012
brought us the worst drought in 50 years, and created havoc on
more than 60 percent of all farmland here in the United States.
There is little doubt that, just as the USDA has predicted, food
prices will continue to rise for many years to come.

The average American spends less than 9 percent of their
income on food, which is the lowest percentage of citizens of any
other country, and less than Americans spent back in 1982 (13
percent). Yet even modest food price increases will affect both
retailers and consumers in the coming year.

Snackable mini-meals and frozen foods take center stage in
supermarket aisles this year, while dads and Millennials get more
comfortable and powerful in the kitchen. This year, the most dra-
matic food changes are not what consumers are eating, but rather
who is doing the shopping and how consumers are eating. Here
are the 10 major trends to watch in the food industry.

Snacking and Mini-Meals

Think smaller bites and more frequent eating patterns that reduce
overall portion size and increase
variety. Restaurants will add more
small plates and appetizers to the
menu, while grocery stores and food
companies will offer new snacks with
appropriate pre-portioned options
to take the guesswork out of portion
sizes. According to the NPD Group,

more than half of Americans snack two to three times per day.

while one in five eating occasions is a snack.

Men in the Supermarket and Kitchen

Men and dads are getting more comfortable and powerful in the
kitchen. Look for supermarkets to increase their focus on men in
2013 as they've become more active
in shopping, meal planning, and
cooking. According to a June 2012
survey from Cone Communications,
more dads than moms (52 percent
compared with 46 percent) plan
meals for the week ahead. Some su-
permarkets experimented with "man
aisles" — look for this concept to expand to multiple locations in
the store featuring male-oriented foods, recipes, and other promo-
tional tools to make shopping and impulse buying more targeted.
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Evolution of Frozen Foods

According to NPD Group's Na-

tional Eating Trends, fewer meals

are made from scratch (59 percent

in 2011 down from 72 percent in

1984). as many Americans don't

have time to spend in the kitchen.

This year, the myth that home-

cooked is always more nutritious than frozen gets debunked,
and marketing extols the fact that frozen fruits and vegetables
are typically harvested in season and flash frozen—and cost
less, reinforcing the FDA statement that there is virtually no
nutritional difference between fresh and frozen fruits and
vegetables.

The Impact of Millennials

In 2013. supermarkets and food companies will cater more
toward Millennial consumers with

affordable foods that are Havorful

and ethnically diverse. Millennials.

those born between 1982 and 2001,

will represent 19 percent of the

population by 2020 and will have

double the buying power for food-

at-home. Millennials also love food,

and their passionate interest is led by their desire to understand
where foods are from, preparation, and how food is served. A
recent Jefferies Alix Partners study found that Millennials are
also deal-seekers and are much more focused on finding the
lowest price over brand loyalty.

Smart Home, Smartphone

Smartphones are prevalent in the food industry, but the new-
est wave of technology includes smartphones that network
with kitchen appliances and allow

consumers to do everything from

checking how much milk they have

left in the refrigerator to turning the

oven on from another room. The

next generation of mobile apps may

determine if fruits and vegetables

are ripe, if refrigerated and fro-

zen foods have been kept at the correct temperature farm to
freezer, and even test for foodborne bacteria—a personal “food
lab" in every shopper's pocket.

wwwAFPDonline.org



Breakfast Becomes the Most
Important Meal of the Day

1 Ninety percent of U.S. consumers
Q | say they eat breakfast every day
J (NPD Group), but the conversation
A is shifting to what foods are best to
eat for breakfast and taking break-
t foods into other day parts. Breakfast foods are typically high
protein (e.g., eggs, egg whites, yogurts, milk) and as the nation
itinues to focus on high protein foods, look for these less-
>ensive proteins to replace the higher-priced meats for some
al occasions.

e Story Behind Our Food

13 will be a transitional year as on-package claims proliferate
i confuse. Look for supermarkets to take on the role of gate-
~per and actually demand proof and transparency of claims
ore they will permit products to be sold on their shelves. The
role of retail dietitians will increase,
as their inlluence and education
become more important to everyday
buying decisions. Consumers are
reading labels and selecting their
foods more holistically, based on all
the "food factors" including taste,
ingredients, source, and nutritional
mposition. as well as who is making their food and an under-
nding of its impact on the environment.

he Economy—New Proteins

| e U.S. Department of Agriculture estimates the cost of both
beef and chicken will increase by
at least 5 percnt due to the 2012
drought and declining supply. A ma-
jor shift is anticipated in the nation's
protein food supply, away from
meat-based proteins and shifting to
meatless proteins like eggs, nut but-
ters. tofu, beans, and legumes. Look

an increase in awareness and consumption of vegetarian and
I can meals.

Sustainability—

We Stop Wasting Food

The National Resource Defense

Council estimates that 40 percent

of food goes uneaten each month

in the United States. Not surpris-

ingly, the Eco Pulse Survey from

the Shelton Group reports 39 per-

cent of Americans feel the most "green guilt" for wasting food,
almost double the number who feel guilty about not recycling.

The Boomer Reality of Diabetes,

High Blood Pressure, and Heart Disease

Studies by the NPD Group show that nutrition and healthy eat-
ing habits are top meal-planning priorities for Baby Boomers.
A recent study by ConAgra Foods found that eating canned
tomatoes provides the greatest source of antioxidants to
Americans’ diets—more

than any other non-starchy

vegetable. People who eat

low-fat diets rich in fruits

and vegetables tend to have

a decreased risk of cancer

and heart disease. Boomers

will focus on their intake

of antioxidants as they continue their search for the fountain
of youth. Boomers will also control more than half the dollars
spent on grocery foods by 2015. so look for more heart-healthy
antioxidant-rich foods including oily fish such as salmon, as
well as green tea, sweet potatoes, dark leafy greens, popcorn,
berries, and whole grains to take over supermarket shelves. | 1

Phil Lemperl (SupermarketGuru.com)
is an analyst, author and authority
on the retailfood industry.

The average American
spends less than

9 percent of their
income on food,

which isthe

lowest percentage
of citizens of any
other country.
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— AND BEYOND

Preparing for changes in 2014, independent retailers and other small businesses will begi
to see the effect of new health care laws now, as some provisions kick in ahead of time.

An AFPD Staff Report

Whether retailers think President Obama’s new health care law
is good or bad. the fact is that they will face many decisions and
a great deal of change in 2013, including figuring out how to
comply with the Affordable Care Act (ACA) and determining
how state and/or federal health care exchanges will affect their
options.
A number of retail-
ers are saying (some
publicly and some
privately) that making
layoffs and reduc-
ing worker hours are
steps they will be
forced to take. That’s
because starting in
January 2014.the
new ACA requires
companies with more
than 50 workers to
provide health insur-
ance to employees
who work at least
30 hours a week. If
they don't, they must
pay the government
$2,000 a year for
each full-time em-
ployee minus the first
30 workers. (Reve-
nues from companies
that choose to pay the
$2,000-per-worker
penalty will be used to offset government costs of operating the
state-based exchanges where uninsured workers can shop for
affordable health insurance.)

Furthermore, if any employee receives coverage through the
exchange, the penalty on the employer for that employee rises
to $3,000. If the employer requires a waiting period to enroll in
coverage of 30-60 days, there is a $400 tax per employee, which
jumps to $600 if the period is 60 days or longer.

For many independents, it comes down to a decision to either
eliminate employee health plans after 2012 (if the penalty is ac-
tually lower than what they d have to pay for a health insurance
plan), or pay for it themselves. Some will try to cover the cost

flgfTH E BOTTOM LINE

by raising prices, but for many independents—particularly those
selling fuel—the margins are already so slim that raising prices
isn’t an option. For them, the only choice is to cut overhead,
which means reducing hours, halting new hires, and curbing
plans for renovation and expansion.

Even though retailers have known about the coming changes
for at least 18 months, many have not made moves to comply
with the new ACA. because they say it will inhibit them from

making a profit. In
fact, some health
services analysts have
pointed out that the
reform law puts com-
panies with already-
slim profit margins

in a bind, especially
if they pay minimum
wage, because it’s not
possible for employ-
ers to decrease wages
to accommodate the
cost of the mandated
health care.

In recent weeks,
some franchise own-
ers and restaurant
chain operators have
responded by saying
that they will cut
employee hours to
29 a week and add a
5 percent surcharge
to customer bills as
of January 2014. The

general feeling among retailers, said John Metz, a Florida-based
franchise owner speaking to Fox News last month, is that "every-
one's looking for a way to not have to provide insurance for their
employees," and that the Affordable Care Act "is essentially a
huge tax on all of us business people."

The Changes Start Now

Yes. January 2014 is a year away, but there are a number of
changes that start January I. 2013. For example, the Medicare
bundled payment pilot began this month as a reimbursement
policy aiming to curb health care spending. Hospitals, doctors,
and nursing facilities participating in the initiative get one pa\-
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NAL CALENDAR

*All items subject to change

APRIL MAY JUNE
Half gallons of assorted Gallons of assorted Gallons of assorted
iced teas for only $ 1.00 fruit drinks for only $ 1.00 fruit drinks for only $ 100
(suggested sale price is 4/$5.00) (suggested sale price is 4/$5.00) (suggested sale price is 4/$5.00)
OCTOBER NOVEMBER DECEMBER
Gallons of assorted Half gallons of orange Half gallons of orange
fruit drinks for only $ 1.00 juice for only $ 1.85 juice for only $ 185

(suggested sale price is 4/$5.00) (suggested sale price is $2.49) (suggested sale price is $2.49)

m



2013 PROMOTIC

JANUARY FEBRUARY MARCH

* Halfgallons of all fruit drinks and Half gallons of orange Half gallons of assortec

iced teas for only 75 .. .
. Quarts of orange juice for only 75 juice for only $ 185 iced teas for _on!y $ 1.0C
. 80z French onion dip and 80z (suggested sale price is $2.49) (suggested sale price is 4/$5.00)

sour cream for only 75(t

(suggested sale price Is 99r) for all)

JULY AUGUST SEPTEMBER
Gallons of assorted Gallons of assorted Gallons of assorted
iced teas for only $ 1.65 iced teas for only $ 165 fruit drinks for only $ 10

(suggested sale price is $2.29) (suggested sale price is $2.29) (suggested sale price is 4/$5.00)



for multiple services a patient receives during each episode of care.
s Centers for Medicare and Medicaid Services explains it, instead of a
:al procedure generating multiple claims from multiple providers, the
team will be compensated with a bundled payment. This is supposed
e incentives to deliver health care services more efficiently. The pilot
est bundled payments for 48 types of treatment episodes, and the project
xpand as the year goes on.
% in January, bigger-income taxpayers and those who itemize will find
reshold for the itemized deduction for unreimbursed medical expenses
to 10 percent of adjusted gross income, up from 7.5 percent now. The
ise is waived for taxpayers 65 and older for tax years 2013-2016.
/ou like to defray medical expenses with pre-tax dollars, note that be-
ng January 2013. contributions to flexible spending accounts that allow
ents for medical expenses with pre-tax dollars can no longer exceed
0. The amount will be raised each year by a cost-of-living adjustment,
rthermore. employers who have received federal subsidies to continue
ie drug coverage can no longer take those subsidies as a tax deduction
ng January 2013. Large companies in particular have objected to this
sion, stating they will have to take billions in write-offs,
d finally, a change in Medicaid beginning January 21, 2013 provides
-percentage-point increase in federal matching payments to states
le Medicaid programs cover certain preventive services without requir-
latients to share any of the costs. Medicaid is also boosting rates paid to
try care doctors in 2013 and 2014 to the same payment rates Medicare
an increase fully funded by the federal government.

licting the Future

ow. it is a bit premature to determine exactly how independent retail-

id other small businesses will be affected by the new health care law.
simply are still too many unknowns. AFPD Bottom Line will include

lithly column providing health care updates and analyses on how the

tes are affecting retailers in each issue of the magazine throughout 2013. 11l

If you have up to 25 employees, pay average annual
wages below $50,000, and provide health insurance, you
may qualify for a small business tax credit to offset the
cost of your insurance.

Starting in 2014, the small business tax credit goes up to
50 percent (up to 35 percent for nonprofits) for qualifying
businesses.

Beginning in 2014, small businesses with generally fewer
than 100 employees can shop in an Affordable Insurance
Exchange. Exchanges will offer a choice of plans that
meet certain benefits and cost standards.

Employers with fewer than 50 employees are exempt from
new employer responsibility policies. They don't have

to pay an assessment if their employees get tax credits
through an Exchange.



Express Lines

Food Hubs Growing in Michigan
Food hubs help small growers reach more markets.

By Rich Pirog and Marty Gerencer

Across the country, more consumers are
requesting locally produced foods, and
retailers are developing existing relation-
ships with growers to respond

to the demand. Although small
direct-market growers may have

the capacity to sell to a few

restaurants and one or two retail

stores beyond their farmer’s

markets base, it usually takes a
coordinated effort to scale up

local food supply to respond to

the larger volumes demanded

across retail and food service

markets.

Food hubs—centrally lo-
cated facilities with a business
management structure facilitat-
ing the aggregation, storage,
processing, distribution, and/or
marketing of local and regional
food products (USDA-AMS
working definition)—may help
address the infrastructure chal-
lenge and facilitate opportuni-
ties for smaller producers to
reach larger markets.

What distinguishes food hubs from
other aggregation/distribution systems
is a commitment to working with small
and mid-size farmers to provide local
and regional foods, and the positive local
economic, community, and environmental
benefits that may come from these food
sales. For example, 40 percent of the food
hubs participating in a recent national
survey indicated they were operating in
rural or urban areas that had limited ac-
cess to food items such as fresh fruits and
vegetables.

Surveys of local food growers and food
entrepreneurs in Michigan reveal a need
for increased marketing, business educa-
tion, and technical and financial assistance
to build local food supply to meet demand.
The state of Michigan is taking a leader-
ship role in building the capacity of food
hubs. The Michigan State University
(MSU) Center for Regional Food Systems,
Michigan Department of Agriculture and
Rural Development (MDARD), and other
state agencies are partnering to integrate
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food hub and regional food commerce
resources to help Michigan’s regional food
and farm businesses succeed.

A substantial resource in this partner-
ship is seed funding for food hubs from

MDARD. Approximately $900,000 of
the $1.9 million available for value-added
agriculture and regional food grants in
fall 2012 was directed to five food hub
projects across the state, in Detroit, Ann
Arbor, Lansing, Traverse City, and the
Upper Peninsula. MDARD also added
two field staff members who spend part of
their time providing technical assistance
to food hubs.

Another key component in the state’s
food hub development is the Michigan
Food Hub Learning and Innovation
Network, led by the MSU Center for Re-
gional Food Systems in collaboration with
Morse Marketing Connections, LLC. and
MDARD. The network has regional food
hub consultants operating out of the Upper
Peninsula, Gaylord, Ann Arbor. Lansing,
Flint, Battle Creek, Detroit, and Mus-
kegon. The purpose of the network is to
facilitate increased learning, innovation,
and profitability for participating food
hubs, as well as increased access to food
hub financial and technical assistance.

research, and education. The network alsc
hopes to foster increased business-to-busi
ness collaboration across food hubs
The National Food Hub Collaboration
is working to ensure the success of exist-
ing and emerging food hubs in
the U.S. by building capacity
through connection, outreach,
research, technical assistance,
and partnerships. The Michi-
gan Food Hub Network will
partner with the National Food
Hub Collaboration in connect-
ing Michigan food hubs and
other regional food businesses
with educational, technical,
and financial resources and
expertise available across the
country. The Michigan networ
also will reach out to food hub
in Ohio and other neighboring
states looking for technical suf
port and learning opportunities
There are a number of op-
portunities to learn more aboui
and connect with those work-
ing in food hubs through the
Michigan Food Hub Learning
and Innovation Network and it
regional consultants. You can join the nei
work's listserv or participate in the next
statewide food hub meeting on February
28,2013.
For more information, visit www.
foodsyslems.msu.edu/aclivitieslfood-huh
network or contact the authors.

Rich Pirog is senior associate direc-
tor at the MSU Centerfor Regional Foot
Systems. He can he reached at rspirog@
msu.edu. Marty Gerencer, principal.
Morse Marketing Connections. LLC.
can be contacted at marty.gerencerfe
gmail.com.

For more information on the National
Food Huh Collaboration—a partner-
ship between Wallace Center at Winrocl
International, USDA, National Good
Food Network, and others—visit www.
wallacecenter.org/our-work/current-initi.
tives/food-hub-collaboration. The USDA
has published a "Guide to Regional Foe
Hub Resource Guide" available at wwww
ams.usda.gov. 1l
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>aft vs. Crafty

Express Lines

ines between craft-like and true craft beers are blurring

i American craft brewer is defined as
1tall and independent. Their annual

rduction is six million barrels of beer or

;S, and no more than 25 percent of the

aft brewery is owned or controlled by an

.oholic beverage industry member that is

1themselves a craft brewer.

The community of small and indepen-
nt craft brewers has grown as beer enthu-
ists embrace new, diverse beers brewed
their local communities. Beer drinkers
e voting with their palates and dollars to

N pport these entrepreneurs.

In 2011, small and independent craft

ewers saw their industry grow 13 percent

1 / volume; in the first half of 2012. volume
ew by an additional 12 percent. Mean-
hile. the overall beer industry was down
3 percent by volume and domestic non-

aft was down five million barrels in 2011.

Witnessing both the tremendous success
id growth of craft brewers and the fact
tat many beer lovers are turning away
om mass-produced light lagers, the large
rewers have started producing their own
raft-imitating beers, while some purchased
>rare attempting to purchase) stakes in
nail and independent breweries.

While this is certainly a nod to the inno-
ation and ingenuity of today’s independent
rewers. it's important to remember that if
mlarge brewer has a controlling share of a
mailer brewery, the brewer is, by defini-
on. not craft.

However, many non-standard, non-light
cratty" beers found in the marketplace
>day are not labeled as products of large
ereweries. So when someone is drinking

Blue Moon Belgian Wheat Beer, they
mften believe it's from a craft brewer, since
here is no clear indication that it's made
* SABMiller. The same goes for Shock

op, a brand that is 100 percent owned by
Anheuscr-Bush InBev, and several oth-
ersowned by a multinational brewing and
leverage company.

The large, multinational brewers appear
o0 he deliberately attempting to blur the
ines between their crafty, craft-like beers
sydtrue craft beers We call for transparen-
¢y in brand ownership and for information
elearly presented in a way that allows beer
Jrinkers to make an informed choice

And for those passionate beer lovers
<Hit there, we ask that you take the time to

familiarize yourself with who is brewing the
beer you are drinking. Is it a product of a
small and independent brewer? Or is it from

a crafty large brewer, seeking to capitalize
on the mounting success of independent
craft brewers? Hi

Q&A on Employer Shared Responsibility
Provisions Under the Affordable Care Act

1. What are the Employer Shared Responsibility provisions?

Starting January 1. 2014, employers employing at least 50 full-time employees and
full-time equivalents will be subject to the Employer Shared Responsibility provi-
sions under section 4980H of the Internal Revenue Code (added to the Code by the
Affordable Care Act). Under these provisions, if these employers do not offer afford-
able health coverage that provides a minimum level of coverage to their full-time
employees, they may be subject to an Employer Shared Responsibility payment, if at
least one of their full-time employees receives a premium tax credit for purchasing
individual coverage on one of the new Affordable Insurance Exchanges.

To be subject to these Employer Shared Responsibility provisions, an employer
must have at least 50 full-time employees or a combination of full-time and part-time
employees that is equivalent to at least 50 full-time employees (for example, 100 half-
time employees equals 50 full-time employees). As defined by the statute, a full-time
employee is an individual employed on average at least 30 hours per week (so half-
time would be 15 hours per week).

Employers will use information about the employees they employ during 2013 to
determine whether they employ enough employees to be subject to these new provi-
sions in 2014. Employers average their number of employees across the months in
the year to see whether they meet the large employer threshold. The averaging can
take account of fluctuations that many employers may experience in their work force
across the year.

For those employers that may be close to the 50 full-time employee (or equivalents)
threshold and need to know what to do for 2014, special transition relief is available to
help them count their employees in 2013.

2. Iftwo or more companies have a common owner or are otherwise related,
are they combined for purposes of determining whether they employ enough
employees to be subject to the Employer Shared Responsibility provisions?

Yes. consistent with longstanding standards that apply for other tax and employee
benefit purposes, companies that have a common owner or are otherwise related
generally are combined together for purposes of determining whether or not they
employ at least 50 full-time employees (or an equivalent combination of full-time and
part-time employees). If the combined total meets the threshold, then each separate
company is subject to the Employer Shared Responsibility provisions, even those
companies that individually do not employ enough employees to meel the threshold.
The proposed regulations provide information on the rules for determining whether
companies are related and how they arc applied for purposes of the Employer Shared
Responsibility provisions.

3. Is more detailed information available about the Employer Shared Responsi-
bility provisions?

Treasury and the IRS have proposed regulations on the new Employer Shared
Responsibility provisions. Comments on the proposed regulations may be submitted
by mail, electronically, or hand-delivered, and are due by March 18. 2013.

AFPD Bottom Line will continue to print additional questions and answers
related to the Affordable Care Act in subsequent issues ofthis magazine. 11
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Where Are They Now?

In Love with His Community

By Carla Kalogeridis

Abdul “Al” Haidous spent 37 years in the
grocery and convenience store business and
the last 12 years in politics. There are things
this Lebanese-born father and grandfather
cherishes about both.

“1 miss the daily interaction with the people
in my neighborhood from when | had the
store," says Haidous. "But at age 70, as you
grow up. you look for other work. 1 don't miss
the heavy work of the store.”

For nearly four decades, Haidous owned
and operated a convenience store called Al’s
Friendly Market, located in the heart of the
city of Wayne, within walking distance of 70
percent of the city’s population. “We were
located right across from the community cen-
ter, and | got very involved as a volunteer," he
says. “That snowballed into a run for the City
Council in 1993.”

In 2001, as a two-term city councilman,
Haidous “threw his hat in the ring” for mayor

of the City of Wayne and won the election with 54 percent of the
vote. As the mayor's position is a part-time job, he kept his store
for several more years before selling it five years ago.

“I’'m in love with my community, but it was too much to
juggle both.” he says. Days at the store began at sunrise and
ended at sundown. His four daughters and one son helped out.
but Haidous and his wife, Mary, insisted that homework always
came first. “The store's income helped me educate all my kids

Abdul “Al” Haidous

Haidous recalls his years in the grocery
and convenience store business—during
which he was a member of AFPD—with
great fondness. “The store was very safe in
our community. In 37 years, we only had
one incidence of robbery, and it was com-
mitted by people who were passing through
town. They thought we were an easy target,
but they got caught before they left the
city,” he says.

Thinking about his transition from
retailer to mayor, Haidous points out that
he has had the opportunity to serve in good
economic times as well as bad. “During the
good years, we built a new police station,
fire station, and community center, among
other things," he says. “And during the last
five years, we’ve cut the budget way down.
Now, | simply try every day to do some-
thing better than what 1 did yesterday.”

Running a city in a state hit as hard
economically as Michigan isn’t easy, he

admits, but Haidous loves the challenge. "People say | perform
well under pressure. | love the challenges and the accomplish-

ments. | receive the people who have something positive to
say—as well as those who have something negative—with great
attention. | love them for both."

through college, and today, they do better than me. That's what

life’s about.”

TiffiTHE BOTTOMLINE

Haidous says his goal is simple: that the community of
Wayne is well-served. "When | sail off into the sunset,” he
says, “l only want people to say, 'he did a good job.” IQ

Carla Kalogeridis is editor of AFPD Bottom Line.

"The store's incorrn
helped me educati
all my kidsthrougl
college, and today
they do betterthan r

That's wha
life’s about
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PAYMENT
PROCESSOR
MAKING YOU
PAY TOO MUCH?

Let Chase Paymentech
assess your current
processing costs for free.

Ever wonder if you're receiving the best overall cost from your payment processor?
Let one of our industry specialists show you what you're paying to accept debit and
credit cards today and what you could be saving with Chase Paymentech. It only

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

m Save with low, exclusively negotiated pricing

m Month-to-month contracts

m No-hassle integration and setup

m Manage transactions with simple, online reporting tools

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

Free Cost Comparison

Contact a representative for a review of your account today

888.464.9902 ext. 70255

CHASE © Paymentech



M. Scott
BOWEN

Michigan Lottery Commissioner

Michigan Lottery

Ringing in 2013 with a Raffle and More

n February 11, the Michigan Lottery will launch the
Il-new $40,000 Tax-Free Raffle. The $10 tickets will
be available for purchase through mid-April, and top-
prize winners will walk away with $40,000 tax free. This
raffle has the best overall odds of any raffle to date—one in
six tickets will win a prize.

On April 15, tax day, a drawing will be conducted to
select the winning raffle numbers. For every 30,000 raffle
tickets sold, 5,001 prizes will
be awarded: one $40,000 top
prize, 50 prizes of $100, 1,850
prizes of $50, and 3,100 prizes
of $15.

Be sure to tell your
customers to hold on to their
tickets; they will have to
present the original raffle ticket
to claim any prize. Raffle
tickets will be available at all
Michigan Lottery retailers.

Time is limited to purchase
tickets; let your customers
know they have to act fast in
order to be part of the action.

Club Keno Jack Pack Promotion
Jack Pack is jam-packed with fun. Between January 14 and
February 10, players get a sixth draw free when they purchase
a five-draw Club Keno ticket with The Jack option. The free
sixth draw extends the player 's same set of Club Keno and
The Jack numbers. Club Keno players can pick their own
numbers or use the easy pick option.
This easy promotion is sure to be popular with players.
All terminals and self-serve equipment will be preloaded.
Selecting The Jack option on a five-draw wager will
automatically generate the sixth draw on the same ticket.
Players win The Jack jackpot by matching all eight Jack
numbers to the 20 numbers drawn. Additional prizes can be
won for matching at least four numbers. Players can play and
watch Club Keno at their favorite hangouts, purchase tickets
anywhere Lottery is sold, and watch the drawings using the
Michigan Lottery website or mobile app.

Player’s Club Blazing 500s Giveaway
Blazing 500s is still burning HOT, with 500 hours of winning

N M e somom une

ending Saturday, January 10 at 9 am. Blazing 500s winners
receive winning notifications to their registered Player’s Club
e-mail address. The e-mail contains a printable voucher with
a barcode that can be scanned and paid by any claim center,
authorized payment center, or Lottery retailer. The winners
list is published on www.michiganlottery.com and is updated
hourly during the promotion.

Players can double the power of the non-winning tickets
entered into their Player’s Club
account through 8:59 am on
January 10. For every $10 in
non-winning Michigan Lottery
tickets submitted online,
players will receive TWO
giveaway entries: one into Play
It Again for the chance to be
a $1,000,000 finalist, and one
into Blazing 500s for a chance
to win $500. A player may only
be selected as a winner one
time during the current Blazing
500s promotion.

New Instant Tickets
New instant tickets as of January 2: Family Feud ($2),
Crown Jewel 7s ($5), and $500,000 Money Maker ($10).
New as of February 5: Cloud 9 ($1), Hearts ($2), Spades
($2), Clubs ($2), and Diamonds ($2). The release for these
tickets is subject to change. Retailers are reminded to
activate instant game tickets before putting them on sale to
ensure players can redeem winning tickets.

Instant Tickets Set to Expire

Expiring January 7: 1G 435 Multiplier ($2), 1G 439 Red Hot
& Blue 7s ($5), IG 445 Triple Win ($2), 1G 449 Cashword
($2), and IG 450 Tax Free Cash ($20). Expiring February 4:
IG 430 Ultimate 7s Bingo ($2), IG 437 Gold Rush ($2), I1G
444 Casino Cashword ($2), IG 448 Fortune Of$50s ($1),
IG 457 Red 7s Multiplier ($2), IG 458 Fat $50s ($1), I1G 460
Cash in Hand ($2), IG 469 Wild Time Mania ($5), and IG
470 Sky's The Limit ($5)

In fiscal year 2012, the contribution to schools was a
record $778.4 million. Since its inception in 1972, the
Lottery has contributed over $17 billion to education in
Michigan. Visit the Lottery at www.michiganlottery.com. I
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You earn up to 20% higher sales
commission on Jack Pack tickets!

"hen you
Club Keno and The Jack are played

FBe" your every 4 minutes, offering high traffic
\lub Keno and sales potential for your business!

. Jack Pack is valid for up to 50 draws on
Iayers t_O I the same ticket! (Example: 15 draws
raws with with The Jack = 3 free draws)
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Bruce

STEVENSON

Ohio Division of Liquor Control

Superintendent, Ohio Department of Commerce, Division ofLiquor Control

Ohio's Taste

new opportunities for alcohol manufacturers to put the

sense of taste to the test. Offering lasting samples is
a great way of introducing customers to new brands, prod-
ucts, flavors, or just something different than their usual
purchase. Whether its beer, wine or spirits, Ohio consumers
are not necessarily drinking more, but want to try new and
unique items. The opportunity to taste products helps inform
and educate customers, and provides a vehicle for business
growth in Ohio.

Ohio’s 175 wineries have offered tasting samples for many
years, and it’s proven invaluable for showcasing their world-
class wines. Now, thanks to support from Governor Kasich’s
Common Sense Initiative, visitors can sample the products at
Ohio’s 82 breweries. This was especially beneficial to small
craft breweries, an industry that is growing significantly.

Beer and wine samples are offered at many local wine
shops, carry-outs, grocery, and convenience stores. Microdis-
tilleries are becoming popular, and their numbers increased
in Ohio in 2012 from just two to 14. with a dozen more on the
horizon. The option to offer samples of their unique products
to visitors is one of the keys to their success.

Until the last year's law changes, spirits samples weren't
allowed by any Ohio retailers. Now customers can taste vari-
ous spirits products at Contract Liquor Agencies throughout
Ohio. With a tasting permit, the 460 private Ohio Contract
Liquor Agencies can host five events each month offering the
sale of limited tasting samples of spirituous liquor products.
This provides a venue for manufacturers to introduce new
products and an enhanced shopping experience for customers.

C hanges in Ohio liquor law this past year opened up

$gfTHE BOTTOM LINE

of Success

Tasting events must be approved by the Division of Liquor
Control, and can last no longer than two hours. A sample
size is .25 ounces, with a limit of four samples (totaling one
ounce) per person. Events are limited to the spirituous liquor
sales area of the store, conducted by marketing professionals
representing the spirits supplier or manufacturer who have
received alcohol server training to ensure compliance with
Ohio’s liquor laws.

Tasting events all over the state have been very successful.
In less than a year, almost 1,200 tasting events have been
conducted and more than 9,000 Ohio consumers participat-
ed. Some of the new and unique items sampled include: Pin-
nacle Cookie Dough, Cotton Candy, and Pumpkin Pie; Red
Stag Spiced; Oyo Vodka and Oyo Vodka flavors; Bacardi
Wolfberry; Fireball Cinnamon Whiskey; Hennessy VS and
Black; and Rogue Malt Whiskey to name a few.

Tasting events are a great way to help educate Ohioans
on the latest trends in the industry, and we anticipate the
number of tasting events and locations will increase in 2013
as more new items are introduced. We take pride in listing
a wide and diverse selection of spirits for our customers and
in being at the forefront of the marketplace when it comes to
new items and innovation.

Information on all products available in Ohio, as well as
where to buy them, can be found at www.com.ohio.gov/ligr.
Business friendly regulations, coupled with our commitment
to excellent customer service, will enable businesses to cre-
ate new jobs and keep Ohio moving in the right direction. If
you have questions or need assistance, contact the Division
at (614) 644-2360. 1|

Tasting events are a
great way to

help educate

Ohioans on the
latest trends

in the industry.
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COUPON REDEMPTION

‘lake money and save time by letting the AFPD professionals handle your coupons!

ne AFPD Coupon Redemption Program eliminates a retailer’stime consuming and costly chore of sorting,
hunting, and mailing coupons to individual manufacturers. It also reduces the volume of accounting records
toilers must keep, leaving you with more time to effectively manage your retail business.

Plus AFPD will PAY YOU 24 for every valid coupon you redeem through us!

(Must redeem minimum of 500 valid coupons per year to qualify for the 2< per coupon rebate)

)ur program is simple. Here’s how it works:
e Fll out a coupon questionnaire on your store and return it to the AFPD office.

¢ You package and mail your coupons to the Oklahoma Food Industry Coupon Redemption Service (OFICRS)
office weekly or monthly (mailing labels are provided).

¢ We take care of the coupon sorting for you.

¢ We then send you a check for the amount of the coupons redeemed, minus a 20% security deposit for any
potential charge backs, within 6 to 8 weeks from the time we receive your coupons.

* You will be given on-line access to view all of your coupon activity including shipments, charge backs and
checks, in real time!

1+ We will not redeem any coupons which have been expired more than 90 days (the manufacturer's
grace period).

« Annually, we will release the majority of the security deposit you have remaining.

e BONUS: If you meet the minimum 500 valid coupons sent per year

requirement, we will also send you a check for 2p. for every valid Annual Irf. rebate chart
coupon you redeemed through AFPD at the end of the year. ABOVE & BEYOND your
_ _ _ regularly redeemed coupons
* Should a problem occur, our dedicated staff is here to assist you.

VALID ANNUAL
aking coupons allows you to stay competitive, and now, through the AFPD COUPONS REBATE
Coupon Redemption Program, will allow you to make even more 500 $10
Honey! we do all the work, and you GET PAID! 1,000 $20

. 2,000 $40
rhe AFPD Coupon Redemption Program has been successful for more
han 40 years. We hope you will take advantage of our 4,000 $80
'ogram and allow us to make money for you today! 6,000 $120
. 8,000 $160
To get started today, call the AFPD office:
10,000 $200

666-6233



Marvin Poota: AFPD is Our Voice

Mmmm...is that bacon and coffee we smell? But nobody is
open at 1:00 am! That might be true in some small cities, but
at Wixom BP in Wixom. Mich., owner Marvin Poota's team is
already cracking eggs and making fresh coffee. No gas station
food here—*our extensive breakfast crowd is drawn by the
smells."” Poota explains. “"We make everything from scratch,
nothing is frozen, and our customers take notice. They espe-
cially like our breakfast pizza made with homemade dough.

In 1972, Sami Poota bucked tradition, moved his family
from Detroit, and bought an existing station near the Wixom
Lincoln-Ford plant. These days, Sami Poota still works a few
days a week, while Marvin and his four brothers run three
locations, including the BP station and a convenience store in
Wixom. plus a convenience store in Novi. “The plant closed
down in 2007, and sales dropped,” Poota says, "but our food-
service program has helped us survive."

Poota has day-to-day responsibility for the Wixom BP gas
station, a 3,200 square-foot store with a full kitchen—and the
only place in town serving breakfast before 5:00 am. In addi-
tion, Poota and his 11 employees provide lunch to a loyal base
of customers, many from the small manufacturing plants in
the area. There's a lot to choose from, including hot and cold
sandwiches, homemade meat loaf, and a folded pizza—"*our
unique, single-serving version of a calzone. with our home-
made dough,” he says. "Our customers also appreciate hearing
Christian music and enjoy our nativity scene at Christmas, a
tradition started by my father many years ago.”

Family and community are very important to Poota. As
busy as he is with four children ages six to 13, he serves on the
Wixom Downtown Development Authority, donates to schools
and churches, and works with Hospitality House to feed the
hungry. The family also participates in the Adopt-a-Refugee
Family program that was founded in mid-2007 to help fami-
lies—mostly Christians—forced from their homes, persecuted,

and even murdered in war-torn Iraq because of their religious i
liefs. The program has sent nearly $2.5 million to help more tha
100.000 refugees who are now living in Lebanon, Jordan, and
Syria, where civil war has made the need more critical. “Adopt-
A-Refugee Family gives 100 percent of the money directly to a
specific refugee family," Poota says. "All the administrative cosi
are covered by donations, and you can even communicate with
the family you are helping."

Sami Pootajoined AFD in the early 1980s, and his sons have
followed his example. "I haven’t personally been very involved
because my kids are still at home. But I’m definitely interested.' |
Poota says. "AFPD is awesome—they are our voice in Lansing
and Washington.” Wixom BP uses the Monster Energy program
and both c-stores save money with the Nestle ice cream and
Arizona beverage programs. "The programs are a good bonus," ,
Poota says, "but the real benefit is the support AFPD gives us in
dealing with change, especially changes in laws and regulations

"I think a hot button for Michigan AFPD members in 2013
will be liquor licenses. Right now it's a free-for-all,” Poota
explains. "It’s just too easy to get a license now. Anybody can
grab one with minimal payment. It's a real concern, especially
for long-time liquor stores who don't carry other products.” The
Wixom gas station doesn’t carry beer and liquor, although the
c-stores do. but Poota expects he will have to add it to the gas
station soon. “It seems like liquor and beer are becoming just
another thing you have to carry." Poota says he is counting on
AFPD to work hard to protect independents. "We always favor
less government,” he says. “"When government gets involved,
small business usually suffers."

His resolution for 2013? "1’'m thinking about expanding,
maybe bump the store up another 1,000 square feet. We’ve out-
grown our space, and the way alcohol is going, we'll have to do
to compete. There are a lot of products we could carry if we ha<
more room.” I

"The programs are a good bonus, but the real benefit isthe

support AFPD gives us in dealing with change,

especially changes in laws and regulations™

THE BOTTOM LINE

— Marvin Poota

www.AFPDonline or
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2013AFPD FOUNDATION
ACADEMIC SCHOLARSHIP PROGRAM

$1,500 SCHOLARSHIPS

Available to AFPD members, their employees,
children and customers in Michigan & Ohio

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

Applications are available beginningJanuary 1, 2013.
Deadline to apply: March 31, 2013.


http://www.AFPDonline.org
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CONDINO

Political Action

AFPD Vice President, Government Relations

The More Things Change, the More They Stay the Same

esident Obama won re-election

ith the support of a major-
ity of the electorate in

both Michigan and Ohio,

where voters decided the ~ “

election by putting Presi-

dent Obama over the top

in terms of the Electoral

College.

While Democrats picked
up a couple of controversial seats
in the United States Senate—and con-
tinue to maintain the majority edge there—in the
U.S. House, Republicans retain their strong majority.

In the U.S. Senate, Debbie Stabenow and Sherrod Brown
retained their seats in Michigan and Ohio, respectively. Every
incumbent in Michigan won re-election to the U.S. House; in
Ohio, Republicans lost two seats because of the 2010 census,
but maintained their majority control by a margin of 12 Repub-
licans and four Democrats.

No matter where we each stand on the President's re-election,
the dilemma of the "fiscal cliff’ remains. The questions im-
mediately following the election became "can any of them work
together?" and "will economic decisions necessary for the
country's progress get made with the same actors in control?”
Our elected officials in Washington literally have the lives of
American families on the line with the decisions they face in
the 113th Congress.

Michigan State Election Results

In Michigan. Republicans retained control of the House by

a 59-51 margin—their majority reduced by the defeat of five
Republicans. Speaker of the House Jase Bolger narrowly won
re-election to his House seat. One highlight: Republican Klint
Kesto won the battle in the newly-drawn 39th District, becom-
ing the first Chaldean elected to the Michigan House.

Bolger easily won re-election as Speaker of the House, and
Rep. Tim Greimel (D-Auburn Hills, Pontiac) will be the next
House Minority Leader. AFPD has strong relations with both
Speaker Bolger and Minority Leader Greimel.

Lame Duck—Michigan

In a historically wild lame-duck session, controversial legisla-
tion made Michigan the 24th "right-to-work" state, giving
workers a choice as to whether they want to join a union. Other
landmark legislation included an Emergency Manager law for

flifI*THE BOTTOM LINE

Our elected officials in
Washington literally have the
lives of American families on the
line with the decisions they face

in the 113th Congress.

municipalities and school districts
that cannot pay their bills;
abortion clinic code and

N regulation restrictions;

and creation of a
Detroit Lighting
Authority charged
J  with restoring more
than 40,000 non-
functioning street lights
in Detroit. Gov. Snyder pas-
sionately vetoed a gun bill to allow
those with extra training to carry guns into
schools and churches.

Another important bill signed into law eliminates the the
Personal Property Tax (PPT). This law repeals the tax on old
or antiquated manufacturing machines and facilities that have
been taxed for 50-60 years throughout Michigan.

Ohio State Election Results

There were no significant legislative changes in Ohio. In fact,
the Republican majority picked up a seat in the House, creat-
ing a 60-39 majority, and the Senate remains at a Republican
majority of 23-10. From AFPD's point of view, the results are
optimal: Candidates supported by the AFPD PAC all won
re-election, and Senators supported by AFPD in Ohio—spe-
cifically Faber. Patton, and LaRose—are expected to become
part of the next leadership team in the Ohio Senate.

Lame Duck—Ohio

While the lame-duck session in Ohio's 129th General As-
sembly was not nearly as wild as in Michigan, important
changes in the criminal law were sent to Governor Kasich
for signature. The legislature passed Roberta’s Law—named
after a young murder victim—requiring notification to the
victim and victim's family prior to the pending release of the
criminal offender, and the Arson Offender Registry requires
those convicted of arson to be listed in a registry similar to
sex offenders. Both measures were quickly signed into law by
Governor Kasich.

Lame duck sessions have now ended in Michigan and
Ohio, but the sessions beginning later this month promise to
be controversial and action-filled—and the stakes have never
been higher. AFPD's Government Relations team will be
on the job to keep members fully advised of the important
outcomes in 2013. Il

www.AFPDonline
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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. “We've been working closely with
businesses throughout
the state for several years
now, and we couldn't
be happier with our new
partnership." he said.

Volunteer Energy
serves tens of thousands
of business and residen-
tial gas customers across
the state. The energy
supplier's bright orange
logo is well known to
many Michiganders due in part to their sponsorship affilia-
tions with the Red Wings. Lions. Grand Rapids Griffins and
the University of Michigan. In addition, Volunteer Energy
s heard daily on WJR's Paul W. Smith show “Volunteer
Energy is committed to Michigan in a big way," said Hall.

"We couldn't be more pleased to help our members save
money through this partnership with Volunteer Energy," said

Auday Arabo, President and CEO of AFPD. Arabo conducted

an extensive review process in order to select the best provider

who could secure low gas rates for members. “Our members

trust us to bring them value, and we feel we've done that with

the addition of Volunteer Energy," Arabo said. “If a member

is using natural gas, they can probably cut their rate. And it
doesn't cost anything to do a
rate comparison, so members
have nothing to lose,” Arabo
said.

The program is currently in
effect, so any AFPD members
in the DTE Energy, Consum-
ers 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 Energy—Volunteer Energy is a rapidly
growing alternative energy supplier with corporate offices in
Pickerington. Ohio, and a regional office in Ann Arbor. Founded
in 2001, Volunteer Energy provides natural gas and electricity to
over 100,000 businesses and residents across the Midwest.
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Michigan is one of ten states with a bottle-deposit law.The original bottle deposit system was created 36
years ago with a voter approved ballot initiative in November of 1976. In 1989, after the system had been
in place for |1 years, the law was revised by the Michigan Legislature to expand the 10-cent depositto
wine coolers and mixed spirits.

However overall recycling rates in Michigan have dropped. In a study released by the Michigan Recycling
Coalition, Michigan is well below the Great Lakes states' average of 26 percent and the reasons for this
varied, including the lack of curbside programs, low landfill fees, and declining markets for recycled materials.

AFPD isthe lead Association in seeking the repeal evolution of the “bottle
bill"'with a Statewide Comprehensive Recycling Plan.Through our efforts,
a coalition is forming-and legislation will be introduced in the near future

working to bring Michigan recycling into the 2 1st century and out of your I m I n |
stores, to be replaced by a statewide, comprehensive recycling plan. THE VOICE OF INDEPENDENT RETAILERS
GOING

WE NEED YOUR HELP!

AFPD is asking for donations to help with our efforts toward a comprehensive recycling plan.

Name: Payment method:
By Check:
Moke check payable to: AFPD
By Credit Card:
- Circle one MC Visa AMEX Discover
ip:
Card Number:

How bod do You wont bottles & cans out of your store? Expiration Date:.

0 $ 000 Q $10,000 Signature:

Q $5,000 O Other$

For -lore information, contact Auday Arabo at (800) 666-6233 or email aarabo@AFPDonlme.org


mailto:aarabo@AFPDonlme.org

ADVERTORIAL
Safety Sense

Save Money by Choosing the
Right Group Rating Program

At this time each year, you may be approached by several Ohio
workers compensation group rating programs encouraging
you to apply for their program. Choosing the right workers’
comp savings program can be a difficult task for an employer
already busy running their business. Picking a program with
high savings is important, and your business should be re-
viewed for all available savings programs.

Why Do Employers Need Group Rating?

Group Rating is one avenue for significant savings on your
workers' compensation premiums. CareWorks Consultants’
(CC1) group rating programs have saved participants more than
$2 billion in workers' compensation premiums since group
rating began in 1991. In 2012 alone, more than 200 AFPD
members are projected to save $430,000 on their premiums.
For every $1 spent in fees to participate in a CCI group rating
program, the average participant saved $10 in workers’ com-
pensation premiums, a 1,000 percent return on investment.

Group Stability

Currently, 32.000 companies participate in a CCl-administered
group rating program. We are one of the largest TPAs in Ohio.
It is important to belong to a large group rating program be-
cause the larger the group, the less vulnerable it is to projection
fluctuations. Last year, our projected rates averaged within two
percentage points of the actual rates.

Administrative Services

Administrative services are an important aspect to review
when choosing a group rating program. When you join a CCI
group rating program, you are hiring a team of experts to man-

In 2012 alone, more than
200 AFPD members are
projected to

save $430,000

on their premiums.

m THE BOTTOM LINE

age your claims and contain claims costs. Incurring excessive
claims may cause an employer to be removed from a group
rating program. Some TPAs may offer maximum savings, but
provide less-than-adequate claims service. Therefore, a com-
pany may save the maximum one year, but incur a few claims
which are not properly managed, and subsequently be removed
from group rating altogether the next year.

CCI offers claims representation, rating analysis, hearing rep
resentation. and unemployment consultation to all group rating
members. We are involved in the everyday account managemen
of your workers' compensation needs. We go the extra mile,
employing powerful cost-control techniques that help our client
continue to qualify year after year.

It Pays to Compare

All companies should annually review their group rating status.
If your company is currently enrolled in another group rating
program or did not qualify for group rating last year, we encour
age you to take a look at the AFPD group. A company that did
not previously qualify due to penalty rating may qualify this
year.

How Do | Enroll?

Contact AFPD/CCI Program Manager Theresa Passwater at
(800) 837-3200, ext. 7248 or by email at Theresa.passwater@
ccilpa.com.

You can also visit www.careworksconsultants.com/grouprat
ingapplication/AFPD to obtain a group rating application. Youi
no-cost, no-obligation analysis of potential premium savings
through the AFPD group will be mailed to you within a week.
The deadline to join the AFPD group is February 24, 2013. 11l

www AFPDonlme ¢
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Cube . Block « Dry Ice
Coolers Available—

Single or Double Door
Outside or Inside

Newest Fleet in the Industry
Centrally Located for

Fastest Delivery US ICECOpEP

Cash & Carry Department 10625 West 8 Mile Road < Detroit, Ml 48221

. (313)862-3344 + Fax (313) 862-5892
Best Prices In Town
The Abbo Family h
M/IA_\QEEAE\3$|~IJ%EER seli/ed S%uﬁ]n;;}s/t *
Michigansice
IN THE TRI-COUNTY AREA, needs since 1984!

with a manufacturing
capacity of 400 tons
(800,000 Ibs.) of ice per day!

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

NN

313-862



Shoveling snow can raise
blood pressure and

dramatically increase
people’s risk

for a heart attack.

BOTTOM LINE

Healthy Living

Snow Shoveling
Poses Heart Risks

By Mary Elizabeth Dallas

As temperatures fall during the winter months, the risk for
heart attacks rises for people with heart conditions and those
engaging in rigorous physical activity.

"When the temperature outside drops, our blood vessels
narrow to prevent our bodies from losing heat," says Dr.
Holly Andersen at the Ronald O. Perelman Heart Institute of
the New York-Presbyterian Hospital/Weill Cornell Medical
Center. "This is a natural response that can also put people
with heart conditions and those involved in strenuous exer-
cise at greater risk of having a heart attack."

Many people are unaware of the dangers that low temper-
atures and winter storms can pose to their hearts, cautions
Andersen, who is director of education and outreach at the
medical center. Shoveling snow, for example, is one of the
most exhausting and risky activities people do in the winter
since it can raise blood pressure and dramatically increase
people’s risk for a heart attack.

To protect your heart health this winter, Andersen offers
the following safety tips:

 Stretch and warm up your muscles with light activity
before engaging in rigorous physical activity, such as
shoveling.

» Wear ascarf over your mouth and nose to warm the
air you breathe. Dress in layers and cover up with a
windproof and waterproof outer shell.

* Instead of lifting a shovel, push it to remove snow.

» Pace yourself and take breaks while you are shoveling
SNOW.

» Enlist a friend to help you shovel. This way you will
have less work to do and will not be alone in case of
an emergency.

Anyone who is overweight, older than 50, or has suffered

a heart attack should talk to their doctor before shoveling
snow or starting a new exercise program.

More information

The U.S. National Heart, Lung, and Blood Institute has
more about heart attack prevention at www.nhlbi.nih.gov/
health.

Mary Elizabeth Dallas is a writerfor

Blue Cross Blue Shield of Michigan's online
health and wellness news, HealthDay.

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

The perfect mix of comprehensive coverage at an affordable price.

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

flexibility to choose exactly the right coverage for your business.

Healthy Blue Living5’ from Blue Care Network

CELEBRATING
A revolutionary HMO product that, for five years, has been

) . - : 5 YEARS
rewarding employees for adopting healthier lifestyles by working
with their doctors to improve their health. Real rewards, like lower
copays and lower deductibles
Simply BlueB’ from Blue Cross Blue Shield OVER
A PPO product, with over 120,000 members in just a year, that offers 120,000
employees a comprehensive health plan at a competitive price. It's MEMBERS
the coverage you've always wanted, that's now more affordable
Healthy employees are good for business
And by offering first-rate coverage that you and your employees can
afford, your business can thrive
Learn more today. Your Association
Call 1-248-671-9600 for more information regarding Exclusively Endorses
benefits and rates on Blues plans available to AFPD dealers.
Blue Cross

Blue Shield
Blue Care Network

n n of Michigan

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

R005547



ASSOCIATIONS

AMR - Association Management Resources . (734) 971-0000
. (248) 620-6320

. (248) 885-2227

Local Business Network

Turkish Resource Center of North America .

ATM

Amencan Communications of Ohio . (614) 855-7790
. .(313) 350-4678
. (248) 932-5400

. (248) 594-3322

ATM International Services......

ATM of America, Inc
Elite Bank Card ATM's . ..

BAKED GOODS DISTRIBUTORS

Great Lakes Baking Co ..(313) 865-6360
. (313) 636-0401
.(313) 875-7246

(313) 277-8877

(313) 834-8800

Hearth Ovens Bakers by Masons Bakery.,
Michigan Baking Co. - Hearth Oven Bakers

Sajouna Bakery

Vinna Wholesale Bakery...

BANKING, INVESTING & CONSULTING

1 Source Capital Commercial Financing
. 1-888-447-7892
.(248) 948-5124
...(313) 712-5300
.(248)865-1300
.. (248) 293-3036
1-800-945-7700
(248) 626-3970

iHm Lincoln Financial Advisors
AXA Advisors

Bank of Michigan

Citizens Bank...

Flagstar

Huntington Bank

BEER DISTRIBUTORS & SUPPLIERS

Eastown Distributors . (313) 867-6900
. (989) 262-8300
. (248) 789-5831

(269)983-7469

. (248) 393-3700

F uth Brewery

MillerCoors.....
O K. Distributors.....

Powers Distributing Company.........

BOOKKEEPING/ACCOUNTING CPA

Alkamano & Associates
Marcom/EK Williams & Co

(248) 865-8500
. (614) 837-7928
. (248) 851-7900
. (248) 355-1040

Shimoun, Yaldo, Kashat & Associates, PC.
UHY-US

BUSINESS COMMUNICATIONS/
PUBLIC RELATIONS

-Comcast..

Clear Rate Communications..

. .(248) 343-9348
(248) 556-4537
(248) 702-8687
(248) 354-8705

Denha Media Group....

FirstMedia Group....

CELLULAR PHONES & MOBILE MARKETING

Mousetrap Group.... (248) 547-1 2800
. (810) 733-7460

. (248) 465-1717

SPI Innovation
T-Mobile...

CHECK CASHING SYSTEMS

Secure Check Cashing . (248) 548-3020

CHICKEN SUPPLIERS

Krispy Krunchy Chicken (248) 821-1721

(734)525-2535

Taylor Freezer

CHIPS, SNACKS & CAND Y

Better Made Snack Foods (313) 925-4774
1-800-359-5914
Kar's Nut Products Company .....(248) 588-1903

Motown Snacks (Jays Capo Corf Toms, Ardmay StellaD'orot (313) 931-3205

Frito-Lay, Inc

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

COFFEEDISTRIB U T O R S

tftfr ‘Folgers.. .(717) 468-2515

CREDIT CARD PROCESSING

Chase Paymentech .

H itt WorldPay

First Data, Justin Dunaskiss
First Data Independent Sales, Steven Abro......... 1-877-402-4464
First Data Independent Sales, Timothy Abbo ... 1-877-519-6006
Petroleum Card Services............. . 1-866-427-7297

. 1-877-402-4464

C-STORE & TOBACCO DISTRIBUTORS

A ttir eeLiberty USA

Capital Sales Company
H.T. Hackney-Grand Rapids <. 1-800-874-5550
Martin Snyder Product Sales Company.............. (313) 272-4900
S. Abraham & Sons

United Custom Distribution

DISPLAYS, KIOSKS & FIXTURES

Detroit Store Fixtures

Sitto Signs

ENERGY, LIGHTING & UTILITIES®

‘DTP YourEnergy Savings ... 1-855-234-7335

"Michigan Saves ... (734)494-2126

m itt Volunteer Energy.... (734) 548-8000

AmeriFirst Energy (Gene Dickow)
DTE Energy

...(248) 521-5000
1-800-477-4747
(734) 887-2176
(249) 910-6138
1-888-480-0070
..(313) 341-0416
...(616) 977-1705
(248) 884-1704
(616) 366-8535
..(313) 366-8535

DTE Energy Supply ioh.pa&il)

Energy Wise America
Kimberly Lighting, LLC

Murray Lighting Company

Reliable Choice Energy

Running Right

Vantaura Energy Services

Walker-Miller Energy Services...

FOOD EQUIPMENT & MACHINERY

..(989) 754-2457
...(248) 399-2050

Culinary Products......

Store Fixture Supercenter

FOOD RESCUE

Forgotten Harvest.., (248) 967-1500
(313) 923-3535

..(517) 908-3690

Gleaners Community Food Bank
Greater Lansing Food Bank.....

248)284-38?

(248)542-446Rteraid, Inc

(616)453-6338B Grocers Wholesale.............

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

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

Tubby's Sub Shops, Inc . 1-800-497-61
GASOLINE WHOLESALERS
Atlas Oil Company.... 1-800-878-2

Central Ohio Petroleum Marketers..... (614) 889-1)

CFX Management.... ....(937) 426-6!

Countywide Petroleum/Citgo Petroleum (440) 237-4-

Gilligan Oil Co. of Columbus, Inc ...1-800-355-9

High Pointe Oil Company (248) 474-0

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

Motor City Oil Co .(313) 892-3

Obie Oil, Inc (937) 275-9«

sear W Larson Co ... (248) 620-C

Superior Petroleum Equipment. (614) 539-11

(773)571-6327

GREETING CARDS |

Leanin'Tree ... . 1-800-556-7819 ext. 4 1

GROCERY WHOLESALERS & DISTRIBUTE

!412)4617275U'"Et‘e Foods, Inc ...(231) 264-6
(517) 546-6
Central Grocers (815) 553-8

Complimentary Foods (734) 545-6

.. (734) 5131

(248)356-73Q0, ¢y sive Wholesale W orld.. (248) 398~

General Wholesale (248) 355-C)

George Enterprises, Inc ...(248) 851-f
(313)341732§geat North Food (989) 356-1
,248)3997011ITtema!|0nal Wholesale ...(248) 353-1

Jerusalem Food (313) 846-

Kap's Wholesale Food Services..... ...(313) 832-:

Nash Finch Company 1-800-472-

Spartan Stores, INC................... ...(616) 878-:

SUPERVALU (937) 374-

Value Wholesale Distributors

S (248) 967-

HOTELS, CONVENTION CENTERS &
BANQUET HALLS

Farmington Hills Manor... (248)888-

Hampton Inn - Commerce ...(248)863-

Hampton Inn - Shelby (248)624-
Holiday Inn Express - Commerce (248)624-
Petruzello's (248)879-

Shenandoah Country Club

Suburban Collection Showplace..

ICE CREAM SUPPLIERS

Nestle DSD ...

(248)425-

U tiBif 'Prairie Farms Ice Cream Program (Urge Form
1-800-399-6970 ex

1-866-347
..(313)291

Arctic Express

Pars Ice Cream Company, Inc

Indicates sydier progamitiet hes beenedrsed oy AHD

- Indicates supplier only available in Michigan
-~ Indicates supplier only available in Ohio



SUPPORT THESE AFPD SUPPLIER MEMBERS

= PRODUCTS

ft V.S.lIce Corp (313) 862-3344

ic Glacier, Inc .1-800-327-2920

. .1-800-759-4411
. (313) 295-8576

ie City Ice

orlce Co

iIURANCE SERVICES: COMMERCIAL

ft North Poinle Insurance.... 1-800-229-6742

ft "CareW orks . 1-800-837-3200 ext. 7188
ft "Cox Specialty Markets (North Pointe)
(Underground Storage Tanks) ... .... 1-800-648-0357
wn & Brown Insurance. (586) 446-3663
oe Midwest/Adjusters International___ .1-800-445-1554
(248) 856-9000
(614)481-4300
, (440) 247-3750

at Northern Insurance Agency

mas-Fenner-Woods Agency, InC............ .

n/Lyndall Insurance....... .

5URANCE SERVICES: HEALTH & LIFE

ft ‘BCBS of Michigan......... 1-800-666-6233

v York Life Insurance Company............. .... (248) 352-1343

*y Husaynu & Associates.... (248) 851-2227

i/ENTORY SERVICES
o Inertay.

. (586) 7184695

GAL SERVICES

ft 'Bellanca, Beattie, DelLisle ...
ft "Pepple 4 waggoner, Ltd.........

mnmings McClorey. Davis & Acho, PLC..
rtes Associates

&6 phillips, LLP

»Pyalav FC

.(313) 882-1100
.(216) 520-0088

(734) 261-2400

(248)2654100

(858) 597-9611

(248) 626-6800

~ Attorneys & Counselors (586) 493-4427
* A8 Horst (614) 228-6885
.n* Fakhoun Law Firm. (248) 945-3400
(248) 865-7227

(248) 223-9830

(734) 354-8600

(

+ dKOES of Kassab & Arabo, PLLC
kai, QON Mekam. shallal & Hmdo. PC
unt. KECIES silver 6 Gadd, PC

kdrems cole, Pc 517) 351-6200

YTTERY

W Gopodion (517) 272-3302
Latey (517) 335-5648

~cLochry 1-800-589-6446

~GAZINE & TRADE PUBLICATIONS

NBI\SNH_ﬂZiI’ED\smbutors (586) 978-7986

EAT & DELI DISTRIBUTORS

4AIMMMM (313) 867-3937
o TRotion Gortrd meats (419) 358-2926
*o»iSons (810) 387-3975
+1 Ftnh Foods (313) 295-6300
@ Foos (586) 447-3500
»Whotau» Mests (313)831-8126

Foodks Cstrtutors (313) 659-7300
~  FodGap (586) 727-3535
V* 1ve Pacsaig Gonpery (313) 259-7500

MILK, DAIRY & CHEESE PRODUCTS

fIfiir ‘prairie Farms Dairy Co.. ...
Uiftr "pairym ens e cvveeieens (216/ 214-7342

1-800-748-0480

enn(248) 399-6300

Country Fresh ...

MISCELLANEOUS

(586) 943-8888

Validator (386) 308-2543

Z Coil Comfort Side....cccocvuininnnns (313)4074976

MONEY ORDERS/MONEY TRANSFER/
BILL PAYMENT

ftHi moneycram International ..M (517) 292-1434
OH (614) 878-7172
NoCheck Payment Service, LLC. (248) 973-7241

Western Union ... (734) 206-2605

OFFICE SUPPLIES & PRODUCTS

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

PIZZA SUPPLIERS

Hunt Brothers Pizza (615) 259-2629

POINT OF SALE

BMC - Business Machines Specialist (517)485-1732
Caretek (Security. Credit Card, Point of Sale and more) 1-866-593-6100
Great Lakes Data Systems (248) 3564100 ext 107
Legacy Technology Services (630) 622-2001

Silk Route Global (248) 854-3409

PRINTING, PUBLISHING & SIGNAGE

American Paper & Supply (586) 778-2000

Fisher Pnntmg (708) 598-1500
International Outdoor (248) 489-8989
Michigan Logos (517) 337-2267
Proforma Commerce Solutions (313) 207-7909

Walt Kempski Graphics (586)775-7528

PRODUCE DISTRIBUTORS

Heeren Brothers Produce ........(616) 452-2101

Ace Produce (248) 798-3634

Jemd Farms (734) 992-2043

Tom Macen & Son, Inc (313) 568-0557

REAL ESTATE

Amencan Business Broker (614) 944-5778

Judeh Tax Appeal Team (313) 277-1986

Signature Associates - Angela Arcon (248) 359-3838

REFRIGERATION & REFRIGERATION SOLUTIONS

Phoenix Refrigeration (248) 344-2980

REVERSE VENDING MACHINES/RECYCLING

TOMRA Mtftgan 1-800-6104866

SECURITY, SURVEILLANCE & MORE

Central Alarm Signal... . (313) 864-8900

Gulfcoast Loss Prevention.............. . (727) 776-3429

US RAC, LLC (248) 505-0413

Whole Armor Reliant Services LLC .........c.c..... ... (313) 930-5464

SHELF TAGS/LABELS/MARKETING

egi Solutions (586) 978-9630

JAYD Tags . (248) 730-2403

Saxon Inc (248) 398-2000

SODA POP, WATER, JUICES &
OTHER BEVERAGES

$ A f Arizona Beverages ..(810) 360-0671

ilA f Cintron Beverage Group ... ..(248) 659-2051

fw ft ‘Intrastate Distributors (Snapple) (313) 892-3000

MonsterEnergy Company... (586) 566-6460

tm i Nestle Waters Supermarket Program ...
(734) 513-1715
. (313) 937-3500

.1-800-334-1064

7UP Bottling Group ....ccccceeecucueccuccnns

Absopure Water Co....

Buckeye Distributing (AriZona)

. (440) 526-6668

Coca-Cola Refreshments
Auburn Hills (248) 373-2653

Belleville (734) 397-2700

Metro Detroit (313) 868-2008
Port Huron (810) 982-8501

(216)690-2653
e (313) 925-1600
On Go Energy Shot e (248) 4704300
Detroit 1-800-368-9945

Coca-Cola Refreshments - Cleveland...........

Faygo Beverages, Inc....

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

SPECIALTY FOODS

Cousin Mary Jane (586) 9954153

TOBACCO COMPANIES & PRODUCTS

Altria Client Services 513) 831-5510

336) 741-0727

(
R J Reynolds (
S & E Distnbutor, Inc. (e-cigarettes) (248) 755-8926
Westside Vapor (e-cigarettes) (614) 402-0754

WASTE DISPOSAL & RECYCLING

National Management Systems . (586)771-0700

WINE & SPIRITS COMPANIES

Bacardi Martini US A (734) 459-2764
Beam Global (248) 471-2280
Cana Wine Distnbutors (248) 669-9463
(248) 349-5164
1-800-462-6504

Constellation Brands
Diageo

Heaven Hill Distillenes 1-800-348-1783
(248) 549-0054
(248) 347-3731

(734) 667-3515

KCTS-Awesome Brands
Remy Cointreau USA

Treasury Wine Estates

WINE & SPIRITS DISTRIBUTORS
Great Lakes Wine S Spirits (313) 867-0521
1-888-697-6424

1-888-642-4697

National Wine i Spirits

indicates supplier program that has been endorsed by AFPD.
* Indicates supplier only available In Michigan

** Indicates supplier only available in Ohio
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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.
—February 8, 2013— The opinions expressed in this magazine are not necessarily
97th Annual Trade Dinner & Ball tho§e ofAFPD, its board ofdnjef:tors, staff nwgmbers, or consultants.
) Bylined articles reflect the opinions of the writer.
Diamond Center POSTMASTER: Send address changes to AFPD Bottom Line,
Suburban CO”EC“O”hShOWp'ace 5779 W. Maple Rd., West Bloomfield, M 48322.
Novi, Mich.

AFPD works closely with these associations:

—April 9 & 10, 2013—

29th Annual Innovations IFD A PIA E @
INTERNATIONAL FOODSERVICE
Trade Show DISTRIBUTORS ASSOCIATION FOOD INDUSTRY

Burton Manor

Livonia, Mich. ol\a\ / u IS k CS

National Association

nation A ITITTMI mcocia tkmi ot Convenience Stores
—As Requested—
. P ASSOCIATION COUNCIL -ﬁm
TiPS Training
™ £A\Ir 1O | |
rs:I ™ ferif sB
ING INSTITUTE 1

TIME TO REORDER FOR 201

nS

Under IB
Ho Tobacco

EASY ONLINE ORDERING
atwww.wecard.org or, call 1-800-934-3968

©2012 The We Card Program, Inc All rights

THE BOTTOM LINE www AFPDonlme <


http://www.wecard.org

Convenience. Service. Value.

For your customers. For you. WorldPay delivers.

- can support all of your supermarket and Pay at the Pump processing needs.

i make it easy A We help you protect
switch your business

iter-top terminals to integrated Our leading payment security and
nent systems, we support most PCI program helps you achieve
oment. including VeriFone’ Ruby, and maintain PCI compliance and
ibire and Topaz; AutoGas Regal; protect your business and your
acle Palm POS,M; Gilbarco* customers from card fraud.

sport* and Radiant'

ltoday to learn more about WorldPay and the flexible programs
offer to help meet your payment processing needs

Hf Michael | 773.571.6327 | Nenif.Michael@WorldPay.us

A We provide 24/7 US-

based technical assistance

Live help whenever you need it, in
addition to secure, online reporting
that provides up-to-the-minute
transaction details, helping you
manage your payment acceptance.


mailto:Nenif.Michael@WorldPay.us

We Dbelieve that every day
IS Independent’s day.

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

Call Jim Gohsman at 6 16-878-8088 or visit usatw w w <ipartanStorcS.com.

Spartan
Stores
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