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chairman’s message
PHIL K ASSA //  AF PD CHAIRMAN

Getting Stronger by the Day

W e enter the stretch run for 2017 and it is hard to believe the holiday season is here!  I 
tried	to	reflect	on	where	the	year	has	gone	and	there	is	so	much	AFPD	has	been	a	part	
of.  I have served on the AFPD Board of Directors for 11 plus years and I have never 
seen AFPD so strong and we are getting stronger by the day.  That is exceptional in the 

fact that other organizations in our industry are struggling and going out of business.  

In the consolidation series we have been writing about over the past 5 months, we did mention that 
when retailers, suppliers, wholesalers and manufacturers consolidate, so must their respective 
associations, it is simple logic.  And another merger took place just last month with Lipari purchasing 
Dairy Fresh. AFPD continues to focus on what is in front of us and we continue our growth.  

In Michigan you will see a newly redesigned quarterly liquor book which will set us apart.  You will also 
see the Governor sign a bill that will not allow localities from imposing a tax on food.  AFPD continues 
to	fight	to	protect	the	half	mile	rule	and	we	have	now	hired	two	well-known	lobbyists	to	help	us	bring	
this issue to closure by the end of 2017.  

In	Illinois,	we	will	finally	see	the	repeal	of	the	Sugar	Beverage	Tax	in	Cook	County.		Great	work	from	
Stephanie	from	Pete’s	Fresh	and	Lou	from	Valli	Produce	who	testified	before	the	Cook	County	
Commissioners	who	really	helped	make	a	difference	there.		

In Ohio, the commission checks from the Ohio lottery have been paid out to retailers from the legislation 
we were able to pass earlier this year.  Some members told me they received close to $5000.   

We have such great lobbyists in Michigan, Ohio and Illinois, but we need your help in support the 
Political Action Committee in each state.  Anything you can contribute helps!  Our lobbyist in Ohio, 
Terry Fleming, introduced us a few years ago to Lieutenant Governor Mary Taylor who is now running 
to be the next Governor of Ohio.  AFPD and many of our board members recently attended a function 
for her, spearheaded by Paul Elhindi.  It was also nice to have the new Michigan Lottery commissioner; 
Aric	Nesbitt	visit	the	AFPD	office	last	month.		

Speaking of politics, you should be receiving ballots for the board of directors’ annual elections soon.  
Please	make	sure	you	fill	them	out	and	send	them	in.		It	is	so	important	to	have	the	right	people	serve	
on the AFPD board of directors.  They represent your voice on the board. 

 It is also AFPD Turkey Drive season, so please help those in need with a small donation or you can sell 
turkey hands at your registers and direct the turkeys you raised money for to be sent to the charity or 
non-profit	of	your	choice	anywhere	in	the	Midwest.		Please	let	me	know	how	the	AFPD	staff	is	doing,	
after all they all work for you!  God Bless. n

OHIO LIEUTENANT GOVERNOR, MARY TAYLOR,  
WITH AFPD BOARD MEMBERS & STAFF

MICHIGAN LOTTERY COMMISSIONER, ARIC NESBITT,   
VISITS THE AFPD OFFICE
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afpd corner

Whole Heartedly Committed 
to the Half-Mile Rule

A FPD took on the Michigan Liquor 
Control Commission (MLCC) earlier 
this year when they decided to eliminate 
the half-mile rule without notification or 

due process.
“It was done in secret,” said Auday Arabo, President 

and CEO of the AFPD, “and we were not going to 
standby and watch it happen.”

The association wants to share a recap of what has 
happened over the last few months. 

This past March, the AFPD filed a lawsuit in the 
Court of Claims asserting that the Liquor Control 
Commission (LCC) violated the Administrative 
Procedures Act when it took only five weeks from the 
time it submitted draft rules to the Office of Regulatory 
Reinvention rescinding the half-mile requirement until 
filing the rule as complete with the Department of State.  

The LCC proposed to eliminate the half-mile rule, 
which has been around since 1979, that prohibits off-
premise retailers selling liquor from obtaining a permit 
to do so unless they are located at least a half-mile 
from a similarly permitted retailer, prompting a lawsuit 
charging the action could decimate existing businesses.

 “We immediately took action and explained that 
the lawsuit showed that the mere rescinding of the rule 
does not violate the law,” said Arabo. “The problem 
was the process the Liquor Control Commission used 
to expedite without proper notice or public hearings, 
which violated due process rights of all off-premise 
liquor license holders in the State of Michigan.”

AFPD garnered media attention with the suit and 
MLCC reacted by rescinding their original decision to 
eliminate the rule.  Weeks later the MLCC decided to go 
through certain protocols to eliminate the rule.

On Wednesday September 6, members of the 
AFPD attended a hearing at Constitution Hall in 
Lansing to challenge the Michigan Liquor Control 
Commission’s effort to end the Half-Mile Rule.   

The media was once again covering the story. “We 
again explained that if  we don’t fight this, it could 
result in the complete annihilation of  the small liquor 
retailer,” said Arabo. “We don’t’ want a liquor store 
at every corner. There is great value to the public with 
this half  mile rule.”

Since 1979, retailers have received the benefits and 
privileges of this rule, which prohibits the approval of  
a specially designated distributor (SDD) license if  an 
existing SDD license is located within 2,640 feet of the 
proposed site.  This rule, enacted for almost 40 years, 
has offered licensed retailers of liquor, security form an 
already over saturated market.  The rule has protected 
communities from having four liquor retailers on every 
busy corner in the State of Michigan.  

“Thousands of retailers who have invested their life 
savings into their businesses and have lived and abided 
under (the half-mile rule) will risk losing their livelihood 
for which no amount of damages could compensate,” 
said Arabo. “Hundreds of new applicants will receive 
licenses and immediately jeopardize, annul and nullify the 
value and benefit that existing licensees have enjoyed.”

AFPD has now taken the issue up with legislature. 
“It is no longer acceptable for this to be a rule that one 
body can rescind at any moment,” said Arabo, “this 
needs to be a law.” 

During this same time, Wayne County Sheriff Benny 
Napoleon penned an op-ed that appeared in the Detroit 
News. He explained that “the ‘Half-Mile’ rule is not in 
place to only protect the merchants and their businesses, 
but it is necessary one for public safety,” he wrote. 
“The Michigan Liquor Control Commission (MLCC) 
wanting to eliminate it, would be irresponsible and could 
potentially put added unnecessary burdens on police. “

He understands that even if  the number of licenses 
are limited, cities could be saturated. “…licenses can 
be moved around from city to city and potentially cities 
like Detroit and other larger cities in Wayne County 
and around the state like Westland and Livonia could 
end up with a liquor store in every corner of the busiest 
intersection,” noted Napoleon.

“We as law enforcement professionals and those 
in public policy must protect rules that are in place to 
protect the public. This ‘Half-Mile’ rule makes sense. It 
has been effective for more than 30 years.   The MLCC 
has not given any valid reason to change it.  Yet, there 
are many reasons to keep it in tact.”

The story is not over and neither is the fight. “We 
will not stop,” said Arabo. “We will do everything 
we can to maintain the integrity of this industry. The 
opponents talk about liquor as if  it were bread or milk. 
It is a regulated product and there is reason it needs to 
be regulated. We truly appreciate the law enforcement 
agencies and all those who understand the importance 
of making this half-mile rule a law.” n
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afpd	flashback

An article from 
the Sept.-Oct. 
1967 AFPD 
magazine, 
formerly known 
as The Food 
Dealer.

AFPD was proud to attend and serve the community during the 
“Feed the Children” event on Tuesday, September 12, 2017. 

This was a drive thru food distribution event serving 800 
families in the Detroit area. Families received a 25-pound 
box of food, a 15-pound box of 
essentials, a 5-pound box of AVON 
product, Disney books, and additional 
product provided by PepsiCo, Sam’s 
Club and AFPD. 

AFPD donated 800 Lbs. of bananas 
to families in need, providing them 

Feed the Children Event in Detroit, Michigan
with food.  The event took place at Second Ebenezer Church 
(14601 Dequindre) in Detroit.

Please give thanks to volunteers and donors for their part in 
this event. n



The AFPD’s 
Business  
Insurance 
Partner.

Toll-Free: (866) 412-2424
www.coniferinsurance.com

Proud to serve all AFPD Members: 
Independent grocery stores, convenience stores, gas and auto  

service stations, and specialty food markets operating  
in Michigan, Ohio and surrounding states!

AFPD members  
enjoy a 10% discount*
• Liquor Liability
• General Liability
• Commercial Property
• Worker’s Compensation  

(Michigan only)

AFPD’s Member Exclusive 
Endorsed Insurance Program:
• Michigan based carrier
• Competitive rates
• Experienced underwriting and 

claims handling

*10% discount is subject to minimum premium requirements. AFPD MEMBER EXCLUSIVE

Conifer_AFPD_BottomLineJan2016.indd   1 12/22/15   11:56 AM
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petroleum news & views
EDWARD WEGL ARZ //  AF PD DIRECTOR ,  P ETROLEUM

Making Money on Both 
Sides of the P&L

W hile visiting an AFPD member’s 
business, the thing I noticed first when I 
walked into his office wasn’t the mess, 
but instead a printer cartridge and a large 

needle on the desk.  When I raised an eyebrow, he 

simply explained, “Refilling these printer cartridges is 

easy.  Every time I refill one on my own, we save a 

few bucks.”  With that, he pulled the trigger on the 

needle, fixing another cartridge.

A few days later at another small supplier office, 

I glanced at the receptionist’s desk and noticed she 

had a big stack of note paper next to the phone for 

quick messages and missed-call reminders.  The note 

paper itself  wasn’t interesting -- what was fascinating 

was that the back of the notes contained snippets of  

business letters.  The receptionist, it turned out, saved 

old business letters, used a paper cutter to cut bundles 

of them into fourths, and used the backs of those letters 

for note pads.  

It’s an interesting principle.  In times of financial 

trouble, individual people often turn to frugality to 

save a few dollars.  In the words of Charles Dickens 

in his immortal novel, David Copperfield, “Annual 

income twenty pounds, annual expenditure nineteen 

six, result happiness. Annual income twenty pounds, 

annual expenditure twenty pound ought and six, result 

misery.”  The difference between happiness and misery 

is literally a few pennies. Most of our members in a 

“pennies” business.

Yet it stands out when I see those same frugal 

principles translated into the workplace.  Businesses 

that are so focused on the bottom line tend to look 

mostly at the acquisition of goods at a minimal price 

and the selling of goods at a maximum price.  Frugality 

usually happens in the middle.  You don’t practice 

frugality when acquiring or selling goods, you practice 

frugality by maximizing the operational items you 

already have.

For example, look at the items that are being 

thrown out in your store.  Could that cardboard box 

be used to keep someone’s desk drawers organized or 

store records?  Why not use the back of that paper as a 

notepad?  Couldn’t we just refill that ink cartridge?  

Similarly, look at the items no one is using before 

you buy something new.  Do you need new light bulbs 

when there are perfectly good ones in that unused 

storeroom stuck in the sockets there?  Do you need to 

get more toilet paper when there are dozens of rolls 

in the men’s room?  Do you need new motivational 

posters or could you just move around the ones you 

already have so different posters catch different eyes?

These seemingly little steps, when added up, make 

up the pennies of difference between happiness and 

misery.  Over time, they add up to not missing an 

income tax payment (and accumulating late fees).  

They add up to being able to retain a great employee.  

They add up to all of  those little things that separate a 

good business from a marginal business.

The best place to start, though, is you.  Set a frugal 

example in the store.  Don’t spend your business money 

on an expensive “executive”-branded item.  Instead, use 

the same equipment everyone else uses -- or use even 

more bare bones equipment.  Modify an old cardboard 

box to be your desk organizer.  Employees will be 

motivated to find recycled uses for packaging that 

enters your store. Make this frugality a point of pride 

for yourself  -- you can even use it as a selling point, as 

you’re passing the value saved on this item straight on 

to your customers.

I subscribe to the habit of  paying the cashier for 

everything and anything that I buy. It sets an example 

that the inventory is not to be pilfered.  

No matter how many segments of the marketplace 

you serve with your business, it’s time to shift gears, go 

out there, think frugally, and win. n



Take advantage of AFPD’s group purchasing power!

DISTRIBUTOR PROGRAM

– R
EBAT

ES 
– AFPD MEMBER 

EXCLUSIVE
Members with questions call the AFPD office at 1-800-666-6233

TOTAL VALUE TO YOU:

  $1,040 2% Rebate*
  (annual total paid quarterly)

  $850 Chain Buying Book  
  average savings

  $2,500 Est. AFPD member  
  program savings

  

$4,390 Total Member Benefits  
  PER LOCATION

 
*Based on $1,000 non-tobacco purchases weekly

DETAILS:
• New Eby-Brown customers will be eligible for 2% non-tobacco rebate if they agree to 

the distribution plant/AFPD pricing schedule.
• Current Eby-Brown customers will be eligible for 2% non-tobacco rebate only if they 

agree to the distribution plant/AFPD pricing schedule.
• All AFPD customers will be eligible for the Chain Buying Book.

GENERAL REQUIREMENTS:
• Customers need to maintain good credit standing
• Must purchase weekly averaging $3,500 in  

total purchases.
• Must be serviced by MI, OH or PA Eby-Brown 

distribution plants to qualify.

This program provides a customized 
marketing plan and competitive retail pricing 
that is sure to help you increase sales and 

build a better bottom line.

TO SIGN UP FOR THIS PROGRAM, CALL THE AFPD OFFICE AT (800) 666-6233 OR EMAIL INFO@AFPDONLINE.ORG
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michigan lottery report
ARIC NESBIT T //  MICHIGAN LOTTE RY COMMISSIONER

I N S T A N T  T I C K E T S  //  P U L L  T A B  T I C K E T S 

NEW INSTANT TICKETS: 

On sale October 3rd:
■n IG 223 – Platinum Wild Time – $10
■n IG 214 – Multi-Prize Bingo – $5
■n IG 200 – Did I Win – $1

INSTANT GAMES SET TO EXPIRE:

Expiring November 6th:
■n IG 746 – Holly Jolly Jackpot – $1
■n IG 747 – Holiday Wishes – $2
■n IG 748 – Holiday Ice – $5
■n IG 749 – Money Tree – $10

NEW PULL TAB TICKETS: 

On sale October 3rd:
■n MI 502 – $30,000 Super Slots – $5
■n MI 598 – Chimp Change – $1

PULL TABS SET TO EXPIRE:

Expiring October 17th:
■n IT 865 – $10,000 Jackpot – $2

TICKET ACTIVATION: Retailers are reminded to 
activate all game tickets before putting them 
on sale to ensure winning tickets may be 
redeemed by players.  

Revamped Mega Millions 
Game to Double Retailer 
Commissions on Every Sale

T he popular Mega Millions game is being 
revamped to offer players bigger jackpots 
and the new $2 price will double retailers 
sales commissions on each sale.

The update, which takes place October 28th, will 
increase the game’s starting jackpot from $15 million 
to $40 million. To win the game’s jackpot, players must 
match five white balls from 1 to 70 and one Mega Ball 
number from 1 to 25. The new design of the game is 
expected to speed up jackpot growth and boost the 
likelihood of a jackpot reaching $1 billion. 

As seen with the Powerball games, huge jackpots 
create unparalleled excitement with players and boosted 
sales for retailers. We expect the changes to Mega 
Millions to produce similar excitement and sales when 
jackpots reach high levels. 

The redesigned game reflects feedback from players 
who want larger Mega Millions. Tickets for the updated 
Mega Millions game will be available for purchase 
October 28th. Each play will be $2 – up from the 
current $1 price – and players may purchase tickets for 
up to 14 consecutive draws. 

The update also will make it easier for players to win 
the game’s second tier $1 million prize for matching 
five white balls. Other secondary prizes also are being 
increased with the updated game. Players will win 
$10,000 for matching four white balls and the Mega Ball, 
an increase of $5,000. Additional prize increases are: 

■n Players will win $200 for matching three white 
balls and the Mega Ball, an increase of $150

■n Players will win $10 for matching either three 
white balls or two white balls and the Mega Ball, 
an increase of $5

■n Players will win $4 for matching one white ball 
and the Mega Ball, and increase of $2

■n Players will win $2 for matching the Mega Ball, 
and increase of $1

The larger prizes are expected to boost redemption 
commissions for retailers. 

MICHIGAN LOTTERY ANNOUNCES NEW REWARDS 
PROGRAM FOR PLAYERS
The Michigan Lottery is developing a new player 
rewards program that will make it easier for players to 
participate and earn free play.

The new program is expected to begin in early 2018. 
The exact schedule is being developed.

The new program is based on feedback from Lottery 
players. Players said they wanted more chances to 
earn free play, but without entering non-winning ticket 
codes online. Additional details about the Lottery’s new 
rewards program will be announced later. To receive 
updates on the coming changes, players should visit 
www.MichiganLottery.com/email to opt-in for email. 

Players will have increased opportunities to use 
the points they have accumulated in their Players 
Club accounts before the program ends in early 2018. 
Players may continue to earn Players Club points by 
entering codes from non-winning tickets. Players will 
be notified at a later date about when ticket codes no 
longer will be accepted. 

The Cashword, Bingo, and Wild Time second 
chance games have been updated, and no longer award 
reward points. Instead, they award players free play 
coupons, and entries into weekly drawings for free 
instant tickets. These games will remain the same after 
the new loyalty program begins. n



OVER 99% OF FAST CASH PRIZES ARE REDEEMABLE AT RETAIL.

“My players love playing Fast Cash. They love the progressive 
jackpot and all the different games — there’s one for every Lottery 
player. And I’m loving the extra sales!”

Mazin Rassam
Marz Wine and Pizzeria, Commerce Township

NEW

MORE NEW GAMES! 
NOW 8 TO CHOOSE FROM!
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ohio liquor report
J IM C ANEPA //  O HIO DIV ISION O F  L IQUOR CONTROL

Liquor Update From 
Columbus

K eeping Ohio in the forefront of  the 
spirits industry is imperative to 
continued growth and success. The 
Division of  Liquor Control (Division) 

continues to evaluate our operations to identify 
new and innovative ways to do business which will 
refine our operations, increase our sales and 
enhance the customer experience all while 
promoting responsible consumption. 

First, to keep up with demand, the Division is 
seeking applicants to establish and operate new 
Contract Liquor Agencies in the state of Ohio. 
Expanding the Agency footprint not only provides 
exceptional customer service, it also adds to the 
economic success of the liquor enterprise. Our goal is to 
continue rolling out stores in increments of five, and we 
hope to have 15 – 20 more within the next 18 months. 

These new stores will take the shopping experience 
to the next level. New applicants will describe in 
their application how they’re going to distinguish 
themselves in terms of look and feel, with an emphasis 
on sophistication and knowledge. It’s important that 
the staff  of  these new stores really understand the 

The	Division	of	Liquor	Control’s	first-ever	Bottle	
Lottery took place beginning July 24. All 465 
of Ohio’s Contract Liquor Agencies received 
tickets to provide to their customers, giving 
them a chance to win! The winners were given 
a chance to purchase a highly sought-after 
bourbon, which only becomes available 
annually in small amounts.

“It’s a great way to give someone a chance to 
buy this product, who wouldn’t otherwise,” 
said Ed Greenlee. Greenlee was one of the 
randomly	drawn	names	from	Ohio’s	first-ever	
Bottle Lottery. “This is great! I travel down to 
the bourbon trails in Kentucky often,” he said. 

“The Division of Liquor Control is striving to 
provide Ohio customers a fresh experience in 
the spirits enterprise, including the opportunity 
to purchase limited and rare brands,” said 
Superintendent Jim Canepa. “We were excited 
to partner with Sazerac for this Bottle Lottery.”  
Canepa said the feedback from stakeholders 
has been fantastic, and he would like to 
continue lotteries like this in the future.

President and CEO of the Sazerac Company 
Mark Brown says lotteries like these are 
important due to the supply and demand of 
the product right now. “In a situation where 
demand exceeds supply of these extra aged 

whiskeys, we believe this is the fairest system 
that can be used. We are very supportive of 
Ohio’s approach,” Brown said. “We would like 
to applaud the Ohio Department of Commerce 
Division of Liquor Control and JobsOhio 
Beverage System for their fair and even- 
handed approach to distributing our rare and 
collectible whiskeys.” 

The four bottles in the Division of Liquor 
Control Lottery include:

■n Old Rip Van Winkle 10
■n Old Rip Van Winkle 12
■n Pappy Van Winkle 15
■n Pappy Van Winkle 23

O H I O  D I V I S I O N  O F  L I Q U O R  C O N T R O L ’ S  B O T T L E  L O T T E R Y

products they’re selling.  We want customers to have an 
exceptional experience while at one of our locations, 
and these steps will help do just that. 

As we add stores, it is critical to also redesign 
and implement an innovative and effective retail 
merchandising plan for Agency stores. The Spirits 
Innovation Project (SIP), a partnership between the 
Division, spirits brokers/suppliers and Ohio’s Contract 
Liquor Agencies, will be deployed to test category 
management strategies to optimize our Agency’s 
untapped potential. 

Six Contract Liquor Agencies have been strategically 
chosen for the Agency Optimization initiative to 
enhance customer experience and increase revenue 
potential. The SIP team will create a consistent 
look and feel across these Agencies that will take 
a new approach to marketing the products. Store 
flow will improve customers’ experiences by placing 
products based on category, flavor and size, while also 
encouraging exploration of new products, Ohio-made 
products and more. The team will also work with 
Agency staff  on product knowledge to better educate 
customers as well. 

The project will run from September 25th – 
December 25th. After that time, the SIP team will 
review data and Agency feedback to determine 
future efforts.

These initiatives will ensure Ohio remains a leader 
in the industry, as we understand the importance of a 
strong and growing spirits liquor enterprise. n
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ohio lobbyist report
TERRY FLEMING //  TC FLEMING &  ASSOCIATES

A  
busy month for AFPD in Ohio as  
we dealt with a number of  issues.   
The most important issue to deal with  
is SB 113.

SB113
This bill would eliminate the 28¢ state gasoline tax for 

automobiles and trucks registered in Ohio and replace 

it with an increase in license plate fees for automobiles 

to $149.00 per year, that would be for both license plate 

renewal and yearly replacement of gas tax, for trucks 

it would be based on the weight of the vehicle, out of  

state residents would still pay the state gas tax.  The 

whole idea behind the bill is to make electric vehicles, 

CNG vehicles, and any other non-gasoline vehicles 

of the future pay their fair share of road tax as its the 

vehicle that does the damage to the highways.  

The way it would work would be similar to what 

many grocery stores, such as Giant Eagle and Kroger 

do now, you’d get a state card to swipe at the pump 

which would then automatically eliminate the gas tax.  

This is a growing problem for all states and the federal 

government as more and more alternative fuel vehicles 

come on line and gas mileage continues to rise making 

road taxes less and less able to fund highway and bridge 

repair in the U.S.  

A number of ideas have been floated to deal with 

this, but none successfully as of yet.  AFPD met with 

sponsor of the bill at his request, and as far as we 

know, we are the only association he met with to get 

our take.  AFPD had many concerns, not the least of  

which is the cost to convert pumps to accept the new 

cards.  The paperwork involved would be massive and 

the opportunity for fraud was apparent.  There was a 

proponent hearing on September 20th, but there were 

no proponents.  AFPD told the sponsor we’d work 

with him to see if  a solution could be found and he said 

Ohio Legislative Update he’d put a working group together headed by AFPD to 

continue to discuss the bill.

HB 307 
Representative Anne Gonzales at the request of  

AFPD introduced HB 307 which would permanently 

designate the month of September as “We Card 

Month”.  The bill had a sponsor hearing in which 

Representative Gonzales indicated that Ohio needs 

to send a strong message that retailers will not sell 

tobacco or alcohol products to minors. She said that 

alcohol abuse is a problem, as well as opioids, with 

minors in Ohio.  She thanked AFPD for bringing this 

to her attention.  The Governor early this year declared 

September 2017, as “We Card” month but this bill 

would make it permanent.  

COMMERCIAL ACTIVITIES TAX (CAT) 
AFPD got a notice from the Ohio Department of  

Taxation that rule changes were being made to the 

Commercial Activities Tax (CAT) on fuel used for over 

the road use, which made no sense as AFPD was prime 

reason the CAT doesn’t apply to fuel, a quick call to the 

Tax Department confirmed that no such rule was being 

considered.  

POLITICS
On the political front, Governor Kasich continues to 

bash President Trump as he calls for a bipartisan health 

care reform bill, this does not sit well with conservatives 

or even mainstream republicans and even his Lt. 

Governor,Mary Taylor, disagrees with him on the issue 

as she outlined her own health care proposal for Ohio.  

State Representative Robert McCalley (R-Napoleon) 

who had previously announced he would run for 

Speaker of the House in 2018, dropped out the race 

and threw his support to Representative Ryan Smith.  

Representative Larry Householder is also seeking to be 

next Speaker as current Speaker is term limited.

As always, we close with an appeal to urge fellow 

businessmen to join with AFPD and help us Make 

Ohio Great. n
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ohio government relations

A Run To Govern Ohio
Lt. Governor Mary Taylor is racing to the 
finish	line

T his past July, Ohio Lieutenant Governor, 
Mary Taylor announced, in Cleveland, 
that she plans to run for governor in 2018.

With hundreds of  AFPD members 
operating businesses in Ohio, the one who governs 
becomes an important issue. It’s not anything 
Taylor takes for granted. The food and petroleum 
retailers are “extremely important,” she noted.  “In 
addition to the goods and services they provide 
to Ohioans, they have created jobs, which sustain 
families across our state.”

Those same retailers play a significant role in 
the state. “The front-line businesses of  AFPD will 
continue to be important drivers of  entrepreneurship 
and job growth in Ohio, so their viewpoint on public 
policy issues will continue to be valued,” said Taylor. 

The industry ties right into what she believes 
is an important issue for Ohio — “Creating Jobs, 
strengthening Ohio families, fixing our education 
system, cutting government red tape and combatting 
the opiate crisis plaguing our state,” she said.

In her prepared remarks at the City Club of  
Cleveland when she announced, Taylor said she 
would build on the progress made during current 
Gov. John Kasich’s tenure in office, and recounted 
her political and professional background. 

“As Lt. Governor, I have been privileged to 
witness – up close, day-to-day, person-to-person – the 
extraordinary decency and resilience, the hope and 
spirit, the hard work and compassion of  Ohioans 
in every corner of  this state,” she said. “But I have 
also seen the continuing challenges some face, the 
new problems they confront, and the unmet needs 
that exist. To meet this moment requires a leader 
of  vision, energy and ability – a leader who can 
turn promises into policies; policies into action; and 
actions that makes the lives of  ordinary people better. 
I am that person.”  

When she announced, Taylor praised Kasich as a 
“good man,” and said Ohio has “dug itself  out of  a 

hole” during his tenure. She has her own vision for a 
Taylor administration. “We will shape an economy 
that generates jobs and opportunity,” she said. “We 
will ensure that young Ohioans and those who have 
seen their lives disoriented by the global economy 
develop the skills to succeed in it. We will work to 
end the suffering and isolation of  addiction. And we 
will strengthen our communities and families so we 
repair our social fabric.”

And while in campaign mode, the Republican 
candidate among others in the race touts that, “I will 
be a governor who stands four-square on the side of  
the good, decent, hard-working people of  Ohio. Their 
concerns have become my calling. I will devote my 
time and energy bringing jobs and healing and hope 
to the state I love and to the people I serve.”

In 2011, Governor John R. Kasich named her 
lead CSI Ohio – the “Common Sense Initiative” 
to reform Ohio’s regulatory policies, what has that 
meant to the State? 

“CSI was established to give job creators a voice 
inside state government, to fight on their behalf, and 
to hold government accountable for the regulations 
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they impose,” she noted.  “And it’s worked. Since we 
started, we’ve changed or eliminated more than 6,000 
business impacting rules.”

CSI is the gold standard nationally and is widely 
praised by the business community in Ohio. The goal 
of  a Taylor administration is to replicate its success, 
to build on what works. She believes that too many 
Ohioans are still being asked to walk through a 
thorny thicket of  regulations to create jobs. 

“We’ll reform the structure of  state government 
by integrating the ‘Common Sense Initiative’ into 
every corner of  every agency. “We’ll ensure that 
the bureaucrats no longer have the luxury of  simply 
waiting out an administration before returning to the 
status quo,” she noted. 

These reforms will serve as a magnet to potential 
employers across the nation and around the world, 
convincing them that they have an ideal destination 
in Ohio. “We’ll create an environment in which job 
creation is aided and honored,” she explained.

Meanwhile, Taylor got to know AFPD through 
their government relations efforts. “AFPD has a 
strong presence at the statehouse representing their 
members and I first got to know them during my 
time as a state legislator,” she said.  “AFPD is really 
a great barometer for us because they truly represent 
the front-line, on-the-ground business, that is directly 
affected – for good or for bad – by the decisions made 
in Columbus. And that’s one of  the things we are 
always trying to keep in mind, and make sure that our 
regulatory agencies are keeping in mind, through the 
CSI process.”

She has had her own personal experiences with 
the association and can share her own stories. 
“Back in 2013, the Ohio EPA was working through 
how to allow gas stations in 24 Ohio counties 
to decommission their Stage II Vapor Recovery 
Systems,” she recalled.  

These systems were estimated to cost a gas station 
between $20,000 and $60,000 for implementation, 
and between $2,000 and $4,000 for annual testing. 
They became unnecessary over time as more and 
more vehicles were equipped with onboard refueling 
vapor recovery systems. 

However, due to technicalities within the federal 
Clean Air Act, decommissioning these systems was 
still fairly complicated. Ohio EPA, in one of  its first 
intensive stakeholder engagements to help develop 
rules, convened an industry working group (including 

CSI) to work closely together to help develop rules 
that would ease the burden on the industry while 
complying with all federal requirements. 

“AFPD was an active participant in this 
workgroup, which resulted in a very successful 
two-part strategy (one for new facilities and one 
for existing facilities) of  phasing out the expensive 
Stage II systems, in favor of  much less expensive low 
permeation hoses (about $300 per year),” she said. 

When it comes to election day, Taylor will have 
had to define herself  apart from the pack.  “It’s 
always interesting, during Republican primaries, 
to see candidates try to position themselves by 
bolstering their conservative credentials,” she said.  
“But if  you want to know who a person really is, 
look at their record.”

She continued to explain how she has taken 
on large tasks of  reform. “In the private sector, I 
fought for greater work-life balance for women in 
the workplace,” she noted. “As a legislator, I helped 
drive the largest tax cut in Ohio history. As Auditor, 
we held government accountable. And as Insurance 
Director, I led Ohio’s opposition to Obamacare. I 
know how to modernize institutions. I know how to 
make organizations more accountable and efficient. 
And how to make government more responsive to 
people’s needs.” 

Her campaign message includes the background, 
the experience, and the record of  success that “will 
ensure that no Ohioan is denied a fair chance and 
every Ohioan has an opportunity to succeed. n

MARY TAYLOR  WITH AFPD BOARD MEMBERS & STAFF
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illinois lobbyist report
STEPHEN S.  MORRILL //  MORRILL &  ASSOCIATES,  PC

An Update On Illinois State 
and Local Sugary Beverage 
Tax Repeal Proposals

State Legislative Update:  Estimated Budget 
Shortfall/State	Effort	to	Repeal	Pop	Tax/Mass	
Exodus of Legislators/We Card Proclamation Issued

T  
hough Illinois is benefitting from its first 
fully-enacted budget in over two years, 
the state financial dynamics are still 
problematic.  The state budget 

forecasting agency has reported that Illinois may be 
operating on a $1.2 billion shortfall – indicating that 
further cuts, new revenue streams, or a combination 
of  the two will be necessary to achieve solvency.  
Governor Rauner has requested that the Illinois 
legislative leaders assist him in making additional 
budget reductions to close the shortfall.

While the Legislature earlier this year considered 
a statewide sugary beverage tax as a part of the 
revenue for FY18, state lawmakers have quickly taken 
measures to repeal the Cook County tax and make 
a “pop tax” illegal throughout the state.  As reported 
previously, three separate bills have been filed in 
the Illinois legislature to repeal and/or prohibit the 
imposition of local sugary beverages taxes (HB 4082, 
HB 4083 and HB 4084).  The bills were initially to be 
the focus of “subject matter” hearings in late August, 
but those hearings have been postponed until after the 
vote to repeal the tax by Cook County on October 
10th.  According to legislative staff, the hearings will 
be conducted in both Chicago, Illinois and Springfield, 
Illinois.  Further, media reports indicate that House 
Speaker Michael Madigan has a very negative opinion 
of the sugary beverage tax, and will likely allow efforts 
to repeal the tax at the state level to proceed during the 
fall veto session.

Another evolving political dynamic, which 
could prove influential in the coming months, is 
the continuation of retirement and resignation 
announcements over the summer.  As of this report, 

30 state-elected officials – Republicans and Democrats 
from the Senate, House of Representatives, and the 
Attorney General’s Office – have announced that they 
will not run for reelection in 2018.  This unprecedented 
mass exit can be interpreted as an expression of  
the significant frustration with the severe lack of  
compromise and willingness to work across party 
lines, chambers, and branches of government.  With 
30 “lame duck” legislators still in office for the next 15 
months, it is possible the 2018 spring legislative session 
could see significant issues advance during an election 
year – as a significant coalition could be formed to 
create a powerful voting bloc.  In addition, the high 
volume of retirements represents a real possibility 
for the GOP to try and win a majority in the House 
(causing a significant power shift).

Morrill & Associates is happy to report that 
Governor Bruce Rauner issued a proclamation declaring 
September as “We-Card Awareness” Month, asserting 
his joint support with AFPD to prevent tobacco and 
other age-restricted products to underage persons.  The 
proclamation can be viewed at www.wecard.org.  

COOK COUNTY UPDATE: AFPD MEMBERS TESTIFY TO 
SUPPORT REPEAL/NEXT HEARING OCTOBER 10TH
The Cook County Board of Commissioners held a 
hearing on September 13th to introduce an ordinance 
to repeal the county’s pop tax.  Though a vote was not 
taken, there was an outpouring of support for the repeal 
from consumers and business owners alike.  Two AFPD 
members, Stephanie Dremonas and Lou Tenuta spoke 
eloquently about the hardships their business have and 
will experience due to the tax.  The testimony provided 
by Stephanie and Lou were featured in many Chicago 
news editorials supporting the repeal of the pop tax. 

The next board meeting is set for October 10th, 
when a vote on the repeal ordinance is expected 
to occur.  AFPD will be at the October 10 hearing 
to testify in support of  the repeal ordinance, and 
impacted AFPD members are encouraged to continue 
contacting every County Commissioner to request they 
vote to repeal the tax.

We are confident that the Cook County “pop 
tax” will be repealed, thanks to the efforts of AFPD 
members and government relations staff. Just another 
reason to be an AFPD member and contribute to the 
AFPD PAC Fund.  n
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Consolidation Series Wrap Up
From the need to consolidate and collaborate to the ways in which the 

industry has shifted and what the future may look like

O
ver	the	course	of	five	months,	consolidation	in	
the industry has been discussed at length. From 
the need to consolidate and collaborate to the 
ways in which the industry has shifted and what 
the future may look like. 

In	the	first	part	of	the	series,	consolidation	was	looked	at	as	a	
whole. The industry is a far cry from what it used to look like. The 
word traditional no longer applies to the industry as it has been 
caught up in a whirlwind of changes. It has moved beyond evolving 
and skipped right to melding.

President and CEO of the Associated Food and Petroleum Dealers 
(AFPD), Auday Arabo, noted that even AFPD had to grow and evolve 
with the changing industry in order to continue its relevance 
within the industry. “It was imperative that AFPD evolved right 
with the industry,” said Arabo. “If we tried to stay the Meat Cutters 
Association, for instance, we wouldn’t exist today. We are the voice 
of	many	who	must	fit	and	function	under	one	tent.”

In	an	effort	to	keep	up	with	the	industry	and	offer	as	much	as	
they possibly can to their members, AFPD has been a part of many 
mergers over the years. What was once the Meat Cutters Association 
is	now	a	medley	of	many	different	facets	of	the	industry.	These	
mergers have allowed AFPD better serve each of their members.

AFPD is now comprised of grocery store owners, liquor and/or 
convenience stores, gas station owners,  and suppliers. The diversity of 
members opens up a line of communication between members of the 
industry that would not have this avenue of communication otherwise. 

“We represent thousands of business owners who in-turn employ 
thousands of workers,” said Jerome Crete, AFPD Board member 
and owner of Ideal Party Store. “We also get the attention of more 
suppliers who look at us as a bigger group to do business with. 
This	has	allowed	us	to	get	greater	programs	that	benefit	all	of	us.”

Having both suppliers and retailers at the table allow for a better 
understanding of what is happening in the sectors opposite of them. 

“Consolidating membership and trading ideas, accomplishments 
and failures makes everybody stronger,” said Ed Weglarz, Director 
of	Petroleum.	“The	customer	benefits	because	good	ideas	filter	
throughout the association and get implemented faster and better. 
Profitable	retailers	provide	better	service	to	the	consumer.	Presenting	
a united front to lawmakers and regulators helps level the playing 
field	to	retailers	who	can	compete	based	on	hours,	appearance,	
price and service.”

CONSOLIDATION AMONG GROCERS
Throughout the consolidation series there has been a common theme, 
aside from the obvious consolidation, retailers are grasping every which 
way in an attempt to stay ahead of the game. In the second installment of 
the consolidation series, we talked about consolidation among grocers 
and the methods they have been forced to employ amidst changes.

“Competition has really become aggressive, and it’s become a 
challenge because we are getting beaten up by the chains, online 
marketing and the convenience stores,” said Phil Kassa, AFPD 
Chairman of the Board and co-owner of family owned grocery stores, 
including	Heartland	Marketplace.	“The	chain	stores	are	fighting	each	
other for the same dollar, and we’ve become the collateral damage.”

With sectors of the industry bleeding into each other, business 
owners	are	finding	themselves	incorporating	different	methods	
and even upscaling their businesses to appeal to their customers 
and avoid being forced out of the industry. “It’s out with the old, in 
with the new all the time,” said Terry Farida, owner of Value Center.

As	consolidation	continues,	the	competition	also	intensifies.	
With the competition comes unlikely marriages of various services 
and business models. Most prominent in the grocery industry has 
been the incorporation of prepared foods. 

“Prepared food is a huge growth for us and, I think, in a lot of 
other stores and even C-stores and gas stations because everybody 
is doing prepared food now,” said Mark Garmo, owner of Village 

n■BY ASHOURINA SLEWO // DENHA MEDIA & COMMUNICATIONS
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Food Market. “Everybody does it at a certain level. We have two 
executive chefs here with us, we can cook and be on par with any 
restaurant that is in the area.”

Consolidation in the industry is shaking up what was once 
considered to be the traditional model of business. Many businesses 
are now multifaceted and can consider themselves as one-stop 
shops. Consumers can now shop for groceries, buy dinner, and 
refuel from one business.

“As a conventional grocer, gas stations and liquor stores keep 
taking small pieces of the pie from us, which leaves us less,” said 
Tom Baumann, owner of Ric’s Food Center. “We need to continue 
to smile more and do a few things better.” 

LIQUOR AND PETROLEUM
As the AFPD Bottom Line geared up for the third part of the 
consolidation series, Amazon announced its plans to purchase 
Whole Foods, furthermore contributing to the point that AFPD had 
been making about the necessity of changing with the industry.

According to Arabo, evolutions like that of Amazon are inevitable 
and all the more reason for associations like AFPD to expand and 
grow as well. “We as an association need to keep our members 
informed and thinking about how to stay competitive.”

In addition to expanding alongside the industry, members believe 
that	AFPD	should	be	representative	of	all.	“The	benefit	would	be	a	
stronger association that carries more weight with public/government 
relations,”	said	Cliff	Denha,	co-owner	of	The	Wine	Palace	of	Livonia.	
“The problem is coming to a consensus with all the industries if they 
begin	to	affect	one	another.”

With AFPD representing all sectors, from gas stations selling 
beer, wine, and liquor and supermarkets pairing themselves with 
gas	stations,	some	believed	the	association	would	have	a	difficult	
time doing what is right for every industry. However, AFPD has 
worked	hard	to	dispel	these	misconceptions,	specifically	that	they	
have “turned their backs on the liquor retailers.”

“That was the belief by some,” said Arabo. “The merger [2006 
merger of the Associated Food Dealers and the Great Lakes Petroleum 
Retailers and Allied Trades Association] has not been a detriment, but 
rather an asset to all of the members we represent. Today, petroleum 
dealers have mini-markets including liquor stores and some liquor 
retailers	have	gas	stations.	They	both	benefit	from	being	under	one	
association umbrella.”

AFPD continues to represent its members throughout their 
transitions, ensuring they give every member the tools and the voice 
needed to maintain their livelihood. While many things are uncertain 
during	consolidation,	one	thing	is	definite,	consolidation	of	the	
industry will continue.
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“It’s natural evolution,” said Crete. “They keep getting more 
and more blurred. Depending on your perspective, you think you 
are not being represented, but in reality, you are; but you are being 
represented at the same time because the blurring of the business 
you are more and more the same.”

SUPPLIER CHANGES TRICKLE DOWN
Having experienced consolidation in a number of ways over the 
years, suppliers have noticed the changes that come as a result and 
have grown to understand that these changes are not only inevitable, 
but just another facet of the industry.

“Consolidation is a natural occurring event and follows the law of 
nature	that	acknowledges	the	survival	of	the	fittest	is	always	a	fact,”	
said Bobby Hesano, President and CEO of D&B Grocers Wholesaler 
and Distributors. “Consolidation occurs when retailers lose sight of 
what the consumers are looking for at any point in time.”

For both retailers and suppliers, the solution almost always boils 
down to the wants and needs of their consumers. If retailers fail to 
acknowledge these wants and needs, they will likely lose customers. 
Hesano uses the trend for organic products as an example. 

“The trend now for organic and fresh product is healthier for food 
preparation and consumption,” Hesano explained. “When retailers 
fail to see the change, they will lose that customer to those who do. 
In our market, Kroger and Busch’s have realized and accepted that 
change and have provided the items consumers are looking for in 
organic produce, fresh, and ‘Made in Michigan’ items. Those that 
didn’t are gone and normally consolidated into the ones that did. 
Like Kroger buying Great Scott and Hillers. Conversely, Busch’s has 
opened two new stores.”

These factors have resulted in the closing of many stores over the 
last 20 to 30 years. Many closing as they refused to acknowledge 
the changing industry and failing to implement new strategies that 
would	keep	them	afloat.	“All	good	operators	that	fail	to	change	with	
the changing marketplace will go out of business, unless they accept 
the changes and change with them,” Hesano explained.

“We think this trend of stores closing will continue as the national 
account retailers add 400 to 500 stores per year,” said Al Chittaro, 
President of Faygo Beverages.

Without an end in sight as far as consolidation goes, suppliers 
bring another level of information to AFPD that open up a line of 
communication that would not be possible otherwise.

“We all have much more in common rather than apart,” said 
Weglarz. “By having both supplier and retailer categories as members 
of AFPD, we have the opportunity to discuss problems, promotions, 
and challenges encountered by both groups, face-to-face. Usually 
we	find	that	the	rumored	problem	on	the	streets	is	much	simpler	
when it gets talked about and more easily addressed. Oftentimes 
we get input from an unrelated industry who faced a similar problem 
and already had a solution in place.”

PETROLEUM AND FOOD
In	the	final	installment	of	the	consolidation	series,	the	spotlight	was	

put on petroleum and food, a combination that might make some 

cringe, but a combination that has become a mainstay, nonetheless. 

With the near eradication of standalone gas stations, it has become 

normal to pop into a gas station to refuel and grab a bite to eat. If 

there is not food readily available in the gas station, though, then 

there is likely a supermarket less than a parking lot away, with 

prepared food.

“There	just	aren’t	enough	gross	profits	for	gas	to	cover	expenses	

of operating just a gas station,” said Weglarz. “Because the motoring 

public is so cognizant and sometimes irrationally paranoid regarding 

the	price	of	gasoline,	the	product	has	been	a	traffic	builder	for	the	

last 50 years.”

Over the years, gas stations have attempted a number of methods 

to	increase	their	profits,	starting	first	by	offering	vehicle	repair	

services, that gradually lost its appeal as cars become electronically 

more complex. In addition to vehicle repair services, stations 

incorporated vending machines to satisfy the hungry customer 

waiting on their car.

These vending machines gradually turned into reach-in coolers, 

coffee	bars	and	microwaveable	snacks	and	treats.	“The	business	

for the independent gas station has evolved into multidoor coolers 

offering	a	variety	of	soft	drinks,	juices,	and	waters,”	noted	Weglarz	

who spent more than 20 years of his career owning and operating 

gas stations. “In addition, shelves with a variety of candies, salty 

snacks, and items to satisfy the sweet tooth are now the norm.”

Gas	stations	are	a	hub	of	convenience.	They	offer	everything	one	

could	need	on	the	fly,	from	gas	and	a	bag	of	chips	to	a	loaf	of	bread	

and a gallon of milk. “Customers are stopping not just for gas, but 

for everything else,” said Kevin Bahnam. “Food services is becoming 

the next big thing. Food is ranking in the top three best items to sell 

in	the	store	in	terms	of	profit	margins.	You	may	sell	more	cigarettes,	

but	the	profit	margins	are	not	as	high.”

The consumers obsession with low gas prices and convenience 

is a huge part of the success of the melding of the petroleum 

industry with the food industry. It works so well together that even 

supermarkets have jumped on the bandwagon and have begun 

incorporating gas stations, as well. Supermarkets dangle gas stations 

in	front	of	the	consumer	as	a	promotional	item,	offering	free	gas	

or fuel points.

“You cannot waste time and energy bemoaning the negatives 

that	effect	your	industry;	you	must	concentrate	on	providing	what	the	

customer wants and needs,” said Weglarz. “Eliminate what doesn’t 

sell and add the items and services that customers are buying.” n
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retailer spotlight

R E T A I L E R :  L I Q U O R  C A B I N E T

Brothers Follow in Their 
Father’s Footsteps
n■BY STEPHEN JONES // DENHA MEDIA & COMMUNICATIONS

F or Jason Jindo, preparation met 
opportunity in 2009 when he and his 
brother, Christian, opened their first 
liquor store in St. Joseph. The Jindo 

brothers got a chance to learn the retail business 
firsthand by helping out around their father’s Detroit 
liquor store.

“My dad owned a store in Detroit by the old Tigers 
stadium,” Jindo said. “We kind of grew up with it, and 
we actually started buying stores in Ohio before we 
started to move forward with the liquor cabinet concept 
and ran with that.”

The Liquor Cabinet concept refers to the extensive 
selection of products that can be found in any of  
Jindo’s stores. The Lambertville store boasts an 
especially impressive, 60-door beer cooler that is the 
largest of its kind in Michigan. 

“Each store is like a high-end bottle shop where 
we have cigars, any kind of liquor you can think of, 
any wine you can think of, mixers,” Jindo explained. 
“Anything associated with alcohol, we have it.”

All of the stores mimic each other in terms of  
layout. The Jindo brothers have found a recipe for 
success and try to apply that to each store they open. 
All the Jindo brothers’ stores combine top-of-the-line 
selection with knowledgeable employees to provide 
high quality shopping experiences to their customers.

“We train people to be knowledgeable enough to 
know the difference between IPA’s and stouts and 
teach them at least the bare basics. Our employees can 
help you find a good bottle of wine and tell you why a 

certain bottle of bourbon is better than another,” Jindo 
said. “Our customers appreciate that, and they come in 
for the service and the knowledge.”

The Jindo brothers also do not hesitate to show their 
customers appreciation outside of the in-store shopping 
experience. 

“We sponsor basketball teams, hockey teams, 
robotics teams, anything to stay in touch with the 
community” Jindo said. “Our customers are like family 
to us.”

The Jindo brothers know the importance of  
community and strive to maintain a high level of  
customer service. They feel that their involvement with 
the AFPD helps them achieve their goals as a retailer.

“Honestly, the AFPD has always been very helpful 
with every store that we’ve opened. We may have a 
hard time getting distributors out or getting contracts 
in with certain vendors, but if  I reach out to the AFPD, 
almost all these companies will contact to me the next 
day,” Jindo said. “Not to mention all the work they do 
fighting for the half-mile rule.”

The Jindo brothers grew up around the retail 
business and clearly learned a lot. They decided to 
follow in their father’s footsteps and have had great 
success serving communities across Michigan for a 
little under a decade, following a formula that combines 
broad selection with excellent customer service and 
community involvement. n

Location: St. Joseph, MI; Temperance, MI; Lambertville, MI

Founded: 2009 

Employees: 23

AFPD Member Since: 2011

Slogan: “Following a formula that combines broad selection with 
excellent customer service and community involvement.” 



Experience how SAS continues to be a leader 
in the industry by consistently exceeding 
expectations through innovative solutions in 
distribution, marketing, and technology. 
www.sasinc.com
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BOX IT. DONATE. SAVE.
Join Basim Shina, owner of Imperial Fresh 
Markets, and other smart metro Detroit 
grocers who donate wholesome surplus and 
unmarketable food to Forgotten Harvest. We 
donate it directly to hungry families in your 
community. It costs nothing, takes no extra time, 
and we’ll pick it up. In fact, you save money 
on dumpster fees, and your donation is tax-
deductible. Contact Hannah Miller at (248) 967-
1500 ext. 113 or hmiller@forgottenharvest.org.

legally speaking

Your Child is Heading to School – Make Sure to Get These Legal Documents
n■BY RANDALL A. DENHA, ESQ.*

While we may know better, an 
18 year old college student is 
generally considered an adult 
under Michigan. Your rights as a 
parent to make decisions for your 
child change suddenly when he/
she turns age 18.  You no longer 
have complete access to your 
child’s financial, education and 
health records, even if  you’re still 
paying the bills.  Since it may be 
important for you to be able to 
make important financial and/or 
health decisions for your child, it’s 
important to establish your legal 
ability to do so ahead of  time.  
Therefore, your child should have 
a health care power of  attorney 

and a power of  attorney in place 
once he/she turns age 18.  In 
certain circumstances, you should 
also consider your child preparing 
a Will.

Your child should sign a 
health care power of  
attorney appointing 
you or another 
trusted adult to make 
medical decisions for 
them, if  necessary. 
A health care power 
of  attorney should 
include HIPPA 
language, enabling 
the doctor to disclose 
medical information 
to you.

Your child should 
also sign a durable 
power of  attorney, 
appointing you or 
another trusted 
adult to act as agent 
for him or her in a 
variety of  legal and 
financial matters. 
For example, if  your 
child is spending a 
semester abroad, 
you would be able 

to wire money from your child’s 
account, or sign important legal 
documents (such as a lease) in his 
or her absence.

If  your child is lucky enough 
to have substantial assets at age 
18, he or she should have an 
estate plan to direct where those 
assets should go in the event the 
child should die. Under Michigan 
law, if  someone dies leaving only 
parents (no spouse or children), 
the parents get the child’s assets.  
This could destroy a parent’s well 

thought out estate plan. n

*Randall A. Denha, j.d,, ll.m., 
principal and founder of  the law firm 
of  Denha & Associates, PLLC with 
offices in Birmingham, MI and West 
Bloomfield, MI. Mr. Denha continues to 
be recognized as a “Super Lawyer” by 
Michigan Super Lawyers in the areas 
of  Trusts and Estates Law; a “Top 
Lawyer” by D Business Magazine in 
the areas of  Estate Planning and Tax 
Law; a Five Star Wealth Planning 
Professional; Michigan Top Lawyer; 
Lawyer of  Distinction; Best Lawyers; 
and a New York Times Top Attorney in 
Michigan.  Mr. Denha can be reached 
at 248-265-4100 or by email at rad@
denhalaw.com. 



High Five TURKEY DRIVE
RETAIL & COMMUNITY OUTREACH

Help us raise money at your registers
 and give back to the charity of your choice!  

YES! I want to sell High Five paper turkeys to raise money for families in need!
All donations are tax deductible. AFPD Tax ID# 38-1203756

NAME:               # OF PAPER TURKEYS WANTED:     

BUSINESS:                

ADDRESS:             

CITY:                        STATE:      ZIP:                     

PHONE:                        

EMAIL:                

q 250 families at $3,750
q 500 families at $7,500
q Other (food or products;  
       please call for information on  
       where to send these items)

Your business can generate a significant donation for AFPD’s Annual High Five Turkey Drive by 
participating in our paper turkey program!  Paper turkeys are a fun, simple way to raise funds while 
sending a message to your customers and the community that you care about feeding the hungry. Best 
of all, 100% of the money you raise will go toward purchasing turkeys for a charity of your choice!

Here’s how the paper turkey program works:  
• AFPD will send you a starter package which includes a poster to place 

in your store to raise awareness and turkey hand cut-outs.  
• Place the paper turkeys at the register and have your cashiers 

encourage customers to buy a paper turkey for a suggested 
donation of $1, $5, $10 or even $20.  Every $15 you raise buys you 
one turkey towards your charity.

• The purchaser can sign the High Five paper turkey and we 
encourage you to display it prominently in the store. Paper turkeys 
can be displayed on walls, windows, or hung from the ceiling to 
generate maximum awareness. 

• Program runs from September 1st – November 10th.  

If your business is interested in selling the High Five Paper Turkeys to benefit the AFPD High Five 
Turkey Drive, please complete the form below and fax to (248) 671-9610 or call Lisa Denha at  
(800) 666-6233 and we will mail you a starter packet!

Thank you for your donation:

Thank you for your donation:Thank you for your donation:
Thank you for your donation:
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GREAT LAKES WINE & SPIRITS //

Broadside – Cabernet Sauvignon

vino pick of the month

Well it’s official: Cabernet 
Sauvignon is now the most planted 
and best-selling wine type in the 
world.  Though we all still sell 
lots of Chardonnay, tons of Pinot 
Grigio, and Red Blends* continue 
to grow…but Cabernet is King.

There are a bunch of reasons 
for this, but simply put, Cabernet 
usually makes very good to 
downright outstanding wines. 
When made correctly, they have 
that perfect yin-yang between 
sweet fruit and firm tannins. They 
are food-friendly too: nothing—as 
in nothing—goes better with a 
ribeye than a glass of Cabernet (or 
Bordeaux, or some other Cabernet-
based wine). 

This month’s selection hails 
from Paso Robles California. This 
relatively warm area has long been 
known for producing dependable, 

solid, good value red wines—Syrah, 
and Zinfandel as well as Cabernet. 
But over the past few years, they’ve 
upped their game considerably, 
and the area has been divided into 
eleven different ‘sub-AVA’s (yes 
eleven). There are zones closer to 
the Pacific that are much cooler, 
and zones farther inland that are 
much warmer, so it is much easier 
now for vintners to know where 
to plant which grapes since they 
all have different needs and/or 
it allows them to make choices 
based on the style of wine they 
want to produce. Arguably, the top 
Cabernets come from the slightly 
cooler spots. Also worth noting: the 
vine age is increasing—one of the 
considerations of quality wine.

This Broadside Cabernet is 
sourced from a couple of the sub 
zones, but is predominantly from 

the cooler Santa Margarita AVA. 
Very complex soils (an ancient river 
bed) and has altitude as well as 
proximity to the ocean…an ideal 
formula for fabulous fruit.

The name for this Cabernet 
Sauvignon is apt: it is rich and juicy 
and flavorful with gobs of fruit 
and the perfect tug of tannins to 
balance it out; the fact that it’s from 
a cooler zone means it has good 
acidity as well, so food-friendly 
and not a wine that you get tired 
of drinking---a perfect bottle to 
recommend to your clients, since 
one glass or one bottle in never 
enough! And since it comes from 
Paso, it’s a GREAT value.

We’re here to help you grow 
your business! n

* Remember, most of  these red blends 
are heavy with Cabernet too!
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10%
When your business is more energy efficient, it’s 

also more profitable—and DTE Energy wants to help 

make that happen. Take John Logiudice, owner 

of Florentine Pizzeria, for example. DTE worked 

with him to make some small changes that led 

to big savings. Simply installing a programmable 

thermostat, sink aerators, LED lights and a pre-

rinse spray valve in the kitchen saved John around 

10% a month on his energy bill. 

If you’d like to manage energy use to save money 

at your business, visit dteenergy.com/savenow. 

SAVINGS
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safety sense // michigan

BROUGHT TO YOU BY:

10 Situations that Call for the Blue Cross Blue Shield of Michigan Mobile App 

You may have seen that Blue Cross 
Blue Shield of Michigan (BCBSM) 
offers a mobile app for Blue Cross 
and Blue Care Network members. 
You may even have it downloaded 
to your phone. But have you started 
using it yet? If  not, you’re missing 
out on a way to make your life 
easier, whether you’re dealing with 
a health crisis, a routine trip to the 
doctor or a way to manage your 
fitness goals. The trick is knowing 
how the app’s many features can 
play a part in your life.

HERE ARE 10 SPECIFIC SITUATIONS 
WHERE YOU’LL BE THANKFUL  
TO HAVE THE BCBSM APP IN Y 
OUR POCKET:

1 In the middle of the night: When 
you or your child is struck by a 

midnight fever or allergy attack, the 
BCBSM mobile app can directly connect 
you to the 24-Hour Nurse Line. The 
nurses can help quickly address your 
symptoms and advise you about 
whether you should seek more 
advanced care.

2 When you’re with your financial 
planner: Not sure if you’re 

getting the most out of your Health 
Spending Account? Open it right up 
within the app, and you’ll be able to 
address any questions about how it 
impacts the rest of your finances.

3 On a run: If you’re all about your 
wearable fitness tracker, be sure 

to sync it up with the BCBSM mobile 
app. It can help you see your goals and 
track how well you’re doing to reach 
them, while also keeping tabs on your 
steps and healthy habits.  

4 When you get mail from your 
doctor and something looks 

off: When an odd-looking item pops 
up on a doctor bill, use the BCBSM 
mobile app to check against your 
claims quickly. Verify the Amount 
You Pay matches your doctor’s bill 
before paying.

5 At the hospital: An emergency is 
no time to think about your 

coverage specifics. The app’s My 
Coverage section breaks down your 

level of coverage and shares how much 
a copay will cost you at the ER or an 
urgent care center. You can also access 
your virtual ID in case your card gets 
left behind in a flurry.

6 While traveling: There’s nothing 
worse than feeling sick 

on-the-go. Visit a doctor covered under 
your plan and nearby (no matter you 
happen to be!) by using the Find a 
Doctor feature within the app.

7 When you’re without your 
wallet: Realize you’ve left your 

wallet at home? No worries. The BCBSM 
app has a virtual copy of your Blue 
Cross member ID card.

8 While paying your premium 
bills: If you’re like many people, 

you like to settle your various bills all at 
once. Now you can add paying your 
health care premium bills to that list; 
just open the app and pay your bill with 
the push of a button.

9 When you have questions about 
your coverage: Make sure you 

and your family know what’s covered. 
Tap the My Coverage icon to get details 
on your medical, prescription, dental or 
vision coverage.

10 At the grocery store: Coverage 
goes where you go, and so do 

the member discounts that come 
with it! Check out the Member 
Discounts section of the app for 
exclusive discounts on groceries at 
places like the Better Health Store or 
Westborn Market. n
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safety sense // ohio

How is it possible that BWC has $1 billion to provide rebates?  

Despite a nearly 30 percent reduction in rates since 2011, the net position of BWC continues to grow. 
The State Insurance Fund’s net position stands at $9.6 billion as of Jan. 31. This is primarily due to 
strong investment returns. Annualized return of investments was 7 percent over the last three fiscal 
years, including a total net return of 5.8 percent in FY2016. BWC’s expected annual investment return is 
four percent. Prudent fiscal management and declining claims also factor into BWC’s financial strength.

Will this impact BWC’s ability to operate as normal and continue to care 
for injured workers? 

No. Investments have performed so well, that even with the $1 billion rebate, BWC’s finances will re-
main very strong, so operations will continue as normal and injured workers will continue to receive 
the care they need to heal and return to work. In fact, we are developing a proposal to invest a signifi-
cant amount into worker safety and wellness, which should benefit Ohio workers by further reducing 
workplace injuries. After the rebate, BWC will still have a net position of $8.5 billion.

What else has BWC done to help Ohio businesses? 

Since the beginning of 2011, BWC has saved Ohio businesses $4.8 billion through rebates, credits and 
rate reductions. That includes: 

	 •	 Giving	rebates	of	$1	billion	in	2013	and	another	$1	billion	in	2014.
	 •	 Providing	$1.2	billion	in	credits	to	transition	to	a	modern	billing	system	at	no	cost	to	employers.
	 •	 Reducing	rates	for	private	employers	an	average	of	28.2%.	That	means	BWC	collected	$1.7 
  billion less from employers than had 2010 rates remained steady.
	 •	 Reducing	rates	for	public	employers	an	average	of	29.6%,	or	$334	million	less	than	had	2010	 
  rates remained steady.
	 •	 Moving	from	the	state	with	the	third	highest	private	employer	rates	in	the	country	in	2008	to	
  the 11th lowest. 

Future Dating of Ohio BWC Premium Payments

BWC began allowing for future 
dating of premium payments, 
available through their website 
www.bwc.ohio.gov  You can now 
schedule future payments to avoid 
missed or late payments and for 
true-up reconciliation.

■n BWC only accepts ACH 
transactions for future dating

■n BWC does not allow future 
credit card payments

■n Since you select the payment 
date, be certain you have the 
correct premium installment 
deadlines for reference

BROUGHT TO YOU BY:

■n Payment may be blocked 
by your bank; be sure to 
confirm the transaction was 
authorized

■n In case your bank requires 
it; the BWC debit blocker 
code is #3311334187.  It is 
your responsibility to provide 
this to your bank if  necessary

If  you would like to schedule 
multiple installment payments, you 
can do so through the “Accounts 
Receivable” screen by choosing 
different dates for each one.  All 
payments must be ACH. n

Presents an evening of

MOTOWN

SATURDAY, JANUARY 6, 2018
Penna’s of Sterling

38400 Van Dyke
Sterling Heights, MI  48312

Call Lisa Denha at 
(800) 666-6233 to 

buy tickets!
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express lines

Lipari Foods Acquires Assets of Detroit City Dairy, Inc DBA Dairy Fresh Foods, 
Inc. Increasing Strong Partnership In Local And National Brands

n■BY LIPARI FOODS, LLC

Effective August 11, 2017, Lipari 

Foods, a leading Midwest food 

distributor based in Warren, 

Michigan, agreed to acquire 

several assets of  Dairy Fresh 

Foods, Inc. including the Dairy 

Fresh brand. Dairy Fresh Foods 

is headquartered in Taylor, 

Michigan. This opportunity 

expands Lipari’s product breadth 

and fulfills another strategic goal 

for the company. 

Lipari’s strategic position is to 

be one of  the premier “perimeter 

of  the store and specialty grocery” 

distributors in the US. Tony 

Franchi, Senior Vice President 

of  Sales at Lipari Foods says: 

“We are excited to have acquired 

the many brands of  Dairy Fresh 

Foods.  They offer great products 

to the marketplace and have a 

long history of  servicing the 

supermarket trade. Combining 

what they have established with 

all that Lipari brings to the table 

means increased value for all of  

our customers.” 

Acquiring select assets of  

Dairy Fresh Foods is a natural 

“next step” for Lipari, as the 

two companies have a similar 

product portfolio of  local and 

national brands and share 

established relationships with 

many manufacturing partners. 

Adding the Dairy Fresh 

products to Lipari’s portfolio 

will surely bring added value to 

both Lipari’s existing customer 

as well as customers that are 

currently serviced by Dairy 

Fresh Foods, Inc.

Lipari Foods will be integrating 

the acquired assets into its Warren 

campus where it recently added 

262,000 square feet of  additional 

warehouse capacity in July of  

this year. The company expects a 

very smooth transition to the new 

facility and is working diligently 

to avoid any disruption to our 

customers and their businesses.

ABOUT LIPARI FOODS, LLC 
Lipari Foods was founded in 1963, 

the next step in the career of  Jim 

Lipari, who began by delivering 

unique products from the back 

of  his Buick station wagon. 

Today Lipari Foods is a leading 

independent “perimeter of  the 

store” distributor in the Midwest, 

delivering a wide range of  quality 

bakery, dairy, deli, packaging, 

seafood, meat, specialty grocery, 

foodservice, confectionery and 

convenience food and beverage 

products to over 7,500 customers 

across 16 states. 

ABOUT DAIRY FRESH FOODS, INC. 
Dairy Fresh Foods, Inc. was 

a wholesale food distributor 

located near Detroit. It serviced 

retail food stores of  all sizes as 

well as food service customers 

in Michigan, Ohio, northern 

Kentucky, Indiana and the greater 

Chicago area. Dairy Fresh Foods 

offered over 3,500 products in the 

categories of  dairy, deli, bakery, 

grocery, snack, confection and 

frozen seafood. The item selection 

included national, regional and 

specialty brands, along with 

private label merchandise that 

includes the Dairy Fresh and 

Fairmont Farms brands. n



O C T O B E R  2 0 1 7  //  www.AFPDonline.org  //  29

express lines

Philly Soda Tax Costing Grocers $300K a Month
Grocers	say	that	thousands	of	products	are	being	impacted	by	the	tax,	including	sports	drinks,	flavored	
waters and nutrient enhanced drinks

n■BY NACS ONLINE

Philadelphia’s beverage tax is 
costing supermarkets $300,000 a 
month in lost sales as consumers 
head to retail locations outside 
of the city where the tax does not 
apply, reports the Philly Tribune.

Enacted on January 1, 2017, 
Philadelphia Mayor Jim Kenney 
proposed the beverage tax as a 
revenue-raising measure for pre-
Kindergarten education. Initially, 
Kenney sought a 3-cents-per-ounce 
tax but ultimately the final tax levies 
a 1.5-cents-per-ounce beverage tax, 
which by some estimates, impacts 
about 4,000 beverage products—not 
just soda.

A new study by John L. Stanton, 
an expert in food marketing at the 
Department of Food Marketing of  
the Saint Joseph’s University Haub 
School of Business, found that total 
beverage sales in five Philadelphia 
supermarkets dropped by more 
than $80,000 each month, writes 
the news source. However, the loss 
in sales is not limited to beverages.

“The average monthly loss 
in sales per Philadelphia store 
of $304,433 will lead to some 
reduction in labor force,” Stanton 
wrote in the study, adding: “There is 
almost no scenario that would lead 
one to believe that the Philadelphia 
Beverage Tax will permit taxed 
supermarkets to maintain existing 
labor forces. Furthermore, the 
decline in supermarket sales will 
negatively impact distributors and 
other channels of distribution 

companies serving those 
supermarkets. While the reduction 
in force may take a few months to 
reach an equilibrium level, a labor 
reduction seems inevitable.”

Grocers like Jeffery Brown, 
president of Brown’s Super Stores, 
which operates 13 ShopRite stores in 
Philadelphia, told the Pennsylvania 
Senate Local Government 
Committee in written testimony that 
the thousands of products impacted 
by the beverage tax include sports 
drinks, flavored waters and nutrient 
enhanced drinks.

“The beverage tax has cut 
beverage sales by half  at our 13 
ShopRite stores in the city and 
created storewide sales drops that 
vary from 10% to a whopping 
25%,” Brown said, adding that in 
six of  his 13 stores, overall sales 
were down an average of  15%, 
and beverage sales were down 
nearly 60% since the tax took 
effect in January.

“We know that shoppers are 
going outside the city to buy their 
beverages and they are taking all 
their grocery dollars with them,” 
Brown said.

The loss of sales in Brown’s 
ShopRite stores has also been 
met with a decrease in labor. “We 
are cutting back hundreds of  
work hours and not filling open 
positions,” Brown wrote. “I have 
210 fewer associate positions in my 
stores this year as a direct result 
of  the beverage tax. And I’m not 
alone. This trend is happening at 
stores around the city.”

The news source writes that 

in his study, Stanton compared 
sales receipts of five Philadelphia 
supermarkets with four suburban 
supermarkets, and he compared 
sales in each store after the tax 
was imposed with trends before 
the tax was imposed. He found 
that the beverage tax came during 
an already challenging time for 
Pennsylvania’s supermarket 
industry, which had been facing 
sales declines due to changing 
consumer patterns. Therefore, the 
beverage tax doubled sales losses in 
Philadelphia stores.

“This study confirms our worst 
fears and highlights the struggles 
supermarkets across the city have 
been facing every day this unfair tax 
has been imposed on them,” Dave 
McCorkle, president emeritus of  
the Pennsylvania Food Merchants 
Association, said in a news release.

“At a time when food retailers 
were already confronting 
headwinds from online shopping 
and other changes in consumer 
behavior, this tax is dealing a death 
blow to an industry that provides 
access to groceries for families 
in low-income neighborhoods,” 
McCorkle added. “Our elected 
officials need to recognize the 
existential threat this tax poses for 
an industry that employs thousands 
of Philadelphians in family-
sustaining jobs.”

Be on the lookout for the 
October NACS Magazine cover 
story, “A Costly Pour,” on the 
economic impact and consequences 
beverage taxes are having on 
retailers and consumers. n



30 // www.AFPDonline.org  //  O C T O B E R  2 0 1 7

express lines

Philip Morris Will Give $1 Billion to Curb Smoking
The	new	research	foundation	will	be	headed	by	former	WHO	official	Derek	Yach

n■BY NACS ONLINE

Philip Morris International 
announced this week that it 
will pledge $1 billion to support 
the start of  the Foundation 

for a Smoke-Free World, an 
independent nonprofit created 
to ultimately eliminate smoking 
worldwide, Bloomberg reports.

According to the foundation’s 
website, the group “collaborates 
with other nonprofit, advocacy 
and government organizations 
to advance smoking cessation 
and harm-reduction science and 
technology. It also serves as a 
convener of research, dialogue and 
ideas to reduce smoking globally, 
while monitoring, evaluating and 
helping to address the impact 
of reduced smoking rates on 
agriculture and economics.”

Derek Yach, who worked for 
the World Health Organization, 

will head the foundation. Philip 
Morris will spend around $80 
million yearly over the next dozen 
years for the program, beginning 
in 2018. “There is a unique 
opportunity today to significantly 
change the health trajectories of the 
millions of men and women who 
continue to smoke by offering them 
a better choice,” said CEO André 
Calantzopoulos with Philip Morris, 
in a statement.

“The foundation is a welcome 
driver of change, at a time when 
a smoke-free future is clearly on 
the horizon. We will welcome its 
recommendations to accelerate 
smoker adoption of less harmful 
alternatives.” n

Ohio’s Minimum Wage to Increase in 2018

n■BY OHIO DEPARTMENT OF COMMERCE

Ohio’s minimum wage is 

scheduled to increase on January 

1, 2018, to $8.30 per hour for 

non- tipped employees and $4.15 

per hour for tipped employees. 

The minimum wage will apply 

to employees of  businesses with 

annual gross receipts of  more than 

$305,000 per year.

The current 2017 Ohio 

minimum wage is $8.15 per hour 

for non-tipped employees and 

$4.08 for tipped employees. The 

2017 Ohio minimum wage applies 

to employees of businesses with 

annual gross receipts of more than 

$299,000 per year.

The Constitutional Amendment 

(II-34a) passed by Ohio voters in 

November 2006 states that Ohio’s 

minimum wage shall increase on 

January 1 of each year by the rate 

of inflation. The state minimum 

wage is tied to the Consumer 

Price Index (CPI-W) for urban 

wage earners and clerical workers 

for the 12-month period prior to 

September. This CPI-W index 

increased by 1.9 percent over 

the twelve-month period from 

September 1, 2016, to August 

31, 2017. The Constitutional 

Amendment is available online.

For employees at smaller 

companies with annual gross 

receipts of $305,000 or less per 

year after January 1, 2018, and 

for 14 and 15-year-olds, the state 

minimum wage is $7.25 per hour. 

For these employees, the state wage 

is tied to the federal minimum 

wage of $7.25 per hour, which 

requires an act of Congress and the 

President’s signature to change.

Employers can access the 2018 

Minimum Wage poster for display 

in their places of business from the 

Department’s website. n



Spooktacular  
AFPD Savings  
10/2/17 – 11/4/17 

Gallon Summer Surf 
Cost $2.05 – Sell $2.69 

HG Apple Cider 
Cost $2.54 – Sell $3.49 

8oz French Onion 
Cost $1.00 – Sell $1.29 



Blue Cross Blue Shield of Michigan and Blue Care Network are nonprofit corporations 
and independent licensees of the Blue Cross and Blue Shield Association.
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Every day, 
our job 
is to help 
you do 
the things 
you love 
doing.

Confidence comes with every card.®

Search for BCBSM

No matter where you go, the Blue Cross Blue Shield of Michigan mobile app 
allows you to access your health care coverage information anytime, anywhere. 

Get yours today!  
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make sure to support these afpd supplier members

 Indicates a supplier program that  
        has been endorsed by AFPD

M  Indicates supplier only available in MI

O
 Indicates supplier only available in OH

IL  Indicates supplier only available in IL

ATM
ATM Management . . . . . . . . . . . . . . . . . (614) 891-9200

Edge One, Inc. . . . . . . . . . . . . . . . . . . . . (608) 873-3311

Elite Bank Card & Elite Merchant Services
  . . . . . . . . . . . . . . . . . . . . . . . . . . . (248) 594-3322

BAKED GOODS DISTRIBUTORS
Cateraid, Inc. . . . . . . . . . . . . . . . . . . . . . (517) 546-8217

Get Up & Go Ventures LLC . . . . . . . . . . . (301) 254-5566

Great Lakes Baking Co./ 
Sun Valley Foods Co.. . . . . . . . . . . . . (313) 865-6360

Metropolitan Baking Co./ 
Hearth Oven Bakers . . . . . . . . . . . . . (313) 875-7246

BANKING, INVESTING & CONSULTING
Capital Mortgage Funding . . . . . . . . . . . (248) 569-7283

CNH Sales . . . . . . . . . . . . . . . . . . . . . . . (855) 365-1800

Level One Bank . . . . . . . . . . . . . . . . . . . (248) 737-1102

Lincoln Financial Advisors. . . . . . . . . . . (248) 948-5124

Mass Mutual Michigan Metro . . . . . . . . (248) 324-9308

Mercantile Bank of Michigan . . . . . . . . (248) 434-5925

US Bank . . . . . . . . . . . . . . . . . . . . . . . . . (773) 478-3131

BEER DISTRIBUTORS
Craft Beers of Canada . . . . . . . . . . . . . . (248) 701-2019

Eastown Distributors . . . . . . . . . . . . . . . (313) 867-6900

Great Lakes Beverage Company . . . . . . (313) 865-3900

Powers Distributing Company . . . . . . . . (248) 393-3700

BEER GROWLERS

 SRC Refrigeration (Growlers) . .1-800-521-0398
Prestige Glassware . . . . . . . . . . . . . . . . (989) 671-4033 

BOOKKEEPING/ACCOUNTING CPA
Alkamano & Associates. . . . . . . . . . . . . (248) 865-8500

Marcoin/E.K. Williams & Company . . . . (614) 837-7928

UHY Advisors-MI . . . . . . . . . . . . . . . . . . (248) 355-1040

BUSINESS COMMUNICATIONS/PUBLIC RELATIONS

 Windstream. . . . . . . . . . . . . . (248) 530-2164
Alpha Wireless Solutions  . . . . . . . . . . . (734) 429-0001
Comcast . . . . . . . . . . . . . . . . . . . . . . . . . (248) 233-4537

Sprint . . . . . . . . . . . . . . . . . . . . . . . . . . . (248) 893-8017

Tamar Designs, LLC . . . . . . . . . . . . . . . . (248) 760-7211

C-STORE & TOBACCO DISTRIBUTORS

 Eby-Brown . . . . . . . . . . . . . . . (630) 536-3968
Beverage Snacks & Beyond. . . . . . . . . . (586) 480-5399

Capital Sales Company . . . . . . . . . . . . . (248) 542-4400

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

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

Seaway Cash N’ Carry . . . . . . . . . . . . . . (216) 361-5757

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

CAR DEALERSHIPS & TRANSPORTATION
Saroki Vehicles, LLC. . . . . . . . . . . . . . . . (248) 258-3900

Suburban Truck Driving Training School (734) 229-0000

Superior Buick . . . . . . . . . . . . . . . . . . . 1-877-586-8665

CHECK CASHING
Secure Check Cashing, Inc.  . . . . . . . . . (248) 548-3020

CHICKEN SUPPLIERS
Taylor Freezer/Broaster Chicken . . . . . . (734) 525-2535

CHIPS, NUTS, CANDY & SNACKS 

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

 D&B Grocers Wholesale M  IL  (Only salty snacks)
   . . . . . . . . . . . . . . . . . . . . . . . . . (734) 513-1715

 Lipari Foods, Inc.. . . . . . . . . . (586) 447-3500
Brooklynn Brownies with Love  . . . . . . . (313) 715-4829

Detroit Popcorn Company . . . . . . . . . . . (313) 387-1600

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

Kar’s Nut Products Company. . . . . . . . . (248) 588-1903

Motown Snack Foods  
(Jays, Cape Cod, Tom’s, Archway, Stella D’oro). . . (313) 931-3205

Northern Confections, Inc.  . . . . . . . . . . (231) 436-5356 

Snyder’s-Lance, Inc. . . . . . . . . . . . . . . . (616) 401-0258

Uncle Ray’s Potato Chips & Snacks. . . 1-800-800-3286

COFFEE 
Lava	Mountain	Coffee . . . . . . . . . . . . . . (248) 267-0227

CONTRACTORS & CONSTRUCTION
Duraguard	Commericial	Roofing . . . . . . (810) 730-2532

COUPON REDEMPTION/MONEY ORDERS/ 
MONEY TRANSFER/BILL PAYMENT

 AFPD Coupon Redemption  . .1-800-666-6233
   . . . . . . . . . . . . . . . . . . . . . . . . . (405) 525-9419

 DivDat Kiosk Network . . . . . . (248) 399-0715

 MoneyGram. . . . . . . . . . . . . .1-800-328-5678

CREDIT CARD PROCESSING

 WorldPay . . . . . . . . . . . . . . . . (404) 723-1528
First Class Payment Systems. . . . . . . . 1-888-255-2211

DELI & MEAT MANUFACTURERS & DISTRIBUTORS

 Sherwood Food Distributors . (313) 659-7300

 Lipari Foods, Inc.. . . . . . . . . . (586) 447-3500
A to Z Portion Control Meats . . . . . . . . . (419) 358-2926 
Supreme Ltd.  . . . . . . . . . . . . . . . . . . . . (630) 550-5112 
Wolverine Packing Company . . . . . . . . . (313) 259-7500

ENERGY, LIGHTING & UTILITIES

 Mid-American Energy Services, LLC . . . . . . . .  
  . . . . . . . . . . . . . . . . . . . . . . . . . (563) 333-8570

 Vantaura Energy Services M  (lighting) . . . . . .  
  . . . . . . . . . . . . . . . . . . . . . . . . . (616) 301-0775

DTE Energy . . . . . . . . . . . . . . . . . . . . . . 1-800-477-4747
DTE Your Energy Savings . . . . . . . . . . . 1-855-234-7335
GenPro . . . . . . . . . . . . . . . . . . . . . . . . . 1-866-439-1424
My Choice Energy. . . . . . . . . . . . . . . . . . (586) 248-7181
Running Right . . . . . . . . . . . . . . . . . . . . (248) 884-1704

ENVIRONMENTAL CONSULTING
BLDI Environmental Engineers . . . . . . . (616) 459-3737

FOOD EQUIPMENT, MACHINERY & KIOSKS
CES Nationwide . . . . . . . . . . . . . . . . . . . (773) 261-6105

Culinary Products, Inc. . . . . . . . . . . . . . (989) 754-2457

GAS STATION BRANDING & MAINTENANCE

 Oscar W Larson Co. M  IL  . . . . (248) 620-0070

Clark Brands, LLC  . . . . . . . . . . . . . . . . . (331) 457-4804

GASOLINE WHOLESALERS
Armada Oil & Gas . . . . . . . . . . . . . . . . . (313) 582-1777
Beck Suppliers, Inc.  . . . . . . . . . . . . . . . (419) 332-5527
Central Ohio Petroleum Marketers . . . . (614) 889-1860
Corrigan Oil . . . . . . . . . . . . . . . . . . . . . . .1-800-FAST-OIL
Gilligan Oil Company of Columbus . . . 1-800-355-9342
High Pointe Oil Company, Inc.  . . . . . . . (248) 474-0900
Obie Oil, Inc. . . . . . . . . . . . . . . . . . . . . . (937) 275-9966
R&R Takhar Operations, Inc. . . . . . . . . . (937) 665-0881
Select Distributors, LLC . . . . . . . . . . . . . (844) 208-8097

GREETING CARDS

 Leanin’ Tree . . . . . 1-800-556-7819 ext. 4183
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 Indicates a supplier program that  
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GROCERY WHOLESALERS & DISTRIBUTORS

 D&B Grocers Wholesale IL  (Only salty snacks)
   . . . . . . . . . . . . . . . . . . . . . . . . . (734) 513-1715
George Enterprises, LLC. . . . . . . . . . . . . (248) 851-6990
Great North Foods/Alpena Grocer . . . . . (989) 356-2281
International Wholesale . . . . . . . . . . . . (248) 353-8800 
Liberty Wholesale   . . . . . . . . . . . . . . . . (586) 755-3629
SpartanNash . . . . . . . . . . . . . . . . . . . . . (616) 878-2248
SUPERVALU West Region . . . . . . . . . . . . (262) 942-3387
Value Wholesale Distributors . . . . . . . . (248) 967-2900 

HOTELS, CONVENTION CENTERS &  
BANQUET HALLS
Farmington Hills Manor. . . . . . . . . . . . . (248) 888-8000

Genoa Banquet Center . . . . . . . . . . . . . (517) 545-1000

Penna’s of Sterling . . . . . . . . . . . . . . . . (586) 978-3880

Petruzello’s . . . . . . . . . . . . . . . . . . . . . . (248) 879-1000

Shenandoah Country Club . . . . . . . . . . (248) 683-6363

Suburban Collection Showplace . . . . . . (248) 348-5600

ICE CREAM SUPPLIERS

 Nestle DSD (Small format only) . . . (616) 291-8999

 Prairie Farms Ice Cream Program  M  
      . . . . . . . . . . . . . . . 1-800-399-6970 ext. 200

 Blue Bunny Ice Cream  M  . . . (810) 234-4155
Arctic Express (Nestle Ice Cream-Small format only) 

 . . . . . . . . . . . . . . . . . . . . . . . . . . 1-866-347-3657

Bartos Distributing, Inc. . . . . . . . . . . . . (734) 422-7725

ICE PRODUCTS

 U.S. Ice Corp. M  . . . . . . . . . . . (313) 862-3344
Arctic Glacier Premium Ice. . . . . . . . . . 1-800-327-2920

Home City Ice  . . . . . . . . . . . . . . . . . . .  (513) 598-3738

INSURANCE SERVICES: AUTO & HOME

 Lakeview Insurance/Liberty Mutual Auto & 
Home Discount Program M  O  . . . . . (586) 553-9954

INSURANCE SERVICES: COMMERCIAL

 Conifer Insurance Company (Liquor Liability)

  . . . . . . . . . . . . . . . . . . . . . . . . . . . . .(248) 559-0840
Cox Specialty Markets (Conifer)  . . . . . . . . . .1-800-648-0357
Federated Insurance . . . . . . . . . . . . . . . . .1-800-533-0472
Globe Midwest/Adjusters International  . (248) 352-2100
Insurance Advisors, Inc. . . . . . . . . . . . . (248) 694-9006
JA Knapp Agency . . . . . . . . . . . . . . . . . . (740) 362-4044
National Claims Service. . . . . . . . . . . . . (313) 537-8329
The Campbell Group . . . . . . . . . . . . . . . (269) 324-3688 
USTI/Lyndall Insurance . . . . . . . . . . . . . (440) 247-3750

INSURANCE SERVICES: HEALTH & LIFE

 BCBS of Michigan  M.. . . . . . . (313) 225-9000
Blue Care Network  . . . . . . . . . . . . . . . . (248) 799-6300 
Business	Benefits	Resource,	LLC. . . . . . (248) 381-5045
Heritage Vision Plans  . . . . . . . . . . . . . . (313) 863-1633
Independent Food Retailers Association .  (517) 337-4877 
Omega	Benefit	Strategies . . . . . . . . . . . (888) 404-5049

INSURANCE SERVICES: WORKERS’ COMPENSATION

 Conifer Insurance Company . . . . (248) 559-0840

 CareWorks  O . . . . 1-800-837-3200 ext. 7188

LEGAL SERVICES
Bellanca & LaBarge . . . . . . . . . . . . . . . . (313) 882-1100
Cummings, McClorey, Davis & Acho, PLC (734) 261-2400
Day Ketterer Ltd. . . . . . . . . . . . . . . . . . . (330) 650-4362
Denha & Associates, PLLC . . . . . . . . . . . (248) 265-4100
Foster Swift Collins & Smith, PC (Labor & Employment Law) 

 . . . . . . . . . . . . . . . . . . . . . . . . . . . (248) 539-9919
Hammoud & Dakhlallah Law Group . . . (313) 551-3038 
Kecskes, Silver & Gadd, PC . . . . . . . . . . (734) 354-8600
Kullen & Kassab, PC  . . . . . . . . . . . . . . . (258) 538-2200
Lippitt O’Keefe Advisors, LLC  . . . . . . . . (248) 646-8292
Pepple & Waggoner, Ltd.  . . . . . . . . . . . (216) 520-0088
Willingham & Cote, PC (Alcohol issues) . . . . (517) 351-6200

LIQUOR SHELF TAGS
Saxon, Inc. . . . . . . . . . . . . . . . . . . . . . . . (248) 398-2000

LOTTERY
IGT Global Solutions . . . . . . . . . . . . . . . (517) 272-3302
Michigan Lottery . . . . . . . . . . . . . . . . . . (517) 335-5648
Ohio Lottery . . . . . . . . . . . . . . . . . . . . . 1-800-589-6446

MILK, DAIRY & CHEESE PRODUCTS

 Lipari Foods, Inc.. . . . . . . . . . (586) 447-3500

 Sherwood Food Distributors M  IL  
  . . . . . . . . . . . . . . . . . . . . . . . . . (313) 659-7300

 Dairymens  O  . . . . . . . . . . . . (216) 214-7342

 Prairie Farms Dairy Co.  M . . . (248) 399-6300          
Country Fresh. . . . . . . . . . . . . . . . . . . . 1-800-748-0480

Dairy Fresh Foods, Inc. . . . . . . . . . . . . . (313) 295-6300

MISCELLANEOUS
Pavelid Technology . . . . . . . . . . . . . . . . (248) 330-7833

OFFICE SUPPLIES

 Office Depot  . . . . . . . . . . . . . (855) 337-6811

PAPER PRODUCTS & PACKAGING SUPPLIES
Bunzl USA. . . . . . . . . . . . . . . . . . . . . . . . (810) 714-1400

Joshen Paper & Packaging  . . . . . . . . . . (216) 441-5600

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

POINT OF SALE & RETAIL TECHNOLOGY

 Great Lakes Data Systems  (LOC Software) 

  . . . . . . . . . . . . . . . . . . (248) 356-4100 ext. 107
Active Software & Hardware . . . . . . . . . (248) 577-9000

BMC-Business Machines Company  . . . (517) 485-1732

City Hive, Inc. . . . . . . . . . . . . . . . . . . . . . (917) 562-6618

Randall Data . . . . . . . . . . . . . . . . . . . . . (734) 453-9200

Reward Geek . . . . . . . . . . . . . . . . . . . . . (248) 268-9000

RSA America, LLC . . . . . . . . . . . . . . . . . . (312) 471-6700

Success Systems . . . . . . . . . . . . . . . . . 1-800-653-3345

PRINTING, PUBLISHING & SIGNAGE

 Fisher Printing. . . . . . . . . . . . (708) 598-1500
Ahearn Signs, Inc. . . . . . . . . . . . . . . . . . (734) 699-3777

Huron	Web	Offset	Printing. . . . . . . . . . . (519) 845-0821

Pace Custom Printing. . . . . . . . . . . . . . . (248) 563-7702

Wheelhouse Graphix  . . . . . . . . . . . . . 1-800-732-0815

PRODUCE DISTRIBUTORS

 Heeren Brothers Produce M . . (616) 452-2101
Anthony Marano Company . . . . . . . . . . (773) 321-7500

PROPANE

 Pinnacle Propane Express. . . (847) 406-2021
Corrigan Oil . . . . . . . . . . . . . . . . . . . . . . .1-800-FAST-OIL

REAL ESTATE

 Sell Your Business Program . . 1-800-666-6233
NAI Farbman (Commercial Real Estate) . . . . . . . (248) 351-4386

Signature Associates  . . . . . . . . . . . . . . (248) 359-3838

REFRIGERATION SOLUTIONS (COMMERCIAL)

 SRC Refrigeration (Growlers) . .1-800-521-0398

National Resource Management, Inc.. . (781) 828-8877

RW International . . . . . . . . . . . . . . . . . . (586) 920-2796

make sure to support these afpd supplier members
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RETAIL FIXTURES & DISPLAYS
Detroit Store Fixture Co.  . . . . . . . . . . . . (313) 341-3255

Display Max . . . . . . . . . . . . . . . . . . . . . . (810) 494-0400

Retail Sign Systems . . . . . . . . . . . . . . . . (616) 863-6600

Tyler Supply Company   . . . . . . . . . . . . . (269) 345-2121

REVERSE VENDING MACHINES & SERVICE
UBCR, LLC. . . . . . . . . . . . . . . . . . . . . . . . (248) 529-2605

Universal Video, Inc. . . . . . . . . . . . . . . . (248) 798-6699

SECURITY, SURVEILLANCE & MORE

 Advanced Surveillance Technologies, Inc. 
 . . . . . . . . . . . . . . . . . . . . . . . . . . 1-800-278-6004

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

Davis Bancorp, Inc. . . . . . . . . . . . . . . . . (847) 998-9000

SODA POP, WATER, JUICES & OTHER BEVERAGES

 Monster Energy Company . . .1-800-666-6233

 Muscle Milk. . . . . . . . . . . . . .1-800-666-6233

 Lipton Rebate Program/Pepsi Beverages                   
 . . . . . . . . . . . . . . . . . . Detroit M  1-800-368-9945

  . . . . . . . . . . . . . . . . . . Howell M  1-800-878-8239
  . . . . . . . . . . . . . . . . . . Pontiac M  (248) 334-3512
  . . . . . . . . . . . . . . . . Cleveland O  (216) 252-7377
  . . . . . . . . . . . . . . . . Twinsburg O  (330) 963-5300

 Coca-Cola Refreshments (Metro Detroit Program)

   . . . . . . . . . . . .Metro Detroit M  (313) 868-2008
  . . . . . . . . . . . . . . . . .Belleville M  (734) 397-2700
  . . . . . . . . . . . . . . . Port Huron M  (810) 982-8501
  . . . . . . . . . . . . . . . . Cleveland O  (216) 690-2653

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

Absopure Water Company  . . . . . . . . . . (734) 207-4906

Dr. Pepper Snapple Group/7UP . . . . . . (313) 937-3500

LXR Biotech, LLC  . . . . . . . . . . . . . . . . . . (248) 836-4373

TOBACCO COMPANIES & PRODUCTS
8 Mile Smoke . . . . . . . . . . . . . . . . . . . . . (844) 678-6453

Altria Client Services . . . . . . . . . . . . . . . (513) 831-5510

R.J. Reynolds Tobacco Company . . . . . . (336) 741-0727

TRUCKING COMPANIES 
North Shore Transportation Group . . . . (224) 210-1844

UNIFORMS, LINENS, WORK WEAR & SUPPLIES

 Detroit Chemical & Paper Supply /  
1st Impressions . . . . . . . . . . . . . . (586) 558-8805

 Socks Galore Wholesale . . . . (248) 545-7625

 UniFirst Corporation  (888) 256-5255 ext. 232

UNEMPLOYMENT DEFENSE 

 Packer & Associates . . . . . . . (248) 348-5610

WASTE DISPOSAL & RECYCLING

 Midwest Recycling M  (American Red Cross boxes)

   . . . . . . . . . . . . . . . . . . . . . . . . . (313) 304-9099          

Planet Environmental . . . . . . . . . . . . . . (313) 473-9886 

WINE & SPIRITS COMPANIES

 Benchmark Beverage Co. . . .1-800-666-6233
BuzzBallz, LLC . . . . . . . . . . . . . . . . . . . . (972) 242-3777
Cornerstone Wine Distributor . . . . . . . . (586) 839-2552
Diageo . . . . . . . . . . . . . . . . . . . . . . . . . 1-800-462-6504
Heaven Hill Distilleries . . . . . . . . . . . . 1-800-348-1783
Luxco . . . . . . . . . . . . . . . . . . . . . . . . . . . (313) 333-4637
Native Spirits Limited . . . . . . . . . . . . . . (602) 741-6119 
Pernod-Ricard USA  . . . . . . . . . . . . . . . . (248) 717-3177 
Proximo Spirits  . . . . . . . . . . . . . . . . . . . (810) 278-0599 
Remy Cointreau USA . . . . . . . . . . . . . . . (248) 347-3731
Southern Glazer’s Wine & Spirits of Michigan
  . . . . . . . . . . . . . . . . . . . . . . . . . . . (248) 698-1660
Vektor Vodka . . . . . . . . . . . . . . . . . . . . . (602) 741-6119

WINE & SPIRITS DISTRIBUTORS

 RNDC of Michigan (Non-Alcohol Program) 
  . . . . . . . . . . . . . . . . . . . . . . . . .1-888-697-6424

Great Lakes Wine & Spirits . . . . . . . . . 1-888-860-3805

If you are a supplier 
of a product/service 
and would like the 

endorsement of AFPD, 
call us today at  

1-800-666-6233!

MICHIGAN

Feeding America West Michigan Food Bank 
  . . . . . . . . . . . . . . . . . . . . . . . . . . . (616) 784-3250
Feeding America West Michigan Food Bank - 
 Benton Harbor . . . . . . . . . . . . . . . . . (269) 983-7229
Feeding America West Michigan Food Bank - 
 Cadillac  . . . . . . . . . . . . . . . . . . . . . . (231) 779-0056
Feeding America West Michigan Food Bank - 
 Ishpeming  . . . . . . . . . . . . . . . . . . . . (906) 485-4988
Feeding America West Michigan Food Bank - 
 Sault Ste. Marie . . . . . . . . . . . . . . . . (906) 632-0348
Food Bank of Eastern Michigan  . . . . . . (810) 239-4441
Food Bank of South Central Michigan  . . (269) 964-3663 
Food Gatherers  . . . . . . . . . . . . . . . . . . . (734) 761-2796
Forgotten Harvest  . . . . . . . . . . . . . . . . . (248) 967-1500
Gleaners Community Food Bank  . . . . . (866) GLE-ANER
Greater Lansing Food Bank  . . . . . . . . . (517) 908-3680
Kalamazoo Loaves & Fishes . . . . . . . . . (269) 343-3663
The Manna Food Project . . . . . . . . . . . . (231) 347-8852
Western Upper Peninsula Food Bank  . . . (906) 482-5548

OHIO
Akron-Canton Regional Foodbank  . . . . (330) 535-6900
Cleveland Foodbank . . . . . . . . . . . . . . . (216) 738-2265
The Foodbank, Inc. . . . . . . . . . . . . . . . . (937) 461-0265
Freestore Foodbank  . . . . . . . . . . . . . . . (513) 482-4500
Mid-Ohio Foodbank  . . . . . . . . . . . . . . . (614) 274-7770
SE Ohio Foodbank & Kitchen  . . . . . . . . (740) 767-4500 
Second Harvest Food Bank of Clark, Champaign and 

Logan Counties  . . . . . . . . . . . . . . . . (937) 325-8715
Second Harvest Food Bank of North Central Ohio 
  . . . . . . . . . . . . . . . . . . . . . . . . . . . (440) 960-2265
Second Harvest Food Bank of the Mahoning Valley 
  . . . . . . . . . . . . . . . . . . . . . . . . . . . (330) 792-5522
Shared Harvest Foodbank  . . . . . . . . . . (800) 352-3663
Toledo Northwestern Ohio Food Bank . . . (419) 242-5000
West Ohio Food Bank  . . . . . . . . . . . . . . (419) 222-7946

ILLINOIS
Central Illinois Foodbank  . . . . . . . . . . . (217) 522-4022
Eastern Illinois Foodbank . . . . . . . . . . . (217) 328-3663
Greater Chicago Food Depository . . . . . (773) 247-3663
Northern Illinois Foodbank . . . . . . . . . . (630) 443-6910
Peoria Area Food Bank  . . . . . . . . . . . . . (309) 671-3906 
River Bend Foodbank  . . . . . . . . . . . . . . (563) 345-6490
St. Louis Area Foodbank . . . . . . . . . . . . (314) 292-6262
Tri-State Foodbank  . . . . . . . . . . . . . . . . (812) 425-0775

F O O D  R E S C U E  /  F O O D  B A N K S
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NOVEMBER 16 & 17, 2017
A F P D ” H I G H  F I V E ”  T U R K E Y  D R I V E S

As the holiday season approaches, the AFPD turkey 

drive committee has pledged to put a turkey on the 

Thanksgiving table of  over 6,000 needy families 

throughout Michigan, Ohio and Illinois that may not 

otherwise enjoy this special meal.  

Michigan // Ohio // Illinois

JANUARY 6, 2018

A F P D ’ S  1 0 2 N D  A N N U A L  T R A D E  D I N N E R  &  B A L L 

Join over 1,000 leaders in the food, beverage & 

petroleum industries at this one-and-only black tie gala.  

Delight in fine cuisine, dancing and entertainment and 

engage with colleagues and friends to celebrate the 

strength and vitality of  AFPD and the members it serves.    

Penna’s of  Sterling // Sterling Heights,  MI

afpd calendar
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Visit SpartanNash.com for more information or call: 

Jim Gohsman 616-878-8088
Ed Callihan 330-903-8076
Roger Delemeester 989-245-0337

Our Family anchors the broad assortment of private brand 

items we currently provide retailers like you.

Thousands of 
grocery and 

household items 
at a national 

brand equivalent 
or better

Natural and 
organic 

selection

Health and beauty 
products for the 

whole family

A full line of 
quality baby 

care

Affordable pet 
care and toys

QUALITY
VALUEand

for your family since 1904
We’re proud to offer the 

Our Family brand to our 

independent retailers. You can 

trust Our Family for your family.

Meat, deli, 
bakery, 

seafood, and 
ready to heat 

selections

Experience 
the world
of food


